The 5th World Conference for Graduate Research

in Tourism, Hospitality and Leisure
25 - 30 May 2010, Cappadocia, Turkey

Proceedings Book

Edited by

Metin KOZAK, Ph.D.

Organized by

Ankara, May 2010

DETAY YAYINLARI
1’st edition
ISBN
The certificate number of the Publisher

: 346
: May 2010
: 978-605-5681-67-8
: 13188

©Copyright Detay Anatolia Akademik Yayıncılık Ltd. Şti.
All rights reserved. No part of this publication may be reproduced, stored in a retrieval system, or
transmitted, in any form, or by any means, electronic, mechanical, photocopying, recording or otherwise,
without the prior permission, in writing, from the publisher.

Typesetting:
Cover page design
Press and binding

: Detay Publications
: Detay Publications
: Sözkesen Printing House

GENERAL DISTRIBUTION AND MARKETING ADDRESS:
DETAY ANATOLIA AKADEMİK YAYINCILIK LTD. ŞTİ.
Adakale Sokak No: 14/1 Kızılay/Ankara-TURKEY
Tel : (+90-312- 434 09 49 • Faks: +90-312) 434 31 42
Web: www.detayyayin.com.tr • e-mail: detayyay@gmail.com

iv

Preface
Once more, welcome to the 5th World Graduate Research Conference in Tourism,
Hospitality and Leisure that we are holding again with the host of Anatolia, an
internationally well‐respected journal of tourism and hospitality research. Al‐
most eight years ago, we launched this conference series to provide a research
forum among graduate students and faculty members engaged in graduate
teaching and research in tourism, hospitality, leisure, recreation and so forth.
Through our journey within this period, both the graduate students and faculty
members in the entire world have been inspired to contribute to the conference
where the interdisciplinary aspects of tourism and hospitality areas have also
been emphasized. Authors have been invited to submit papers across a wide
spectrum not only in tourism, travel and hospitality but also in other relating
areas on the condition that they have a close proximity with these subjects.
While moving ahead, it has become a necessity to create new ideas, e.g.
broadening the context of paper submissions into two categories. As a tradi‐
tional way, the first is that graduate students submit either their work in pro‐
gress or completed studies reflecting the summary of their theses or disserta‐
tions in terms of the development of hypotheses and methodology and show‐
ing the way how it may contribute to the literature. This category has gradually
gained much broader attention from young scholars from one meeting to an‐
other. For instance, the number of Ph.D. dissertation abstracts submitted for
this year’s conference has reached “30” as opposed to a total of “8” thesis ab‐
stracts, reaching “38” extended abstracts in this category. The next is open both
for graduates and faculty members who are encouraged to submit their regular
conceptual or empirical papers together, but is subject to the participation of
one author for an oral presentation. It adds up to “55” papers. We would like to
thank all young scholars and faculty members for their continual and promis‐
ing support.
Let me introduce you another new idea that we have put into practice com‐
mencing from this year. In addition to the earlier three award categories (best
paper, best thesis, and best dissertation), we have launched an additional best
paper award specifically given in recognition of an internationally well‐
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respected scholar who has made a great contribution to the dissemination of
tourism research. The organising committee decided to nominate the best Ph.D.
dissertation of this year’s submission for the recognition of Professor Jafar
Jafari of the University of Wisconsin‐Stout who has made a lifelong contribu‐
tion to internationally enlarging the border of tourism research, broadening the
network of tourism researchers and enriching the dimension of academic tour‐
ism literature. We are truly thankful to Professor Jafari for his positive response
to become the first nominee in this category. Through our discussions with the
international tourism scholars, we will come up with a different name for the
next conference’s recognition award.
In this volume, you will find the proceedings including extended abstracts of
those thesis and dissertations (no more than 2,000 words) as well as full papers
of research papers (no more than 5,000 words) that have been accepted for an
oral presentation at the conference and dealing with a wide range of aspects
related to tourism, hospitality, leisure and recreation. We are proud to empha‐
size that the methodologies of the contributing authors include both qualitative
and quantitative methods of the scientific inquiry ranging from survey meth‐
ods to case studies. With this collaboration, tourism and its major components
are analyzed by both a institutionally and geographically diversified group of
prospective and potential researchers affiliated with 76 different institutions
and representing 27 countries: Portugal, USA, UK, Australia, Israel, Iran, Po‐
land, Taiwan, Malaysia, South Africa, Indonesia, South Korea, Hong Kong,
Malta, Thailand, Canada, Ireland, Japan, Croatia, Italy, France, Belgium, Bul‐
garia, Azerbaijan, Netherlands, Jamaica, Austria, and Turkey.
From an academic perspective, as it did earlier, we certainly believe that this
conference will enable academically‐young scholars to meet their mature coun‐
terparts to share experiences in order to advance their research knowledge and
contribute to the dissemination of tourism research in wider settings. We hope
that the conference attendants will return to their academic institutions and
home countries feeling intellectually enriched and will also continue contribut‐
ing to this growing field by making further progress in producing much richer
research outputs to open new horizons for future generations of both the aca‐
demia and the industry. From the social and cultural perspective, in addition to
various activities, the best paper, thesis and dissertation are awarded with a
package including free vacations, books and journal subscriptions with the
courtesy of our sponsors.
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Finally, we are very grateful for the contribution of many colleagues, speak‐
ers, track chairs, authors, reviewers, attendants and other staff and institutions
who have contributed to this conference in different ways. We acknowledge
the significant contribution of our keynote speakers (namely Jafar Jafari, Erik
Cohen, Richard Butler, and Egon Smeral), all those who have submitted their
papers, and those who have participated in the conference by sharing their
knowledge with others. We are also thankful both to Hüseyin Yıldırım and
Hasan Gülsaçan of Detay Publications for their ongoing support and personal
assistance through the organization of this conference. Last but not least, our
many thanks extend to Işıl Arıkan, Saltık, Tuğba Güner, Duygu Babat and
Hande Akyurt of Mugla University, and H. Rafet Yüncü, Çağıl Hale Özel, De‐
niz Karagöz, Dilek Acar Gürel and Barış Seyhan of Anadolu University for
their great efforts to play an active role on a volunteer basis while designing the
format of this conference book.
We wish you fruitful discussions and a pleasant stay in Cappadocia, Turkey.
We also look forward to welcoming you to attend the next conference in 2012!

Metin Kozak, Ph.D.
Chair

Sponsors
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ABSTRACT
This paper aims to better understand tourists’ motivations to buy souvenirs while travelling or vacationing as well as the meanings, values and symbols that underlie the
consumption of such souvenirs. We only consider the material souvenirs, i.e., all the
objects that have been purchased, received, or picked up from the destination. The
paper reports the results of a qualitative interpretive study using in-depth interview,
participant observation, and projective techniques. A total of 13 Belgian households
have been interviewed and observed at home. Grounded theory, which consists in
building a local theory through an inductive and logical process, has been used to analyse and interpret the data. Emerging findings provide a series of motives for buying
material souvenirs, i.e., remembrance, extension of the vacation experience, decoration, functionality, exercising an economic power, and gift giving. The analysis of related meanings leads to a new typology of four types of souvenirs, i.e., the symbolic
souvenir, the hedonistic souvenir, the utilitarian souvenir, and the souvenir as a gift.
Key Words: Tourist souvenirs, consumer behaviour, interpretive research, symbolic
consumption.

INTRODUCTION
Almost every tourist is involved in shopping activities while travelling or vaca‐
tioning. Tourism shopping refers to “the expenditure of tangible goods by tour‐
ists either for consumption in the destination (excluding food and beverage
items) or for export to their home countries/regions” (Timothy 2005: 69). Timo‐
thy (2005) contends that shopping is at the second place of the favourite holi‐
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day activities at the very most. Two recent examples support that assertion:
during 2007, the average inbound traveller to UK took part first in shopping
activities, then in “pub” activities, and thirdly in socializing with locals (Visit‐
Britain 2009). Secondly, the US Commerce Department indicated in 2007 that
the first concern for 90% of international travellers is to make shopping (Rey‐
nolds 2008). Moreover, in recent studies, researchers have identified shopping
as a major driver of destination visits (Hanqin and Lam 1999; Horneman et al.
2002; Origet du Cluzeau and Viceriat 2009).
In addition to its motivational aspect, tourist shopping represents an impor‐
tant business in tourist places. For example, research findings (Littrell et al.
1994; Moreno and Littrell 2001) have revealed that the amount spent in shop‐
ping for different consumer goods (i.e. local crafts, antiques, apparel, house‐
hold goods, memorabilia, and gifts) amounts up to 30 to 33% of U.S. tourists’
total travel expenditures. As for European and Australian tourists, they spent
between 32 and 37% of their money on shopping (Timothy 2005). In compari‐
son, Chinese and Taiwanese tourists devote a larger share of their budget (61%)
to shopping (Timothy 2005). For many tourism places, it is even a necessary
activity for the profitability of the retail trade (Swanson and Horridge 2006).
This paper focuses on one type of tourist expenditures, i.e. shopping for
souvenirs. Our consideration of souvenirs focuses on material souvenirs only,
i.e., all the objects that have been purchased, received or picked up from the
vacation destination. Intangible memories in vacationers’ mind and the photo‐
graphs taken during the vacation period are excluded from our consideration.
Our study addresses the following research questions: what motivates tourists
to buy souvenirs while travelling or vacationing; which values and symbols
underlie the consumption of vacation souvenirs? To put it briefly, we strive to
understand the meanings associated with purchasing and consuming souve‐
nirs. Cohen defines tourist souvenirs as “material objects which serve as re‐
minders of people, places, events or experiences of significance in a personʹs
biography” (Cohen 2000: 548). Some authors (Gordon 1986; Cohen 2000) make
a distinction between souvenirs and mementoes. Even if this distinction makes
sense, we will consider them together in this study because they serve the same
function of “a concrete reminder of an extra‐ordinary experience” (Gordon
1986: 137).
In the same study, Gordon (1986) was the first author to publish a typology
of souvenirs in the tourism literature by presenting their intrinsic features and
by characterizing them depending on two major functions (i.e. “a material re‐
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minder or a living messenger of the extraordinary”). Actually she identified
five types of souvenirs : pictorial images (e.g. postcards, snapshots, illustrated
books etc), pieces‐of‐the‐rock (i.e. items collected in the natural milieu), sym‐
bolic shorthand (i.e. out of scale objects that evoke the destination; e.g. a minia‐
ture Eiffel Tower), markers (i.e. souvenirs with no reference to particular loca‐
tion or event, but with inscriptions that situate them in space and time; e.g. a T‐
shirt marked with “Grand Canyon”), and local products (e.g. indigenous food,
liquor, local clothing etc). The work of Anderson and Littrell (1995) offers an
additional insight into the definition of a souvenir by contrasting the intangibil‐
ity of the (extraordinary) tourism experience and the tangibility of the souvenir:
“a tangible symbol and reminder of an experience that differs from daily rou‐
tine and that otherwise would remain intangible, such as memories of people,
places, and events” (Anderson and Littrell 1995: 328).
LITERATURE REVIEW
Motives for Buying Souvenirs
Butler (1991) identified four major reasons, related to the type of merchandise
(e.g. crafts, local materials, clothes, bargains, replicas etc) and the destination,
for tourists to shop: prestige, economic savings, self‐esteem, and nostalgia. A
number of other motivations were highlighted by Timothy (2005): novelty‐
seeking (i.e. the tourist’s quest to find new, unique, and unusual shopping op‐
portunities), functional needs (i.e. to purchase objects for utilitarian purposes at
home or at the destination), aesthetics, boredom/excess time, gift for those
stayed at home, and altruism (i.e. to help a cause with the sales profit of souve‐
nirs, e.g. a national park). The positive contact with the artisans and their
know‐how and thus the appreciation of their works, and the enhancement of a
personal collection at home can be viewed as motives for buying souvenirs as
well (Timothy 2005).
From an interpretive perspective, the two major tourist motivations for buy‐
ing souvenirs are extension of the travel experience and remembrance. On the
one hand, tourists often make sure they come back from the visited destina‐
tions with souvenirs because it validates and extends their travel experience
(MacCannell 1976; Brown 1992; Swanson 2004; Timothy 2005). On the other
hand, souvenirs can be used as reminders of persons, places visited, and spe‐
cial events related to their trip (Gordon 1986; Wallendorf and Arnould 1988;
Graburn 1989; Littrell 1990; Littrell et al. 1994; Anderson and Littrell 1995;
Swanson 2004; Timothy 2005). Such motivations can be interpreted in light of
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“sacredness theory” (Swanson 2004: 364): “Sacredness theory is the temporary
shift which exists between a mundane‐profane (work) existence and a unique‐
sacred (leisure) experience. Tourism allows individuals to move from the pro‐
fane to the sacred. People cannot stay indefinitely in a sacred state; however,
they can have a tangible piece of the extraordinary (a souvenir) to remind them
of the experience.” The sacred dimension of souvenirs and the transition from
an extraordinary sphere to an ordinary one has been investigated, notably by
Gordon (1986), MacCannell (1976), Graburn (1989), and Belk, Wallendorf and
Sherry (1991).
A number of studies have sought to explore the influence of particular
socio‐demographic variables (e.g. age, gender, culture/nationality …) on sou‐
venir purchase behaviour (Littrell 1990; Littrell et al. 1994; Anderson and Lit‐
trell 1995, 1996; Kim and Littrell 2001; Turner and Reisinger 2001; Swanson and
Horridge 2002; Yoon‐Jung Oh et al. 2004; Timothy 2005). Some authors have
found significant associations whereas some have not. For example, Littrell et
al. (1994) report gender and age differences in the development of tourist pro‐
files based on their souvenir buying and tourism styles (i.e. preferred activi‐
ties). Turner and Reisinger (2001) also mention significant differences in tour‐
ists’ shopping list as to gender (males‐females) and age (young‐old) while other
socio‐demographic variables have no influence. In contrast, for Anderson and
Littrell (1996) age is not important in determining travel and souvenir‐
purchasing habits, and for Kim and Littrell (2001: 648) “only marital status was
significantly associated with purchase intention” of souvenirs for self or others.
Culture and nationality may have an influence on tourist shopping behaviour
as well. For example, Japanese, Korean, and Taiwanese tourists have a higher
propensity to shop while travelling (Timothy 2005).
Meanings of Possessions
Levy (1959: 118) assumes that “people buy products not only for what they can
do, but also for what they mean”. More precisely, people go further than the
utilitarian component of their possessions. In their paper summarizing the top‐
ics (on deep meaning of possessions) illustrated on the videotape of the project
“The Consumer Behaviour Odyssey”, Wallendorf, Belk and Heisley (1988: 529)
suggest that “informants often regarded some of their possessions as more than
merely utilitarian things, i.e., possessions held deep meanings in their lives”. In
Wallendorf and Arnould’s study of favourite objects meaning (1988), 60% of
their American sample indicated an object as favourite not because of its func‐
tional attributes, but because it was a “reminder of a friend or family member,
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a vacation trip, or an event in the respondent’s past”; 6% of the sample because
“it reminded the person who had made it” (Wallendorf and Arnould 1988:
537). Consequently, the meanings attached to these objects “derive from sym‐
bolic person, event or maker attachments rather than from their physical at‐
tributes” (Wallendorf Arnould 1988: 537). For Belk (1988), favourable condi‐
tions (e.g. an enjoyable travel experience, an accomplishment, a gift received
from important others, a family heritage etc) of an object’s acquisition make
possible the development of deep meaning for its beholder.
Wallendorf, Belk and Heisley (1988) identified four themes borrowed to so‐
ciologists and anthropologists in order to understand the process through
which possessions are invested with deep meaning: extended‐self, fetishism,
anthropomorphism vs. totemism, and the sacred‐profane distinction. Accord‐
ing to Belk (1988), people possess things that contain a part of themselves, ob‐
jects that belong to the person’s “Self”, and possessions that reflect their iden‐
tity. Such an “extended‐self” allows individuals to transcend their possessions
as objects and their existence as biological beings, but also as beings capable of
assigning unique meanings, often sacred, to their possessions. For MacCracken
(1988), symbolic consumption involves that particular purchases are related to
the consumer self‐concept, i.e., all the goods, objects, things allow to give an
image of the consumer’s identity. To sum up, possessions contribute to define
who we are: “the things that surround us are inseparable of what we are”
(Csikszentmihalyi and Rochberg‐Halton 1981: 16). Therefore, the loss of cher‐
ished possessions is often qualified by consumers as “tragedy” or “violation of
self” (Wallendorf and Arnould 1988: 532).
The second helping theme, fetishism, can be defined as an “extreme atten‐
tion or devotion to certain classes of possessions” (Wallendorf, Belk and Heis‐
ley 1988: 529); fetishist behaviour can be depicted as addictive or compulsive
(Holbrook 1988; Wallendorf, Belk and Heisley 1988). For example, collecting
behaviour (e.g. a collection of Mickey Mouse memorabilia) can be considered
as an addiction if adding objects to the collection represents a “fix” (Belk et al.
1988). The anthropomorphism’s theme consists in the projection of human at‐
tributes onto possessions (e.g. an inanimate object or a pet). In contrast, with
totemism, personal characteristics derived from the possession(s) are assigned
to humans (e.g. the Chinese zodiac calendar).
Finally, most of the deep meaning in possessions is derived from the sacred
status of particular possessions: “Sacred objects are seen as mystical, powerful,
and deserving of reverential behaviour, as opposed to the ordinary, common,
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and mundane behaviour accorded to profane commodities” (Wallendorf, Belk
and Heisley 1988: 529). Csikszentmihalyi and Rochberg‐Halton’s findings
(1981) about the meanings attached to special households artefacts assert that
these objects offered, for the owners, the possibility of a symbolic connection
with their environment through a differentiation with others (“special objects”
like trophies, cars etc) or via an integration with others (e.g. family photo‐
graphs, plants etc). In addition to the definition of self‐concept, the differentia‐
tion from, and the integration with others, possessions can enhance the self‐
confidence and express the self‐concept to others (Belk 1988; Wallendorf and
Arnould 1988).
Meanings of Souvenirs
As previously stated, people confer deep meanings to their special possessions
which may include some of their vacation souvenirs (Wallendorf and Arnould
1988). Therefore some researchers have tried to better understand the meanings
attached to them (Littrell 1990; Love and Sheldon 1998; Shenhav‐Keller 1993;
Timothy 2005). Love and Sheldon (1998) emphasized the symbolic meanings of
souvenirs by exploring stories about tourist travel experiences. They found that
the more experienced tourists are, the more they assign meanings related to
relationships, people, and events. In contrast, the meanings assigned by less
experienced travellers are more “representative” of the visited destinations.
However their approach lacks naturalism and contextualism since they inter‐
viewed people outside the natural context of where the souvenirs are bought
(in tourist places) or are consumed (most of the time, at home). Moreover, one
could question their request to “bring several items that have been acquired
over the last several years that represent a memorable experience or event”
around which the interviews were conducted (Love and Sheldon 1998: 171).
In her study of textile crafts souvenirs’ significance, Littrell (1990) identified
a rich variety of meanings (i.e. reversal of everyday life experience, authentic‐
ity, world vision’s expansion, differentiation/integration of the self from/with
others, development of self‐confidence’s feelings, self creativity’s expression,
and aesthetic pleasure) according to five profiles of tourist consumers (i.e.
shopping oriented, authenticity seeking, special trips, textiles for enjoyment,
and apparel oriented). The association of age and meaning attached to textile
crafts corroborate the findings of Csikszentmihalyi and Rochberg‐Halton
(1981). In fact, she found that “younger tourists attached meaning to textile
crafts through action‐oriented travel activities of shopping, travelling to remote
villages, and visiting craftpersons. […] older consumers found contemplation
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and use of beautiful textile crafts to be pleasing and confidence building” (Lit‐
trell 1990: 242). Nonetheless, she limited her study to textile crafts souvenirs
only.
For Timothy (2005), the most obvious meaning of souvenirs is connected
with one of the motivation of buying them: extend the travel experience
(Brown 1992). In fact, souvenirs “make the intangible experiences tangible”;
“souvenir’s physical existence assists in defining, freezing in time, and locating
an ephemeral experience in extraordinary time in ordinary time and space”
(Timothy 2005: 103). This tangible proof that a unique site was visited contrib‐
utes also to ego‐enhancement or the development of self esteem (Timothy
2005).
Littrell (1990) highlighted that tourists may attach a strong authenticity
meaning to vacation souvenirs. For MacCannell, the tourist’s major drive is the
search for authenticity “in other times and other places which are significantly
different from everyday life” (In Jafari 2000: 484). Cohen (1988: 374) defines au‐
thenticity as “a socially constructed concept and its social connotation is, there‐
fore, not given, but negotiable” and he presents souvenirs as “one expression of
the tourist’s quest for the authentic” (Cohen 2000: 548). For Littrell, Anderson
and Brown (1993: 200), an authentic souvenir may connect “the tourist with a
travel destination that evokes a simpler life rich in meaning”. For others (As‐
plet and Cooper 2000), the tourist uses a series of criteria to appraise the au‐
thentic character of the souvenir: locally handmade, cultural design, unique‐
ness, historical integrity, aesthetics, shopping experience, certification etc.
As outlined by Brown (1992), the interaction between motivation and per‐
ception lies at the core of the relationship between tourists and their souvenirs:
“how people’s motives lead them to perceive meaning in the object they en‐
counter and how the meaning of those objects affects their motives” (Brown
1992: 57). In this paper, we strive to understand the motives for souvenirs’ pur‐
chase and consumption and the meanings people attach to them but in a more
naturalistic perspective. We interview tourists in the very place souvenirs are
consumed and consider the positioning of those souvenirs in the different
rooms of the house. So, we do not ask informants to bring some of their souve‐
nirs with them but we consider them in their full spatial, cultural, and temporal
context.
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METHODOLOGY
In order to address the issues described above, a naturalistic interpretive ap‐
proach is needed. This approach is the most appropriate one since we are inter‐
ested in a consumption experience rather than a buying process: how souvenirs
are used and what this consumption means to his/her user. To get such an idio‐
syncratic comprehension, immersing oneself in the field is needed to achieve
“thick descriptions” (Geertz 1973). Such a naturalistic inquiry strives to under‐
stand naturally occurring phenomena in their naturally occurring states (Lin‐
coln and Guba 1985; Lutz 1989). Since the focus of interest is more on under‐
standing and interpretation than on explanation and prediction, a qualitative
interpretive approach is more appropriate. In contradiction with many qualita‐
tive studies in tourism, we choose to build a local theory through an inductive
and logical process instead of a straight description of our data. Categories, pat‐
terns, and propositions emerge from the interview transcripts (through a cod‐
ing process) rather than being imposed beforehand. We follow Glaser and
Strauss’ grounded theory approach (1967), which is “a qualitative research
method that uses a systematic set of procedures to develop an inductively de‐
rived grounded theory about a phenomenon” (Strauss and Corbin 1990: 24).
Since it is neither quantity nor representativeness that counts here but rather
information richness, informants were recruited according to theoretical sam‐
pling (Strauss and Corbin 1990). This means that informants were selected in
order to maximize theory development. A total of nineteen Belgian informants
have been interviewed during the thirteen interviews. The sample was varied
according to age, family structure, occupational background, and vacation ex‐
perience. Informants may be described as involved tourists going on vacation
at least once a year. Ages range from 26 to 78 years, both genders are equally
represented, and they have different occupational background (e.g. retired, ac‐
countant, teacher etc) and family structure (i.e. single, couple, widow, and fam‐
ily with children). Their profiles are described in Table1.
Interview, participant observation and projective techniques have been used
in a triangulation perspective (Decrop 1999). In‐depth semi‐structured inter‐
views were conducted and developed around the following themes: reasons for
travelling, vacation experience, motives for buying material souvenirs, and
meanings related to such souvenirs. In addition to being interviewed at home,
informants were observed there and pictures of their vacation souvenirs (and
their spatial incorporation) were taken to support these observations in our
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analysis. Finally, projective techniques like sentences to complete, filling of dia‐
logues/story, and unconstrained associations have been utilized.

Table 1. Description of the Sample
Name

Age

Family Structure

Occupation

Sample of gathered souvenirs

1. Lucienne (F) and
August (M)

75 and
78

Family with two
children

Retired

Miniature house from Standford, Russian dolls, a cock from Portugal

2. Frédérique (F) and
Jean-François (M)

27 and
29

Couple

Saleswoman and
accountant

A vase, a nargileh, a tiger's eye, a
pendant, all from Turkey.

3. Dominique (F) and
Jean-Claude (M)

48 and
56

Family with one
child

Secretary and
sales agent

Stones from the U.S., coral from Mauritius, Mickey and Donald figurines, salt
from Guérande

4. Myrèse (F) and
Fabian (M)

27 and
26

Couple

Physiotherapist
and bank employee

Acajou statue, turtle puzzle, a banana
hat, all from the Dominican Republic

5. Francine (F)

55

Family with three
children

Housewife

Glass bell and an alcohol bottle (with a
drawing of Malta's knives) from Malta,
djellaba’s from Tunisia

6. Yvette (F)

63

Widow with four
children

Retired

An apron from Greece, papyrus and a
golden cartouche from Egypt, music
instruments from Senegal

7. Martine (F)

46

Family with one
child

Receptionist

Dolls from every corner of the world, a
discobolus from Greece, a vase from
Spain

8. France (F)

26

Single

Logopedist

Stone from Brest, jewels and cooking
books from France

9. Margit (F)

47

Family with three
children

Teacher (history)

A sultan ring from Turkey, a painting,
dishes and miniature houses from
Spain

10. Françoise (F)

46

Family with two
children

Teacher (French)

A Gong egg, a carpet and papyrus
from Egypt, a wooden elephant from
Mali

11. Jean (M)

74

Widower with
three children

Retired

A watch from Tunisia, pots from every
corner of the world

12. Renée (F) and Willy Both 50
(M)

Family with two
children

Invalid and police
officer

Castanets and dresses from Andalusia, ashtrays, a picture-key ring, pottery from Tunisia

13. Sophie (F) and
Frédéric (M)

Family with one
child

Teacher (nursery
school) and freelancer

A vase and a painting from the Dominican Republic, music instruments
from every corner of the world, lavender from Provence

27 and
26
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EMERGING FINDINGS
Tourists come back home with a large variety of objects from their holiday. A
sample of the different souvenirs brought back by our informants is listed in
Table 1. The following sections present our emerging findings summarized
along two major themes: on the one hand, the motives for buying material sou‐
venirs and on the other hand, a new typology of souvenirs.
General Motives for Buying Souvenirs
Remembrance is the first and most expected motive for buying souvenirs. The
tourist buys a souvenir in order to remember good moments, nice visited plac‐
es, and vacation experiences which may be far away in time but still close in
mind. Nostalgia is often mentioned by the informants because souvenirs
provide the tourist with a whiff of nostalgia. If this nostalgia is related to posi‐
tive things, a pleasant feeling will ensue. In contrast, the tourist will strive to
avoid souvenirs when nostalgia is related to painful events. More broadly,
souvenirs serve as markers in life (“that was the time when…”) and, more spe‐
cifically, in the family life cycle (“that was when children were still home…”).
Another typical motive for bringing souvenirs back home is to extend the
vacation experience beyond the visited destination. On the one hand, there is
an extension in time: souvenirs such as food items or typical local clothes make
the vacation enduring because those souvenirs are consumed once coming
back home. On the other hand, there is a social sharing: souvenirs are bought in
order to make others (children, relatives) benefit from this wonderful experi‐
ence. Souvenirs are used as a tool for conspicuous consumption: show others
that “I was there” and that “I belong to a privileged group.” Other motivations
include decoration and functionality. It sometimes happens that tourists go
with the idea to bring something back from their vacation to decorate or to im‐
prove their house (e.g. ceramics from Spain for the kitchen). In this case, sou‐
venir purchase does not respond to impulse buying but to an extended prob‐
lem solving approach through which the tourist chooses the item which will
best fit his house; in that case the aesthetics of souvenirs prevail. The impor‐
tance of the functional motive is a function of the social class (cf. the utilitarian
souvenir).
Exerting an economic power that tourists cannot exert in their home country
is another usual motive. This is especially true when visiting less developed
countries where they can feel like a king because they can afford anything they
want, e.g., by bargaining as the following quote illustrates:
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“That’s a necklace of the Dominican Republic […], the vendor decided to sell it to us, and
we weren’t decided to buy it. I offered a price which represented the tenth of what he
wanted, what was obviously impossible. I doubled this tenth so that did a fifth of the price;
that was my last price anyway. The vendor didn’t want to sell it. Then he came back and
sold it to us for this price.” (Fabian, M, 26)

Buying souvenirs for gift is another motive emerging from the data. Actu‐
ally, it appears that the tourist does not only buy gifts to please others (overt
motive) but, in addition, to please him or herself (hidden motive). Indeed, buy‐
ing gifts is sometimes a major and enjoyable activity (related to the fun of shop‐
ping, bargaining and discovering unknown objects) of the vacation time.
An Emerging Typology of Souvenirs
Data analysis and interpretation at different levels of abstraction resulted in a
new typology of four types of souvenirs is now described, i.e., the symbolic
souvenir, the hedonistic souvenir, the utilitarian souvenir, and the souvenir as
a gift. This typology highlights the major functions in terms of meanings, val‐
ues, and symbols a tourist souvenir can fulfil.
The Symbolic Souvenir
When being asked why they bought or picked up a particular souvenir, infor‐
mants often used the same word: typical. After probing, we learn that typical
means unique, original, representative, emblematic, symbolic, and distinctive.
According to our results, a distinction between three types of symbolic souve‐
nirs can be made. The stereotyped souvenir represents the first category: a ma‐
jority of our informants brought at least one typical object from the destination
as “the specialty of the place” (e.g. Russian dolls or Egyptian papyrus). Infor‐
mants are aware that most of those objects they bought in the so‐called “souve‐
nir shops” are not unique and are mass‐produced but they buy it because they
stand for the destination.

Figure 1. A stereotype souvenir: an Egyptian papyrus
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Secondly, the “of course” souvenir: they are often characterized as small
things or trinkets (e.g. ashtrays, key rings, and tee‐shirts). They also represent
the visited places but they are cheap and bought on each holiday (“…and of
course, there are the little trinkets we buy each time”). Although those objects
can be found in the home country and anywhere in the world, they are printed
with the name or a drawing of the destination and serve as marker of the trip.
Finally, the first type of souvenirs informants are often telling about: the
personal souvenir. Preferred to the other types of souvenirs, it represents al‐
ways something typical in the tourist’s eyes. A frequent example in our data is
stones to which no monetary value is attached but rather an affective or sym‐
bolic value. Most of the time this souvenir is related to a personal event or an‐
ecdote of particular significance, as illustrated by the following quote in which
a young informant explains why he took a phial full of sand back from Tunisia:
“Thatʹs the only thing I remember exactly how I brought it back home. It was in the
course of a trip with friends. Just before coming back, I was running and I fell flat on
the sand. We laughed so much that I got the idea to take some of the faulty sand.”
(Gilles, M, 20)
Although it represents the destination that has been visited (sand is typical
for Tunisia), the souvenir really means something only for the person who
brought it back. It is regarded indifferently by others because it is cheap, com‐
mon, and usual, such as the sand in this example. Informants themselves find it
hard to explain why they brought it back. Nevertheless we can state that the
souvenir serves as a reminder of a unique and memorable experience. This
type of souvenir will be incorporated in the touristʹs self more easily and will
keep its sacred dimension longer while the other types will become profane.
A collection phenomenon is often related to that type of souvenirs: some
people systematically pick up stones, telephone cards or entrance tickets of all
the places they visited. It becomes a ritual: “each time I am going on vacation, I
come back with…” Although those objects have no economic value, they are
praised by the vacationer because of symbolic contamination (Belk 1988). Ob‐
jects without any intrinsic value are invested by a symbolic value because the
object once was physically connected with an extraordinary or sacred place and
now serves as a “proof” of the touristʹs visit to that place. In other words, the
souvenir has been contaminated by the place from which it stems from. The
souvenir is only unique in his/her ownerʹs eyes:
“Maybe everyone can bring a stone from the Statue of Liberty, but this one, I picked it up
myself.” (Jean‐Claude, M, 56)
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The Hedonistic Souvenir
Hedonism pertains to the quest for pleasure, happiness, and affective content‐
ment. Hedonistic souvenirs are of different kinds. Food items are the souvenirs
which trigger the strongest pleasure and feelings while coming back home.
Most of the time, those souvenirs are typical of the just visited place: wine from
Malaga, salt from Guérande, ham from Parma… While acknowledging that
those goods are also available in the home region, informants often prefer to
purchase them in the original place of production for their higher perceived
quality:
“When bringing back something from our traditional vacation, we come each year
with salt. There where we go, itʹs the salt country; itʹs a remarkable salt which has
nothing to do with the salt from here. Itʹs salt from Guérande.” (Jean‐Claude, M, 56)
Further, the influence of the context of consumption and the hedonistic
power of those food items is worthwhile being mentioned. Consuming a local
cheese during the vacation experience is not the same as consuming the same
cheese brought back as a souvenir at home. Many informants mention that the
taste is not as good at home because of a lack of authenticity. Such a change of
setting and atmosphere often leads to frustration and disappointment. Actu‐
ally, the tourist does not want to bring back the cheese as such but the atmos‐
phere related to its consumption.
The Utilitarian Souvenir
T‐shirts, dresses, plates, pots or vases are typical examples of utilitarian souve‐
nirs in our sample. This type of items is less likely to be bought during a vaca‐
tion and even when they were bought, they are never mentioned first when
telling others about his/her vacation experience. In the same way, loosing those
items or having them damaged does not induce a heartbreaking feeling for the
tourist.
It is worth noticing at this point that the motives for buying souvenirs de‐
part from one social class to the other. For informants from lower classes, the
utilitarian function seems to prevail. However, vacation is seen as a privileged
time for buying items they do not dare to buy during the rest of the year: it is
the time for “extravagances”, such as a nice jewel, even whether they know that
they can not afford them. In contrast, people from higher classes do not seem to
care about the utility but are rather looking for the aesthetics and authenticity
of the object. Moreover, finding a souvenir which will “make dying of envy
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more than one” is an important motive. So, the hedonistic and symbolic func‐
tions prevail in those objects which will be used for decorating the house. In
between, informants from middle classes try to combine both the utilitarian
and hedonistic functions (“combine business with pleasure”): they are more
likely to buy souvenirs that will be representative of their vacation but won’t be
the most expensive.
The Souvenir as a Gift
There are two widespread rituals connected with souvenirs when vacationing:
sending postcards to parents and friends and buying gifts. By offering relatives
with a gift, the tourist allows them to share the unforgettable vacation experi‐
ence, something beautiful and remarkable the tourist cannot keep for himself
alone. This is particularly true when children are involved. It should be noted
that there are often intention reversals as to buy a souvenir for oneself or as a
gift. Sometimes, a souvenir is first bought in order to offer someone with a gift
but if later during the trip, it appears that the souvenir is too lovely or too ex‐
pensive, the tourist finally decides to keep it for himself and to substitute it by a
cheaper although typical item, as illustrated by the following quote:
“We entered, looked around, and even the small nargilehs, they were lovely. Then I
came across this nargileh, the one that I bought, it’s really gorgeous, all in copper, real‐
ly shiny and all…and really well‐worked, you have all the Arab writings on it, really
more beautiful than the others with their flower paintings. We thought “we will buy it
for Alexandra”. It was still and all 40 euros‐50 euros, but because we have seen so
many ugly things before, we thought, we won’t bring back a monstrosity to her, so we
buy it. Then we were still in the shop and I say to François, that bothers me, I don’t
want to give my nargileh to Alexandra. We bought another one, smaller, for Alexandra,
but not in copper…It was in pewter, or I don’t even know. It is beautiful but not as
beautiful as mine.” (Frédérique, F, 27)
Gifts received from the local represent a particular case of souvenirs. Even
whether they usually represent a very limited economic value (e.g. a stone the
tourist could have picked up himself), those items have a special meaning to
the tourists because of their symbolic value. Symbolism is related to the ex‐
change situation between two cultures, host and guest, by which the object is
loaded with an extraordinary, almost magical power. Once coming back home,
a special place will be devoted to this souvenir with an inestimable value as the
following quote illustrates:
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“There, there is a piece of coral received by the captain Bob, and that is coming from the
coral reef, from Mauritius. He gave it to us, he didn’t buy it…It was really something
that touched me because that came from someone very simple, very kind…He picked up it
on the beach and he offered us the coral as a souvenir of him.” (Jean‐Claude, M, 56)

CONCLUSION
Our findings on the general motives for buying souvenirs are consistent with
the literature. Actually, we identified remembrance and extension of the vaca‐
tion experience as two essential reasons for our informants to buy souvenirs as
already put forward by authors such as Gordon (1986), Swanson (2004), Timo‐
thy (2005), and Wallendorf and Arnould (1988). The decoration, functionality,
and gift giving motives mentioned by Timothy (2005) were found in our study
as well. Nevertheless our results contribute to the literature by highlighting the
economic power as another motivation for buying souvenirs. In fact, feeling
like a king can be a source of motivation for our informants, especially in less
developed countries.
As stated in the literature (Levy 1959; Wallendorf and Arnould 1988; Wal‐
lendorf, Belk and Heisley 1988), people can go further than the functional
component of an object by attaching meaning to it. These two parts are re‐
flected in our typology of material souvenirs. As indicated in its name, the utili‐
tarian souvenir focuses only on the functional part of the souvenir. In contrast,
the hedonistic souvenir incorporates the pleasure, happiness and affective
meanings, while the gift souvenir involves the sharing of an unforgettable ex‐
perience with others.
The meanings underlying the personal souvenir are in line with the ex‐
tended‐self’s concept (Belk 1988) and the sacred‐profane difference (Wallen‐
dorf, Belk and Heisley 1988). On the one hand, the personal souvenir gets in‐
corporated in the tourist’s self because it is associated with a personal signifi‐
cant event or story, and consequently helps defining who he/she is. On the oth‐
er hand, the personal souvenir clearly shows a sacred dimension because it re‐
minds the tourist of a unique and memorable experience and because it is the
only tangible proof of the extraordinary environment (i.e. the holiday life at the
destination) that the tourist experienced. By carrying an extraordinary and
magical power, the gift received from a local can also reveal such a sacred
meaning.
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Although invested by a symbolic, unique and/or typical meaning, the ste‐
reotype or the “of course” souvenirs are, by definition, reminders or markers of
the visited destination.
MacCannell (1976) stated that a tourist object is more likely to be bought
when an authenticity feeling is derived from it. Besides a sacred, typical or
unique signification, an authentic meaning can be attached to our informant’s
souvenirs and that is consistent with the works of Littrell (1990) and Cohen
(2000). But the tourist can be manipulated by this feeling. The tourist is often
disappointed when bringing his/her authentic souvenirs back home: Parma
ham does not taste that good anymore, the djellabah seems ridiculous, shape
and colors of nargileh do not fit into the house…That shows the importance of
the context of and the atmosphere around consumption, as highlighted by the
literature on experiential marketing: what was magic there is no longer magic
here.
Collection is a vacation ritual showed by some informants that sometimes is
addictive (“each time I am going on vacation, I come back with a spoon”) and
thus can be explained by the fetishism theme revealed by Wallendorf, Belk and
Heisley (1988). Our new typology of material souvenirs differs from the two
previous ones developed by Gordon (1986) and Love and Sheldon (1998). On
the one hand, we have addressed both the functional and meaningful sides of
the souvenirs from our empirical data and we do not consider souvenirs as a
whole. On the other hand, we have considered souvenirs in their natural con‐
text of consumption, i.e. at home.
Makers and retailers of tourist souvenirs could adapt their offering through
a better understanding of the souvenir‐purchase motivations presented in this
paper and the related consumption meanings, values and symbols. Their reve‐
nues could be increased as well as the economic activity of the destination. As
emerging from our data, the sacred, authentic, typical, and unique aspects are
important to draw the tourist’s attention to an object representing a vacation
souvenir. Therefore the persons in charge of the production and the distribu‐
tion of material souvenirs should ensure that these aspects are maintained and
enhanced, through, for example, the communication of these features by sales
people.
The maker and seller should be aware that the tourist buys generally a sou‐
venir for him/her but also for gift to relatives or friends. In this case, the gift
should be typical and representative of the destination visited. Because it can
be a source of frustration or disappointment once coming back home, the he‐
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donistic souvenir should not be the core business of vendors. In contrast, the
stereotype, “of course” and utilitarian souvenirs should be part of the retailers’
offer because of their never‐decreasing demand. Besides the two principal mo‐
tivations to buy materials souvenirs (i.e. remembrance and extension of the va‐
cation experience), exerting an economic power should not be neglected. For
example, bargaining can awaken the tourist’s interest in the object and at the
end, he/she can be so personally involved in the purchase that the object is en‐
dowed with personal history and has a higher value for him/her.
Extending the research to other geographical areas and to other cultures
could be relevant. As stated by Timothy (2005), culture can have an impact on
tourist shopping behaviour. Actually, our sample is made up of Belgian infor‐
mants; therefore our results are peculiar to the occidental culture and particu‐
larly to the European one. For instance, the authentic or unique feature of a va‐
cation souvenir will not be necessary for an American tourist because of the
materialist character of this culture (i.e. he/she will be motive by a desire to ex‐
pose and to make an impression no matter the object). To sum up, culture
could be a determining factor of the symbols carried by the objects and of the
meanings attached by individuals from different cultures.
Analyzing the influence of other socio‐demographical variables as gender
and age could be relevant as well because of the lack of consensus in this re‐
search area (cf. Littrell et al. 1994; Anderson and Littrell 1996; Kim and Littrell
2001; Turner and Reisinger 2001). Considering the buying motivations and
meanings attached to other types of vacation souvenirs (e.g. immaterial souve‐
nirs or photographs) could be significant as well. Finally, a future research
could attempt to understand the vacation souvenir’s career by answering these
research questions: What happens with those souvenirs once the tourist returns
home? How are they incorporated in time and space?
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ABSTRACT
Nature-based tourism is one of the fastest growing segments of international tourism.
When it is compared with mass tourism, it is seen that tourism authorities have not
given much importance to this type of tourism. The expectations and features of nature-based tourists have been dealt with in only a few studies. Similarly, there has not
been a study conducted on this topic in Turkey. Therefore, this research paper aims to
fill the gap in the literature. The purpose of the paper is to identify characteristics of
nature-based tourists who travelled to Western Lake Van Basin. The survey was conducted with both foreign and domestic tourists who visited nature-based tourism destinations in the research area. The questionnaire was designed under five categories:
tourists’ demographic characteristics; information sources and their type of attendance to tour; purpose of visit and basic motivations; accommodation types, duration,
and their consumption behaviours; satisfaction degree.
Key words: nature-based tourism, ecotourism, nature tourists, Lake Van Basin.

INTRODUCTION
Nature based tourism, with its important economic, social and environmental
outcomes on a local and global basis (Buckley 2003), is a large and growing
segment of international tourism (Eagles 2003). Lim and McAleer (2005) state
that as the world population becomes increasingly urbanized, environmen‐
tally‐friendly tourists become increasingly attracted to a peaceful and unique
nature and their demand to “experience and see an exotic and different envi‐
ronment” (Akama 1996: 569) also becomes stronger. Indeed, the International
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Ecotourism Society (TIES 2005) states that nature‐based tourism grows by 10‐
12% per year in the international market, and that it grew 3 times faster than
the general tourism industry in the year 2004.
Even though Diamantis (1999) maintains that ecotourism originated in the
late 1980’s, it is universally accepted that a valid ecotourism – albeit without
this name – existed before this time, as also pointed out by Fennell (1999).
However, it is generally agreed that an internationally accepted definition of
ecotourism or nature‐based tourism does not exist (Ross and Wall 1999; Deng,
King and Bauer 2002). According to Page and Dowling (2002), nature‐based
tourism is a type of tourism where the main aim is to see or observe the nature.
The focus here is to observe the flora and fauna and/or the land. On the other
hand, Sirakaya, Sasidharan, and Sönmez (1999) found in their study of the de‐
finitions of ecotourism that it is a new type of non‐consumerist educational and
romantic tourism which aims to appreciate and understand the host desti‐
nation’s socio‐cultural history and nature, and involves relatively less dis‐
turbed and less frequently travelled areas that have natural beauty and cultural
and historical importance.
The literature about tourist behaviors shows that travel decisions to far‐
away destinations are influenced by pull and push factors. Push factors include
the wish to escape industrial capitalism, urban stress and work pressures,
while pull factors involve seeking adventure and novelty in new places. There‐
fore, the most important factor in travel decisions to far‐away destinations is
the demand for an exotic and new environment (Akama 1996). The quality of
the natural environment also plays a primary role in attracting tourists to cer‐
tain destinations (Page and Dowling 2002).
According to Chhetri, Arrowsmith, and Jackson (2004), trekking travelers
generally tend to explore the exotic nature, landscape and wildlife of the geo‐
graphic area. Indeed, Meric and Hunt (1998) studied ecotourists in North Caro‐
lina, US and found that these tourists’ top five activities/motivations were ob‐
serving wildlife, visiting national parks, staying at natural accommodation, vis‐
iting historical sites and walking on wet grounds. In a study of the North
American ecotourism market, Nvight (1996) discriminated between ecotourism
activities as general ‐ specific, active ‐ passive and water‐based and/or land‐
based activities. These constituted a significantly large array of activities, and
the majority was active. The most important ones were as climbing/hiking, ob‐
serving wildlife and random walking.
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In Tanakanjana’s (2006) study aiming to identify the recreational diversity
of Thailand’s nature‐based recreational areas, the top 3 recreation motivations
listed by travellers were becoming one with nature, escaping from the noise
and crowds, and experiencing the natural beauty of the landscape. Palacio and
McCool (1997) defined the 4 market segments that visited Belize as nature es‐
capists, ecotourists, comfort naturalists and passive participants. On the other
hand, Priskin (2003) found that nature‐based tourists are not a homogenous
group, and their characteristics changed by season.
Studies on ecotourist profiles from different parts of the world have shown
that different destinations have different ecotourism profiles. Therefore, it is
not possible to make a precise definition of an ecotourist but a generic traveler
type may be offered. Previous studies have revealed that ecotourism is usually
preferred by well‐educated persons who have better financial means than the
average tourist (Meric and Hunt 1998; Fennell 1999; Page and Dowling 2002).
As pointed out by Page and Dowling (2002), ecotourists are serious travelers
who have more free time and income, know what they expect from their trips
and experiences, plan their trips and tours beforehand, and thus spend consid‐
erable time on organizing them. Exceptions found in several studies put aside,
it is more common among female tourists than male ones.
Although the characteristics of nature‐based tourists have been investigated
in several studies cited in the literature (Nvight 1996; Palacio and McCool 1997;
Meric and Hunt 1998; Pennington‐Gray and Kerstetter 2002; Priskin 2003; Ta‐
nakanjana 2006), no such study has yet been conducted in Turkey. The present
study intends to fill this gap. The main purpose of the study is to investigate
the characteristics of nature‐based tourists who visit the western part of Lake
Van (See Fig. 1).

Figure 1. Map of Western Part of Van Lake Basin
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METHODOLOGY
The study sample was selected randomly from among 18≥ Turkish and foreign
tourists experiencing the study area. The primary data were obtained by using
a 2‐page questionnaire completed via face‐to‐face interviews with the partici‐
pants. A total of 388 persons (356 Turks and 32 foreigners) agreed to complete
the questionnaires. The ratio of those who did not wish to participate in the
study was 14%. The study was conducted in November and December 2009, in
and around the Nemrut Crater Lake; Mount Nemrut ski resort; tourism‐
certified accommodation options in towns such as Tatvan, Ahlat and Adil‐
cevaz; around the Reşadiye Bay and Incekaya Caldera; and nature‐based tour‐
ism areas such as Mount Süphan and Lake Aygır. Even though the study was
conducted in areas with nature‐based tourism resources and the tourists were
asked about their main travel reasons, there is no exact information about what
level of nature‐based tourist the participants were.
The questionnaires were designed after undertaking a literature survey and
receiving expert opinion. The questionnaire items were prepared in 5 catego‐
ries. The first category included demographic information, such as age, educa‐
tion, gender, income and marital status. The second category focused on tour‐
ists’ sources of information and their ways of participating in the holiday. The
third part of the questionnaire aimed to reveal tourists’ aim of travel and main
motivations. In the fourth category, the accommodation preferences of partici‐
pants, the duration of their trip and their spending habits were identified. Fi‐
nally, their satisfaction levels were measured. The findings of the study were
cross tabulated by using SPSS 15 for Windows and the Pearson’s Chi square
test (χ²) at the statistical meaningfulness level of p=.05.
FINDINGS
Of the 388 participants, 91.8% (356 persons) were domestic tourists, and the
remaining 8.2% (32 persons) foreign tourists. A total of 271 (69.8%) men and
115 (29.6%) women agreed to complete the questionnaire. Domestic and for‐
eign tourists varied significantly in their age groups, educational background,
marital status and their travel companions. The probability levels for these cri‐
teria were smaller than the conventional cut‐off level of .05 (See Table 1). The
majority of the domestic participants came from neighboring cities (53.1%). The
majority of the participants were in the age groups of 21‐34 (53.6%) and 35‐49
(26.8%). As domestic and foreign tourists’ income levels were different, ques‐
tionnaires were gathered from persons with different income levels. While
27.8% of domestic tourists had an annual income of 18.000 TL or more (ap‐
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proximately 1 USA$=1.4750TL), 72.5% of foreigners had an annual income of
41.000$ or higher.
Table 1. Basic Characteristics of Domestic and Foreign Nature‐Based Tourists
Categories

Domestic
Tourists %

Foreigners
%

χ²

df

p value

Gender

Male
Female

71.1
28.4

56.3
43.8

3.250

1

.071

Age group

<21
21-34
35-49
50-64
>64

7.0
57.0
27.5
5.1
3.4

6.3
15.6
18.8
43.8
15.6

73.61
9

4

.000*

Education level

Primary school
Colege/High
school
University degree

7.1
35.9
57.0

0
15.6
84.4

9.306

2

.010*

Marital Status

Married
Single
Divorced/Seperated

49.7
47.8
2.5

53.1
18.8
28.1

46.98
0

2

.000*

Daily tour
1 day
2-3 days
4-5 days
>5 days

2.8
11.8
31.2
23.9
30.3

3.1
15.6
46.9
21.9
12.5

5.878

Alone
With family
With friends

49.7
20.9
29.4

13.8
48.3
37.9

16.54
5

The Lenght of Tour

Size of Travel Party
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were housewives. The ratio of travelers who travelled solo, with friends and
family members were 46.7%, 30.1% and 23.2%, respectively. The majority of
foreign tourists (75%) preferred a guided tour. While 29.6% of the participants
were experiencing this region for the first time, 22.3% were experiencing it for
the second time, 21.0% for more than 4 times, 16.9% for the third time and
10.1% for the fourth time.
Among the participants, the most common source of information was a pre‐
vious trip (51.7%), followed by recommendations of friends and family (47.4%)
and the Internet (33.0%). However, there was a significant difference between
the importance of the Internet and travel agency/tour operator for domestic
and foreign tourists. The χ² values for these were 64.389 (df=1, p=.000) and
53.641 (df=1, p=.000), respectively. Participants listed visiting historical and cul‐
tural areas (55.6%) and seeing natural beauty (51.8%) as their top 2 reasons for
travel. Likewise, there was a significant difference between domestic and for‐
eign tourists with respect to visiting historical and cultural areas, seeing natural
beauty, visiting friends and family, participating in winter tourism activities,
visiting religious areas, and health and sports tourism (See Table 2).
Table 2. Domestic and foreign tourists’ main purposes of visit

4

2

.208

.000*

*p<.05

Categories

Domestic Tourists
%

Foreigners
%

χ²

df

p value

Visiting historical and cultural areas

52.2

90.6

17.376

1

.000*

Seeing natural places

49.2

81.3

12.112

1

.001*

Visiting friends/relatives

36.8

9.4

9.826

1

.002*

Participating winter tourism activities

16.3

56.3

29.762

1

.000*

Seeing religous places

2.8

46.9

94.579

1

.000*

For health and sport purposes

3.9

25

24.301

1

.000*

*p<.05

While the ratio of high school or an equivalent school graduates among the
participants was 33.9%, those with a university degree were 59.6%. As for mari‐
tal status, 50.0% were married, 45.4% were single and 4.6% were separated or
divorced. With respect to religion, 50.0% were Christians, 25.0% Muslims, 6.3%
were atheists and the remaining 18.8% followed other faiths. The professional
distribution of domestic tourists were as follows: 36.0% were civil servants,
22.2% were students, 11.5% were tradespeople, 10.4% were workers, 8.4% had
their own business, 6.7% were retired and 3.9% (13.5% of female participants)

As for their travel motivation, 35.8% of the participants stated a search for
adventure and novelty and 33.2% stated exploring nature. These were followed
by escaping the noise and stress of city life with 22.9%. While 52.1% of the par‐
ticipants chose to stay at hotels, 33.5% stayed with friends and family, and
11.9% stayed at public guesthouses. Throughout their travels, 47.2%, 40.3% and
35.1% of the participants had negative experiences with recreational centers,
local infrastructure and tourist information, respectively.
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On the other hand, 59.5% stated their satisfaction with the cuisine and 58.8%
with the approach of locals. With respect to spending habits, 43.8% of foreign
participants said they would be spending at least 1,000$ or more, while 37.8%
of domestic tourists stated they would spend at least 500 TL or more. Gener‐
ally, participants seemed happy with their trip. The mean value for this criteria
was 4.03 (5 point Likert scale: 1=not satisfied, 5=very satisfied). Indeed, 87.1%
said they would visit the area again, while 85.6% said they would recommend
it to a friend.
DISCUSSION
The findings have shown that males outnumbered females as nature‐based
travelers in the Western Lake Van Basin. While domestic tourists to the area
were predominantly young and middle aged, foreign tourists were middle
aged and older. The majority of the nature‐based tourists in the area had higher
education degrees. According to the estimates of the International Monetary
Fund, per capita income in Turkey in 2009 was 7,840 USA$ (http://www.
imf.org/external/index.htm); therefore, domestic nature‐based tourists had
more than average income. Among these tourists, the most common profes‐
sions were civil servant, student, tradespeople and personal business.
While solo and independent travelers were more common among domestic
tourists, the majority of foreigners chose to travel with their families and pre‐
ferred guided tours. Therefore, it is important for the attraction of foreign tour‐
ists to the area that tour operators and travel agency representatives promote
these touristic resources by organizing trips. The findings have shown that
family and friend recommendations and previous experiences were the two
most important information sources. These emphasize the need to increase the
satisfaction level of tourists visiting the area. While family and friend recom‐
mendations were important for domestic tourists, the Internet had a relatively
bigger importance for foreign tourists.
Two important reasons for travel that attract nature‐based tourists seemed
to be historical cultural areas and natural beauty. These findings show that
elements such as history and culture are important for nature‐based tourists,
complement each other, and are substantial enough to be a complete tour topic
in themselves. On the other hand, the results of the present study showed that
the two main motivations were exploring the nature and the search for adven‐
ture and novelty. These elements should be emphasized in promotions of the
region. The tourists in this study reported negative experiences with the rec‐
reational centers, tourist information and infrastructure in the region. These
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issues need to be resolved by local authorities and tourism decision‐makers in
order to make the region a well‐known nature‐based destination. The majority
of participants had experienced the region more than once. Considering that
they stated satisfaction with their trips and said they would one day return, it is
evident that the region has enough potential for nature‐based tourism to attract
tourists.
CONCLUSION
The study aimed to identify the characteristics of travelers experiencing nature‐
based tourism resources in the western part of Lake Van. The results are impor‐
tant for identifying the characteristics of the target market in establishing a
marketing strategy for the region. The findings have also shown that visitors to
the region were mostly male, middle‐aged, highly educated and relatively
well‐earning. These data about age, income and educational background paral‐
lel those of previous studies. Among domestic tourists, the ratio of travelling
with a tour group was very low. It is possible that this was caused by the ma‐
jority of travelers coming from nearby cities. Recommendations by friends and
family and previous travel experiences were important sources of information.
Therefore, it is important for tourism decision‐makers to conduct studies into
maximizing visitors’ satisfaction levels.
The problems that tourists have, such as accommodation, information and
infrastructure, should be prioritized by tourism administrators and local au‐
thorities and sustainable solutions should be sought. The main motivations for
nature‐based tourists are exploring the nature and searching for adventure and
novelty. Their most important reasons for travel were observing the nature,
and visiting historical and cultural regions. These activities and motivations
should be emphasized in marketing the region. Naturally, these findings should
be assessed by taking into account the small number of foreign participants.
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ABSTRACT
Image is a key element for the development of destinations. Although the importance
of this concept, it still needs further research, particularly in what concerns the conceptual framework. Therefore, the purpose of this paper is to present a review and
discussion of the concept and measurement of destination image, in order to present
a first approach to a conceptual framework. The focus of this research is the lake tourism which has been assuming a growing importance all over the world. This work is
part of a PhD research which aims to develop a model of image formation based on
pictorial and experiential image. This model will be tested in Alqueva, the biggest artificial lake in Europe, an emerging lake destination located in the south of Portugal.
Key words: destination image; pictorial image; experiential image, image measurement; lake tourism.

INTRODUCTION
“Today, at the beginning of the 21st century, the needs and images of tourists
are increasingly important” (Tuohino and Pitkanen, 2004:78). The ever increas‐
ing competition and new motivations and needs of tourists set a major chal‐
lenge for tourism marketing. For authors as Royo‐Vela (2009), destination im‐
age is the best basis for a management marketing model due its relative sim‐
plicity, dynamism, versatility and ability to integrate factors such as tourist´s
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experience. Tourism research into destination image show the importance of
this subject for marketing purposes (Crompton 1979; Chon 1990; Echtner and
Ritchie 1993; Baloglu and Brinberg 1999; Morgan and Pritchard 1999; Royo‐
Vela 2009). In order to provide a better understanding of the the concept of des‐
tination image, the research follows a multidisciplinary grounds on philoso‐
phy, psychology and semiology. In general this paper aims to underlined the
main theories and concepts to take into account to define the image of a desti‐
nation based on pictorial and experiential factors. The focus of this study is
Lake Tourism in Portugal, wherein is located the biggest artificial lake in Eu‐
rope ‐ Alqueva Lake inserted in one of the most rural regions in the country.
Lake Tourism is an emerging form of tourism where the growing demand dic‐
tated the need for further research.
UNDERSTANDING THE IMAGE CONCEPT: SOME CONTRIBUTIONS
The first idea of image as a concept goes back to the ancient Greek classical pe‐
riod. In those times, an image was mainly a visual representation with a pyhsi‐
cal support, about things that truly exist in reality. Costa (1992) argues that this
is a very narrow minded perspective for three main reasons: (I) our senses are
responsible for creating mental images thus, besides visual representations, we
have touch, smell, taste and sound; (ii) not all visual images derives from
things that really happen; (iii) there are images that comes from our imagina‐
tion and do not have a physical support. According to this rationale, image is
mainly a mental process responsible for our imagery. MacInnis and Price (1987)
define imagery as a process by which sensory information is represented in
working memory. For these authors, imagery plays an important role in infor‐
mation processing process, besides discursive or descriptive approaches. This
mental process based on images “...envolves concrete sensory representations
of ideas, feelings, and memories, and it permits direct recovery of past experi‐
ences.” (MacInnis and Price 1987: 474). This approach of image concept, mainly
based on psychology studies, is just one example of several perspectives that
this image concept can have. As Costa (1992) stated, image can not be under‐
stood by separate blocks. Image is considered, to this author, as a global science
whose study implies different angles and perspectives. Accordingly Boulding
(1956) suggested that the concept of image might become the basis of a new
science named “eiconics”. This author also persued the concept of image
through a number of different disciplines. Consequently, the concept of image,
has been largely discussed by different approaches as philosophy, semiotics,
psychology or marketing (Kastenholz 2002).
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In general, image debate in Philosophy concerns with the discussion about
what is reality and how man perceives that reality. If we go back to the foun‐
ders of philosophy, as Plato and Aristotles, we see two different doctrines
about knowledge: the former says that is merely intuitive and derives from
non‐sensible forms. Concepts and ideas are innate and defined a priori, with‐
out any relation with sensorial data; the latter, by contrary, argues that knowl‐
edge comes from the perception that we take from reality, through our experi‐
ences and sensations. Nothing exists in our mind without being first perceived
through our senses. This debate about reality and perception of it was study by
different theories: (i) positivist approaches reflects that reality exists independ‐
ently of the human perception; by contrary for (ii) phenomenological ap‐
proaches reality is defined by human perception (Kastenholz 2002).
Concerning to Semiotics point of view, Mick (1986) outlines the emergence
and principal perspectives of semiotics. The roots of science go back to pre‐
socratic era. Plato, Aristotle, Loke, Leibniz and others discussed symbols, signs,
and communication. It was only in 20th century that semiotics achieved its
identity with Ferdinand Sausurre, Charles Peirce and Roland Barthes. As semi‐
oticians investigate the signs systems or codes essential to all types of commu‐
nication for the latent rules that facilitate sign production and interpretative
responses (Mick 1986). Words, images and objects function as signs and a sign
is something that has meaning for people. These images need to be interpreted,
because they represent something. And the essence of an image is in what it
represents (Costa 1992). The concept of representation is important in image
studies, because representation “means using language to say something mean‐
ingful about, or to represent, the world meaningfully, to other people” (Hall
1997:15). Living in a world where image is everywhere ‐ «la civilization de la
image» as Fulchignoni pointed out in his book of 1969 (cited on Costa 1992) ‐
we need to learn that even the most realistic visual images are not what they
appear to be. Images are powerfull means of signification, contributing to the
emergence of a recent field in semiotics study – visual semiotic – founded by
Roland Barthes, Lindekens, Umberto‐Eco, among others (Lefebvre 1999).
Therefore, visual signs are an important area of analysis for semioticians, be‐
cause images are such a central part of our mass communication sign system.
According to Lindekens, visual perceptions is the base of our language and
most of our mental images are conditionated by visual operations. This author
undertook interesting research into the semiotics of photography. For him
“perception depends on the previous learning of the parts of an object, a proc‐
ess encompassing a series of visual fixations...” (cited on Saint‐Martin 1990:14)
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A Psychology understanding of image requires an analysis of human per‐
ception concept, because “images of reality are suggested to be of a rather sub‐
jective nature” (Kastenholz 2002:93). Perception is one of the oldest fields in
psychology and one of the major research areas in cognitive psychology. Cog‐
nitive psychology has only been a separate area as a discipline since the late
1950s and early 1960s and, as argue by Eysenck and Keane (1990:1), “ is con‐
cerned with the internal processes involved in making sense of the environ‐
ment, and deciding what action might be appropriate. These processes, con‐
clude the authors, include attention, perception, learning, reasoning, and think‐
ing”. Therefore, perception is a process that allows us to take information from
the outside world, make sense with that information and make use of it. We
decode and integrate information from the outside through our perceptions
and build images about things. Given the above, by adopting the information‐
processing approach, cognitive theories contributed to understand the impor‐
tance of perceptions in image formation process. In this context, an attention
should be given to information‐processing research. Traditionally focused on
discursive and descriptive approaches, MacInnis and Price (1987) demon‐
strated the role of imagery in information processing research. To these au‐
thors, imagery processing has several qualities that distinguish it from the dis‐
cursive. For example, imagery is evoked mainly as a sensory experience involv‐
ing images that incorporate smell, taste, sight and tactile sensations or a single
sensory dimension such as sight.
Finally an image discussion in marketing is important in this debate. Not
only because this research focus on image in a marketing perspective, but also
because in a more competitive world, the term “image” is mainly used in a
marketing context. This approach will be discussed in the next topic.
DESTINATION IMAGE: A REVIEW AND DISCUSSION
The tourism product, as a service, presents a set of general characteristics, such
as, intangibility, heterogeneity, inseparability, among others, identified by sev‐
eral authors (Holloway 1995; Seaton 1996; Cooper et al. 1998; Kotler et al. 1999).
These characteristics are responsible for the importance of image (conceived
and transmitted) as a fundamental element in a marketing strategy. The tour‐
ism products are ideas in the minds of prospective buyers and, therefore, what
the consumer buys is mainly an image of the real product. Besides the general
characteristics, the tourism product also presents characteristics associated with
the particular nature of the product. One of these special characteristics, on the
contrary of other economic activities, is that for the occurrence of the act of con‐
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sumption, the market has to be persuaded to come to the product. This persua‐
sion should be part of the communication strategy previously defined by the
tourism organizations (public and private).
Complementary is another important special characteristic, which is a well
known base element of the tourism product. The tourism market is fragmented
and, therefore, composed by several fields of business. The first author to in‐
troduce the concept of complementarily, Krippendorf (1971), called the atten‐
tion upon the existing interdependency among the several agents with respon‐
sibilities for the definition of the tourism product. The conception of a global
image, founded on the destination identity, is particularly relevant taking into
account the evolution of the tourism destination concept. If the initial concept
of destination pointed plainly to the idea of a place where people spent their
holidays, the modern line of thought highlight aspects, such as: the multiplicity
of interests, the type of tourism development, quality issues related to tourist
satisfaction, the coordination between public and private sectors, management
of demand levels, positioning strategy (Laws 1995).
It is in the context of this complexity that Buhalis (2000), using the figure of
a “dynamic weal”, reflects the needs and wants of the several stakeholders in‐
volved in the development of a destination, where the necessity of a global im‐
age conception gains relevance. Given the above, it is important to introduce at
this point a reflection on the concept of image in tourism.The image in tourism
is a field of study of recognized importance. According to the supply perspec‐
tive, the image is considered as a fundamental component of the tourism prod‐
uct (Middleton 1994). Authors like Font (1997) conceive it as a key element in
the creation and development of destinations. For Echtner and Richie (1993) it
is a strategic instrument for the tourism organizations, since it is responsible for
the positioning of destinations (Echtner and Ritchie 1993). The image is as‐
sumed as a competitive factor between tourism destinations (Ahmed 1991).
Image and brand are, in this case, interrelated concepts (Tasci and Kozak 2006).
From the demand point of view, the image perceived by the tourists about a
certain destination is an important factor during the decision process (Cromp‐
ton 1979; Chon 1990; Mayo, cited on Jenkins 1999). Back in 1977, Schmoll con‐
sidered image, before and after the trip, as a determinant factor of the tourism
demand. Morgan and Pritchard (1998) go even further, assuming that the final
goal of image creation is to manipulate the demand.
The first works on image in tourism date back to the 70ʹs (Hunt 1971; Gunn
1972 cited in Gallarza et al. 2002; Crompton 1979). Since then, several papers on

34

The 5th World Conference for Graduate Research in Tourism, Hospitality and Leisure

this topic have been published in scientific journals, as pointed out by Gallarza
et al (2002) and Pike (2002). The fact that tourism consists of an activity that
generates intangible products – where there is a constant appeal to dream,
emotion and sensations; where the concept of service gave place to a new era,
that of the experience; where the tourist must travel some distance to consume
the tourism product – implies that image, from the point of view of the offer
and demand, is assumed as a relevant factor for the success of the activity. The
most recent destination development models, within the actual paradigm of
sustainable development, conceive image as a component that not only adds
value to the destinations but can, inclusively, condition the development proc‐
ess (Crouch and Ritchie 2000).
As pointed out by Seaton (cited on Murphy et al. 2000) tourism destination
is formed by a multidimensional number of attributes. Hence, from the point of
view of tourism destination image concept, the image created by tourism or‐
ganizations should reflect these same attributes, either cognitive/functional or
affective/psychological (Gartner, cited on Baloglu and Brinberg 1997; Walmsley
and Young 1998; Baloglu and McCleary 1999; Vaughan and Edwards 1999;
Echtner and Ritchie 2003). An effective positioning strategy of tourism destina‐
tions, in an increasingly competitive market, demands a precise identification
of the attributes that may, or may not, influence tourists choices.
Nevertheless, it is important to retain that in 1979 Crompton stated that an
exclusively descriptive identification of the attributes was no longer sufficient
to allow the understanding of their influence on the destination selection proc‐
ess. The author considered of great importance the existence of an evaluation
component in image studies, thus allowing to measure the degree of impor‐
tance of each destination attribute, from the tourist point of view. At this point,
two fundamental questions arise: when and how should the image evaluation
be done? The answer to these questions is the core of this thesis.
The “when study” will focus on the time span where the tourism experience
takes place, known as “experiential image”. As referred by Gunn (cited on
Vaughan and Edwards 1999), this image is relevant, since it reflects the result
of the tourist experience, thus implying a previous contact and involvement
with the destination at the exact moment of its consumption. As to the “how
study”, this will take as a starting point the tourist imagery. This concept is de‐
scribed as a mental picturing where imagery can include senses like smell,
taste, sight, sound and touch. This much more holistic approach is in opposi‐
tion to the “discursive processing” characterized by a partial view of individual
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features or attributes, as pointed out by MacInnis and Price (1987). These au‐
thors stress the potential application of this concept to the field of marketing,
due to its influence on the consumer behavior.
Measuring the content of imagery processing, mainly the visual imagery,
implies the identification of the representations that tourists formed about the
destination. Hunter (2008) suggests that representations offer a more direct
way to understand the image, in terms of the tourist and in terms of the desti‐
nation. This is due to the fact that representations are described as “true de‐
scriptions” (Brown, cited on Hunter 2008). Therefore, the evaluations and
analyses of destination image that use studies of representations have a signifi‐
cant value that can not be wasted. The main question is to know how these rep‐
resentations can be identified.
As Hunter states “representations in the form of photographs have become
fundamental to the very reality of tourism” (2008:357). In a similar perspective
Mackay and Fesenmaier points out that “ since tourism is uniquely visual, pho‐
tographs are considered paramount to successfully creating and communicat‐
ing an image of a destination” (1997:540). Kaplan and Kaplan (cited on Fair‐
weather and Swaffield 2002) also stress this idea by saying that images,
through photographs, provide a safe and effective way to understand the per‐
ceptions and the tourist experience. Consequently, for this research, the image
study will take as reference the photos taken by the tourists themselves, where
the pictorial elements for the evaluation of the destination image will be identi‐
fied. The image obtained by this methodology is the pictorial image. In this
context, this work will adopt the “experiential paradigm”. In this framework,
the photographs are considered as a source of information on the lived experi‐
ences when in contact with the destination landscape (Zube et al. cited on
Fairweather and Swaffield 2002). Due to this information potential, photo‐
graphs have been used more frequently in image studies, where the goal is to
explore the nature of consumption experience (Holbrook and Kuwahara 1998).
In the field of tourism there are several works where photographs are used
as a way to perceive the tourist experience and the image formation (Botteril
1989; Botterill and Crompton 1996, Mackay and Fesenmaier 1997; Fairweather
and Swaffield 2002, Naoi et al. 2006). However, some limitations have been
pointed out on their use on the study of consumption experience. The fact that
there is no certainty that the photographs taken or chosen by the researcher
have any particular meaning for the consumer, is a frequent criticism. A way to
overcome this limitation, in particular in the field of social sciences, is to get
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pictures of objects or events taken by the consumers themselves (Holbrook and
Kuwahara 1998). Although, in the context of tourism, photographs have been
used in image studies, few are the ones that start from the analysis of photo‐
graphs taken by the tourists themselves (Botteril 1989).
LAKE DESTINATION IMAGE: A BRIEF OVERVIEW
Water is an essential aesthetic and recreational resource that attracts millions of
people worldwide during their leisure time. Marine tourism play an important
role in global tourism, but there´s also a significance lake tourism developed in
many parts of the world. Lakes are open water bodies, dams or reservoirs
which represent a valuable resource for a variety of human activities. They are
also being seen as an important tourist resource, attracting visitation through
its landscape features, flora, fauna and cultural attractions. Despite their
beauty and attractiveness, Cooper (2006) argues that natural and cultural ele‐
ments need to be complemented by support services for tourism, access and a
strong organization at the destination level. Cooper (2006) concludes by saying
that if coordination of all these is difficulty in every destination is even more
difficult concerning lake reality. He claims an integrated approach for lake
management – a holistic view – concerning that lakes are open systems which
made part of wider water catchment systems. This view is also share by Ry‐
hanen (2001a:3), for whom “each lake destination must be understood as an
integrated whole development”.
Some basic factors are considered to be essential from a viewpoint of a tour‐
ism destination development. The image component is one of them. The impor‐
tance of image in tourism studies is significant, in particular in lake tourism
that is a area where the research is virtually non‐existent (Hall and Harkonen
2006). In the same line of though, Tuohino and Pitkanen (2004) conclude that
scarce research is evident, special on lakes or other aquatic landscapes as hu‐
man experience, focused on the meanings tourist add to the environment when
they use it. According to Tuohino “for lake tourism, destination marketing has
only barely started ” (2006).
Given the above, is important to mention a lake tourism project developed
between 2001‐2003 by University of Joensuu in Finland, which have contrib‐
uted to the emergence of Lake Image studies research, special applied to Fin‐
nish Lakes (Tuohino 2001, 2002, 2003, 2006). Every two years an International
Lake Tourism Conference takes place since 2003, as a result of this project. Ex‐
change information and experiences and open new insights into lake tourism
from a wide range of academic disciplines is one of the goals of this Confer‐
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ence. This project have demonstrated that lakes still have a lot of potential
which could be exploited better in several fields, such as on tourism destination
image. An indicator of that is an overview about the topics presented in last
International Tourism Lake Conference in Ontario in 2009, where only one
presentation was directly related with Lake Destination image field (Tuohino
2009).
As Touhino demonstrates in her work (2002; 2006), lakes are an interesting
opportunity for tourism marketing. In terms of Lake Image, in her study (2002)
about the image of Finnish lakes among Italians and Germans, the adjectives
best applied to lakes as destinations were the following by degree of impor‐
tance: calm, relaxing, untouched, fresh, mythical, and emotive. As we can see,
they are mainly emotional attributes that are generated by the ambience that
surround the lake, directly link with its landscape. But more than simply iden‐
tified the attributes, what is essential is understand why these attributes are so
important to tourists, highlighting their personal views and experiences about
the destination. They can really give the idea of “sense of place”, a concept in‐
troduce by Tuan in the 1970s. This concept refers “ to a positive sense of one‐
ness of a person with a place he interacts with it “ (Tuohino 2006:104). The
study of image when the tourists are experiencing a lake is important to under‐
stand what they feel about the place and what meanings they add to the envi‐
ronment when they are using it. Only then is possible for marketing perspec‐
tive transform a neutral landscape of a lake destination into a meaningful ex‐
perience (Touhino 2004).
CONCEPTUAL FRAMEWORK: A FIRST APPROACH
Several studies have been done about destination image since 1970´s, when the
concept of image was introduced. However, in consequence of its complexity
and subjectivity, the concept of destination image has been interpreted by vari‐
ous researchers. There still no consensus on how to define destination image.
Several authors recognize a lack of conceptual framework around destination
image. It is evident that more research is needed related with this topic. In
terms of conceptualization of image, this study will focus on the receiver for
whom an image is described as an overall perception of the destination, a rep‐
resentation in the tourist’s mind of what he knows, perceives and feels about it.
This mental image, build by the tourists, derives from imagery based on sen‐
sory experiences that incorporate smell, taste, sight, or tactile sensations. The
approach is based on the assumption that imagery is a conceptually distinct
way of representing information, based on sensations and experiences. It is the
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contact with the destination that can transform a neutral landscape into a mea‐
ningful experience, giving sense to a place. Consequently, this study will focus
on experiential image.
As pictorial stimuli can induce imagery when processing information, more
than words, attention must be given to the central role played by visual repre‐
sentations in tourists perceptions of tourism places. Additionally the image
study will involve pictorial element, adopting volunteer‐employed photogra‐
phy as a research technique. This technique offers an opportunity to collect
data through a process that is essentially participatory, being driven by the re‐
search subjects themselves (Garrod 2008). It is fundamentally reflexive and en‐
courages tourists to transmit their views and experiences at the destination,
expressing feelings and ideas. Therefore, the landscape perception paradigm
will be the basis of this image study.
CONCLUSION
This paper established the bases for developing a conceptual framework to un‐
derstand tourism destination image. The preliminary conclusions of this paper
pointed out that image is a subjective concept that grounds on sensorial ele‐
ments and experience more than on an homogeneous image created by the
stakeholders and assimilated by the tourists. This is the base for developing a
methodology that as far as the author best knowledge needs to be supported by
pictorial and experiential theories. The assumption of the model is the image is
not homogeneous and people could understand the image in very different
ways. Understanding why people interpreted the image in so widely different
ways will be important to redesign the pictorial image of a destination, as such
– Alqueva, that is in its very beginning. Future developments will be on this
direction.
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ABSTRACT
This study examined the relationships among atmospheric, social, design factors, pleasure feeling,
perceived value and behavioral intention in ethnic restaurant setting. Results of the study found that
atmospheric, social and design factors had a significant effect on pleasure feeling. Further the
pleasure feeling influenced perceived value and perceived value mediated the relationship of
pleasure feeling and behavioral intentions. Ethnic restaurant managers should consider atmospheric, social and design factors which can lead to pleasure feeling, perceived value and behavioral
intentions.
Key words: atmospheric factors, social factors, design factors, pleasure feeling, perceived value,
behavioral intention

INTRODUCTION
Increasing attention has been paid to the influence of physical environment on
human psychology and behavior in diverse academic fields, such as architec‐
ture, environmental psychology, retailing, and marketing (Donovan and Ros‐
siter 1982; Turley and Milliman 2000). The literature in those suggests that cus‐
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tomer reactions to the physical environment are more related to emotional
states than cognitive perception, particularly in the hedonic consumption situa‐
tion (Donovan and Rossiter 1982; Turley and Milliaman 2000).
Although there is a substantial amount of research about the influence of the
physical environment on human psychology and behavior, previous research
has been focused to one or a few particular physical environmental elements.
Limited studies about combine effect of multiple elements that make up the
physical environment. Because physical environment is believed to be one of
the most influential factors affecting a customer’s psychological state and be‐
haviors in hospitality service situation, there is a need to understand how cus‐
tomers’ emotional states and behavior change based on their perception of en‐
vironmental elements. Thus the current study tried to fill the research gap by
assessing the effects of customer perceptions of physical atmospheric, social
and design elements on their pleasure feeling and value which could have an
impact on their intended behaviors in the hospitality industry, particularly in
the ethnic restaurant context.
Ethnic restaurants usually provide ethnic art, music, and various stereo‐
typed signals to create an “authentic” dining experience for customers (Liu and
Jang 2009: 494). The purpose of this study is to examine the relationships
among dining atmospherics, social and design factors, pleasure feeling, per‐
ceived value and behavioral intentions in ethnic restaurant in Bandung, Indo‐
nesia. As perceived value has become an important source for companies to
achieve and retain competitive advantage, this study could provide informa‐
tion for ethnic restaurants in understanding about the important role of dining
atmospheric, social and design factors in creating pleasure feeling and perceive
value.
LITERATURE REVIEW
Ambience has become a great concern for tourism and hospitality managers
worldwide (Heide, Lærdal and Grønhaug 2007). Ambience will be more impor‐
tant for service organizations than for producers of tangible goods (Bitner
1992). Actually that services are produced and consumed simultaneously, and
that this occurs within the physical facilities of the firm, customers will be ex‐
posed to the ambience of “production site”( Heide et.al 2007), and conse‐
quently it will be an important determinant for pleasure feeling, perceived
value and behavioral intention. A study in restaurant setting found that ambi‐
ence is often perceived by both guests and staffs as even more important than
the food itself (Kokko 2005).In the context of service delivery, it is relevant to
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make a distinction between atmosphere or ambience and servicescape (Bitner
1992).
Servicescape is the physical environment in which services are delivered,
ambience can be viewed as the result of interaction between people (i.e. service
providers and customer).A key point however , is that ambience is perceived
and experienced (Heide et.al 2007). There are various terms found in literature
to conceptualize the context of physical and non‐physical aspect of service de‐
livery. For instance the “physical environment” (Baker 1987), “servicescape”
(Bitner 1992); “Store environment” (Roy and Tai 2003); “Service environment”
(Cronin 2003); atmospheric experiences (Slåtten et al. 2009); ”dining atmos‐
pheric” (Liu and Jang 2009).
There are three factors that are believed to be antecedents of ambience: (1)
Atmospheric factors defined as background conditions in the environment, e.g.
related to music, scent, temperature and lighting (Babin, Hardesty and Suter
2003; Wilson 2003; Heide et.al. 2007); Atmospherics is made up of a set of tan‐
gible and intangible environmental features, such as music, lighting, and fur‐
nishings (Liu and Jang 2009). (2). Social factors are related to people component
of the environment, These factors have been found to influence ambience (Mar‐
tin 1986; Marks 1988). (3).Design factors ,are related to functional and aesthetic
elements such as layout, style and architecture. Several studies provide insights
into possible cognitive, affective, physiological and behavioral reactions (Gard‐
ner and Siomkos 1986; Berry, Seiders and Grewal 2002); However, lack of em‐
pirical research has been conducted in hospitality settings in Indonesia.
The influence of atmospheric factors on human behavior has been described
in the environmental psychology literature (Mehrabian and Russel 1974). This
concept has been applied in retail settings to indicate pleasure, arousal, scent,
and music can all have an effect on consumer behavior in retail stores (Dono‐
van and Rossiter 1982; Mattila and Wirtz 2001). Previous studies have sug‐
gested that various atmospheric factors can influence consumers’ positive
and/or negative emotions in service settings. For example, the level of warmer
and cooler color could have a different impact on customers’ feeling (Liu abd
Jang 2009). Warm colors e.g. red or orange were found to be arousing and
sometimes even stressful; whereas cool colors e.g. blue or green were relaxing
and distressful (Bellizi et. al. 1983).Music is another atmospheric factor that has
received growing attention. Musical tempo, pitch, mode, and genre were found
related to consumer’s emotions (Bruner 1990). Furthermore lighting, scent,
temperature, layout, and social cues have all been found to influence consumer
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emotional states in specific settings (Baker and Cameron 1996; Heide and
Graunhaug, 2006; Turley and Milliman, 2000; Yuksel 2007; Liu and Jang 2009;
Slatten et. al. 2009).
Kim and Moon (2009) found that customers’ perceptions of the physical ser‐
vicescape in a theme restaurant positively affect customers’ pleasure feeling;
another study conducted by Slåtten et al. (2009) found that design factors have
an influence on joy. A study conducted by Slåtten et al (2009) found that design
factors and interaction or social factors had a positive effect on customers’ feel‐
ing of joy. Based on a review of the atmospheric literature, the following hy‐
potheses were proposed:


H1: Atmospheric factors will have a positive effect on pleasure feeling



H2: Social factors will have a positive effect on pleasure feeling



H3: Design factors will have a positive effect on pleasure feeling

The influence of pleasure feeling on perceived value. Babin and Attaway (2000)
found that there was a positive relationship between positive affect and he‐
donic. Furthermore, Yuksel (2007) examined the effect of shopping environ‐
ment on emotions, perceived value and shopping behaviors. The results of the
study showed that shopping environment has an influence on consumers’
pleasure and arousal emotions. Pleasure had positive effects on perceived he‐
donic value and utilitarian value Arousal only significantly influenced hedonic
value. Another study conducted by Petrick (2004) found that emotional re‐
sponse influenced perceived value for both first‐time and repeat cruise line
passengers. Based on those findings, the following hypothesis is proposed:
H4: Pleasure feeling will have a positive effect on value
The Influence of Perceived Value on Behavioral Intention
In the marketing literature, perceived value has been identified as a critical
construct for developing long‐lasting relationships with customers (Woodruff
1997; Parasuraman and Grewal 2000). From the consumer’s viewpoint, obtain‐
ing value is a fundamental purchase goal and it is very important to all success‐
ful exchange transactions (Holbrook 1994; Patterson and Spreng 1997) Cronin
et al. (2000) examined the relationships among perceived value, satisfaction
and behavioral intention in six different service settings i.e., spectator sports,
participative sports, entertainment, health care, long‐distance carriers, and fast
food) and found that perceived value had an influence on customer satisfaction
and behavioral intentions directly in all settings s except health care. Eggert
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and Ulaga (2002) found that perceived value had a direct effect on behavioral
intention and an indirect effect through satisfaction. Based on these studies, the
following hypothesis was proposed
H5. Perceived value will have a positive effect on behavioral intentions
The proposed conceptual model is presented in Figure. 1
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Table 1. Profile of respondents
Gender
Male
Female
Age
24 or younger
25-34
35-44
45-54
55 or older
Education
Less than High school
High school
Bachelor
Graduate

35

34.3%

67

66.3%

5
30
49
12
6

4.9%
29.4%
48.0%
11.8%
5.9%

9
10
53
30

8, 8%
9,8%
52,%
29,4%

Measurement

Figure 1. A proposed conceptual model

All constructs included in the model were measured using multi‐item scales.
Atmospheric factors were measured using scale adapted from Kim and Moon
(2009). It consists of 4 items. Social factors, were measured using scale adapted
from Slåtten et.al (2009), referred as interaction. It consists of 4 items. Design
factors consist of functional, aesthetic, architecture, style and layout. The design
factors were measured using 11 items scale adapted from Kim and Moon
(2009); Mathews et al. (2009). Pleasure feeling was measured using a‐four
items scale adapted from Kim and Moon (2009). Perceived value was measured
using 8 items adapted from Al‐Sabbahy et al (2004). Behavioral intention was
measured using 3 items scale adapted from Zeithaml et al (1996).

METHODOLOGY
The research hypotheses were tested with data collected via surveys conducted
in an ethnic or traditional restaurant in Bandung, Indonesia. 120 questionnaires
were distributed to restaurants visitors and total 102 questionnaires were re‐
ceived. Table 1 shows the respondents’ profile.

Table 2. Measurement scale
Factor Loading
Scale statement

Item-to total
correlation

Atmospheric factors (ά=087)
1.

The overall lighting level in this restaurant environment

0.89

0.80

2.

The temperature in this restaurant is comfortable

0.90

0.78

3.

The aroma in this restaurant is pleasant

0.91

0.78

4.

The background music, played overhead, makes this restaurant a
more enjoyable place

0.88

0.81

Social factors (ά=0.91)
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Behavioral intentions (ά=0.90)
1.

I would describe the staff in this restaurant as friendly

0.85

0.77

2.

I would describe the staff in this restaurant as helpful

0.88

0.82

3.

I would describe the staff in this restaurant is available

0.79

4.

I would describe the staff in this restaurant as knowledgeable

1.

I would like to say positive things about this restaurant to friends
and relatives

0.90

0.78

0.75

2.

I would like to recommend this restaurant to friends and relatives

0.88

0.80

0.87

0.81

3.

I would like to comeback to this restaurant in the future

0.87

0.79

Design factors (ά=0.89)
1.

This restaurant is well designed

0.89

0.87

2.

This restaurant is well organized

0.85

0.92

DISCUSSION

3.

This restaurant has a pleasing layout

0.83

0.93

4.

This restaurant is very spacious

0.86

0.77

5.

The layout of this restaurant is well
thought out

0.87

0.75

6.

In this restaurant it is easy to walk around

0.88

0.76

7.

This restaurant’s architecture gives it an attractive character

0.83

0.82

8.

This restaurant is decorated in an attractive fashion

0.90

0.81

9.

The use of color in the décor scheme adds excitement
restaurant environment

0.91

0.79

10.

The interior décor of this restaurant is attractive

0.90

0.77

11.

This is an attractive restaurant

0.89

0.75

Following the two‐step approach, a measurement model was first estimated
using a confirmatory factor analysis (CFA).Each measurement item was loaded
on its prior construct. The instrument reliability was assessed using Cronbach’s
alpha. The alpha values range from 0.77‐0.91, exceeded the minimum require‐
ment of 0.70 (Nunnaly 1978) as presented on Table 2. Convergent validity
meets the requirements, in this study all the items had relatively high factor
loadings on the underlying construct, the values range from 0.65 to 0.93.Overall
model fit for CFA was asses using the Chi‐square test and a goodness of‐fit‐
indices. Since the Chi‐square test is significant (indicating the model a poor fit
,χ=773.22,p=0.000), others indices of fit were assessed i.e. Comparative Fit Index
(CFI),the Normed Fit Index (NFI), Root Mean Square Error (RMSEA) indicated
the measurement model fit the data well (CFI=0.930), NFI=0.912, RMSEA=0.03).
As the second step, the proposed structural model was assessed. Again, since
the Chi‐square test was significant i.e. χ=2.69, p‐0.000, (indicating the poor fit),
on the basis of CFI=0.97, NFI=0.92, RMSEA=0.06) indicated that the model fit
was acceptable.

to this

Pleasure feeling (ά=0.88)
1.

The overall feeling I get from this restaurant interesting (unhappyhappy)

0.88

0.77

2.

The overall feeling I get from this restaurant (disappointeddelighted)

0.89

0.80

3.

The overall feeling I get from this restaurant (annoyed- pleased)

0.82

0.73

4.

The overall feeling I get from this restaurant (bored- entertained)

0.80

0.72

Perceived value (ά=089)
Table 3. Structural model results

1.

I received a good quality service for a reasonable price

0.78

0.68

2.

Considering the quality of the physical environment of the restaurant, the price was appropriate

0.77

0.67

Hypothesized relationship

3.

I valued this restaurant as it met my needs at a reasonable Price

0.83

0.79

H1 Atmospheric Factors Pleasure feeling

0.77

H2 Social Factors

Pleasure feeling

0.68
0.66

H3 Design Factors
H4 Pleasure feeling

4.
5.
6.

I got good value for the money I spent
Given the ingredients and appearance of the meal, it was
the money I spent
This restaurant fulfilled both my high quality and low price

0.81
worth

0.79
0.78

t-value

Results

0.59

7.98*

Supported

0.39

5.96**

Supported

Pleasure feeling

0.28

3.98**

Supported

Perceived value

0.57

7.6**

Supported

0.53

7.7*

Supported

H5 Perceived value Behavioral intentions

7.

Compared to what I was willing to pay, the price I actually paid was
good value

0.77

0.65

8.

This restaurant met my specific needs (e.g. tasty food, convenient
location) at a reasonable price

0.88

0.80

*p<.05 **p<.01

Standardized path
coefficient
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All predictor variables were found to be significantly and positively influ‐
enced pleasure feeling, this Hypothesis 1 was supported. Atmospheric had the
largest influence on pleasure feeling (β=0.59, t=7.98). Social factors and design
factors were also had a significant influence on pleasure feeling (β=0.39, t=5.96
and β=0.28, t=3.98).Thus hypothesis 2 and Hypothesis 3 were supported. Hy‐
pothesis 4 and 5 were also supported .Pleasure feeling had an influence on per‐
ceived value (β=0.57, t=7.6) and Perceived value influenced Behavioral inten‐
tion (β=0.53, t=7.7).
CONCLUSION
Findings indicated that atmospheric, social and design factors significantly and
positively influenced pleasure feeling. Furthermore the relationship of pleasure
feeling to behavioral intention mediated by perceived value. This findings sup‐
port Heide et al (2007) that services are produced and consumed simultane‐
ously within the physical facilities of the firm, customers will be exposed to the
ambience of “production site”, and consequently it will be an important deter‐
minant for pleasure feeling, perceived value and behavioral intention. It is also
consistent with Kokko (2005) that in restaurant setting ambience is often per‐
ceived by both guests and staffs as even more important than the food itself.
Empirically, this study supports the finding of Kim and Moon (2009) who
found that customers’ perceptions of the physical servicescape in a theme res‐
taurant positively affect customers’ pleasure feeling, also supports Slåtten et al.
(2009) who found that design factors have an influence on joy. This study also
supports Yuksel (2007) who found the effects of shopping environment on
emotions, perceived value and shopping behaviors. And also support Petrick
(2004) who found that emotional response influenced perceived value. Empiri‐
cally this study supports that perceived value had an influence on behavioral
intentions (Cronin et al. 2000; Eggert and Ulaga 2002; Liu and Jang 2009).
These study findings provide several implications for ethnic or traditional
restaurant managers. They should not neglect the importance of atmospheric,
social and design factors in determining customer’s pleasure feeling, perceived
value and behavioral intentions. In ethnic restaurant setting the combination of
tangible and intangible aspects (Atmospheric, Design, and social factors) of
service environment is very important in building pleasure feeling that lead to
perceived value and behavioral intentions.
This study has several limitations that need to be taken into account. First,
due to the fact that a convenience sampling method was used to collect data, it
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causes generalization of study findings are limited. Future research should
compare the study across different samples. Thus, too deepen understanding of
the relationship between variables understudy, several moderating variables
i.e. restaurant types, situational factors, demographics could also be investi‐
gated in future research.
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ABSTRACT
This paper investigates emerging phenomenon of international retirement migration
in Turkey, a new destination for elderly Europeans. The paper aims to provide a base
and discuss key issues in recent International Retirement Migration (IRM) case in Turkey and present descriptive characteristics of retired British residents in Didim province. We found that motivations and triggers behind the IRM is complex and varied.
Main reasons for British residents to settle in Didim are favorable climate, low living
expenses and warm social environment. IRM is a recent phenomenon in Turkey, expected to continue to grow and requires further and more detailed research.
Key words: international retirement migration, British elderly tourists..

INTRODUCTION
The growing interdependence of the world, enhancing technologies along with
changing life styles and expectations have caused immense human movement
throughout the 20th century. In recent years, one of the most frequently inves‐
tigated migration type by the researchers is International Retirement Migration
(IRM), where prolonging life expectancies and increasing disposable income of
retired people caused them to move cross borders after retirement (Williams
and Patterson 1998). There is an extensive and growing body of literature about
IRM phenomenon in Europe and North America, but IRM is a new issue for
Turkey and there are very few studies published about emerging issue of IRM
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in Turkey 1. In addition, in recent years owning to economic crisis and some
uncertainties, the IRM the pace of phenomenon to Turkey has ceased.
In recent years, similar to some other parts of Turkish coastlines, consider‐
able number of British retirees have purchased property and started to live in
Didim. As being one of the first to investigate this new issue of retirement mi‐
gration to Turkey, this study aims to research main driving forces, perceptions
and expectations of these elderly migrants settled in Didim province. The study
also investigates demographic and household characteristics of these new residents.
INTERNATIONAL RETIREMENT MIGRATION to TURKEY
Demographic structure in developed countries has been changing considerably
in recent years, where the number of elderly increases very fast. The European
countries already have to deal with their ageing population. Number of retired
people will continue to increase by 2025, and then one in four in European
population will be at retirement age (Tempest, Barnatt and Coupland 2002). In
Britain, now over one third of the population is over 50 years of age (Hardill
2003). There are more people above 60 years of age than below 16 years age
first time in UK according to 2001 Census of Population (Hardill 2003). Mainly
because of baby boom in 1950s, there seems to be increasing number of retired
people or approaching to retirement age. Yet, because of choice, resulting from
accumulated wealth or because of the result of economic restructuring, almost
half of men and women also retire before their retirement age (Hardill 2003).
As people can have longer and healthier lives, have better disposable income
after retirement, the increased number of retirees first is expected to move to
countryside in order to escape from the congested cities and more affluent re‐
tirees moved abroad.
The main reasons for international retirement migration can be classified as
attractions of the destination (pull factors) and detractions of the home country
(push factors) (O’Reilly 2004). Push factors would be originating from devel‐
oped country itself such as lack of respect to elderly people and limited eco‐
nomical power and low life standards of elderly people in developed countries,
where they were born. Main attractions (pull factors) of the destinations are the
climate, cheap housing, lower cost of living and pleasant and hospital people in
the host country, while distractions of the home country would be negative
perceptions of elderly as unproductive and burden to the society, increased
1

For other IRM papers about Turkey refer to Balkir ve Kirkulak (2007) and Unutulmaz (2007)
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crime rates, climate and lower standard of living with pensions in the home
country (Williams et al. 2000; Truly 2002).
While most of the European countries experienced massive number of Turk‐
ish immigrants since 1960s, where the main purpose of the migration was due
to economical reasons, now we see a new wave of migration interestingly from
rich northern European countries to Turkey. Turkey is one of the newest desti‐
nations of elderly people from northern Europe according to recent 2005 World
Tourism Organization (WTO) forum held in Istanbul 2. Although migration of
elderly people is well studied for western world, it is a very new issue for Tur‐
key. Turkey recently started to attract large number of senior Europeans along
with ordinary tourists. In addition, Turkey presents different issues to IRM
than other popular IRM destinations such as Spain and Malta in terms of cul‐
ture and demography. Turkey is largely a Muslim society and has both western
and eastern cultural heritages. The country has been the crossroad of civiliza‐
tions and bridge between east and west throughout the centuries. Hence, it
could play further and more important roles in interaction of western and east‐
ern societies. IRM is a complex phenomenon for immigration patterns and mo‐
tives behind it. Hence, countries need to know the reasons and process of re‐
tirement immigration in order to manage and expect this movement efficiently.
In 1980, along with the liberalization policies in Turkish economy, tourism
has become one of the main industries in the country. Since then number of
tourists have increased steadily and Turkey become one of the most favored
tourism destinations in Europe. After 2000, elderly people from Western
Europe started to show significant interest towards Turkey and especially, Ae‐
gean and Mediterranean costs of the country. Retirees ‐ mainly from Germany,
the UK and Scandinavian countries started to buy properties and settle down
in especially coastal cities of the country, namely in Antalya, Alanya 3 and
Didim. While British people usually prefer Didim, Fethiye and Kuşadası prov‐
inces of western Aegean city of Aydin, Germans and Scandinavians usually
prefer southern Mediterranean city of Antalya and Alanya. Turkey’s fast grow‐
ing economy coupled with its bid to be a member of European Union and fi‐
nally, the recent law passed in July 2003 permitting foreigners to purchase
property in Turkey. These developments have contributed positively to in‐
creased interest and trend to settle in Turkey.

2
3

http://www.unwto.org/destination/turkey/rapport_final.pdf
Please refer to Balkir ve Kirkulak (2007) and Unutulmaz (2007)
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Although tourism in Didim was barely existed before the beginning of
1980’s, today Didim is one of the most important tourism centers in Turkey as
it has advantage of being close proximity to other attraction centers and large
cities in the region. Didim first opened up to national tourism after the middle
of 1980’s, become a province in 1993 and started to attract foreign tourists and
finally after 2000, British retirees started to come and live in the province.
Didim is situated on the Western Aegean Sea and has been a central crossroad
throughout the history.
METHODOLOGY
IRM is getting increased attention in Turkey owing to increased number of eld‐
erly people settling in different parts of the country. Hence, Didim municipality
requested an inquiry of these new British residents living in Didim. This study
is the enhanced version of the previous study (Karakaya and Turan 1996) in
Didim with a larger sample size. Since there is widely acknowledged absence
of secondary statistical data on elderly migration as acknowledged by Williams
et al (2000), this study also draws on survey data and interviews conducted by
the authors in the Summer of 2005, after a first set of data had been collected
between January and March 2005 in Didim province. Face to face interviews
are done by the researchers with municipality officials and some of the British
residents. The sampling procedure could be largely defined as convenient
sampling methodology. The questionnaires were distributed to 150 different
addresses via local subscription based English language newspaper. 54 usable
questionnaires were returned in this first phase. In June of 2005, further ques‐
tionnaires were distributed through pubs and the municipalities’ water services
department and this has resulted in further 49 usable responses from again
around 150 questionnaires distributed. Altogether, 103 usable questionnaires
were received.
Demographic Data
Average age of the respondents’ showed rather similar distribution compared
to other studies on IRM. 41.8 per cent of the respondents are above 55 years of
age and 37.4 per cent of the respondents between the ages of 45 to 55. The rest
20 per cent are below 45 years old that they are found out that to be the chil‐
dren of respondents. Among 103 individuals in the sample, 49.5 per cent are
women and 50.5 per cent are men. Education level of the respondents is also
inquired in the questionnaire. The summary of the results are provided below
in Table 1.
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Education level of the elderly British is relatively low. Half of retirees are
elementary or secondary school graduates and university graduates and post
graduates are made up about 17 per cent of the respondents. It is expected that
elderly people would generally have less income and education level than
younger people. Study also investigated the income level of the respondents.
The income level was asked as per household income. The income level of the
respondents is presented in Table 2.
Table 1. Education Levels of Respondents
School

Percent

Elementary/Secondary

50.0

High

33.3

University

15.6

Post Graduate

1.1

Table 2. Income Levels of Respondents
Range

Percent

< £10,000

30.8

£10,000 - £14,999

15.4

£15,000 - £19,999

16.9

£20,000 - £24,999

15.4

£30,000 - £34,999

8.7

£35,000 - £39,999

9.2

Due to privacy reasons, income information is difficult to obtain (Espinoza
and Stallmann 1996). According to responses, Didim seems to attract resident
migrants usually with lower income level. Another insight about standard of
living of the respondents would be their occupation. While 64.4 per cent of re‐
spondents reporting themselves either retired, most of the remaining (20.6 per
cent) expressed to hold some part time or low level income jobs such as clerk,
laborer or freelancer. One of the reasons for this result would be relatively rich
retirees would prefer considerably more expensive southern European destina‐
tions, where, on the other hand, relatively lower income people prefer Turkey
due to lower property prices and lower living expenses. However, one reason
for such low income declaration would be the misinformation provided by re‐
spondents in order not to reveal their real income level. Because of the privacy
concerns, respondents seem not to reveal their real income. After the first set of
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questionnaires, we have assured the respondents that the information will be
used for only academic purposes, then that have resulted more answers to this
specific questions and higher income levels were reported. In the first set of
questionnaire, almost 45 per cent of respondents reported income level of be‐
low 10.000 pound, while after the second set of questionnaire, this figure
dropped to 30 per cent.
Since income information is difficult to obtain correctly, other indications of
income level could provide us some information about the living standard of
the respondents. One of such indications could be the property values in which
respondents live. As people age relative importance of house prices increases
with age (Millington 2000). Moreover, elderly migrants will prefer to live in
their own property. This inference is confirmed in our findings that all partici‐
pants live in their own property, which was identified by “Dream Home” by
the respondents. As discussed by Huber and O’Reailly (2004), globalization
could effectively undermine “locality to the extend that being a particular geo‐
graphical place is no longer a prerequisite for feeling at home” largely de‐
scribed by Heimat concept of German that is simply more than a physical
place, but feelings attached to it. Consequently, Swiss elderly residents of Costa
Blanca and their British counterparts of Costa del Sol have constructed their
social communities and although not well integrated into Spanish society, they
said that they “felt at home”. Most of the respondents have only one property
in Didim (86.6 per cent), remaining have two or more. All the respondents have
at least one property. About half of the houses’ prices are between 30,000 to
50,000 Sterling (British Pound) and only 1 per cent lives in really expensive
properties costing more than 100,000 Sterling. Considering elderly migrants
coming to Turkey are comparably in lower income status than those of in Spain
and Malta
Life in Didim
Respondents were asked to rank five different factors or reasons persuaded
them to settle in Didim in importance sequence (1 = The Most Important, 5 =
The Least Important). This is the original approach in an IRM study (others like
Stallman and Espinoza (1996); Williams and Patterson (1998); Warnes and Pat‐
terson (1998) asked open ended questions to identify major reasons of IRM,
while we asked respondents to rank IRM factors derived from literature from
most important to least important and also asked open ended questions to en‐
able them express themselves freely) to learn relative importance of factors in
selection of Didim. The results are presented in Table 3.
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Table 3. Reasons to Settle in Didim
Importance
Sequence

Factor
Life Conditions, Low Stress Environment

1

Low Living Expenses

2

Favorable Climate Conditions

3

Beautiful Beaches and Clean Sea

4

Health Conditions

5

The most important factor in settling in Didim is rated as better life condi‐
tions, including low stress environment, respect from local people and peaceful
lifestyle. The second factor comes up as low living expenses by respondents.
Low living expenses was also found as the most important reason for retire‐
ment migration by Rodriguez et al. (1998) and Dwyer (2001) to move to Spain.
As a result of decreased income level after retirement, people are looking for
ways to maintain their previous life standards, hence moving to a less devel‐
oped country with lower real estate prices and costs of living could generally
be a solution. The third factor is favorable climate conditions and this also been
another important factor for retirees to move south destinations (Rodriguez et
al. 1998). Related to climate conditions, we also found in interviews cheap heat‐
ing costs are other important factors in their IRM decisions.
Surrounding with beautiful sea and beaches has been the fourth most im‐
portant factor in settling Didim. Tomljenovic and Faulker (2000) mentioned
residential environment is very important for elderly, since they spend most of
their time at same surroundings and attach greater significance and meaning
for their surroundings. Didim has been considered more vivid and lively place
to spend retirement by respondents. Respondents also were asked, after their
settlement to the community, what attracted them about the city and asked
them to rank these factors in importance sequence. The preference order of the
satisfaction factors are presented in Table 4 below,
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As can be seen from the Table 4, the first important factor after settling in
Didim is the climate, climate and sun, then social environment and people, fol‐
lowed by safety and favorable location, entertainment and history. The order of
satisfaction factors corresponds with the original reasons for the British mi‐
grants to settle in Didim that also suggests these people will stay in this resort.
People move to south because of warm climate and attractive beaches and sea.
In addition, second satisfaction factor is social environment and people. In the
interviews, some respondents defined Didim as their “Dream Home” and Tur‐
key as their “Second Country”. Consequently, in the survey 84.2 per cent re‐
spondents described their relationship with local people as ‘very cooperative’.
As discussed before, retirees give too much importance to their surrounding,
its safety and location. It seems British retirees are very satisfied with their sur‐
rounding and atmosphere in Didim. Entertainment and history were listed
among the least important aspects of Didim life. These people mostly like to
spend their time at home (23.1 per cent), at beaches (22 per cent) and interact‐
ing with local people (26.4 per cent). Therefore, historical places and night clubs
are not very attractive to them.
Finally, respondents were asked to rate main reasons that would make them
stay in Didim for a long time. Long time is intended to be interpreted as con‐
tinuation of residence in Didim by respondents. Factors that lead respondents
to stay in Didim for a long time present important findings, since those factors
could be the major factors that lead IRM movement in Turkey. The Table 5 be‐
low summarizes the results.
Table 5. Reasons to Continue to Settle in Didim
Reasons

Importance
Sequence

Keeping the Sea and Environment Clean

1

Not to Have Communication Problems

2

To Be Able to Shop in Peace

3

Not to Be Bothered A Lot

4

Table 4. Attractions Factors after Settling in Didim
Factor
Climate and Sun

Importance
Sequence
1

Social Environment and warm People

2

Safety and favorable Location

3

Entertainment

4

History

5

Keeping the sea and environment clean is ranked as the first important fac‐
tor for retirees to settle in Didim for an extended period of time. Second factor
is not to have communication barriers and the third factor is to be able to shop
in peace and not to be bothered by sellers. British retirees are mostly bothered
with communication problems and if it’s solved then it will be easier for them
to continue to live in Didim for a long time. Respondents lack of language skills
and lack of knowledge about rules and regulations about living in Turkey
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make it difficult for them to participate in daily life and integrate with local so‐
ciety in the full extend, tough they expressed extensive desire to do so. In the
literature, it is expressed that some elderly migrants is prone to importing a
lifestyle rather than adapting to local community’s established culture (Truly
2002). This seems common phenomenon among people with old age and lack
of foreign language skills. After a certain age, people seem to have difficulty in
adopting in a new life style different from what is ordinary and accustomed.
Hence, learning a foreign language would be a major undertaking for an eld‐
erly after a certain age. Consequently, activities and arrangements aimed to
remove barriers with official authorities should be made and encouraged.
Many of the respondents (70.5 per cent) come to Didim previously for holi‐
days. Majority of respondents purchased their home before started to live in
Didim. According to a Crosstab analysis (Table is not provided) 93.5 per cent of
the respondents purchased their home in the last 18 months and living in Di‐
dim less then one year. While permanently residing in Didim only less than
one year, close to half of the respondents (41.3 per cent) purchased their home
13 months or more ago. Aligned with our findings, this important link between
tourism and migration are widely acknowledged in the literature. As Kuentzel
and Ramaswamy (2005) expressed people first become seasonal resident of the
prospective destination, then later, become permanent residents. This is also
the case for Didim. Tourism serves as a pull factor in retirement migration
process. 76.6 per cent of respondents are living the whole year and 11.7 per cent
spend only summer in Didim and the respondents have purchased their prop‐
erties for usually less than two years ago. Therefore, migrating to Didim is a
combination of attraction factors and previous experience of living in Didim.
DISCUSSION
IRM is an important and emerging topic as it has become an important feature
of changing social and demographic life in some parts of the Europe. Accord‐
ing to Alliance & Leicester International (2004), in fewer than 10 years, it is es‐
timated over 2.3 million new British elderly will be retired abroad accounting
one in eight of the population. By 2020, one in five of the older people will be
living outside of the UK. Therefore, we could expect a continuation of existing
IRM trend to Turkey and other new destinations. Hence, retirement migration
is a very important research topic that will have increasing importance in the
coming years. As the respondents widely noted, they consider Didim as their
new home and pronounce their desire to be a part of the local community.
These people have long lasting families and concern very much about the envi‐
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ronment they live in. They expressed deep concerns about deterioration of the
environment, overcrowding and mass urbanization in Didim.
For future prospects, communication and healthcare problems pose serious
threads for future IRM prospects in Didim. It would be difficult to undertake
such a significant challenge like learning a foreign language, local authorities
should encourage and seek ways to remove or ease communication barriers.
We expect that health issues would be another major problem in the near fu‐
ture as these people aged more and require health care and daily care from lo‐
cal hospitals more frequently. As these elderly people age in Turkey, health
care demand is also expected to increase and problems experienced in Spain
outlined in Dwyer (2001) such as lack of nursing care and limited coverage of
health expenses by home based retirement system could be an important issue
in Turkey.
International Retired Migration would definitely have profound social and
economics impacts for both countries giving migration and countries taking
migration. Aldo and Modigliani (1963) argued that elderly people’s economic
behavior, their saving and consumption habits are largely related with their
ages as explained by Life Cycle Hypothesis (LCH). According to this hypothe‐
sis, individuals save money when they are young for their retirement and be‐
come net consumer at their older ages and spend their savings. Hence, British
retires in Didim can be said to be net consumers with their high disposable in‐
comes and high marginal consumption tendencies. The major characteristic of
elderly economy is that it is largely stable and consistent. Hardill (2004) found
out that especially elderly people with higher incomes migrate to other coun‐
tries. Hence, retired migrants are usually consumers with net and high dispos‐
able incomes in countries to which they have migrated. Local economic crises
and turbulences would not effect significantly to these individuals consump‐
tion levels and habits.
British residents invest in property in Turkey and demanding better quality
houses. This increases the quality level of construction business in the region
by creating extra business, income and employment. Since most of the resident
British stay all year long in Turkey, they spend their UK based pensions and
other incomes in Didim by contributing local economy further (Karakaya and
Turan 2006). They also use and pay for utility services such as water, telephone
and electricity and pay municipality taxes. They also spend most of their mon‐
ey in local businesses, bars, restaurants, stores and supermarkets etc. Some
send their children to local schools as well. Moreover, these people usually do
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not compete in local employment market and are direct and net consumers.
Therefore, their continuous settlement in Didim will provide valuable oppor‐
tunities for especially local economic development in the region (Karakaya and
Turan 2006). Although there would be some negative impacts of this retirement
such as increasing property prices and healthcare costs that has been already
observed in the region and increasing costs of public services in the short run
and put current evident burden to improve infrastructure on municipality, we
believe that in the long run, the benefits would exceed the costs (Karakaya and
Turan 2006). Another important negative effect of IRM to Turkey would be
some these elderly migrant spend half of the summer in Didim and rent their
property to their countrymen for the rest of the summer the practice very like
in Spain. This would reduce the revenue of local tourism facilities, especially
hotels and create some unemployment risks for the local people.
From the interviews done by municipality officials, it was understood that
there is a positive and welcoming attitude among municipality authorities to‐
wards this emigrational movement and there are some initiatives have already
been undertaken by the municipality to make these new residents lives easier
such as printing water consumption bills in English and employing English
speaking staff at the municipality.
CONCLUSION
This paper provides a portrait of one of the very new international retirement
movement in Turkey. The aim of the paper is to provide a classification and
present descriptive characteristics of British residents in Didim province of
Turkey. Although sample size is a limiting factor in forcing too many conclu‐
sions, this study is among the first study in IRM in Turkey and draws numer‐
ous conclusions and outlines the general descriptive and demographic charac‐
teristics of British retirees migrated to Didim province. We found that motiva‐
tions and triggers behind the IRM is complex and varied.
IRM is a recent phenomenon in Turkey, expected to continue to grow and
requires further and more detailed research. Besides, further research on inter‐
national retirement migration in Turkey would produce beneficiary knowledge
and insights about how tourism and other types of human mobility influence
our contemporary society and create social, cultural, or economic problems.
Hence, considering in the future, the international retirement migration to Tur‐
key will continue to increase as Turkey’s EU membership negotiations pro‐
gress. As international direct flights also increased in number and frequency to
the region, the number of permanent residents would increase as well. Further
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research agenda would be to collect data from other coastal towns such as
Antalya, where northern European retirees are settled and compare the results
and findings of this study. Another important research would be to study local
and regional economical consequences of IRM in Turkey. The results of this
study would also enable us to integrate and compare further research efforts in
other Mediterranean countries, experiencing IRM phenomena.
Although the study is believed to contribute significantly to existing IRM
literature of Turkey, it has its own limitations. The major limitations are the
limited sample size and convenient sampling procedure. 103 existing question‐
naires could be deemed as sufficient for this type study; it still would limit to
make too much generalization of the elderly migrants in Turkey. But, surveys
always would have such limitations (Teo et al. 1997). The other limitation of the
study would be the descriptive nature of the analysis. However, given this
study is among the first studies on IRM in Turkish case, the major motivation
of the authors were to outline and describe the IRM phenomenon first time in
Turkish setting. However, further and more detailed studies would strongly
encouraged by academicians studying tourism and gerontology.
In general, we found that British citizens coming to Didim seem to have less
income and less education than other IRM cases in Europe, especially in Spain.
For the future research, it would be interesting to look how these demographic
characteristics are reflected in the migrants’ activities and their orientations.
Moreover, as for Turkish case, since this movement started recently, it would
be beneficial to investigate perceived cultural distance between Turkey and
Britain in further detail.
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ABSTRACT
This paper explores the rich cultural heritage of Straits Chinese architecture known for
its lavishness in art and design elements. The Straits Chinese, fondly known as the
Baba-Nyonya or China Peranakan, are acknowledged for their unique cultural heritage. Popularly recognised in the form of the courtyard house, Baba-Nyonya architecture stands proud as a unique tourist attraction, found mainly in the urban enclaves of
Malacca. Embedded in the long history of Chinese and Malay cultures, the architecture reflects designs that inherit past styles. It portrays eclectic formal Chinese shop
houses, Malay traditional houses and British Colonial grandeur architecture. This paper also looks into philosophies, customs and rituals that are related to the architecture. The approach to the research employs survey, observation, interview, architectural documentation and visual data collection activities. It also ventures into the
methodology of documenting evidence and understanding the history of Baba-Nyonya.
The findings conclude the importance of highlighting the historical background, the
architectural splendours and the cultural heritage for appreciation by the wider public.
More importantly, it is seriously needed as Malacca has recently been added to the
UNESCO World Heritage Cities list. A strong focus in promoting the Baba-Nyonya architecture ensures a strong appreciation of its existence.
Key words: Baba-Nyonya, cultural heritage, architecture, art ansd design.

INTRODUCTION
The architecture style of the Baba‐Nyonya of Malacca, Malaysia is rich in cul‐
ture and history. This paper explores these aspects of the Baba‐Nyonya archi‐
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tecture that depict an exciting heritage. The research is using this architecture
style to promote Baba‐Nyonya culture as an entity that can further prolong the
cultural richness of this group. It looks into the predicament that the Baba‐
Nyonya culture is facing due to the decline of traditions, the growing number
of mixed marriages, gradually forgotten dialect and less practised customs and
rituals. In addition, the influx of immigration of Chinese into Malaysia (then
Malaya) in the 19th century also contributed to the disintegration of the Baba
culture. Since the 1940s, many Babas have slowly indulged themselves into
non‐Baba Chinese communities. An important factor that caused this is the
marriage between Baba and non‐Baba Chinese (Lee and Tan 2000; Emmanuel
2008).
Being influenced by the local mainstream culture, the Baba traditions have
diminished rapidly in modern days as a result of cultural assimilation. In many
circumstances, the identity of the Baba descendants has been viewed as a pre‐
dominant Hokkien speaking Chinese community. Social and political factors in
Malaysia have also contributed to its deterioration (Salleh 1998). Government
policies in Malaysia classify Baba‐Nyonyas as ethnically Chinese. They study
Mandarin Chinese as their mother tongue in schools which has resulted in a
sharp decline of the speakers of Baba Malay or Malay patois, their traditional
mother tongue, in most Baba families. The Baba language or Baba Malay is a
patois of the Malay language, with many words borrowed from Chinese (espe‐
cially Hokkien), Portuguese, Dutch, Tamil and English (Lim and Jorge 2006;
Lee 2008). The Baba‐Nyonya culture is a culture that gives birth to splendid
architecture, traditional and aesthetic information. Thus, this paper looks into
Baba‐Nyonya architecture as mean to preserve the culture that is deteriorating
in its value.
BABA-NYONYA – CHINA PERANAKAN (STRAITS CHINESE)
Historically, the terms Straits Chinese, Straits born Chinese, Baba Chinese or
fondly known as Baba‐Nyonya (Baba ‐ males and Nyonya ‐ females) and China
Peranakan are terms which have been used interchangeably by the people
themselves and by people describing them (Khoo 1998; Emmanuel 2008). These
people were mainly found in the Straits Settlements that comprised of Penang,
Malacca and Singapore. The terms coined are strictly for those Chinese descen‐
dents who were born in these states. The Chinese people who were not born in
Malaysia were known as the ‘Singkhek’ or new comers. They were the people
who rejected the Manchu oppression to make their fortunes abroad (Tan 1988).
The Chinese men intermarried with the local Malay women who bore descen‐
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dants that were later known as the China Peranakan or Straits Chinese or
fondly known as the Baba‐Nyonya. China Peranakan or Baba‐Nyonya has been
interpreted in many definitions but mainly only referring to the current socio‐
political contexts where these people are residing. The term nona or nonha, is
known throughout the lands of the Old Portuguese world and even in Mozam‐
bique (Portuguese Africa). According to Lee that the most exciting thing about
the Baba‐Nyonya culture is that it is dealing with are the vestiges of the great
trade and commerce from Japan to Africa in the thousand years before the pre‐
sent, when every trading post or harbour was filled with Indians, Arabs, Per‐
sians, Chinese, Japanese, Javanese, Siamese, Portuguese, Dutch and English.
Peranakan culture preserves a lot of this lost heritage and memory (Lee 2006;
Lim and Jorge 2008).
The Babas are the descendants of an early Chinese community that settled
in the Malay Archipelago at least since the 17th century. Many members of the
early community were seafarers who traded between the ports of southern
China and those of Southeast Asia. The oldest Chinese communities can be
found in Malacca. As Chinese women were by law not allowed to leave their
native country until the middle of the 19th century, many of these early traders
married non‐Muslim natives of the Malay Archipelago, such as Balinese or
Batak slaves (Lee 2009). The distinct Baba‐Nyonya culture was rapidly being
diluted in the 1930s and had almost disappeared by the 1940s, becoming fur‐
ther undermined by post‐war Chinese nationalism (Khoo 1998; Gunaratnam
2008). Malacca constitutes a unique architectural and cultural townscape in
Southeast Asia. However, most historical structures including the Baba‐
Nyonya shophouses have shown dramatic changes to fit modern lifestyle.
Therefore, the need to understand and restore the knowledge of shophouses is
the utmost importance at the moment.
METHODOLOGY AND OBJECTIVES
This research looks into various ways of documenting the elegance style of ar‐
chitecture of the Baba‐Nyonya and is governed by a few objectives. They are:
a) To explore the interior design and the function of the spaces of the Baba‐
Nyonya shophouses in Malacca.
b) To document architecture and interior design features of the Baba‐Nyonya
shophouses.
c)

To identify ways that this style of architecture can be commodified for
tourism purposes
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The objectives present issues that can be explored and studied in detail.
Multiple angles of understanding that this research has brought forward im‐
plies the importance of documenting research’s case studies. This is done in
order to have closer inspection of the architectural heritage and how the heri‐
tage can be exploited for the purpose of educating the locals and foreign tour‐
ists. The unique style of this architecture brings forward the difference between
the local architecture and the architecture that influenced by multiple parties
namely the formal traditional Chinese architecture, English colonial and tradi‐
tional Malay architecture. Various methods have been employed in under‐
standing the history behind the Baba‐Nyonya people and their heritage. This
study begins by looking at the relationship of culture and interior design. Ma‐
terials for secondary data include books, e‐journal, journal, articles, internet
sources and newspaper. Visual data collection was undertaken to ensure the
evidence depicting the Baba‐Nyonya architecture is fully understood. This was
done concurrently with observation method to comprehend the utilisation of
the shophouses that are over a hundred (100) years of age and were built at the
turn of the 20th century. Interviews with various Malaccan Baba‐Nyonya au‐
thorities strengthen the visual data collection. Lastly, by studying the layout
arrangement of shophouses that serve commercial and residential purposes,
one may notice logical spatial relationships between exterior and interior of the
space. This can reflect the lifestyle of Baba families and community in the proc‐
esses of living, working and enjoying leisure.
THE ARCHITECTURAL STYLE OF THE BABA-NYONYA
The main purpose of this paper is to examine the commodification of the Baba‐
Nyonya architectural style. This is primarily due to the fact that these types of
buildings reflect more significantly on the social life of this group thus will be
an important element in promoting heritage tourism in Malacca. The well
known city of Malacca is synonymous with the Baba‐Nyonya group. This pa‐
per discusses further of the Baba‐Nyonya architecture that appears predomi‐
nantly in the form of shophouses. A shophouse or row house has two or more
storeys and is a commercial and private structure. The tenants usually use the
first floor for commercial purposes such as sundry shop, light industry or
warehouses; and reside in the upper floors. The building is not free standing;
rather it is connected to several other shop houses to form a shop house block.
Malacca has a culturally diverse heritage spanning 600 years of various foreign
powers (Abdul Muhid 2008). Due to its occupation by these powers, Malacca
houses a wide range of building styles from the typical tropical traditional Ma‐
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lay architecture to China Peranakan or Baba‐Nyonya, from Portuguese to
Dutch. For this unique array of architectural styles, many researchers use Ma‐
lacca as one of the historical destinations for architecture melting pot (Abdul
Hamid 2008). Thus, it becomes more important to exploit various architectural
heritages and Baba‐Nyonya architecture style. The hybrid of the Baba culture
are mostly extracted and refined from Chinese, Malay, Javanese, Batak, Thai
and European elements, forming new remarkable decorative embellishments
which are named as the Straits Eclectic style. Very few of written records or
documenting on the embellishment and detailing in term of architecture and
interior space have been produced so far.
The Baba‐Nyonya architecture depicts a statement of a new style of con‐
struction and the introduction of a hybrid of architecture into the Malaysian
scene. One example of one of the case studies is the Puri Hotel in Malacca (Fig‐
ure 1). It portrays a distinctive taste of the Malacca’s wealthy towkays (Chinese
traders). This particular style of architecture illustrates the blend of formal Chi‐
nese and British Colonial Victorian architecture (Loh 2008; Prasad 2008). Ele‐
ments and details that are considered of the Baba‐Nyonya architecture style
present a lavish outlook where the cast iron for the pillars and balcony balus‐
trades came from Scotland while the floor tiles came from England. On the
other hand, the construction of the architecture took notice of the traditional
Malay architecture as tropical climate dictated the introduction of airy spaces
as well as big overhangs to provide shades. The shophouse is a two or more
storeys building which serves commercial and residential purpose. The tenants
of the shophouses run businesses at the front section of the ground floor, while
their living areas were located at the rear of the house and the upper floors.

Figure 1. Puri Hotel
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According to Chen (2005) and Kohl (1984), the origin of the shophouses can
be traced back to the Chinese immigrants from the densely populated southern
coastal provinces of China in the 19th century until World War II. They utilised
and modified their knowledge and methods of construction into the Malaysia
urban shophouses to adapt to the local climate. The early shophouses were nar‐
rowed in wide and long in deep. The narrow façade is less than 10 metres in
width due to the taxation rules imposed by the Dutch on the number of win‐
dows per façade. Shophouses are built side by side with common party wall.
The walls built of bricks and were plastered. Adjacent to the entrance are
square windows, and above the windows are the ventilation opening. This en‐
tire ventilation opening carved in wood with a pierced decoration or painted in
auspicious colours or even partially gilded. They are carved with motif carry‐
ing symbolic meanings. A vivid image of the shophouses has a verandah‐ way
with a minimum width of five feet. Chen (2005) states that Sir Stamford Raffles
in Singapore 1822 as the British colonial administration first regulated that all
shophouses had to include a minimum five‐foot‐wide verandah on the ground
floor. Tropical weather condition with its heavy rain and hot sun led to the ap‐
pearance of the five foot way. It provides a shading area for pedestrian and a
place for display goods, improvised workshop and even a place for resting in
rattan chair. Another typical feature included an air well located inside the cen‐
tral of shophouses. The air‐well functions as an internal courtyard. It is typical
of residences all over China. It transform to air well when space became more
precious in this case. It enhances ventilation of the shophouses and light up the
rear section to ensure a good flow of life force or ‘chi energy’ (Figure 2). De
Bierre (2006) states that shophouse façade attract people with the tiling catered
from all periods – Victorian, Edwardian, Art Nouveau, Art Deco, 1950’s mosaic
and even 60’s pop art. The function of tiling is to protect walls from water
splashing off road. The Peranakan Chinese transforms it into an art form by
mixing colours and patterns to bring out style for the doorstep. Most of the tiles
were imported from Britain with English Rose as motif.
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From 1910’s the use of reinforced concrete allowed wider roof overhangs
and more elaborate cantilevered concrete decoration. Baba‐ Nyonya
shophouses are highly intricate ornaments and carvings to show off their
wealthy and status in the local community. Brightly coloured ceramic tiles can
be found in the Baba‐Nyonya shophouses on wall and floors. Coloured floor
tiles made of terra‐cotta are commonly seen in the veranda walkway and inside
the shophouses. In addition, the interior of the Baba‐Nyonya house furnished
with crafted Chinese blackwood antique furniture inlaid with marble and
mother‐of‐pearl. A typical Baba‐Nyonya shop house usually has the first hall
(ruang tamu), second hall (tiah gelap), one or two courtyards or air wells (chim
chae), ancestral hall, bedrooms, bridal chamber and kitchen. In those days, visi‐
tors to the house were normally allowed to the first hall. The second hall or tiah
gelap was usually used by the unmarried Nyonyas to peep through small open‐
ings dividing the first and second halls (Figure 3).
Figure 2. Air Well

There are four architectural styles of shop houses in Malaysia: early
shophouse (18th century) traditional shophouse (19th century), Straits Eclectic
shophouse (1900‐1940) and Art Deco shophouse (1940‐1960’s) (Ahmad 1994;
Kamal 2008). The early form of shophouses are built as groups of identical
structures, with uniform facade and continuous five foot way. The upper floor
façade supported by squat pillars project over the pedestrian walkway, and
consists mostly of timber construction with continuous row of panelled or lou‐
vered shutters. The front façade appears to have timber wall and plain ma‐
sonry pilasters on the upper floor. For the traditional shop house in the 19th
century, five‐foot way and louvered shutter are remained. Iron or timber grill‐
ers were inserted in the windows. Ahmad (1994) states that wall are made of
masonry, plastered over or ceramic rendering. A frieze decoration right below
the eaves was added displaying paintings or ceramic shard work. The top parts
of the pilasters were often enlarged to support a purlin at the end of the eaves.
In the late 19th Century, the pilasters were much taller and often decorated
with plaster renderings. Structurally, buildings of this style incorporate the use
of masonry dividing walls with timber upper floor, tiled roof and timber beam.
Shophouses in the Straits Settlements emphasis on full‐length French windows
with a pair of full‐length timber shutters, an arched or rectangular transom
over window opening, pilasters of classical orders and plaster renderings
(Ahmad 1994).

Figure 3. Courtyard

During the Dutch and British colonisation, the Baba‐Nyonya began to em‐
brace the European style and allied themselves with the foreigners. They came
to be identified as an urban white‐collar community with high social class, no‐
ble lifestyle and living in colonial bungalows or verandahed Anglo‐Indian vil‐
las; and they also sent their children to English‐speaking schools. Those who
are into business live in highly decorated shophouses (Figure 4) of the Straits
Eclectic style.
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Figure 4. Layout Diagram

Shophouses are repeated to create streets and town squares found in many
urban areas in Malaysia. Sometimes, the tenants use both the ground and up‐
per floors for residential. This type of shophouse is normally referred to as ter‐
race house. In such a case, the building has a big entrance with a timber bar
locked into the door head, metal‐bar and louvered‐panel windows on the
ground floor and a few openings at upper floors. Shophouses usually have a
narrow frontage between 12ʹ to 18ʹ and their length varies greatly from 60ʹ to
140ʹ, topped with a pitch roof of not more than 30 degrees. They are often de‐
signed in a symmetrical organisation in which the entrance is located in the
middle with windows on both sides. A shop house is characteristically features
a five‐foot way or verandahed walkway. This covered five‐foot way, typically
an arched opening, joins one house with the rest on the street front. Thus, it
creates a continuous walkway on the front facade of the shop house block. Re‐
inforced concrete is widely used to create more cantilevered plans; some were
placed over windows serving as shading devices. The Baba‐Nyonya style is
usually associated with the Straits Eclectic style.
In the early 20th Century, shop houses in the Straits Settlements began to
adopt Western architectural styles with an emphasis on full‐length French

Research Papers

75

windows with a pair of full‐length timber shutters, an arched or rectangular
transom over the window opening, pilasters of classical orders; and plaster
renderings (Chen 2005). In the early 1900, reinforced concrete was used to al‐
low wider roof overhangs and more elaborate cantilevered brackets which
sprung from above the pilasters. Unlike the early and traditional shop houses
which have a continuous row of windows, the Straits Eclectic style developed
with the breaking of the facade into two or three moulded openings.In addi‐
tion, some of the window or door panels were beautifully carved. These deco‐
rations among other things reflect not only the wealth of the owners or tenants
but also their status or position in the local community. One of the main differ‐
ences between a Baba‐Nyonya shop house and a pure Chinese shop house is
the presence of these highly intricate ornaments and carvings (Ahmad 1994).
The Baba‐Nyonya shop houses reached it richest phase with the addition of
coloured tiles on either walls or floors. It is not known whether it was the
Dutch or the Chinese who first brought or introduced ceramic tiles to Malacca.
Coloured ceramic tiles are not only popular in the Baba‐Nyonya shop houses of
the Straits Eclectic style but they are also used by the Malays to decorate their
main stairs (Lim 1987). In the shop houses, the ceramic tiles are usually placed
on walls below the front windows on the ground floor facing the street. Flow‐
ers and geometrical designs are usually painted on the tiles. Furthermore, col‐
oured floor tiles made of terra‐cotta are commonly seen in the Straits Eclectic
style, particularly in the roofed walkway and inside the shop houses. The exte‐
rior features include half doors, ventilation holes, gabled wall end, louvered
shutters, fanlights, blind segmental arches and archway between individual
porches. Features of the interior comprise of stairs, ceiling, floor, wall, tiles,
column, roof and also furniture. However, the design of the exterior appear‐
ance of the shophouses set limits onto the spatial arrangement of interior space.
The interior design of Baba‐Nyonya shophouses (Figure 5) receives domi‐
nant from Chinese and Malay cultural background then in succession import
from Portuguese, Dutch and British cultures. The formation process of Baba‐
Nyonya culture gives impact in the choice of material, colour, even pattern and
structure on the interior features. Most of the shop houses throughout all stylis‐
tic periods were built with a series of gable and pitch roofs; with the exception
of courtyards or air wells and balcony. Some have a jack roof which is a raised
mini‐roof locating at the peak of the main roof. The space between the two
roofs is filled with patterned grilles or timber louvres. It provides both cross
and stack ventilation which reduces the internal heat build‐up especially dur‐
ing day time. Load‐bearing walls at both sides of the shop house support the
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roof load through timber purlins which span horizontally across the width of
the building. The walls are at least 15ʺ thick from ground to first floor and 9ʺ
onwards. After attap was banned, Chinese clay tiles of a V shape were widely
used. The tiles are similar in origin to those used in the Mediterranean roofs,
being introduced to Malacca by the Portuguese.

Figure 5. Shophouses
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CONCLUSION
The paper has explored the intricacies of the Baba‐Nyonya architecture of Ma‐
lacca and the angle that it can be commodified for tourism purposes. The truly
unique characters about this Baba‐Nyonya architecture are the richness and
wide range of architectural vocabulary derived from the hybrid of western and
eastern styles and traditions. The future generations of this country, particu‐
larly the descendents of the Baba‐Nyonya may not only learn the architectural
and historical values of the shop houses and colonial bungalows which were of
importance to such community but also the cultural aspects and social customs.
Based on the discussion, it is important that the Baba‐Nyonya are associated
with and recognised by their architectural significance in addition to their food,
crafts, antique furniture and social customs. Even though they no longer enjoy
the high social and economic status of the golden age, the Baba‐Nyonya archi‐
tecture is already a part of the architectural heritage of Malaysia. Efforts made
so far to conserve their unique architecture including the shop houses, associa‐
tion buildings and colonial bungalows have shown some fruitful results de‐
termined by the listing of Malacca under the UNESCO heritage sites as well as
the increase of arrival of tourists to both cities.
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ABSTRACT
Despite increasing attention paid within the literature to issues related to quality
management in the tourism sector in general, little if any research has been undertaken into the utilisation and contribution of service quality business improvement/management tools within small to medium enterprises (SMEs) in particular.
This paper explores this gap in the literature. The findings of a sub-regional research
project that explored small-medium tourism and hospitality organisations attitudes to
service quality management in terms of the implementation of improvement tools are
presented. These reveal the benefits of improvement tool implementation, but there is
a significant minority of SMEs that do not implement any improvement tools. It is concluded that, while there is a range of tools and techniques available to such organisations, they perceive several key barriers to prevent them from fully engaging.
Key words: business improvement, service quality, SMEs.

INTRODUCTION
Tourism is used as a ‘ubiquitous vehicle for economic development and diversification
and an integral element of economic development policy’ (Sharpley 2002:221). The
tourism sector is diverse, comprising of a small number of large, often multina‐
tional businesses and a large number of often family run SMEs. In many cases,
the motivation for involvement in small businesses relates to lifestyle, location
and leisure preferences (Getz and Carlsen 2005). This paper focuses on the ap‐
plication of service quality management tools, techniques and systems in Tour‐
ism SMEs (TSMEs) in the North West of England. This is defined as Lancashire
(including the premier resort of Blackpool), Greater Manchester, Cumbria,
Merseyside and Cheshire. This area has a £120 billion economy, larger than 15
European Union countries, a population of nearly seven million people and
over 240,000 successful businesses (Englands NorthWest 2009). Visitor num‐
bers rose by 2% from 2007 to 2008, with the most significant rise (13%) seen in
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the Liverpool area, during the 2008 European Capital of Culture. Regionally,
the North West saw the greatest growth in visits, £13.6bn was generated by
visitors within the Northwest region in 2007. This supported approximately
215,000 full time equivalent jobs in the region. Staying visitors accounted for
11% of trips (approximately 31 million trips) and 39% (£5.35bn) spend. The
North West Development Agency (2007) recognises that continued success of
the region depends on the tourism sector. This will only be achieved by meet‐
ing customers’ needs.
Although contemporary business improvement/service quality manage‐
ment tools have been implemented with success in many large organisations,
documented evidence of there implementation in SMEs is minimal. The value
of this research lies in conducting a study on the utilisation, awareness, benefits
and barriers of service quality improvement tool implementation. Moreover,
the research data provides an insight into the TSMEs attitudes to business im‐
provement/service quality management tools. This study further enriches the
literature by suggesting the factors for successful business improvement in
TSMEs.
CUSTOMER SATISFACTION AND BUSINESS IMPROVEMENT
Increasing competition in the tourism sector means that TSMEs need to focus
on service quality improvement to achieve competitive advantage. Johns (1996)
and Kandampully (2003) affirm that competition within the tourism sector is
fuelled by a preoccupation with service quality to enhance the customers’ ex‐
perience. Lambing and Kuehl (2000) argue that organisations need to under‐
stand the expectations of the post‐modern consumer. Tourism consumers are
extremely heterogeneous in their needs, open to new experiences and volatile
in their consumer behaviour (Anderson et al. 2008). The tourist has complex
and diverse expectations of the service provider, for example; price, availabil‐
ity, acceptability, convenience plus psychological or emotional factors (Swar‐
brooke and Horner 1999). Making promises is a crucial aspect of services mar‐
keting and customers’ expectations are therefore informed by these and impact
on their judgement of the tourism experience (Hudson et al. 2004).
For many authors, including Zeithaml et al. (1990) and Gronroos (2000),
quality in service specification and delivery is fulfilling customers’ expecta‐
tions. Therefore customer satisfaction is an antecedent for increasing market
share, profitability, positive word of mouth, and customer retention (Keining‐
ham et al. 2005; Anderson et al. 2008). This creates the organisational challenge
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of maintaining high levels of service, awareness of customer expectations and
the need for continuous improvements (Pizam and Ellis 1999).
The ‘new consumer’ as explained by Sullivan and Adcock (2002) has greater
disposable income, is more environmentally aware and is better educated.
These factors produce Wickham’s (2001) ‘critical consumer tourists’ who can
become angry and litigious when subjected to poor service delivery (Middleton
and Clarke 2001). Gyimothy (2000) and Hudson et al. (2004) suggest that it is
only through the consistently satisfying of customers that you generate loyalty
and most importantly repeat business.
However, as Torres and Kline (2006) have argued, organisations should
move from ‘satisfaction’ to ‘delight’ in an effort to obtain loyal customers and
profitable operations. Consistency of service delivery is difficult for many or‐
ganisations due to the intangible nature of the tourism product, with direct cus‐
tomer contact or participation and a tendency to have processes that are hard to
control for example at a hotel reception.
In their review, McDougall and Levesque (2000) view customer satisfaction
as the overall assessment of the service provider. ‘Too often, service quality is de‐
fined in terms of those things that contribute to process quality. Rarely is any mention
made of results delivered to consumers’ (Heskett et al. 1997:7). However, Berry
(1995) indicates that measuring the elements of service is often not the same as
measuring customer expectations and perceptions. Organisations can fall into
the ‘efficiency trap’ if they try to improve performance but use the wrong
measures to assess performance, which in turn causes the wrong behaviour,
customer dissatisfaction, and high staff turnover (Marr 2006).
Quality management initiatives have thus become important as a pre‐
requisite for doing business (Dale 2003) and the use of tools and techniques are
a fundamental part of an organisations approach to quality management. To
support and develop continuous improvement, it is necessary for TSMEs to use
a selection of tools and techniques. They all have different roles to play in con‐
tinuous improvement and if applied correctly, give repeatable and reliable re‐
sults (Dale 2003). However, although quality improvement methodologies,
such as Six Sigma, have been successful in manufacturing contexts (Wessel and
Burcher 2004), their contribution to improving the employee‐customer service
encounter is less certain. In a service‐focussed environment, such as the tour‐
ism industry, organisations often find it difficult to identify processes which
can be measured (Kumar et al. 2009). Much of the data is collected by face to
face informal interactions with front line staff as compared to automatic data
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collection methods used in manufacturing processes. In the service industry,
most formal organisational decisions rely on the subjective judgements of staff
and customers which is less precise (Anthony and Kumar 2005).
The service sector is ‘heavily dependent upon human skills, attitudes and
training’ (Feigenbaum 1991:31). Therefore, the success of any quality initiative
depends upon the willingness and ability of staff. They need to respond and
adapt to demands for continuously improving the delivery of the service
(Sharpley 2003). Heskett et al’s. (1997) Service Profit Chain suggests that cus‐
tomer satisfaction is largely influenced by the value of services provided to cus‐
tomers. They suggest that this is created by satisfied, loyal and productive em‐
ployees. Therefore, research into employee attitudes are a vital element of
business improvement (Sharpley 2003). Measuring staff performance plays a
major part in the service industry as a means of continuous improvement,
whilst maximising employee engagement and performance is an issue on the
minds of many managers in times of recession and increasing competition. Al‐
though strong conceptual links between employees and customer satisfaction is
found in the literature, they are criticised as much of the evidence offered is
anecdotal (Fleming, Asplund 2007).
Because of the variety of starting points and motivations for improvement,
it is not possible to identify an implementation plan. However, TSMEs can
make improvements by applying Deming’s theory of PDCA (Plan, Do, Check
and Act) improvement cycle (Conti 2002; Williams and Buswell 2003). Pursuing
the model allows an organisation to systematically work towards an organisa‐
tional culture of customer focus and continuous improvement. Structured
business improvement/ service quality tools can formalize and drive this cycli‐
cal process. However, a new management culture must be adopted if continu‐
ous improvement is to take place (Williams and Buswell 2003).
METHODOLOGY
The aim of this study is to examine the extent to which service quality im‐
provement tools are implemented within the North West of England’s TSMEs.
This research considers an organisation to be an SME if it has less than 250 em‐
ployees (Department for Business Innovation and Skills 2005). In order to col‐
lect data effectively a survey questionnaire was developed to provide a base‐
line of practices by TSMEs in this sub‐region. The questionnaire with open and
closed items was sent to 980 TSMEs to ascertain the extent of service quality
improvement tools utilized, the familiarization, including the benefits and
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common barriers to implementation. The following response rate from the type
of tourism business that participated included:

DISCUSSION

Table 1. Areas of Industry

Regarding practices relating to the utilisation of service quality tools, tech‐
niques and systems, 57% of the respondents replied that they had implemented
some of the service quality management tools. 18% of TSMEs have planned for
and the rest have not yet planned for implementation of service quality man‐
agement tools. One of the common myths to have emerged over the years is
that improvement tools are only applicable to large organisations with im‐
mense resources and budget. Terziovski and Samson (2000) reported that small
business was less likely to have a coherent quality assurance policy and quality
department than large organisations.

Tourism Subsectors
Hotels

Response Rate
72%

Entertainment centres

1%

Art galleries

2%

Historic buildings

2%

Tourist attractions

7%

Guest houses

6%

Hostels

3%

Travel agents

7%

Tour operators

1%

Status of Improvement Tool and Other Quality Initiative Implementation

Table 4. Improvement Tool Implementation
Quality initiatives undertaken

The quantitative data sets were analysed using the SPSS package to detect
associations and patterns between variables.

Table 2. Location of Business

Count

%

ISO9000

4

3.8

Total Quality Management TQM

0

0

Balance Scorecard

12

11.5

Quality Circles/Quality Improvement Teams

7

6.7

Investors in People IIP

23

22.1

Lancashire and Blackpool

33%

Hospitality Assured

19

18.3

Cumbria

33%

Tourist Board Rating systems

52

50

Merseyside

13%

Customer surveys

55

52.9

Cheshire

12%

Employee surveys

28

26.9

Greater Manchester

11%

Recognition/reward program

29

27.9

Action planning

27

26

Succession planning

20

19.2

Human Sigma

0

0

Six Sigma

1

1

Other/Awards

24

23.1

Counties

Response Rate

Table 3. Number of employees and position of respondents
Number of employees

Response Rate

<10

31%

< 50

45%

50-150

21%

150-250

3%

The majority of respondents 47% classified themselves to be owner/managers,
with 48% stating they had been in business for over 20 years.

As depicted in table 4, 50% of TSMEs were practicing Tourist Board Rating
Systems (Enjoy England 2009). When compared to other service quality tools,
techniques and systems; trade organisations and bodies, especially the Re‐
gional Tourist Boards (RTBs), were perceived as the most valuable service qual‐
ity management tool. Every participant in the National Quality Assessment
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Scheme (NQAS) is assessed on three levels: Minimum Entry Requirements, Fa‐
cilities, Services and Quality Scores (Enjoy England 2009). Accommodation
grading schemes and other external awards, such as Investors in People (IIP),
are important vehicles for influencing the performance level of an organisation
(Dale 2003). Grading and award schemes often indicate how TSMEs perform
against a range of standards and schemes (Williams and Buswell 2003).
Certainly, not all tools, techniques and systems are required by one organi‐
sation. However some of these are more commonly used in TSMEs, (for exam‐
ple; customer and employee surveys, IIP (Investors in People 2009) and Hospi‐
tality Assured (Institute of Hospitality 2009). Others are used infrequent;
ISO9000 (Dale 2003), Six Sigma (Antony and Kumar 2005), Human Sigma
(Fleming and Asplund 2007) and Quality Circles (Society for Quality Circles
2009). This naturally raises the question as to whether or not it is possible to
implement formal systems within TSMEs. Other quality initiatives/awards un‐
dertaken by the respondents included: AA, Rosette, Michelin, Johansens, Wel‐
come to Excellence, Green Tourism Award and Proprietor of the Year.
Continuous Improvement (CI) programs such as Six Sigma do not appear to
be easily understood or interpreted by TSMEs, which may be a significant con‐
tributor to its low implementation. Holistic quality management initiatives,
such as Total Quality Management (Dale 2003) also appear to exhibit low im‐
plementation rates. It is suspected by Kumar et al. (2009) that the poor adoption
of quality management initiatives in SMEs is due to multiple and complex rea‐
sons, not just the often stated impediments of cost, time and relative impacts.
There is also evidence to suggest that quality management programs are not
taken up by SMEs for several reasons:


Difficult to distinguish between different quality programs like TQM
and the system that best suits the organisations needs.



SMEs are often unclear about the advantages, due to the lack of knowledge.



There is very little evidence of business improvement rates in SMEs
context.

(Kumar and Antony 2008; Yusof and Aspinwall 1999)
With regards to the ‘quality effort’ of SMEs as compared to large organisations,
there has not been a great deal of research (Kuratko et al. 2001).
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Table 5. Improvement tools recognised by TSMEs
Quality initiatives

Count

%

ISO9000

19

18.3

Total Quality Management TQM

16

15.4

Balance Scorecard

7

6.7

Quality Circles/Quality Improvement Teams

10

9.6

Investors in People IIP

26

25

Hospitality Assured

16

15.4

Tourist Board Rating systems

18

17.3

Customer surveys

13

12.5

Employee surveys

17

16.3

Recognition/reward program

14

13.5

Action planning

12

11.5

Succession planning

12

11.5

Human Sigma

4

3.8

Six Sigma

3

2.9

The results of the study revealed that the most commonly recognised im‐
provement tools are IIP and Tourist Board Rating Systems (see Table 5). It ap‐
pears that tools that offer external trade body representation, or are easier to
use, and appeal more to users. Despite this awareness, one organisation did not
recognise any of the improvement tools suggested. At the same time, the lim‐
ited number of respondents in general, and within a number of subsectors such
as retail e.g. travel agencies, suggests a lack of awareness. Both the retail and
tour operating sector rely heavily on traditional methods, such as customer
surveys at the end of the holiday. Tourism managers are supposed to be re‐
sponsible for guest satisfaction, but they often have little guidance on how to
determine whether or not they have delivered a satisfactory service experience
(Hudson et al. 2004).
Reasons for not Implementing Improvement Tools
It is important to understand the perception of improvement tools and factors
hindering this implementation. The respondents were requested to identify
what has stopped the business implementing any service quality management
tools. The most common reasons TSMEs suggested were as follows:
1‐ Not aware of any improvement tools
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2‐ Insufficient resources

key consideration in many purchasing decisions (Williams and Buswell
2003).

3‐ Financial constraints
4‐ No perceived benefits
The findings reveal that 43% of TSMEs do not implement any improvement
tools due to the lack of finance, and resources. A lack of resources is the most
common impeding factor, as cited in the SMEs literature (Kumar and Antony
2008; Kumar et al. 2009). Dewhurst and Burns (1993) report that SMEs operate
in a very distinct manner due to the lack of specialist managers to oversee their
various activities, focus is on day to day operations matters rather than planning.
Financial constraints exacerbate lack of management skills and militate
against training, future investment and knowledge management. Owner‐
managers may only train staff when the venture is under particular threat or
has to meet legislative requirements e.g. Food Hygiene (Jones and Haven 2005).
Antony and Kumar (2005) present a weakness of SMEs, suggesting that the
adamant and dictorial nature of the owner can damage new initiatives and of‐
ten decisions are generally made for short‐term profitability. Often no incentive
or reward programs are offered to front line staff, due to budget constraints
and other financial objections. This practice pursues the cycle of mediocrity as
described by Lovelock and Wirtz (2007) where by there is no incentive for co‐
operative relationships to develop. In SMEs there are greater chances that man‐
agement lay off employees when the work becomes superfluous (Antony and
Kumar 2005).



Encourages feedback and continuous improvement: Creating an organisa‐
tional culture which is customer focused in which both internal and ex‐
ternal customers were engaged and their needs central to decision
making was advocated by Oakland (1993).

The findings of the study suggest that the majority of TSMEs sampled per‐
ceive improvement tools to have benefited their organisation. However, a small
amount suggested that, they know their business better than anyone else and
could see no benefits.
Critical Success Factors of Improvement Tool Implementation/Service
Quality Management in Tsmes
The aim of the study was to determine the critical success factors (CSF) that
TSMEs felt to be important. The respondents were asked to rank the eight CSFs
on a scale of 1 to 5 (1= strongly agree, 2 = disagree, 3 = uncertain, 4 = agree and 5
= strongly agree). The CSFs used in the study were derived from existing litera‐
ture of service quality management and business improvement. The eight CSFs
identified were:
1‐ Customer satisfaction
2‐ Business performance
3‐ Service quality
4‐ Policy and procedures

Benefits of Improvement tool Implementation
The respondents were also requested to identify perceived benefits from the
usage of service quality management tools. The following summarises the key
benefits gained from the implementation:


Improved teamwork, communication, employee motivation and empowerment:
Employees must see the results of their practices and that improve‐
ments have been made and count. This needs to be encouraged
through active and open communication (Dale 2003).



Increased customer satisfaction: The importance of which is indicated by
the author earlier in the paper.



Improved profile/reputation, comparable with other TSMEs: Competition is
fierce in today’s tourism industry and service quality is recognised as a

5‐ Feedback and continuous improvement
6‐ Staff participation
7‐ Training
8‐ Resources
The findings reveal that achieving customer satisfaction (94% strongly
agree) and improving business performance (81% strongly agree) are the most
important CSFs. However, only 39% of TSMEs reported the importance of staff
training. Schlesinger and Heskett (1991) developed the idea of the cycles: Suc‐
cess and Failure. The writers suggest that investing in employees gives them
the ability to provide a superior service. Making the effort to select and train
employees can create ‘corporate culture’ where the staff are empowered. Man‐
agement in such organisations can be weak and often involved in ‘fire‐
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fighting’, paying inadequate attention to softer issues such as leadership, cul‐
ture change, employees training and education (Kumar et al. 2009).
CONCLUSION
The need for business improvement has evolved into a fundamental business
strategy and its importance in SMEs is growing. With such an important place
in the UK economy, it is in the interest of all TSMEs to adopt continuous im‐
provement management practice in order to compete in today’s global market‐
place. It is evident that a number of TSMEs especially in the accommodation
sector are implementing service quality improvement tools (i.e. tourist board
rating systems), but overall the research suggests a general lack of awareness
and importance especially in the retail sector (i.e. travel agents).
The results of the study show that some of the TSMEs are not even aware of
the improvement tools available; others lack the resources to implement them.
It was also found that trade organisations and bodies, especially the Regional
Tourist Boards was perceived as the most valuable improvement tool by the
accommodation sector. Rewarding and recognising staff to increase both their
commitment and motivation are vital. Therefore any service quality initiative
should have employees central to the implementation which is difficult when
casualization is the normal operation environment. This research has enabled
the author to have a deeper understanding of improvement tool implementa‐
tion within TSMEs. It is intended that a number of semi‐structured interviews
will be conducted together with a longitudinal study in a TSME as the next
phases of this research.
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hosts. The present study extends previous researches in two areas. First, the
focus of the study is to assess the interaction level of youth tourists with hosts,
in the perspective of the youth tourists. Although the youth tourism market is
becoming more important and the young people are in the beginning of a po‐
tential long travel career, limited research has been carried out on this market.
Second, this study also extends previous research by presenting a model to ex‐
plain the influence of potential determinants of the youth tourist‐host interac‐
tion level in several contexts. In order to accomplish this objective, first, a litera‐
ture review on the youth tourism market and on the tourist‐host interaction
was undertaken. Further, an empirical study to analyze the youth tourist‐host
interaction level and its determinants was carried out.

Maria João Carneiro
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Department of Economics, Management and Industrial Engineering
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E‐mail: mjcarneiro@ua.pt

ABSTRACT
The tourist-host interaction has a crucial role both in tourist and host satisfaction.
However, most of the studies undertaken in the field of tourist-host interaction focus
on the impacts of this interaction, namely, in the hosts’ attitudes towards tourism.
Only few studies identify the factors that influence this interaction. This study extends
the research carried out in this field by identifying the determinants related to youth
tourists that influence the tourist-host interaction. A stratified sample of youth tourists
was surveyed and 436 completed questionnaires were obtained. Several linear regression models were carried out in order to identify determinants of tourist-host interaction in several contexts of interaction. The results suggest that sociodemographic profile, motivations, travel behaviour and tourist perceptions of tourism
impacts influence the tourist-host interaction. Motivations and perceptions of tourism
impacts are the most important determinants of this interaction. Theoretical and
managerial implications are also presented.
Key words: tourist-host interaction, youth market, linear regression models, motivations, tourism impacts.

INTRODUCTION
The social contact between tourists and residents is a crucial factor in the de‐
velopment of tourism destinations. This contact may influence tourists’ satis‐
faction and their intention to return to the destination and recommend it. This
interaction may also contribute to hosts’ satisfaction and to their attitudes to‐
wards tourism. The majority of the research in this field has been focused on
the analysis of encounters between host and tourists in the perspective of the

LITERATURE REVIEW
The Youth Tourism Market
Youth tourism market already is a very important segment of the tourism mar‐
ket. The WTO (2002) advocated that this market segment accounted for 17% of
all the international trips in 2000. This number already increased to 20% in 2008
(WTO 2008), which suggests an increase of the relevance of this market. Addi‐
tionally, several authors (e.g. Mill and Morrison 2002) state that younger and
older age groups have more leisure time than people from other age groups.
However, defining the youth tourism market remains difficult. The United Na‐
tions (cited by Mintel 2009) advocate that youth corresponds to persons be‐
tween 15 and 24 years and the WTO (2005) considered that youth is most fre‐
quently defined as people between 15 and 24 or 26 years old. Nevertheless,
WTO also states that these age limits are often extended up to 30 years. Char‐
acterizing the youth tourism market is also extremely difficult due to the lim‐
ited research in this field. However, this topic seems to be gaining relevance in
the last years with the publication of several international studies on global
trends of youth tourism (Richards 2007; WTO 2008; Mintel 2009). As far as
socio‐demographic features are concerned, several studies indicate a prepon‐
derance of students (Richards 2007; Mintel 2009) and females (Richards 2007;
Thrane 2008) in the youth tourism market.
One study undertaken with students of a University in Perth (Australia)
(Frost and Shanka 2000) suggests that students have a considerable propensity
to travel, given that about 51% of the students interviewed had gone on one or
more overseas holiday in the last year prior to the study. An analysis of the re‐
searches undertaken by Richards and Wilson (2003) and Richards (2007) also
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corroborates these findings and reveals that young people are making shorter
trips, but travelling more frequently. Between 2002 and 2007, the average num‐
ber of short trips (less than 7 days) per year increased from 1 to 2 and the num‐
ber of long trips (more than 7 days) per year from 1 to 1,5.

interacting with local people emerges as an important issue, given that meeting
local people is one of the most enjoyed activities (the third most enjoyed in 2007).

Concerning travel behavior, young people interviewed in Richard’s study
(2007) were likely to prefer bus (used by about 63% of the youth travelers on
last main trip) and car (45%) instead of other means of transportation. The ac‐
commodation more frequently used by this market is the hostel, with hotels
also playing a very important role in this field (Richards 2007; Mintel 2009).
Thrane’s (2008) study, undertaken with Norwegian students, reveals that visit‐
ing big cities and enjoying the sun are important motives. This suggests that
beaches and cities may be important destinations for the youth market.

In tourism, the social contact can be defined “as the personal encounter that
takes place between a tourist and a host” (Reisinger and Turner 2003). Accord‐
ing to De Kadt (1979), tourist‐host encounters occur in three main contexts:
when tourists purchase products of the residents; when tourists and hosts find
themselves side by side, for example, on a beach or at a monument, and when
tourists and hosts come face to face in order to exchange information and ideas.
The contexts where tourist‐host contact occurs influence the results of this in‐
teraction. The literature review suggests that the tourist‐host contact is fre‐
quently brief, temporary and non‐repetitive, open to deceit, to exploitation and
mistrust, asymmetric in terms of meanings for tourist and host, superficial and
in specific situations is formal and commercial (De Kadt 1979; Reisinger and
Turner 2003).

Exploring other cultures, increasing knowledge and experiencing everyday
life in the destination are, in the international research carried out by Richards
(2007), the most important travel motivations of youth. Interacting with local
people is the fourth most important motivation for young travelers in this re‐
port and, according to Mintel (2009), is becoming more important in this mar‐
ket segment. Other studies did not specifically refer to the tourist‐host interac‐
tion, but also support that socialization with friends and family (Thrane 2008;
Morgan and Xu 2009) and the desire for experiencing different cultures (Mor‐
gan and Xu 2009) play a crucial role as youth travel motivators.
The most popular activities in Richards’ research (2007) (activities carried out
by more than 50% of the young travelers interviewed) are: shopping, sitting in
cafés / restaurants, cultural activities (visiting historical sites / monuments, at‐
tending cultural events / festivals, visiting museums), walking / hiking / trek‐
king and hanging out on the beach. A study carried out by Carr (2002) corrobo‐
rates that young people are very likely to go to shops, bars and to go out at
night. The study of Thrane (2008) also supports the importance of shopping
activity, specifically, as a determinant of destination choice in both domestic
and foreign trips. Mill and Morrison (2002) and Mintel (2009) also suggest that
younger visitors tend to differentiate themselves from other visitors by present‐
ing a higher preference for physical and adventure activities.
The activities most enjoyed by young travelers on a long trip abroad are
highly associated with the motivations of these travelers. In Richards’ report
(2007), the activities most enjoyed by young travelers were visiting popu‐
lar/well known tourist attractions and visiting cultural attractions. Once more,

Tourist-host Interaction

The literature review reveals that during the last four decades several studies
about host‐ tourist interaction have been developed. Doxey (1975) explained
host‐guest interactions through an irritation index that includes four stages:
euphoria, apathy, irritation and antagonism. Krippendorf (1987) analyzed tour‐
ist‐host contact in terms of understanding and communication. Since this date
several studies have been undertaken about this topic. However, the majority
of these studies examine the tourist‐host interaction through the perspective of
the host (e.g. Andereck et al. 2005; Weaver and Lawton 2001; Sinkovics and
Penz 2009). Some of these studies analyzed the influence of social contact in the
hosts’ attitudes towards tourism (e.g. Weaver and Lawton, 2001) while other
studies examineD the factors related with hosts that influence social interaction
with tourists (e.g. Teye et al. 2002). Few studies analyzed the tourist‐host inter‐
action from the perspective of the tourists. In this field, the Mittelberg’s study
(1988) is one of the few published studies that explore the tourist‐host contact,
having analysed the factors that influence the nature of volunteer‐host contact.
Reisinger and Turner (1998) is an important reference, discussing the impor‐
tance of understanding cultural differences between tourists and hosts for de‐
veloping positive cross‐cultural tourist‐host interaction, tourist holiday satisfac‐
tion and repeat visitation. Pizam et al. (2000) analysed the intensity of the tour‐
ist‐host social relationship and its effects on satisfaction and change of attitudes
of working tourists in Israel. Uriel and Reichel (2000) also developed a study

96

The 5th World Conference for Graduate Research in Tourism, Hospitality and Leisure

that examined the encounters between working tourists and hosts and the atti‐
tudes of these tourists towards hosts.
Factors that influence tourist-host interaction
The past literature about tourist‐host interaction suggests several factors that
may determine the intensity and nature of encounters between tourists and
hosts. The existence of an opportunity for the contact, the kind of destination,
interpersonal attraction, motivations of tourists and hosts, rules of social behav‐
ior, status of contact participants, perceived costs and benefits by hosts and
tourists, travel arrangements, cultural background of both contact participants,
are referred in the literature as important factors that influence the tourist‐host
interaction level (De Kadt 1979; Brunt and Courtney 1999; Ap 1992; Uriely and
Reichel 2000; Reisinger and Turner 2003).
If opportunities for contact are provided, the contact may occur. Then, tour‐
ist‐host contact is positively related to the opportunity for interact with people
(Crompton 1979). However, the opportunity for the tourist‐host contact may be
related with the kind of place in which tourist‐host contact occurs (Reisinger
and Turner 2003). The interpersonal attraction between tourist and host is de‐
termined by perceived similarity in attitudes (Reisinger and Turner 1998). The
greater the similarities the more likely people are to interact (Reisinger and
Turner 2003). According to Reisinger and Turner (2003) the consequences of the
tourist‐host contact largely dependent of their cultural backgrounds, and the
conditions under which they interact. Cultural similarity facilitates the com‐
munication and, consequently, stimulates the social relationship. On the other
hand, the differences in the cultural background of participants increase their
encounters leads to friction, misunderstanding and misinterpretation (Reis‐
inger and Turner 1998; Pizam and Reichel 2000; Uriely and Reichel 2000). Per‐
sonal attributes of contact participants such as tolerance, enthusiasm, interest
and generosity influence positively the tourist‐host interaction (Reisinger and
Turner 2003). Social contact is also positively related to social motivators of
tourists (Crompton 1979). If tourists desire to interact with people of the host
community, meet new people and others cultures and, consequently, stimulate
their cultural enrichment, then, tourist‐host interaction is likely to occur more
frequently. If tourists and hosts have similar rules and status the social contact
will occur more frequently (Reisinger and Turner 2003). Additionally, when the
perceive benefits of the interaction are higher than the interaction costs, contact
also occurs more frequently (Reisinger and Turner 2003). The nature of the en‐
counters between tourists and hosts and its results may also vary across differ‐
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ent types of travel arrangement (Uriely and Richel 2000; Pizam et. al. 2000).
Tourists in organized tours tend to have fewer opportunities for direct encoun‐
ter with hosts than tourist in independent tours.
Literature reveals that research on perceptions of tourism impacts has been
focused on hosts’ perceptions. Several studies undertaken in this field reveal
that hosts have a strong perception of the economic and socio‐cultural benefits
of tourism and also some perception concerning socio‐cultural and environ‐
mental costs (Haralampolous and Pizam 1996; Brunt and Courtney 1999;
Hillery et al. 2001; Tosun 2002; Andereck et al. 2005). Few studies analyse this
subject in the perspective of the tourists. One of the few studies that analyse the
tourists’ perception of tourism impacts was carried out in rural community of
North Carolina by Byrd et al. (2009). Studies that analyse the relationship be‐
tween the perceptions of tourism impacts and the social contact with hosts in
the youth tourism market are not known. However in the context of this rela‐
tionship, we agree with Teye et al. (2002), is complicated answering the follow‐
ing questions “What causes what?” In the design of this investigation it was
assumed that the young tourists’ perceptions of tourism impacts may influence
the behaviour of tourists in the destination, namely their social contact with hosts.
Taking into account the importance of analysing the social contact in the
youth tourism market and the lack of knowledge concerning the factors that
influence the young tourist–host interaction level, a theoretical model was pro‐
posed (Figure 1). This model focuses on the potential influence of youth tour‐
ists’ characteristics on the interaction level with hosts.

Socio-demographic profile of tourists

Travel motivations

Travel behavior

Youth tourist - host
interaction level

Feeling comfortable dealing whit hosts

Tourists’ perceptions of tourism impacts
Figure 1. Theoretical model proposed – factors that influence youth tourist‐host interaction level
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METHODOLOGY
In order to identify the determinants of the level of interaction with hosts
among the youth market, a survey of students was carried out. The survey was
conducted in the University of Aveiro, a university located in the centre of Por‐
tugal that has about 11,000 students. A stratified sampling approach based on
gender, level of studies and area of studies was used to identify the sample .A
self‐administered questionnaire was carried out. The first section of the ques‐
tionnaire included questions about the criteria used for defining the strata ‐
gender, level of studies and area of studies. Then, students had to report the
number of trips they had made for leisure purposes in the last three years and
were asked to characterise one of this trips and one destination visited during
that trip. Students were specifically asked to provide information about:


the motivations to undertake the selected trip (students should indicate
whether they agreed that several travel motivations had been impor‐
tant by using a 5‐point Likert‐type scale, ranging from 1 “completely
disagree” to 5 “completely agree”);



the type of destination previously identified (indicating whether the
destination was a beach, countryside or city destination) and the coun‐
try where it was located



the level of familiarity with the destination above referred;



the travel behaviour during their trip regarding length of stay, accom‐
modation and means of transport used, travel arrangement, composi‐
tion of the travel group and activities undertaken;



youth perceptions about the occurrence of tourism impacts in the des‐
tination visited (assessed with a Likert‐type scale ranging from 1 “com‐
pletely disagree” to 5 “completely agree”);



the frequency of interaction with hosts in several sites of the destina‐
tion selected by respondents (a 5‐point Likert‐type scale ranging from 1
“very rarely” to 5 “very frequently” was used);



the level of comfort when dealing with hosts (students reported
whether they felt comfortable when contacting with hosts using a
Likert‐type scale ranging from 1 “completely disagree” to 5 “com‐
pletely agree”);



socio‐demographic profile of the students (e.g. age, place of residence).
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The questions about impacts were created based on a literature review about
perceptions on tourism impacts (Mathieson and Wall 1990; Brunt and Courtney
1999; Haralambopoulos and Pizam 1996; Weaver and Lawton 2001; Tosun 2002
and Andereck et al. 2005). Similarly, the questions about activities and motiva‐
tions were created based on literature on activities undertaken by young peo‐
ple (Richards et al. 2003; Richards 2007; Mintel 2009) and on travel motivations
(Crompton 1979; Beard and Ragheb 1983; Mannell and Iso‐Ahola 1987; Rich‐
ards 2007; Mintel 2009). A total of 434 questionnaires were obtained. Data were
analysed using univariate analyses and multivariate analyses (PCA and linear
regression analyses).
Data analysis
Socio‐demographic profile
The sample included students from a wide range of areas of study, from tele‐
communications (14%) and arts (12%) to languages and culture (8%). The ma‐
jority of the students interviewed was Portuguese (95%) and single (93%). Most
of them were undergraduate and master students (representing, respectively,
50% and 20% of the respondents) and their average age was 22.65 years.
Motivations
The main travel motivations of the students interviewed were, in a decreasing
order, “being in a different environment”, “avoiding everyday responsibili‐
ties”, “viewing the scenery”, “doing different activities”, “experiencing new
things”, “to rest”, “being with friends”, “meeting new people”, “knowing other
cultures” and “learning about things / expanding knowledge”. These data sug‐
gest that experiencing novelty, escaping, resting and socializing play a very
important role in motivating students to visit specific destinations. Broaden
cultural horizons is also a very important travel motivation, although not as
important as the previous ones. Even though students showed a very high mo‐
tivation for meeting new people, interacting with local people was only the
14th most important motivation in the group of 19 motivations listed in the
questionnaire.
Travel behaviour
The majority of the respondents were likely to use commercial accommodation
(70%), to travel in big groups (of 7 persons in average) and to travel with
friends (55%) or relatives (46%). About half of the students traveled by private

100

The 5th World Conference for Graduate Research in Tourism, Hospitality and Leisure

car (50%). Only a small number of students were integrated in a package tour
(26%). The majority of students characterized trips undertaken to beach (40%)
or city destinations (41%). In the group of destinations selected by students
there was a high balance between destinations already visited (chosen by 50%
of the students) and destinations never visited before. There was also a great
balance between foreign and domestic destinations (that represented 57% and
43% of the destinations, respectively).
The average stay at the destination was about 7 days, although there was a
wide difference in the length of stay among all students. During this stay stu‐
dents carried out several activities, the preferred ones being visiting nightlife
places (undertaken by 56% of the students), visiting gardens (51%), observing
nature and visiting historic sites (both carried out by 50%), going to the beach
(47%), visiting shopping centers (46%), visiting monuments (37%) and visiting
museums (33%).
Youth perceptions of tourism impacts
In the destinations visited, students were more likely to perceive the cultural
benefits (such as “increase in supply of cultural events”, “enhancement and
promotion of traditions” and “promotion of traditional arts”) and the economic
impacts of tourism (such as “increase in the price level” and “increase in the
number of jobs”). Respondents also highly agreed that tourism brought envi‐
ronmental costs to the destinations they visited, especially contributing to an
“increase in traffic”. Students considerably agreed that the above mentioned
impacts were very likely to occur in the destinations they visited (with the av‐
erage level of agreement with the occurrence of the impacts being between 3.3
and 3.75 in a scale from 1 “completely disagree” to 5 “completely agree”). Con‐
versely, students were not very likely to recognize the socio‐cultural costs of
tourism, such as “increase in prostitution”, “increase in criminality”, “changes
in dress styles”, “disturbance in religious practices” and “loss of cultural iden‐
tity”. The average level of agreement of students with the occurrence of all
these impacts was lower than 2.42 in the scale above referred.
Youth tourist‐host interaction
Students reported considerably high frequencies of interaction with hosts
(higher than 3.25 in a scale ranging from 1 “very rarely” to 5 “very fre‐
quently”), both in food and beverage establishments and nightlife animation
places. Youth also interacted somewhat with residents in other commercial es‐
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tablishments, nature places and in the street (in these places the frequency of
interaction was between 3 and 3.25). The frequency of interaction was espe‐
cially low (lower than 2.5) in monuments and events. Although young people
did not frequently interact with hosts in several places specified in the ques‐
tionnaire, they had a high facility dealing with them (table 1).

Table 1. PCA of youth travel motivations
Com.

To know other cultures
Experience new things
Being in a different environment
Learning about things, expand my knowledge
Being in a calm environment
Be close to nature
View the scenery
To rest
Having an experience that involves thrills, taking risks
Learn more about myself
Develop my physical abilities
Having an experience that involves surprise
Be with friends
Meet new people
To interact with local people
To be free to do what I want
Avoid everyday responsabilities
Cronbach alpha
Eigenvalue
Variance explained (%)
Cumulative variance explained (%)
N = 415

0.647
0.591
0.623
0.706
0.731
0.693
0.640
0.559
0.580
0.491
0.689
0.584
0.541
0.665
0.619
0.641
0.590

Factors
Cultural Rest and
Novelty Socialization Escape
enrichment contact and taking
with nature
risks
0.711
0.709
0.676
0.651
0.826
0.810
0.711
0.648
0.736
0.640
0.617
0.531
0.715
0.412
0.661
0.527
0.567
0.717
0.653
0.732
4.126
16.186
16.186

KMO = 0.802

0.768
2.662
15.584
31.771

0.648
1.478
12.416
44.186

0.566
1.270
9.162
53.348

0.481
1.054
8.950
62.298

Bartlett's test of sphericity = 2,033.683 (sig. 0.000)

PCAs of motivations and youth perceptions of tourism impacts
In order to identify a small number of factors that could represent the group of
motivation items included in the questionnaire, a PCA (Principal Component
Analysis) and a varimax rotation were carried out. Two items ‐ to do some‐
thing different and be with relatives ‐ were excluded from the analysis due to
their low communalities and low correlation with all the factors. The following
five factors were obtained (Table 2):


Cultural enrichment: associated with knowing other cultures, experienc‐
ing new things and new environments;
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Rest and contact with nature: related to being close to nature, viewing the
scenery, being in calm environment and resting;



Novelty and taking risks: concerning having experiences that involve
surprise and taking risks, develop physical abilities and learning more
about oneself;




Socialization: encompassing being with friends, meeting new people
and interacting with local people;
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supply of cultural events”– were excluded from the analysis, also because of
low communalities and weak correlations with all the factors. Six factors
emerged (Table 3):


Cultural changes: related to changes in dressing, in consumption habits,
disturbances in religious practices and decrease in residents’ tolerance
to other cultures;



Loss of authenticity and quality: associated with loss of cultural identity
and of authenticity of typical products, increase in stress, decrease in
time spent with family/friends and decrease in service quality;



Socio‐economic impacts: encompassing increases in the number of jobs, in
the quality of life of the population, in residents’ income, in the price
level and improvement in infrastructures;



Social costs ‐ moral conduct changes: include increases in prostitution,
sexually transmissible diseases, drugs consumption and criminality;



Environmental costs: related to increases in pollution and traffic;



Cultural benefits: associated with the conservation of built heritage, with
the enhancement and promotion of traditions and with the promotion
of traditional arts.

Escape: associated with being free to do what oneself wants and avoid‐
ing everyday responsibilities.

Table 2 . PCA of youth perceptions on tourism impacts
Factors
SocioSocial costs: Environmental Cultural
Com. Cultural Loss of
costs
benefits
changes authenticity -economic Changes in
/quality
impacts moral conduct
Changes in dress styles
0.698
0.804
Disturbance in religious practices
0.621
0.682
Changes of consumption habits
0.545
0.653
Increase in residents' tolerance to other cultures 0.445
0.569
Changes in language
0.441
0.558
Decrease in authenticity of typical products
0.531
0.705
Decrease in time spent with family/friends
0.597
0.654
Increase in stress
0.518
0.615
Loss of cultural identity
0.597
0.435
0.601
Decrease in service quality
0.414
0.545
Increase in the number of jobs
0.610
0.708
Increase in quality of life of the population
0.582
0.655
Increase in residents' income
0.608
0.617
Improvement in infrastructures
0.591
0.604
0.437
Increase in the price level
0.612
0.597
0.460
Increase in prostitution
0.705
0.753
Increase in sexually transmissible diseases
0.667
0.733
Increase in drugs consumption
0.665
0.682
Increase in criminality
0.590
0.517
0.458
Increase in pollution
0.664
0.750
Increase in traffic
0.614
0.690
Conservation of built heritage
0.569
0.726
Promotion of traditional arts
0.479
0.689
Enhancement and promotion of traditions
0.496
0.647
Cronbach alpha
Eigenvalue
Variance explained (%)
Cumulative variance explained (%)
N = 391

0.763
6.308
11.741
11.741
KMO = 0.882

0.746
2.604
10.278
22.020

0.774
1.704
9.870
31.890

0.788
1.168
9.847
41.737

0.677
1.053
8.066
49.803

0.597
1.022
7.938
57.741

Bartlett's test of sphericity = 2,879.57 (sig. 0.000)

A similar process was followed for perceptions of tourism impacts with all
the items on these perceptions being factor analysed using a PCA and a vari‐
max rotation. Two items – “increase in public security” and “increase in the
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Table 3 . Youth tourists’ interaction with hosts

Interaction with residents

N

Mean

Std.
deviation

Level of interaction in several places*
In food and beverage establishments
In nightlife animation places
In nature places (e.g. beaches, protected areas)
In other commercial establishments
In the street (when asking information to residents)
In events (religious, cultural and sportive)
In monuments

429
426
425
426
429
421
420

3.64
3.27
3.17
3.14
3.05
2.41
2.25

1.080
1.362
1.367
1.221
1.219
1.292
1.257

Feeling comfortable dealing with hosts**

429

4.00

1.000

* Scale from 1 "very rarely" to 5 "very frequently".
** Scale from 1 "completely agree" to 5 "completely disagree".
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i = 1…n – number of youth tourists;
j = 1…..8 – youth tourist-host interaction context (1 = youth tourist-host interaction level in
street; 2 = youth tourist-host interaction level in nature places; 3 = youth tourist-host interaction
level in monuments; 4 = youth tourist-host interaction level in events; 5 = youth tourist-host
interaction level in food and beverage establishments; 6 = youth tourist-host interaction level in
other commercial establishments; 7 = youth tourist-host interaction level in nightlife animation
places; 8 = youth tourist-host interaction level in all places);
HTYTIL – dependent variable – Youth tourist-host interaction level;
G - dummy variable (1 = if female and 0 = otherwise);
A – age;
PR – dummy variable (1 = if live in city and 0 = otherwise);
Regression models
MF1 – factor loading of the factor 1 motivations – “cultural enrichment”;
MF2 - factor loading of the factor 2 motivations – “rest and contact with nature”;
Multiple regression models were used in order to identify the factors that in‐
MF3 - factor loading of the factor 3 motivations – “novelty and taking risks”;
fluence youth tourist‐host interaction level. For this study, eight linear regres‐
MF4 - factor loading of the factor 4 motivations – “socialization”;
sion models were carried out. The dependent variables of seven models repre‐
MF5 - factor loading of the factor 5 motivations – “escape”;
sent the youth tourist‐host interaction level in different context (monuments,
VA – dummy variable (1 = if visits the destination alone and 0 = otherwise);
DVC
– dummy variable (1 = if the region visited is a city and 0 = otherwise);
events, food and beverage establishments, other commercial establishments,
DVB – dummy variable (1 = if the region visited is a beach and 0 = otherwise);
nightlife animation places and also in the street, when visitors ask for informa‐
LS – length of stay;
tion). The eighth dependent variable corresponds to the average level of host‐
PT – dummy variable (1 = if a package tour was used and 0 = otherwise);
NV – number of previous visits;
tourist interaction in all contexts. Each model included 24 independent vari‐
NT – number of leisure trips in the last three years;
ables which were grouped in five categories of factors that may influence the
DC – dummy variable (1 = if Portugal is the destination country and 0 = otherwise);
host‐tourist interaction level (i.e young tourist socio‐demographic profile,
AFR – dummy variable (1 = if house of friends and relatives was used and 0 = otherwise);
travel behaviour, motivations, facility of interaction with hosts and youth per‐
FC – feeling comfortable dealing with hosts;
TIPF1 – factor loading of the factor 1 – youth perception of tourism impacts – “cultural
ceptions of tourism impacts). The theoretical framework and model specifica‐
changes”;
tion used is represented by the following equation:
TIPF2 – factor loading of the factor 2 – youth perception of tourism impacts – “loss of
authenticity and quality”;
TIPF3 – factor loading of the factor 3 – youth perception of tourism impacts – “socio-economic
HTYTILij  f (G i , Ai , PR i , MF1i , MF 2i , MF 3i , MF 4i , MF 5i , VAi , DVC i , DVB i , LS i , PT i , NV i , NT i , impacts”;
TIPF4 – factor loading of the factor 4 – youth perception of tourism impacts – “social costs –
DC i , AFR i , FC i TIPF1i TIPF 2i , TIPF 3i , TIPF 4i , TIPF 5i , TIPF 6i )
moral conduct changes”;
(1)
TIPF5 – factor loading of the factor 5 – youth perception of tourism impacts – “environmental
costs”;
Based on model of equation (1) a multivariate linear regression model were
TIPF6 – factor loading of the factor 6 – youth perception of tourism impacts – “cultural
benefits”;
developed using the following formulation:
 - residuals.

Both PCAs seem to meet the requirements suggested to these types of analy‐
ses, given that: KMOs were above 0.8, the Bartlett’s tests were above 2,000 (hav‐
ing significances lower than 0.01), communalities were considerably high (al‐
most all higher than 0.5), almost all Cronbach alphas were higher than 0.6
(lower values were mainly related to low quantity of items in the factors) and
factors loadings were also considerably high. In both analyses the cumulative
variance explained was higher than 57%.

HTYTILij  a  bi G i  b 2 Ai  b3 PR i  b 4 MF1i  b5 MF 2i  b6 MF 3i  b7 MF 4i  b8 MF 5i  b6 VAi  b10 DVC i 
b11 DVB i  b12 LS i  b13 PT i  b14 NV i  b15 NT i  b16 DC i  b17 AFR i  b18 FC i  b19 TIPF1i  b 20 TIPF 2i  b 21 TIPF 3i 
The Ordinary Least Square (OLS) and the Enter Regression Procedure, avail‐
b 22 TIPF 4i  b 23 TIPF 5i  b 24 TIPF 6i   i
able in SPSS, were used to obtain regression models. Further, the multivariate
regression assumptions, normality of the error term, homogeneity of variance
Where:
(equal variance of population error), multicollinearity (relationship between
two or more independent variables) and linearity (the model possesses the
properties of additivity and homogeneity) were analyzed (Hair et al. 1998). The
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normality of the residuals was analysed through the Kolmogorov‐Smirnov (K‐S)
Test. The results of this test (Table 4 and Table 5) suggest that, with exception of
the Model 4, this assumption is not violated. According to Hair et al. (1998) the
presence of heteroscedasticity is one of the most common assumptions vio‐
lated. In this study homocedasticity diagnosis was made plotting the residuals
studentized against the predicted dependent values and comparing them to the
null plot. In the plots obtained very slight decreasing trends of residual studen‐
tized emerge. The linearity of relationship between dependent and independ‐
ent variables was, also, examined trough two residual plots (one of the residu‐
als standardized against the dependent variable standardized and the other
corresponding to the dependent variable standardized against the dependent
variable). The results that emerged in these plots suggest a linear relationship.
To test multicollinearity, Tolerance Values and Variance Inflation Factor (VIF) were
analyzed. As can be seen from Tables 4 and 5, the multiple regression equa‐
tions do not suffer from multicollinearity.
The estimated equations in Tables 4 and 5 have high F values, although their
overall predictive value (R2) varies among models. Some models achieved rea‐
sonable levels of explanation (Model 1 = youth tourist‐host interaction level in
street; Model 2 = youth tourist‐host interaction level in nature places; Model 3 =
youth tourist‐host interaction level in monuments; Model 7 = youth tourist‐host
interaction level in nightlife animation places and Model 8 = youth tourist‐host
interaction level in all places) while others (Model 4 = youth tourist‐host interac‐
tion level in events; Model 5 = youth tourist‐host interaction level in food and
beverage establishments and in Model 6 = youth tourist‐host interaction level in
other commercial establishments) have a low explanation value. Several rea‐
sons could be identifiable for low R2, such as, an incomplete model specifica‐
tion and the possibility that the difference in tourist‐host interaction level,
among young tourist, may incorporate a large random component. However,
such as suggested by Hair et al. (1998), what corresponds to an acceptable ex‐
planation value depends on the scientific field from which the data are taken.
Regarding tourist‐host interaction level in the street, when young visitors ask
for information (Model 1), of the 24 independent variables, only six were sig‐
nificant at the   0.05 level, contributing to explain 23.7% of the model’s vari‐
ance. Three of these variables are factors obtained in the PCA analysis of the
motivations. The youth tourist‐host interaction level in the street is directly re‐
lated to MF1 (cultural enrichment), MF3 (novelty and taking risks) and MF4 (so‐
cialization), indicating that when young tourists undertake trips to experience
new things, to know other cultures, to expand their knowledge, to meet new
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people and to interact with local people, the young tourists interact more with
hosts. This finding is also consistent with previous studies (Crompton 1979).
Additionally, the more tourists feel comfortable with hosts, most encounters
between young tourist and hosts occur in the street. The youth perception of
socio‐economic impacts and environmental costs of tourism emerge as factors
that positively influence the tourist‐host interaction level in the street (Table 4).
The independent variables of the Model 2 (youth tourist‐host interaction level in
nature places) explain 22.7% of the model variance. When the motivations rest
and contact with nature (MF2), looking for novelty and taking risks (MF3) and es‐
cape (MF5) increase the youth tourist‐host interactions also increase, holding
everything else constant. Additionally, young people who visit the beach have
more social encounters with hosts. As the Model 1, the socio‐demographic pro‐
file of visitors not influences the youth tourist‐host interaction level (Table 4).
The regression model that attempted to explain youth tourist‐host interaction
level in monuments (Model 3) also was found to be statistically significant (F =
6.921; α = 0.000). Seven of the independent variables explain 33.7% of the total
model variance. Looking for cultural enrichment (MF1) and novelty and taking
risks (MF3) positively influence the social contact in monuments. However, an
increase in the motivation factor escape (MF5) implies a decrease in interaction
level. The negative relationship between the youth perception of socio‐
economic impacts of tourism and the tourist‐host interaction level was surpris‐
ing, requiring additional studies. However, as expected, a positive relationship
between cultural benefits of tourism perceived by young tourist and tourist‐
host interaction level in monuments was obtained. Additionally, young people
who visit cities interact more with residents in monuments than young people
who visit other kind of tourism destinations. As illustrated in Table 4, a strong
relationship between cultural variables and interaction level in monuments
emerged. The variables “MF1: cultural enrichment” and “TIPF6: cultural benefits”
appear to have the highest positive impact (0.224 and 0.186, respectively) in the
dependent variable since their standardized regression coefficients are the
highest ones among those of the independent variables (Table 4).
In the case of Model 4 (youth tourist‐host interaction level in events), the inde‐
pendent variables explained only 12.3% of the total variance. As can be seen in
the Table 4, only three independent variables have explanatory power, demon‐
strating the important role of motivational factors into the social encounters
between tourists and residents.
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Table 4. Results of regression analyses for youth‐tourist interaction level (Models 1 to 4)
Youth tourist-host interaction level
Variables

Model 1
Street
Beta
α

Model 2
Nature places
Beta
α

Model 3
Monuments
Beta
α

Model 4
Events
Beta
α

1) Socio-demographic profiles
G: Female
A: Age
PR: Place of residence - city

-0.002
0.076
0.034

0.970
0.136
0.506

-0.009
0.019
-0.027

0.861
0.707
0.601

-0.024
0.043
0.002

0.639
0.370
0.971

0.030
0.025
-0.059

0.604
0.647
0.287

2) Motivations
MF1: Cultural enrichment
MF2: Rest and contact with nature
MF3: Novelty and taking risks
MF4: Socialization
MF5: Escape

0.220
0.110
0.143
0.145
-0.013

0.000*
0.062***
0.007*
0.005*
0.805

-0.015
0.216
0.120
0.074
0.135

0.805
0.000*
0.024**
0.155
0.010**

0.224
0.045
0.172
-0.017
-0.218

0.000*
0.417
0.001*
0.732
0.000*

0.155
-0.006
0.109
0.233
-0.077

0.021**
0.923
0.054***
0.000*
0.164

3) Travel behaviour
VA: To visit the destination alone
DVC: Destination visited - city
DVB: Destination visited - beach
LS: Length of stay
PT: Package tour
NV: Number of previous visits
NT: Number of leisure trips in the last three years
DC: Destination country - Portugal
AFR : Accommodation: house of friends and relatives

0.063
0.071
0.012
-0.069
0.055
-0.083
-0.061
-0.053
-0.020

0.228
0.349
0.871
0.187
0.296
0.138
0.255
0.405
0.703

-0.086
-0.052
0.152
0.082
-0.011
0.036
0.043
0.037
-0.018

0.103
0.495
0.034**
0.121
0.828
0.522
0.431
0.558
0.742

-0.060
0.129
-0.050
0.015
-0.001
-0.056
0.038
-0.068
0.056

0.212
0.073***
0.450
0.753
0.991
0.289
0.453
0.247
0.262

-0.002
0.023
-0.060
0.061
0.054
0.054
0.024
0.082
0.054

0.966
0.783
0.438
0.278
0.339
0.371
0.684
0.226
0.350

4) Facility of interaction
FC: Feeling comfortable dealing with hosts

0.112

0.038**

0.096

0.078*** 0.123

0.015**

0.034

0.557

5) Youth perceptions of tourism impacts
TIPF1: Cultural changes
TIPF2: Loss of authenticity and quality
TIPF3: Socio-economic impacts
TIPF4: Social costs - moral conduct changes
TIPF5: Environmental costs
TIPF6: Cultural benefits

0.047
0.070
0.128
0.011
0.106
0.077

0.371
0.172
0.014**
0.826
0.034**
0.135

0.031
-0.047
-0.008
-0.043
-0.046
0.010

0.562
0.365
0.875
0.411
0.356
0.842

0.540
0.741
0.091***
0.528
0.527
0.000*

-0.040
0.012
-0.059
0.004
0.007
0.034

0.483
0.835
0.292
0.947
0.903
0.540

Constant
Model diagnostics
2
R
Standard error
F-statistic ( α)
Normality: Kolmogorov-Smirnov Test( α)
Multicollinearity
Tolerance (all variables)
VIF (all variables)

0.030
-0.016
-0.082
-0.031
-0.030
0.186

2.153

2.086

1.254

1.766

0.237
1.072
4.274 (0.000)
0.485 (0.972)

0.227
1.261
4.015 (0.000)
1.155 (0.139)

0.337
1.035
6.921 (0.000)
0.924 (0.360)

0.123
1.237
1.896 (0.008)
1.507 (0.021)

≥ 0.40
≤ 2.49

≥ 0.40
≤ 2.49

≥ 0.39
≤ 2.54

≥ 0.40
≤ 2.50

*, **, ***indicate significant at the 1%, 5% and 10% level, respectively

The Model 5 sought to investigate youth tourist‐host interaction level in food
and beverage establishments. Only three of all independent variables were sta‐
tistically significant, explaining 16.3% of model variance. Tourist characteristics
were again not significant, while the motivational factor “cultural enrichment
(MF1)”, the perception of “cultural benefits (TIPF6)” and the option for a beach
destination (DVB) have a significant positive impact in the social contact be‐
tween tourists and hosts in food and beverage establishments (Table 5).
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The sixth regression model was significant (F = 3.014; α =0.000) but explains
only 18% of the variation of youth tourist‐host interaction level in other com‐
mercial establishments. The women interact more with residents in these
spaces than men. The findings obtained also reveal a positive relationship be‐
tween social motivators and young tourist‐host interaction level (Table 5).
For the young tourist‐host interaction level in nightlife animation places
(Model 7), the regression model proposed explained 37.4% of the variance. So‐
cial motivators, kind of tourism destination and perceptions of cultural benefits
of tourism emerged as factors that have more explanation power. In this con‐
text of interaction was also observed that the young tourists who undertake
domestic trips interact more with hosts that the young tourists who undertake
international trips. This result corroborates the literature review (Reisinger and
Turner, 1998), revealing that the existence of a cultural familiarity facilitates
tourist‐host interaction (Table 5).
Last but not least, the Model 8 attempts to explain the young tourists‐host in‐
teraction level in all contexts. This regression model is also significant (F =
8.191; α =0.000) and explain 37.7% of the total variance. Of all potential deter‐
minants (24) only five have explanation power, considering α ≤0.050. The moti‐
vations emerged, as in the others models, as the most important determinants,
corroborating the positive relationship suggested in the literature review be‐
tween social and cultural motivations and tourist‐host interaction level (Table 5).
This paper helps to gain a deeper insight on the youth tourism market – a
market on which there is very limited research. This is very important, namely,
because young people are still in the initial stages of their travel career. Know‐
ing this market’s specificities may help those engaged in the development of
tourism destinations to better satisfy young people and to make them loyal cus‐
tomers. The empirical study carried out helps, specifically, to learn more about
travel motivations, travel behaviour, perceptions on tourism impacts, and level
of interaction with residents. The empirical study carried out in this paper sup‐
ports other researches concerning the high importance that socialisation plays
as a youth travel motivator, being socialising with friends and with new people
is far more important than socialising with relatives. Novelty, contacting with
nature, escaping and resting also emerge as important motivations indicating
that these motivations may deserve more attention in the youth market.

Table 5 – Results of regression analyses for youth‐tourist interaction level (Models 5 to 8)
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Youth tourist-host interaction level
Model 5
F&B
establishments
Beta
α

Model 6
Model 7
Model 8
Other comercail Nighlife animation
All places
establishments
places
Beta
α
Beta
α
Beta
α

1) Socio-demographic profile
G: Female
A: Age
PR: Place of residence - city

0.027
-0.005
-0.050

0.636
0.927
0.351

0.136
-0.022
-0.033

0.015**
0.671
0.537

-0.029
-0.050
-0.031

0.555
0.277
0.507

0.023
0.031
-0.040

0.549
0.875
0.131

2) Motivations
MF1: Cultural enrichment
MF2: Rest and contact with nature
MF3: Novelty and taking risks
MF4: Socialization
MF5: Escape

0.078
-0.034
-0.043
0.152
0.040

0.232
0.580
0.432
0.005*
0.456

0.084
-0.030
0.013
0.163
0.046

0.193
0.618
0.809
0.002*
0.394

0.187
-0.144
-0.006
0.440
0.165

0.001*
0.007*
0.902
0.000*
0.000*

0.234
0.045
0.126
0.308
0.028

0.00*
0.249
0.005*
0.000*
0.068***

3) Travel behaviour
VA: To visit the destination alone
DVC: Destination visited - city
DVB: Destination visited - beach
LS: Length of stay
PT: Package tour
NV: Number of previous visits
NT: Number of leisure trips in the last three years
DC: Destination country - Portugal
AFR : Accommodation: house of friends and relatives

-0.044
0.013
0.164
0.001
-0.038
0.059
0.070
-0.079
-0.065

0.418
0.867
0.029**
0.992
0.490
0.313
0.212
0.232
0.244

-0.025
0.146
0.239
0.075
-0.029
-0.031
0.030
0.017
0.014

0.648
0.067***
0.001*
0.171
0.588
0.592
0.589
0.800
0.801

0.037
0.130
0.254
0.041
-0.006
0.045
0.058
0.112
-0.060

0.432
0.063***
0.000*
0.386
0.898
0.370
0.237
0.050**
0.211

-0.032
0.120
0.183
0.058
0.010
0.010
0.052
0.026
-0.009

0.484
0.131
0.038**
0.152
0.608
0.987
0.354
0.164
0.861

4) Facility of interaction
FC: Feeling comfortable dealing with hosts

0.072

0.205

-0.063

0.259

-0.055

0.266

0.077

0.082***

5) Youth perceptions of tourism impacts
TIPF1: Cultural changes
TIPF2: Loss of authenticity and quality
TIPF3: Socio-economic impacts
TIPF4: Social costs - moral conduct changes
TIPF5: Environmental costs
TIPF6: Cultural benefits

0.045
-0.046
0.057
0.038
0.066
0.193

0.413
0.395
0.296
0.487
0.206
0.000*

-0.065
0.038
0.033
0.070
0.084
0.148

0.236
0.476
0.534
0.193
0.106
0.006*

-0.010
0.037
-0.023
0.126
0.025
0.078

0.834
0.434
0.624
0.008*
0.577
0.097***

0.006
0.014
0.002
0.042
0.051
0.192

0.403
0.168
0.617
0.174
0.189
0.000*

Variables

Constant
Model diagnostics
R2
Standard error
F-statistic
Normality: Kolmogorov-Smirnov Test( α)
Multicollinearity
Tolerance (all variables)
VIF (all variables)

3.171

2.955

3.250

2.423

0.163
1.030
2.678 (0.000)
1.184 (0.121)

0.180
1.124
3.014 (0.000)
1.263 (0.082)

0.374
1.104
8.133 (0.000)
0.854 (0.460)

0.377
0.540
8.191 (0.000)
0.473 (0.978)

≥ 0.39
≤ 2.54

≥ 0.40
≤ 2.53

≥ 0.40
≤ 2.52

≥ 0.40
≤ 2.50

*, **, ***indicate significant at the 1%, 5% and 10% level, respectively

CONCLUSION
A surprising finding along this study is the low importance of cultural motiva‐
tions. Besides the important role cultural motivations seem to perform in other
youth market studies and, also, the large number of students of the present
empirical study who visited cities, in the present study, motivations associated
with cultural enrichment were less important than other kind of motivations
such as novelty and socialisation. Additionally, only less than 38% of the stu‐
dents interviewed visited monuments and museums.
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The empirical study also suggests that youth tourists are likely to have simi‐
lar perceptions on tourism impacts than the residents of tourism destinations.
Residents of tourism destinations are more likely to perceive socio‐economic
impacts, cultural benefits and negative environmental impacts (Haralampolous
and Pizam 1996; Brunt and Courtney 1999; Hillery et al. 2001; Tosun 2002; An‐
dereck et al. 2005). A similar trend was noticed in this study of the present pa‐
per. Knowing the youth tourists’ perceptions on impacts is of utmost impor‐
tance, giving the limited research on this field, as well as, the big travel career
the young people are expected to have in the future. Minimising the negative
impacts that youth tourists perceive is especially important to increase these
tourists’ satisfaction.
Relevant information on the youth tourists’ interaction with hosts is also
provided, especially regarding the frequency of contact with hosts and the fa‐
cility in establishing communication with them in several places. Youth tour‐
ists demonstrated, in other studies, a high desire for interacting with residents
of tourism destinations and, in the current study, a high facility in dealing with
hosts. However, in the present study, the level of interaction with hosts consid‐
erably varies among contexts of interaction. The places where youth tourists
more frequently interacted with hosts were commercial establishments, night‐
life animation places and nature places. This situation may be related to the
high number of youth tourists who visited nightlife animation places, gardens,
beaches and who observed nature.
This study examined the simultaneous impacts of five groups of variables
(young people socio‐demographic profile, motivations, travel behaviour, facil‐
ity of interaction with hosts and youth perceptions of tourism impact) in the
intensity of youth tourist‐host interaction in specific contexts (street, nature
places, monuments, events, food and beverage establishments, other commer‐
cial establishments and nightlife animation places). Several key findings are
evident in the study. First, findings obtained are partially consistent with pre‐
vious research. As suggested by previous studies the social motivators are the
most important factors that influence the youth‐tourist interaction level. Sec‐
ondly, the socio‐demographic profiles of young people are not significant in
influencing the tourist‐host interaction level in all contexts of interaction, with
exception of the encounters between tourist and hosts in commercial estab‐
lishments. Regarding the influence of travel behaviour, the results obtained
suggest that the kind of destination visited is the most important determinant
of this set. Additionally, the youth perceptions of cultural benefits influence
positively the youth tourist interaction level. In specific places (street and
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monuments), the youth tourists that declare feeling comfortable dealing with
hosts interact more with them. The results obtained in the models that analyse
the youth tourist‐host interaction level in specific contexts of interaction re‐
vealed that the role of the independent variables include in the theoretical
model proposed vary with the context where youth tourist‐host interaction oc‐
curs. Despite the interesting results that were obtained in this study, this study
is limited to students of one university. Additionally, the model proposed does
not encompass all potential determinants of tourist‐host interaction level, fo‐
cusing in the variables related with young tourists. Further research to examine
the influence of other factors on social interaction level is needed. Developing
models that permit assessing the indirect effects of the determinants in the
magnitude of tourist‐host interactions is another important topic of research.
The approach adopted here could also be usefully applied in other tourism
markets providing valuable comparisons in terms of the factors that influence
tourist‐host interaction level. These and other suggestions for further research
could initiate a rich line of study around the explanation of tourist‐host interac‐
tion level.
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ABSTRACT
The purpose of this study is to explore reflective feedback on the entire experience of
preparing the internship placement before students enter a company for the internship. Forty two intern students participated in semi-structured interviews. Reflective
questions were applied to reveal intern student experience and the impact on the internship programme. Qualitative results indicate that, on the basis of competencybased curriculum design, a hospitality and tourism internship programme is necessary
in higher vocational education. Student attitude towards the programme implementation is a key factor to its success; consequently, the way teachers nurture students is
crucial. This study implies that the class teacher should be a gatekeeper, facilitator,
advisor, informant, coordinator and mentor. It also indicates that, the greater degree
to which students prepared for the internship selection interviews, the more satisfactory level they perceived the programme after receiving the results.
Key words: hospitality, internship placement, tourism, vocational education.

INTRODUCTION
Since 1994 competence‐based curricula have become the most important com‐
ponent in the vocational education system, in particular in hospitality and tour‐
ism in Taiwan. Academic and vocational institutions have gradually intro‐
duced tourism, hospitality and leisure programmes in the past ten years, from
26 in 1995 to 120 in 2008 (Horng and Lee 2005). Some of these programmes in‐
corporate an internship component as part of the curricula. The underpinning
of the internship placement is to enable students to master the theory as well
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the social reality of the classroom before graduation. Since the influx of intern
students into the workplace has significantly increased, this leads to the ques‐
tion of whether or not they have received good quality of internship. This trig‐
gers off a motive of this study. The researchers perceive that the higher the
level of intern job satisfaction, the greater the possibility of interns returning to
the industry after their graduation. In addition, the more well prepared stu‐
dents are for the internship selection interviews, the greater the degree of satis‐
faction with outcomes of the interviews.
Individual attitude towards preparation for internship selection interviews is
an important factor influencing behaviour; however, previous studies (e.g.,
Dodge and McKeough 2003; Callanan and Benzing 2004; Mihail 2006; Zopiatis
2007) have mainly focused on benefits and costs of implementing internship
from perspectives of the institution, intern organisation and students, and on
satisfaction from these three parties. Few empirical studies have qualitatively
(1) explored the conceptual framework of preparation for implementing an in‐
ternship programme and (2) investigated the appropriateness of the prepara‐
tion at each stage of the timeframe. Therefore, this study builds on the previous
research of Lam and Ching (2007) by investigating the above two issues from
the viewpoint of bachelor students. Since many previous studies focused on
issues arising during and after the internship, this study mainly emphasised
students’ perceptions and behaviours before the programme took place. The
purpose of this study, from the perspective of intern students, is to explore re‐
flective feedback on the entire experience of preparing the internship place‐
ment before students enter a company for the internship. To determine the per‐
spective of intern students on internship preparation, the following qualitative
research questions were posed: first, how intern students prepared for intern‐
ship selection interviews; second, how class teachers assisted them in prepara‐
tion; and third what the extent of student satisfaction was with interview out‐
comes.
THEORETICAL BACKGROUND
Thiel and Hartley (1997) say that the first internship programme was estab‐
lished in 1906 by the University of Cincinnati’s Cooperative education. The ini‐
tial purpose of developing the programme was to enable students to support
their own studies. Searching back to the history in hospitality, according to
Damonte and Vaden (1987), E.M. Statler, the Father of American hotels, pro‐
posed that it is necessary for college students to learn hands‐on skills and ex‐
perience through incorporating an internship programme into the curriculum.
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BENEFITS OF AND CRITICAL ISSUES IMPLEMENTING INTERNSHIP
PROGRAMMES
A number of points from the literature describe ideal, if multi‐faceted, out‐
comes that should be yielded from implementing internship. First, Davies
(1990) states that, the purpose of implementing internship programmes is to
enable students to apply theory to real‐world practices (i.e. explicit or concrete
knowledge), and to allow them to integrate thinking into action. Second, at‐
tending the internship programmes is the most credible way to experience
work reality (Callanan and Benzing 2004; Mihail 2006). Third, Dodge and
McKeough (2003) conclude that intern participants would receive valuable
training along with hands‐on experience. Fourth, the internship might decrease
the chance of reality shock when the graduates are first in jobs (Mihail 2006)
and enhance student self‐confidence (Zopiatis 2007). In addition to the learning
from theory (i.e. tacit or abstract knowledge), the ultimate beneficial goal of
structuring the internship programme is to offer another opportunity for stu‐
dent growth and to explore student potential in the industry (Kaman and Kre‐
tovics 1999; Gault et al. 2000).
With respect to critical issues in implementing internship, three major diffi‐
culties could be found in implementing internship programmes. First, Fox
(2001) claims intern students might quit the profession if there were bad or un‐
comfortable work experiences during the internship programme. Second, Lam
and Ching (2007) provide some evidence indicating that the gap between ex‐
pectation and perception of intern students would affect a decision as to
whether or not they continue to work in the hospitality and tourism industry
after graduation. Last, Harris and Zhao (2004) argue that interns should be of‐
fered job rotation or swapping in order to allow the students to expand their
experience in different settings.
INTERN EXPECTATIONS AND SATISFACTION
With respect to intern expectations, both Charles (1992) say that hospitality and
tourism students prefer to have more challenging tasks and management in‐
volvement in the course of the internship. Waryszak (2000) finds that intern
students ranked the following factors as the most important: peer cohesion,
immediate superior support, stress reduction and innovation. Busby, et al.
(1997) reveal the fact that students enhance their job‐related capability through
internship; however, there is a need for job rotation.
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Regarding intern satisfaction, Barron and Maxwell (1993) conclude that stu‐
dents, after the internship placement, have a rather negative feedback on train‐
ing, financial gains and job satisfaction, and imply that institutional socialisa‐
tion and induction programmes need to be established prior to the internship.
Waryszak (1999) conducted a comparative study in four international institu‐
tions and claim that managerial support and control span, work load, and time
pressure needs to be further taken into account, in order to reinforce the posi‐
tive effect of the internship placement.
METHODOLOGY
With respect to the sampling frame, the focus of this investigation is limited to
National Kaohsiung Hospitality College which has run an internship pro‐
gramme since it started recruiting intakes in 1995 and is the first vocational in‐
stitute incorporating the one‐year internship component into the study pro‐
gramme in Taiwan. This college has adjusted its programme over the last ten
years and thus provides an ideal context for the study. Forty two people par‐
ticipated in semi‐structured interviews, including 18 intern students who went
abroad and 24 within the country. Forty two participants, consisting of thirty
females and twelve males, were selected from students at National Kaohsiung
Hospitality College who were going to attend an internship programme start‐
ing in July 2008.
Data collection and analysis
Interview questions were related to their interaction and feedback from their
internship experience. This qualitative approach was based on open‐end ques‐
tions which could capture the emotional experiences of students. The questions
were applied to reveal intern student experience and the impact on the intern‐
ship programme. Each interview was last approximately 20 to 30 minutes. Each
interview was tape‐recorded if interviewees agree. The exploratory study
aimed to understand in intricate detail the meaning and context of the imple‐
mentation of the internship programme. So, coding and analysing the data
were based on the grounded theory approach of Glaser and Strauss (1973). All
of the interview texts were coded and analysed by using the NVivo 7 software
tool. At the stage of analysis and interpretation, the ‘inside out’ technique was
employed and it enabled researchers to capture meanings from different per‐
spectives.
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RESULTS
The focus of this study was to investigate how intern students prepared for in‐
ternship placement interviews, and what their attitudes were towards per‐
ceived outcomes of the internship programme. An analysis of this study is il‐
lustrated in a tree diagram. The first layer of the tree consists of: (1) student
preparation for the internship selection interviews, (2) teacher assistance in
student preparation, and (3) selection of results of the internship placement.
Student self preparation
Prior to internship selection interviews, 36 students of the study group pre‐
pared for the interviews, seven students did nothing.
Not prepared
According to the result of the qualitative analysis, four attributes of unprepared
students were: (1) Lack of goals; Interviewee 20 said that, “I was not sure what
I want so that I didn’t prepare the interview.” (2) Awareness of the effort in‐
volved; Interviewee 25 said: “my classmates assisted each other by conducting
simulated interviews. I felt that this was too troublesome so that I didn’t join
them.” (3) ‘Free’ personality; Interviewee 26 said, “I was a ‘free‐style’ person so
that there was no need to do any preparation.” (4) Focus on other issues; Inter‐
viewee 33 said, “I was too busy on something else.” In addition to these factors,
a few participants possessed a belief in their own abilities.
Preparation
The study shows that a majority of the researched participants prepared for the
internship selection interviews. Also, it indicates that attitudes to the pro‐
gramme would affect preparation of the interviews. Also, teachers’ attitudes to
the programme would affect the students’ preparation. Based on information
collected from 36 participants who had prepared the internship interviews, de‐
tails could be classified into three aspects: writing resumes, collecting related
information and improving capability in the interviews. (1) 28 researched stu‐
dents started preparing resumes in Mandarin and English one year before the
internship interviews and this could enable them to do some further revisions.
Some students created resumes which were different from those of other stu‐
dents. (2) A majority of the researched respondents (35 out of 42) collected in‐
formation associated with intern companies prior to selection. Four approaches
were utilised: searching for information from the college library, surfing the
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internet, and asking teachers and senior students who had completed the in‐
ternship. Twenty eight of them gathered interview related techniques and skills
from newspapers and magazines in the library. (3) Prior to the interviews, re‐
spondents prepared the following: information related to intern companies,
strengthening foreign language ability and self‐administrated Q & As.
Firstly, information which needs to be collected about intern companies in‐
cludes: nature and attributes of the workplace, job description and product
knowledge. This enabled students to perform well during the internship selec‐
tion interviews and to handle the interview more easily. In addition to this, six
respondents would memorise this information prior to the interviews. After
collecting the information, one of the respondents asked for a teacher consulta‐
tion by working out the fit of job attributes and personal characteristics‐ i.e.
matching the job‐personal fit. Secondly, regarding strengthening foreign lan‐
guage ability, thirteen respondents particularly emphasised an advancement of
foreign language ability. Two interviewees took the Test of English for Interna‐
tional Communication (TOEIC) in the first semester of the academic year. After
struggling in the advanced English class for a year, one took part in another
TOEIC test before the interview in order to understand the degree of improve‐
ment of English proficiency. Sixteen respondents strengthened their language
ability by way of reading magazines and newspapers, listening to the radio,
watching movies and taking some study courses in foreign languages. Thirdly,
regarding self‐administrated Q & As, sixteen respondents collected questions
that interviewers of the internship selections might ask. These were provided
by teachers and/or senior students and sourced from written materials and the
internet. And then the students deliberated on how to answer these questions.
Teacher assistance
Prior to internship selection interviews, some participants’ class teachers as‐
sisted students in preparation. Two of the forty two respondents hesitated to
ask teachers for opinions and did not ask for their advice since they thought
teachers did not have sufficient time for every student. Twenty one participants
received assistance from their teachers. On the other hand, 19 participants men‐
tioned that their teachers did not provide any assistance at all; in this situation,
the students prepared their internship selection interviews by collecting infor‐
mation through surfing the internet, discussing issues of concern with class‐
mates, and asking those who had intern experience for their opinions. Twenty
one respondents appreciated their teachers’ assistance prior to the internship
selection interviews. Based on the collected data, this assistance could be classi‐
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fied into three types: provision of related information, revision of students’ re‐
sume, and an arrangement of simulated interviews.
Firstly, teachers made contributions of providing related information by way
of five methods: (1) delivering information related to intern organisations (such
as operational styles, differences of customs, etc.) and the art of interview tech‐
niques (such as direction in preparing interviews, appearance, skills of expres‐
sion and communication), (2) arranging workshops by inviting hoteliers and/or
senior students who had experience in an internship programme to share what
they knew, (3) talking about experiences of previous students in preparation,
(4) providing internship diaries of previous students which enabled junior stu‐
dents to preliminary understanding in an overview of the internship pro‐
gramme, and (5) counselling students on how to choose an intern position on
the basis of their personality and job attributes of each position.
Secondly, with respect to revision of resumes, eleven respondents appreci‐
ated their teachers for assistance in preparing a resume, including its format
and how to write it effectively. Also thirteen respondents mentioned that
teachers assisted them to revise their English resume.
Thirdly, with respect to an arrangement of simulated interviews, One re‐
spondent mentioned that after students had recorded themselves speaking in
Japanese for preparation of the internship selection interview, a teacher cor‐
rected their Japanese pronunciation. Fourteen respondents stated that teachers
provided students with a Q & A booklet. In addition to this, some of the teach‐
ers shared techniques as to how to communicate with the interviewer. Simu‐
lated interviews were organised with three approaches: (1) a class teacher
played an interviewer role, (2) teachers in the same faculty played interviewers,
and (3) students played an interviewer role for each other.
OUTCOMES OF INTERNSHIP SELECTION INTERVIEWS
This section contained respondents’ evaluations of their interview outcomes
and their decision‐making in selecting intern companies.
Satisfaction with interview outcomes
This sub‐section investigated whether respondents were satisfied with their
interview selection results. Twelve respondents were satisfied; but thirty were
not. For those who were dissatisfied, factors could be classified into: college
policy and competency‐based curricula design. First, weakness in college pol‐
icy, based on the findings of the research interviews, consisted of three aspects.
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The college policy on internship selection was quite uncertain. In addition to
this, there was a lack of organisation and coordination with intern companies,
in particular, for the internship selection abroad. Moreover, unfairness of in‐
ternship policy in practice occurred. Second, the design of competency‐based
curricula for some academic departments was vague and not specific. This
meant that students did not have clear goals to choose companies for inter‐
views. Furthermore, some intern companies did not provide what students
wanted and needed. Three respondents revealed that the selection of intern
companies should be from more diverse types of hospitality and/or tourism
establishments and they should offer multi‐dimension opportunities for stu‐
dents in order to experience different aspects in operations.
Factors influencing selection of intern companies
After the results of the interviews were published, factors influencing the stu‐
dents to decide on their intern companies could be classified into three catego‐
ries: personal concerns, recommendations and organisational climate.
Factor 1: Personal concerns
According to the results from the qualitative analysis, personal concerns in‐
cluded aspects of individual cognition, matching personal needs, future career
development, experiencing different life style, and no other choices. First, re‐
garding individual cognition, six respondents felt that great interaction with
the interviewers and a good first impression during the interviews was a de‐
terminant of which company was selected. Four respondents mentioned the
fact that the first impression of a company, in terms of its community image
and brand labelling, was the most important criterion. Those who would like to
go abroad agreed with their teachers’ thought and knew that they should grasp
this valuable opportunity. The students also believed that an internship abroad
enabled them to prepare themselves for difficult situations and to broaden their
international vision.
Second, regarding matching personal needs, thirteen respondents decided
which intern companies they selected on the basis of individual needs and
wants. Three of them revealed that future intern companies could offer what
they expected such as an enhancement of professional skills and job rotations.
Four respondents settled their decisions based on their priority list which they
had organised before the selection interviews. After the results of the inter‐
views, two respondents sought for advice from senior students who had intern
experience in that particular company; in addition to this, they explored pros
and cons of that company, the nature of the workplace and job descriptions. Six
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respondents compared ‘what job description was assigned’ to ‘what they had
learnt from the school’, and then selected the one where they could apply their
academic speciality to the reality.
Third, regarding future career development, three fifths of the respondents
would take into account the possibility of career development and the degree
of advancement of professional skills and knowledge. About 75% of them
mainly focused on aspects of foreign language, and job enlargement and en‐
richment. Eight respondents collected information as to where they could gain
this kind of opportunity to grow, from opinions of senior students. Fourth, re‐
garding experiencing a different life style, two respondents measured a com‐
pany by whether it provided a ‘different life experience’, specifically in terms of
a pattern of life and living with a different culture and race. Interviewee 17 se‐
lected a farm as a ‘relaxing’ life pattern, in lieu of a busy metropolis. Inter‐
viewee 29 decided to go abroad (in Thailand) in order to experience an exotic
culture, which was another type of learning opportunity. Fifth, it is quite inter‐
esting to find that three interviewees said that they had no choice, because after
the result of the selection interviews had come out, only one company recruited
them at the first run interview and they did not have other success. By the col‐
lege rules, they did not have any other choices, i.e. they had to go for that com‐
pany for the internship.
Factor 2: Recommendations
Eight respondents definitely considered senior students’ opinions and recom‐
mendation. Benefits which they appreciated, were the potential of individual
career development, the internationalism of intern companies, wages and
fringe benefits and a gain to professional skills and knowledge. For those who
were going abroad for the internship, family support and encouragement
played a dominant role.
Factor 3: Workplace conditions
Four respondents focused on organisational factors, such as image, business
scale, human resource policies and the workplace conditions of an intern or‐
ganisation. In addition, convenient location of a company was a determinant.
Six respondents expected a pleasant workplace.
DISCUSSION
Internship acts as a learning bridge between theory and practical operation in
the hospitality and tourism vocational education system in Taiwan. Intern stu‐
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dents are able to integrate the theory that they have learned at school and their
opinions, into practice. Dodge and McKeough (2003) assert that internship is
the most valuable approach for students to experience real work. Based on the
finding of this study, over two thirds of students were not satisfied with the
results of the internship selection interviews. One reason for this is the unclear
course design of each department and uncertain implementing systems in the
internship selection interviews at the college level. Further analysis of this
study found that these occurrences could be overcome and avoided by teacher
assistance and consultation. Teachers could provide more complete guidance to
the students. This would alleviate negative psychological effects on students,
such as interview stress, and internship ambiguity and conflict. The potential of
internship, from the viewpoint of both theory and student opinions, is that it
could not only build students’ work experiences, but also allow students to
evaluate their own learning effectiveness at school. Furthermore, the internship
would provide an opportunity for them to think more about their career plan.
At the stage of preparing internship selection interviews, a majority of the re‐
spondents believed that internship was important, meaningful and necessary
to their higher vocational education. As these respondents possessed an excel‐
lent attitude towards internship, their positive attitude should further affect
their preparation for the interviews and participation in internship programme.
The respondents emphasised that the programme was the essence of the voca‐
tional education system; and should be included in a competency‐based cur‐
riculum, particularly at the bachelor level. Such a programme enables students
to link to their careers after graduation. On the other hand, a few of the re‐
spondents who were against the programme might need to be further edu‐
cated; after all, an ultimate goal of education is to enable students to advance
their career progress and to link theory to practice.
Prior to internship selection interviews, 90% of respondents were influenced
by senior students who had completed the internship. Arranged social interac‐
tion with the seniors enabled students to share seniors’ experiences and feed‐
back on the internship and to comprehend the nature and details of an intern
workplace. Almost half of the respondents appreciated class teacher assistance.
The students said they would obtain relevant information from them, and ask
for their recommendations. After receiving the results of the interviews, one
third of the respondents said that workplace condition was a dominant crite‐
rion for deciding their intern company. They specified that image, public rec‐
ognition and future progress of intern companies were the most crucial factors
to student career advancement after their graduation. An advancement of pro‐
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fessional skills and foreign language, an enlargement of international perspec‐
tive, and a satisfactory level of fringe benefits (including training and days‐off)
were next in importance. Many respondents mentioned that students had to
psychologically accept the results of the internship selection interviews. That is
to say, the results might depress some students; but nothing could be changed
although some students lost intern opportunities from the first interviews.
They had to proceed to consequent interviews to find an intern company. This
is the reality which some students experienced; and hence they could figure out
how to make the future more successful.
CONCLUSION
This paper has explored how respondents prepared for internship selection
interviews and made a decision in choosing intern companies. This study in‐
volved investigation of: (a) factors influencing the decision (including salary
and benefits provided by the companies, family concerns, feedback from senior
students, personal concerns such as professional capability, life experiences,
individual growth), (b) assistance from class teachers, in particular, resume re‐
visions, provision of related information and simulated interviews with man‐
agers, and (c) student preparation, including writing resumes, collecting re‐
lated information and enhancing capabilities prior to the interviews.
On the basis of competency‐based curriculum design, a hospitality and tour‐
ism internship programme is necessary in higher vocational education. Student
attitude towards the programme implementation is a key factor to its success;
consequently, the way teachers nurture students is crucial. This study indicates
that there is a strong relationship between the preparation for the interviews
and satisfaction with the results of the interview, i.e. the greater degree to
which students prepared for the internship selection interviews, the more satis‐
factory level they perceived the programme after receiving the results. The col‐
lege might need to seriously consider removing uncertainty, disorganisation,
and unfairness in implementing the college internship policy. Otherwise there
may be student dissatisfaction with the interview outcomes.
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ABSTRACT
Fees for recreation on public land are a controversial issue in the field of outdoor recreation. In order to explore the public response to user fees, the aim of this research
is to figure out the influencing factors related to visitors’ fee support, and to discuss
the relationships between fee support and support towards fee revenues. This study
can be divided into three stages. First, the factors influencing visitors’ fee support
were analyzed by regression analysis and then the significant factors in the results
were set as antecedent variables to verify the relationships among the antecedent,
fee support and spending support towards fee revenue. Finally, an in-depth interview
was conducted to understand visitors’ perspectives on the fees. Data was collected
on-site at the Sai-Ja recreation area in Taiwan. Every fifth visitor over the age of 18
who paid for a camping fee was questioned at the entrance to the recreation area.
Data was analyzed using SPSS14.0 for descriptive statistics and LISREL8.54 for
model estimation. Managerial implications as well as suggestions for future research
were discussed.
Key words: fee support, user fees, public recreation area.

INTRODUCTION
The increasing demands for outdoor recreation and decreasing appropriation
of public money have brought a big challenge for public land managers. Owing
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to government fiscal considerations, many public organizations and recreation
areas have encountered the need to find funds on their own to cover budgetary
needs. When faced with this reality, charging visitors becomes an effective
means to increase the revenues of public recreation areas. Enough revenues
will contribute to covering the costs of management, maintenance and facility
construction, as well as enhancing the quality of the recreation areas (Reiling,
Criner, and Oltmanns 1988; Kyle, Kerstetter and Guadagnolo 1999). Therefore
at some public lands, fees for the use of recreation areas might become necessary.
Charging entrance fees for recreation use on public land can be controver‐
sial (McCarville 1995; Winter, Paucki, and Burkhardt 1999). On the supportive
side, fees may help in assisting cost recovery, generating independent revenue
to increase the quality of facilities and developing the ability to monitor visita‐
tion for reducing congestion and resource damage (Kerr and Manfredo 1991;
Marriot 1993; van Sickle and Eagles 1997; Rollins and Trotter 2000). The con‐
trary arguments suggest that fees limit the opportunity to use accessible recrea‐
tional areas from groups of lower socio‐economic status (Burns and Graefe
2006) and it might result in double taxation (Harris and Driver 1987). If the
public recreation areas charge visitors a fee, disadvantaged minorities may be
indirectly deprived, their rights compromised and even the visitors’ willing‐
ness to frequent these areas may be reduced. Another problem of charging rec‐
reation use fees is the spending of fee revenue. Fix and Vaske (2007) has noted
that fees collected by federal agencies did not necessarily contribute to mainte‐
nance directly to the site where collected. However, in general, visitors who
support fees or pay a fee in recreation areas expect a higher quality and im‐
proved environment, and hope that the revenue could be well used.
Thus, exploring visitors’ reactions is a key element in the process of charg‐
ing fees at public recreation areas. As Schroeder and Louviere (1999) have indi‐
cated, the crucial question before implementing a new fee programs is how rec‐
reation site visitors will respond to various levels and types of fees. We assume
that when the reasons behind a fee program are clearly presented, visitors will
understand the reasons for the decision and might be more likely to accept the
fees as fair and acceptable. Additionally, their willingness to visit or experience
the recreation areas will not be reduced. Furthermore, visitors who had paid a
fee or supported fees might expect the new revenue to be used for special pur‐
poses (e.g. environmental conservation). Conversely, when visitors disagree
with a policy of being charged a fee, the spontaneity of their visits might be re‐
duced.
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Countries with a long history of developing their recreation industries such
as the United States are not the only ones examining the fee issue. Other coun‐
tries have also researched visitors’ attitudes on fees imposed by public recrea‐
tion areas too (Lindberg, and Aylward 1999). However, most of the relevant
studies aimed at the topic have been focused on exploring visitors’ “willingness
to pay” for use of a recreation area. Only a few researchers aimed at actually
measuring public attitudes via survey at recreation areas when there were user
fees in place. Studies in Taiwan have focused on a visitors’ willingness to pay
for accessing recreation areas and for special services, such as: interpretation
service, cultural heritage, resource conservation, and access to forest recreation
areas. Most of the studies explored visitors’ “willingness to pay” within a hy‐
pothetical market instead of conducting their studies based on actual fee based
recreation area usage. Presently in Taiwan, only a few public recreation areas
charge fees. However, considering that there will be more public recreation ar‐
eas charging fees in the future, visitors’ reactions to fees, influencing factors,
and expected revenue usages are key elements in management and policy de‐
velopment. Thorough research is on these topics is needed.
Thus, in order to better understand visitors’ perspectives and reactions to
fees in public recreation areas, the aim of this research is to figure out the influ‐
encing factors related to visitors’ fee support, and to discuss the relationships
between fee support and support towards fee revenues. It is hoped that the re‐
sults of this study can contribute to improving management in public recrea‐
tion areas. This study can be divided into three stages. First, the factors influ‐
encing visitors’ fee support were analyzed by regression analysis and then the
significant factors in the results were set as antecedent variables to verify the
relationships among the antecedent, fee support and spending support towards
fee revenue. Finally, an in‐depth interview was conducted to understand visi‐
tors’ perspectives on the fees.
LITERATURE REVIEW
According to Schroeder and Louviere (1999), the key factor in the decision to
impose fees in public recreation areas was an understanding of visitors’ re‐
sponses to the fees. Therefore, it is necessary to explore the factors that might
influence visitors’ responses or support of fees. Previous research shows that
many determining factors might influence a visitors’ support of fees.
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Attitudes Toward Fees
Visitors’ attitudes are one of the most significant factors affecting the support
for fee payments. Although there is no specific terminology to describe the
term “attitude toward fees” in previous studies, different expressions (e.g., “at‐
titudes toward fees”, “perceived fee benefit”, “beliefs about fees”) are often
used when discussing visitors’ attitudes toward fees. Early in 1988, Reiling,
Criner and Oltmanns suggested that if visitors received accurate information
and proper education concerning the recreation areas, they tended to support
fees, and negative comments would consequently decrease. In another research
report, Williams, Vogt and Vitterso (1999) examined visitors’ responses to fees
charged in a public wilderness recreation area. The results showed that in the
model comprising fee payment history, perception of problems, experiences in
wilderness trips, residential proximity, income and perceived fee benefit, only
experiences in wilderness trips and perceived fee benefit were significant vari‐
ables that have direct influence on fee support. Most of the effect was derived
from perceived fee benefit. The results indicated that visitors were more willing
to accept a policy requiring fees if they were presented with a clear explanation
of the need for the imposed fee and consequently had a clear understanding of
the benefits behind it.
In another research report (Winter et al., 1999), various communities of in‐
terest were targeted to help examine the anticipated responses to a proposed
recreation use fee program. By using focus groups and self‐administered ques‐
tionnaires, it was found that social trust was the most important element in de‐
termining general attitudes towards the fees. Social trust addressed such issues
as whether the visitors agreed with the management’s goals, beliefs, and per‐
spectives concerning the recreation areas. The respondents with higher social
trust were comparatively better able to accept the strategies, actions and infor‐
mation provided by the recreation areas, and furthermore to support them. In
addition, Kyle, Kerstetter and Guadagnolo (1999) also indicated that for visi‐
tors, the greater their involvement with social psychology, the higher their ac‐
ceptance level towards imposing new fees in recreational areas was. More re‐
cently in a research study, Fix and Vaske (2007) suggested that “belief about the
fee program” is the most significant predictor of a visitors’ evaluation of recrea‐
tion fees. It explained 51% of the variation. It could be found through previous
studies that for visitors in a public recreation area, the stronger their agreement
with the reasons for fees, the more positive their evaluations. In another word,
visitors tended to support fees in public recreation areas if they understood and
approved of the reasons and if they believed that imposing fees contributed to
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the maintenance and improvement of the area. If they believed charges were
used wisely and constructively for positive purposes.
Place Attachment and Residential Proximity
Some researchers have indicated that local residents, supported fees less than
non‐local visitors (Bowker, Cordell and Johnson 1999; Lee, and Pearce 2002;
Mmopelwa, Kgathi and Molefhe 2007). Locals use the recreation area more fre‐
quently and might develop attachment to the areas. Therefore, most of them
might hold the view that fees to use public recreation areas is a form of double
taxation. However, it is noteworthy that the influence of residential proximity
to fee support might be very small. For example, Williams et al. (1999) pointed
out that the residential proximity was a variable (among experiences during
trips, residential proximity and income) that had the smallest effects on fee
support. Thus, some researchers believed that place attachment might be a
more important factor. Kaltenborn and Williams (2002) revealed that different
levels of place attachment might affect the degree of their attitudes towards
management preferences and priorities. Williams and Watson (1998) found that
visitors with higher place attachment would comparatively support fees,
whereas visitors with a higher degree of place identity tended to disagree with
recreation area fees. On the other hand, Kyle, Absher and Graefe (2003) who
conducted their research based on visitors to public recreation areas in Califor‐
nia found that the higher the visitors’ place identity, the more positive their
attitudes were towards paying fees.
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able beliefs toward fees than their higher income counterparts. However, Burns
and Graefe (2006) argued that income level did not necessarily correlate with
the degree of fee support. The results of their study indicated that many re‐
spondents would rather pay fees than leave recreation areas uncontrolled or
closed. However, from the theoretical aspect, visitors with a higher income
were comparatively more willing to pay fees; still, some researchers have indi‐
cated that income might not be a significant variable (Reiling, Cheng and Trott,
1992; Williams, Vogt and Vitterso 1999). Therefore, the relationship between
income and attitudes to fees should be further discussed.
Fee Payment History
In Lee and Pearce’s (2002) research, it was found that respondents who do not
have a history of having paid fees before in public recreation areas are consis‐
tently against user fees. That is, when visitors had never paid fees in public rec‐
reation areas, they would tend to disagree with the charges. Another study
showed that visitors would be more willing to accept the policy of charging
fees if most of the recreation areas they had visited charged fees (McCarville
1996). However, Williams et al. (1999) suggested that although past experiences
in paying fees to a public recreation area might make visitors more aware of
the problems in recreation areas, it was not a significant variable in the degree
of fee support. In other words fee support was not necessarily impacted by a
visitor’s previous experiences paying fees at other public recreation areas.
Age

Income
According to previous research, visitors’ income can also be an element influ‐
encing fee support in public recreation areas. Williams et al. (1999) suggested
that considering the effect of four demographical variables on fee support, in‐
come had a small but positive effect. However, when considering more vari‐
ables, the significant effect of income on fee support is reduced to a non‐
significant level. Fix and Vaske (2007) reported in their research that 75% of the
respondents considered the amount paid for the use pass in the study site (a
national recreation area) reasonable and acceptable. Furthermore, the paper
also explored the relationships between four demographical variables (number
of fees paid, amount of fees paid, inconvenience of paying fees in different loca‐
tions and income) and beliefs toward fees. The results revealed that only in‐
convenience of paying fees in different locations and income were significantly
related to beliefs toward fees. Respondents with lower incomes hold less favor‐

Some researchers (Lee, and Pearce 2002; McCarville, Reiling and White 1996)
indicated that age was also one of the affecting factors in fee support. The older
the visitor, the less they supported fees. The reason being is elderly visitors
hold a view that they had already paid enough taxes and recreation areas
didn’t impose fees when they were young. Thus, older people tended to offer
lower support for fees.
Other Influencing Factors
In addition to the above mentioned factors, some researchers also determined
other possible elements, for example, convenience of paying fees (Fix and
Vaske 2007), racial or ethnic differences (McCarville 1995; Reiling et al. 1992),
and amount of fees paid (Park et. al., 2006). However, because of the different
features between Taiwanese and foreign recreation areas, these factors are in‐
significant in Taiwan. For example, in the United States in addition to fees paid

132

The 5th World Conference for Graduate Research in Tourism, Hospitality and Leisure

for the use pass, fees might also be charged for boating or a river parking pass.
Visitors may have to pay these fees in different locations. As for Taiwan, the
charging posts are usually set only at the entrance of recreational areas. Addi‐
tionally, perceived attitudes can differ a lot between people of different ethnic
heritage backgrounds (especially within the diverse population of the United
States). This does not happen often in Taiwan due to the relatively limited di‐
versity of the population. On the other hand, the range of fees charged in pub‐
lic recreation areas in Taiwan is not high and are usually between 1 and 2 US
dollars. In this study, the degree of reasonableness and acceptance regarding
the amount of fees has been surveyed. Therefore, the convenience of payment,
ethnic background, and the amount of the fees at recreation areas are not ex‐
plored. After a literature review of the above studies and papers, the research‐
ers incorporated seven variables in exploring fee support in public recreation
areas. The seven variables are attitudes toward fees, place identity, place de‐
pendence, age, income, location of residence, and fee payment history.
Fees Support and Spending Support of Fee Revenue
In general, visitors who support fees in recreation areas will expect an im‐
proved and higher quality environment. They also hope the charges will be
used for specific purposes. Trainor and Norgaard (1999) reported in their in‐
vestigation of wilderness users that most of the visitors viewed fees as prag‐
matic and, hoped the charges could contribute to restoration and maintenance
of the recreation areas, but disapprove of the management focusing on making
a profit or somehow commercializing the recreation area. Based on the results,
they also suggested a need for future research to explore the relationships be‐
tween willingness to pay and multiple wilderness values such as: providing a
sense of tranquility or an opportunity to be close to nature. According to the
focus group interview conducted by Winter et al. (1999), most respondents who
support fees linked their support to how the fee revenues would be used. They
were concerned about whether the fees they paid could be used for protecting
the environment, potential site improvements such as better restrooms, more
trees or better campgrounds. Vogt and Williams (1999) found there was a gen‐
eral support for wilderness use fees, but users’ spending preferences were di‐
rected at maintaining current service provisions. Phillip and Macmillan (2006)
reported that the vast majority of visitors surveyed are supportive of fees. The
support is linked though to the hope of reinvesting the fees back into facilities,
preserving the environment by litter removal and related information. Kyle,
Absher and Graefe (2003) probed the relationship between visitors’ attitudes
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toward fees, place attachment, and spending support with respect to a specific
public recreation area in California. In their research, spending support for fee
revenue was divided into three dimensions: facilities and services, environ‐
mental protection, and environmental education. It was found that place iden‐
tity was a significant moderator which magnified the relationship between atti‐
tude toward fees and spending support. The stronger the place identity, the
more positive the visitors’ attitude toward fees, and the stronger the degree of
spending support for fee revenue, especially in the area of environmental pro‐
tection. Synthesizing the above arguments, it is found that visitors would show
their support for spending fee revenue when they supported imposing fees in
public recreation areas.
METHODOLOGY
It is indicated in previous researches that many elements might influence visi‐
tor fee support. Fee support then might result in support for spending fee
revenue. In order to verify those influencing factors and clarify the relation‐
ships between those variables, this research is conducted in three stages as fol‐
lows:
Stage I:
Based on literature review, seven variables (attitude toward fees, place identity,
place dependence, age, income, location of residence, and fee paying history)
are selected for investigation into how they influence visitor fee support.
Stage II:
Significant variables selected based on Stage I were then chosen as antecedent
variables in the following model to examine the relationships among these an‐
tecedent variables, fee support and spending support for fee revenue.
Stage III:
In order to obtain a better understanding of visitors’ perspectives on fees at the
study site, as well as the reasons for visiting, five visitors who have been to the
study site more than once were invited to an in‐depth interview.
Data was collected from the Sai‐Ja Recreation Area. Sai‐Ja Recreation Area,
located in Southern Taiwan, provides campgrounds, camping facilities and
equipment. An adult ticket is priced at 50 NTD (about 1.5 US dollars). The
camping facilities (including tents and campground) charge 200 NTD (about 6
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US dollars) per person, per night. Sai‐Ja is one of the few public recreation ar‐
eas that provide campgrounds in Taiwan.
Data was collected on‐site during February 1 and April 30, 2009. Every fifth
user over the age of 18 and paid for a camping fee was intercepted at the en‐
trance of the recreation area. In stage I, 188 usable questionnaires were received
of the 200 questionnaires distributed. 325 usable questionnaires were received
of the 400 questionnaires distributed in stage II.
In order to remain consistent with prior studies, measurements were
adopted or transferred from previous studies. Statements of attitude toward fee
which refers to visitors’ perspectives on charging fees in recreation areas were
adopted from Williams et al. (1999) and Kyle et al. (2003). Four statements
adopted from Williams et al. (1999) were used to assess visitors’ fee support.
Eight statements measuring place identity and place dependence were adopted
from Kyle et al. (2003). In addition, statements measuring spending support for
fee revenue were adopted from Kyle et al, (2003). Respondents were asked to
indicate their level of support for spending fee revenue in three dimensions
including facilities and services, environmental protection and environmental
education. All the aforementioned measurements used 5‐point Likert‐type
scales where 1= strongly disagree (or oppose) through 5= strongly agree (or
support).
This article adopted SPSS14.0 to conduct descriptive statistics, scale reliabil‐
ity analysis, and multiple regression analysis, and then used LISREL8.54 to
conduct confirmatory factor analysis and verify the relationship of the research
constructs. A series of multiple linear regression analysis using the simultane‐
ous entry procedure tested the effects of attitudes toward fees, place identity,
place attachment, income, age, location of residence and fee payment history
on fee support in stage I. In stage II, path analysis was assessed in terms of
overall model goodness of fit, explanatory power, and postulated casual links
by Structure equation modeling (SEM).
Reliability analysis was employed in this study. Table 1 provided the de‐
scriptive statistics analysis on each construct. The reliability test was utilized in
order to verify the consistency of the measurement scale for each construct, and
to purify the results via a reliability coefficient. The coefficients of Cronbach’s
alpha for all the constructs were in excess of 0.60, ranging from 0.61 to 0.83,
which are acceptable for the study (Nunnally, 1978). It should be noted that one
item measuring attitudes towards fees and one for environmental protection
were dropped, owing to its low factor loading.
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Table 1. Items Used to Measure Study Indices
Construct and items

Mean(SD)

Attitude toward fees

.80

I understand the reasons behind the fees here

4.09(.75)

Overall, the fees are a good thing

4.07(.76)

Overall, I approve of the fee program here

4.24(.71)

The area needs to charge fees in order to maintain the quality of the natural
environment and the services provided

4.15(.74)

I should not have to pay to visit recreational sites because I already pay
enough taxes to support such areas*

3.60(1.17)

Fees are inappropriate because they exclude some visitors from educational
experiences*

3.99(.72)

Fee support

.73

I think the fees charged here is reasonable

4.03(.80)

I do not feel upset toward the managers for implementing fees here

4.10(.76)

I think the fee amount I paid is not too high
I think the fee is acceptable

3.76(.82)
3.32(1.08)

Spending preference: facilities and services

.61

Improve visitor services through extension of Visitor Center hours and expansion of informational resources

3.83(.81)

Increase maintenance of restrooms, exhibits, facilities and trails to provide a
higher quality of visitor experience

3.80(.85)

Improve and expand signs in the Scenic Area

3.83(.80)

Update and expand written materials, handouts, and maps

3.95(.74)

Spending preference: environmental protection

.76

Increase resource protection through visible ranger patrols within the Scenic
Area

4.00(.72)

Support impletion of restoration projects

4.11(.65)

Develop additional onsite protection (e.g., fencing, trail definition, boardwalks) to provide a greater level of protection

4.13(.76)

Implement a user-impact monitoring program for recreational and other area
uses

4.07(.74)

Spending preference: environmental education

.83

Reinstate funding for Scenic Area interpretive and environmental education
programs

3.79(.75)

Design and install interpretive exhibits

4.03(.71)

Develop interpretive media, highlighting restoration, that includes video and
exhibits

3.77(.83)

Provide environmental education curricula

3.81(.81)

Place Identity
Sai-Ja recreation area means a lot to me

Reliability
coefficient

.83
3.89(.69)
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I am very attached to Sai-Ja

3.30(.83)

I have a special connection to Sai-Ja and the people who visit there

3.22(.76)

Place dependence

.87

I enjoy Saia more than any other place for doing the type of things I do here

3.26(.85)

I get more satisfaction out of visiting here than from visiting any other areas

3.36(.95)

Visiting here is more important than visiting in any other place

2.74(.94)

I wouldn’t substitute any other place for the type of recreation I d0 here

2.87(.97)

FINDINGS
Of 325 valid samples collected in stage II, the majority of the respondents were
female (52.3%); the average age was 35; most of them had earned bachelor’s
degrees (62.6 %); respondents with a monthly income under 30 thousand NTD
were in the majority (57.5%), those with a monthly income of 30 thousand NTD
to 50 thousand NTD were in the next spot (27.1%); 66.5 % of them had paid
charges when they visited other public recreation areas.
Stage I
In order to explore the influence of the seven factors (attitude toward fees,
place identity, place dependence, age, income, location of residence, and fee
paying history) selected in this study on visitors’ fee support, simultaneous
multiple regression analysis was employed. Further, variance inflation factor
(VIF) was set as standard to verify the collinearity in explanatory variables. VIF
is the reciprocal of tolerance; the smaller the VIF value, the less collinearity in
variables.
Results indicated that the model regressing fee support against the inde‐
pendent variables was statistically significant (F = 9.92; p<.05) and explained
34% of the variance (Table 2). Among seven independent variables, only “atti‐
tude toward fees” was a significant predictor of fee support (β =.166; p<.05).
The more positive visitors’ attitudes towards fee were, the more likely they
support for fees.
Table 2. Regression Analysis of Fee Support Against Independent Variables
Independent variables

B

Std. error

Constant

.48

.43

Attitude toward fees

.14

.02

R2=0.383 Adjusted R2=0.344 F=9.918
*p<.05

β

t

VIF

1.14
.56

8.87
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Stage II

3.39(.78)

I identify strongly with Sai-Ja

Research Papers

1.13

The result of the regression analysis in stage I shows that the most effective
variable influencing fee support is “attitude toward fees”, which is therefore set
as the antecedent variable in following analysis. In this stage, path analysis was
conducted in order to evaluate the relationships among attitude toward fee, fee
support and spending support of fee revenue. The hypothesized relationships
in the proposed research model were simultaneously tested via path analysis,
and the results are depicted in Figure 1. The goodness of fit statistics from the
path analysis showed that the model reasonably fits the data. The overall fit of
the model appeared to be acceptable with χ²/df=1.91; GFI=0.94; AGFI=0.91;
RMSEA=0.06; NFI=0.90; CFI=0.95; SRMR=0.05.
The relationship among the latent variables and observed variables in the
measurement model are presented as Table 3. With regard to the attitude to‐
ward fees, “I understand the reasons behind the fee program” reached the
highest loading (0.77*), where “I think the fee charged here is reasonable” and I
think the fee amount I paid is not too high” reached the highest in fee support
(0.88*); as for spending support of fee revenue, the highest was “environmental
protection” (0.79*). In the structural model, the structural coefficient of atti‐
tudes toward fee to fee support was 0.77 (p<.05), while that of fee support to
spending support was 0.39 (p<.05), both of which attained a significant stan‐
dard. In other words, attitude toward fees were positively related to fee sup‐
port, and fee support were positively related to spending support. It is note‐
worthy that the effect of attitudes toward fees on fee support is more profound
than fee support on spending support. In terms of overall model, “attitude to‐
ward fees” explained 59% of the variance upon fee support, which means it can
explain 59% of the concept of fee support. On the other hand, fee support can
only explain 15% of spending support.
Table 3. Relationships among Latent Variables and Observed Variables in the Measurement Model
Latent variables

Observed variable

Attitude
fees

I understand the reasons behind the fees here

.77

Overall, the fees are a good thing

.76

towards

Factor
loading

Overall, I approve of the fee program here

.63

The area needs to charge fees in order to maintain the quality of the natural
environment and the services provided

.44

I should not have to pay to visit recreational sites because I already pay
enough taxes to support such areas*

.67
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I think the fees charged here is reasonable

.88

I do not feel upset toward the managers for implementing fees here

.88

I think the fee amount I paid is not too high

.46

I think the fee is acceptable

.40

Facilities and services

.67

Environmental protection

.79

Environmental education

.63
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equipped, making the facilities quite suitable for families and friends. In addi‐
tion, most of the sites in Taiwan for barbecuing, picnicking or camping are pri‐
vate, not public, recreation areas.
(2) Attitude toward fees at Sai‐Ja Recreation Area
Visitors indicated that the admission fee is reasonable. The willingness to
visit will not be influenced by the charges. Furthermore, the charges include
parking fees. Parking accessibility is very convenient, the camping facilities are
well‐appointed, and the 200 NTD per person price for a camping site is accept‐
able. In addition, the admission fee can be used toward environmental mainte‐
nance and improvement. However, some respondents said that although they
agree with the payment, they have no idea whether the funds are properly
used or not.
(3) Pending problems
Some visitors also suggested that the environment and service quality of the
public recreation area needed to be improved using the funds raised from im‐
posed charges. Even though the Sai‐Ja Recreation Area has comprehensive fa‐
cilities, environmental sanitation needs to be improved during the summer‐
time. Otherwise, recreational quality will be negatively affected by flies and
mosquitoes attracted to tourists’ food.
DISCUSSION

Figure 1. Relational Structure Model

Stage III
In order to obtain a better understanding of visitors’ attitudes toward fees at
Sai‐Ja Recreation Area and the reasons for choosing it as their recreational des‐
tination, an in‐depth interview of five respondents was taken. Based on the re‐
sults of the in‐depth interview, three issues were incorporated in this stage.
(1) The Reasons for Choosing Sai‐Ja Recreation Area as the Recreational
Destination
Visitors indicated that the environment of Sai‐Ja Recreation Area is beautiful
and quiet, with complete facilities. Not only are tents and camping sites pro‐
vided, but also washrooms, toilets, and drinking water facilities are well

This study explores the determining factors of visitor fee support in public rec‐
reation areas. Based on literature review the following points were selected as
independent variables; attitude toward fees, place identity, place dependence,
age, income, location of residence, and paying history. Fee support was set as a
dependent variable. Regression analysis was employed for analysis.
The results showed that among the seven independent variables, only “atti‐
tude toward fees” is a significant predictor, explaining 34.4% of the variance of
fee support. The β value is 0.56. The result indicated that visitors tend to accept
and support the fees if they have a positive attitude toward fees in public rec‐
reation areas. In other words, if they believe charging fees is a positive policy
and they understand the reasons for being charged, they will accept being
charged a fee and consider the price reasonable. Similar to the findings of Fix
and Vaske (2007), and Williams et al. (1999), we found attitudes towards fees
have higher explanatory power among all determining factors. That is to say,
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when respondents have a better understanding of the reason for the fees and
agree with that reason, their perspectives on the fees will be more positive.
In stage II, the study discusses the relationships among attitudes toward
fees, fee support, and spending support for fee revenue. In the structural
model, attitude toward fees had an obvious and positive influence on fee sup‐
port. The explained variance of fee support reached 0.59. This meant that atti‐
tude toward fees account for 59% of the concept of fee support, which is fairly
good. The results indicated that when visitors take a positive attitude toward
the charging policy, they are more willing to accept the policy. In terms of the
analysis of latent variables and observed variables, the more positively the visi‐
tors view the fees and the better their understanding of the reasons for the fees,
the more willing they will be to accept being charged and the more likely they
will be to consider the price reasonable. The results met the expected hypothe‐
sis. As the previous paragraph has mentioned the paying attitude has the high‐
est explanatory power among all the determining factors. That is, when re‐
spondents have a better understanding of the reason for the charge and when
they agree with the charging policy, their feelings toward the charging policy
will be more positive.
In the structural model, fee support was positively related to spending sup‐
port, which shows that when visitors adopt a positive attitude and support for
the fees, they also tend to expect the recreation areas to use the fee revenue on
improving services, facilities, environmental protection or environmental edu‐
cation. Consistent with a previous study (Kyle, Absher and Graefe 2003), visi‐
tors who support fees were also expecting the fee revenue to be used to main‐
tain and improve services, facilities, environmental protection, and environ‐
mental education in public recreation areas. It could be found further through
the relationship between latent variables and observed variables that the pref‐
erence was mostly concentrated on the dimension of environmental protection.
This included increasing management personnel to protect resources, promot‐
ing resource restoration and wildlife restoration plans, and formulating meas‐
ures to protect special resources. Owing to the increased awareness of envi‐
ronmental problems, visitors have gradually tended to support environmental
protection more. They prefer to use the fee revenue on environmental protec‐
tion in order to maintain the environment and the quality of recreational ex‐
periences. In addition, visitors also expect that the recreation areas can provide
brochures, maps, and relevant information, as well as set guideposts along the
trails, and establish environmental education foundations. However, it is
noteworthy that the variance explained by fee support for spending preference
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was only 0.15, which is not a high numeric value. The result indicated that fee
support accounted for only 15% of the concept of spending preference. There
are still some unexplainable reasons for the attitudes for spending preferences,
which might also be influenced by other factors under this model. For instance,
Kyle, Absher and Graefe (2003) pointed out that the place identity might play
the moderating role between attitude and spending support.
Based on the interview, the result showed that most visitors to Sai‐Ja con‐
sidered the fee was reasonable, and approved the recreation area’s use of the
revenue from admission fees to improve environmental maintenance and ser‐
vices. On the other hand, the main reason for the visitors to choose Sai‐Ja is be‐
cause it provides comprehensive facilities and equipment for barbecuing, pic‐
nicking, and camping. The result of this interview conformed to the regression
analysis and visitors’ perspectives on preferences for fee revenue. When visi‐
tors believed that imposing a user fee in public recreation areas was positive
and can contribute to the improvement of the environment and services, they
would support fees. Nevertheless, the premise was that they should know how
the management of the recreational areas used the fee revenue.
CONCLUSION
The aim of this study was to explore the factors that influence visitors’ fee sup‐
port at public recreation areas, and further examine the relationships among
visitors’ attitudes toward fees, fee support, and spending preference of fee
revenue, so as to understand visitors’ perspectives and reactions to the imposi‐
tion of fees in public recreation areas. The following conclusion was drawn:
1. Attitude toward fees has a positive and significant influence on fee sup‐
port.
2. Support for fees has a positive and significant influence on spending sup‐
port of fee revenue.
The conclusion indicated that if visitors considered the fees to be reasonable
and could understand the reason behind the fee program, they would support
the policy and be willing to pay. Furthermore, they also expected the recreation
areas to use the revenue for environmental protection, environmental educa‐
tion, and improvement of facilities and services.
Although charging fees could contribute to the management and mainte‐
nance in the area, it might also raise problems such as decreased visitor volume
or double taxation. According to the results, attitudes toward fees appear to be
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a good predictor of fee support. This is good news for public recreation area
managers. So if the administrators of public recreation areas could help visitors
understand the reasons for charging and explain clearly how the money col‐
lected would be used, negative feelings toward imposed fees would decrease.
The concern about decreased visitor volume and lower quality recreational ex‐
periences caused by charging fees would not remain an issue. Reiling et al.
(1988) noted that when tourists receive accurate information and are properly
educated about the issues, their attitudes toward fees are altered to accept high
fees and their negative reaction to fees would also be reduced. Therefore, we
suggested that the managers of a recreation area could make publications or
regular announcements to show the improvements they had made and how the
fee revenue was used. Visitors would then understand the reasons for impos‐
ing fees and would see whether the fees were being used for improving envi‐
ronmental and recreational quality.

ditional variables that are likely to influence tourists’ behavior in different con‐
texts to expand the model’s predicting ability.

In addition, research results showed that visitors hope the revenue can be
used for protecting resources, maintaining a high quality experience, updating
and expanding handouts and maps, setting guideposts along the trails, and
establishing environmental education foundations. Given the stronger focus on
environmental issues and natural experiences for modern visitors, it is not sur‐
prising to see this result. Thus, regular updating of the information is recom‐
mended and related information such as maintenance achievements, maps,
guiding information, and schedules and hours of operation should also be
listed on the brochures, so that visitors have ready access to this information
and can gain a better understanding of the environmental protection policies of
the recreation areas. By realizing the reasons behind a fee program and identi‐
fying with the actions and revenue usage strategies taken by the public recrea‐
tion organizations, it is hoped to develop visitors’ trust and commitment,
which were suggested as the key elements to shape support for public recrea‐
tion areas (Mowen, Kyle, Borrie and Graefe 2006).

Kyle, G. T., Kerstetter, D.L. and Guadagnolo, F.B. (1999). The Influence of Outcome Messages and
Involvement on Participant Reference Price, Journal of Park and Recreation Administration,
17(3):53‐75.

Despite its contributions and practical implications, this study also has sev‐
eral limitations and currently unexplored research directions. First, the current
study analyzed only the visitors of the Sai‐Ja Recreation Areas. Thus, additional
research is needed to investigate the model’s effectiveness on different recrea‐
tional activities in a variety of recreational environments and settings, or even
among travelers who are not participating in recreational activities. Second,
although this study assessed the relationships among attitudes toward fees, fee
support and spending support for fee revenue, there is a need to search for ad‐
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ABSTRACT
The former Marines Police Headquarters was transformed into a new cultural heritage
hotel and shopping landmark in Hong Kong named as – the 1881 Heritage. This study
taken this cultural heritage as an example developed the concept of authenticity. By
applying two in-depth interviews, four coding paradigms were formed. They are factors
contributing to authenticity, the importance of authenticity, the developer’s initiative
to retain authenticity and the motivation behind this revitalization project. Since prior
studies neglected the importance of authenticity from the supply-side, this study provides a new insight about authenticity of cultural heritage site from the developers’
point of view.
Key words: revitalization, cultural heritage, developer’s perspective, authenticity, the
1881 Heritage.

INTRODUCTION
In recent years, cultural heritage tourism has received increasing attention.
Many countries have restructured and upgraded tourism products as the new
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ways of tourism development nowadays. Incorporation of world heritage sites
into the travel destinations has also become a global trend (World Heritage
Travel Expo 2009). Different statistics have stated the importance of cultural
and heritage tourism in the world. According to the World Tourism Organiza‐
tion (UNWTO), cultural tourism has occupied 37 % of all tourist trips (McKer‐
cher 2002). Also, a survey conducted by the State of the American Travel Sur‐
vey in July 2008 indicated that over 70.3 percent of all American leisure travel‐
ers participated in at least one of the cultural heritage tourism (Travel Daily
News 2008). And there is an annual growth rate of 3‐5% in world heritage tours
which is higher than the regular travel destinations (World Heritage Travel
Expo 2009). Travel Industry Association (TIA) pointed out that millions of trav‐
elers extended their trips due to culture or heritage (Advisory Council on His‐
toric Preservation 2002).
Cultural heritage tourism not only has gained increasing awareness, the
topic has also generated a growing amount of literature (Balcar and Pearce
1996; Herbert 2001; Poria, Butler and Airey 2001). In this study, cultural heri‐
tage tourism refers to “elements of the natural and cultural landscape that have
been consciously preserved by human action to present the experience and
meaning of individuals and groups in a certain place and time” (Budruk,
White, Wodrich and van Riper 2008: 185‐202).
Likewise, there are two sides to describe cultural heritage tourism experi‐
ences, including supply‐side and demand‐side. Regarding the supply‐side, in‐
dividuals take a descriptive or curatorial approach in cultural heritage (Garrod
and Fyall 2001). This approach focused on defining the attributes of cultural
heritages sites, for examples, attractions, items, artwork, artifacts and memori‐
als. Other characteristics of this concept consisted of traditions, languages and
folklore, or the pull factors (Budruk et al. 2008). Chhabra, Healy and Sills (2003)
stated that in the supply‐side, heritage tourism was being a tool for economic
growth, thereby strongly promoted by local and private businesses. For the
demand‐side, it emphasized the visitor experience and related to the descrip‐
tive and definitional aspects of the experience (Budruk et al. 2008). It could be
referred to push factors in order to know why travelers choose certain destina‐
tions and how they recognize the specific sites (Apostolakis 2003; Nyaupane,
White and Budruk 2006). However, most of the studies were on the demand‐
side while little research focus was on supply‐side. In essence, Timothy and
Boyd (2003) argued that there is a necessity to better understand the supply‐
side of cultural heritage tourism so as to develop new management solutions.
Also, Jansen‐Verbeke and Lievois (1999) identified stakeholders’ values and
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objective as one of the key factors influencing the success of the development of
cultural tourism. Therefore, it is important to investigate the supply‐side of cul‐
tural heritage tourism.
An important attribute of heritage tourism is authenticity (Boniface and
Fowler 1993; Chhabra et al. 2003; Taylor 2001). Authenticity is strongly pro‐
moted as an essential element in heritage tourism experience (Chhabra et al.
2003). Hence, it is playing an important and key role in successful heritage
tourism (Apostolakis 2003; Taylor 2001; Xie and Wall 2002). As authenticity is
the critical factor in satisfying heritage tourism experience, the operators in cul‐
tural heritage tourism have paid more attention in this concept as a marketing
strategy (Clapp 1999; Cohen 1988). Therefore, it is important to understand
which factors are important in contributing to authenticity in the supply‐side.
Here, the main research question of this study, taken the 1881 Heritage (Hong
Kong) as an example, is going to investigate what factors are important to‐
wards authenticity from the developer’s perspectives. Also, it focuses on the
reason why authenticity is playing an important role in the 1881 Heritage and
what actions the developer took in order to retain authenticity during the revi‐
talization of the 1881 Heritage.
LITERATURE REVIEW
Heritage is referred to the past and it is in succession to one generation from
another (Nyaupane et al. 2006). In the tourism context, heritage is related to
natural and cultural sites (Garrod and Fyall 2001; Chhabra et al. 2003; Timothy
and Boyd 2003). In this study, cultural heritage refers to tangible elements such
as historic buildings, memorials and remains, as well as intangible elements,
such as philosophies, traditions, values, ceremonies and art forms (Prentice
1993; Nuryanti 1996; Nyaupane et al. 2006).
Meaning of Authenticity
MacCannell (1976) stated tourism products which are authentic or not referring
to whether they are made by local people in terms of tradition. Therefore, au‐
thenticity implies traditional culture and origin. On the other hand, Taylor
(2001: 7‐26) noted that “tourism sites, objects, images, and even people are not
simply viewed as contemporaneous productions. Instead, they are positioned
as signifiers of past events, epochs, or ways of life.” In this way, authenticity is
equated as original. Hence, based on the prior studies, authenticity in this
study refers to the “original” concept.
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Authenticity in Previous Studies Related to Cultural Heritage Tourism
MacCannell (1973) first conducted a novel research of authenticity in tourism
literature. Later, MacCannell (1976) further confirmed the application of au‐
thenticity in tourism field. MacCannell (1984) claimed that travelers look for
real or authentic (backstage) experiences since life in modern world is artificial,
fragmented with little meaning. Because of this reason, travelers sought to
something which is original, ancient, and natural, but untouched by rapid de‐
velopment.
Many empirical studies have investigated perceptions of authenticity in
demand‐side (visitor perspectives). Moscardo and Pearce (1986) pointed out
that authenticity was playing an important role in visitor satisfaction with the
historic theme park experiences. This study suggested that it is important to
consider authenticity as a new criterion in tourist settings. Littrell, Anderson
and Brown (1993) performed a study to analyze visitors’ perceptions of handi‐
craft authenticity. Their study concluded that authenticity was not related to
gender while their findings indicated that the older the visitors were, the more
traveling experiences they had, the higher degree of authenticity they con‐
cerned. Another similar study was conducted by Waitt (2000) towards tourist
perceptions of authenticity of The Rocks – a historic site in Sydney, Australia.
The study reported that authenticity was related to visitor demographics, so‐
cioeconomic, past experience and motivations. Findings indicated that percep‐
tions of authenticity will change due to the age and place of residence. In recent
times, Chhabra et al. (2003) examined another research regarding the levels of
authenticity among visitors to Scottish Highland Games in the United States.
Yeoman, Brass and McMahon‐Beattie (2007) explored the concept of authentic‐
ity in the tourism industry. Their study concluded that future tourists would
seek for authentic experience rather than “false experience” since they were
highly educated, more sophisticated, globally and environmentally aware.
Budruk et al. (2008) analyzed the visitors’ perceptions of authenticity at Can‐
yon de Chelly National Monument, Arizona. The results showed the greater
age, the higher the visitors’ perceptions of authenticity were.
Regarding the supply‐side, there is few published articles related to the per‐
ception of supply‐side. Maruyama, Yen and Stronza (2008) reported the au‐
thenticity of tourist art from the perspectives of Native American artists in San‐
ta Fe, New Mexico. Their findings demonstrated that authenticity of art was
strongly linked to the traditional manufacturing process, but the artists needed
to change their artwork’s appearances in order to attract tourist while those
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artworks should stay with traditional process of manufacture. Also, their con‐
clusion stated that the artists hoped to enhance the importance of the manufac‐
turing process between tourists and younger generations of artists. Darcy and
Wearing (2009) analyzed the stakeholders’ views towards a proposed cultural
heritage public‐private partnership with a national park in Sydney, Australia.
Their study provided a new insight into heritage tourism using the stake‐
holders’ perspectives. The authors recommended that it was better to under‐
stand the stakeholders’ opinions in order to better manage the site in an effec‐
tive way.
Background of the 1881 Heritage
In 2007, the Hong Kong Chief Executive regarded a rising concern for Hong
Kong’s cultural heritage. He pointed out that heritage is an important attribute
to the development of the city and is a precious asset in Hong Kong. Hence, the
Hong Kong government addressed a heritage revitalization scheme in order to
enhance heritage preservation and educate the public about the concept of cul‐
tural heritage conservation (Conserve and Revitalization Hong Kong Heritage
2009). Located in Tsim Sha Tsui, the former Marine Police Headquarters with
120 year‐old history is one of the declared monuments in Hong Kong. It has
been revitalized and transformed into a new cultural and shopping landmark
in Hong Kong – the 1881 Heritage. This historic site consists of a heritage hotel,
a shopping arcade and an exhibition hall which allow visitors to discover the
history of the site. The objective of the revitalization process is to preserve and
maintain the historic value of the buildings on site, while adding functionality
to suit modern needs and to re‐integrate the development into the urban tapes‐
try of today (the 1881 Heritage Homepage 2009).
METHODOLOGY
This study adopts an exploratory qualitative research approach. Specifically,
in‐depth interviews were conducted to investigate developers’ perspectives of
the 1881 heritage in terms of what factors are important in contributing to au‐
thenticity, why authenticity is playing a significant role in this site and what
actions the developer took in order to retain authenticity. At the beginning of
the research process, it is found that previous studies have explained the defini‐
tions of cultural heritage tourism and the importance of authenticity played in
cultural heritage tourism. As authenticity is a vital attribute in this area and
refers to “original” concept, a focus of authenticity in cultural heritage tourism
had also been evaluated to strengthen the importance of authenticity in this
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study. Meanwhile, secondary data were collected to give a preliminary back‐
ground and knowledge of the 1881 Heritage. The collections of secondary data
included the tourism‐related journals, website, newspapers and advertising
materials of the 1881 Heritage.
Two 45 minutes in‐depth interviews were undertaken with top manage‐
ment and a senior manager from the developer with the aim of gaining a full
understanding about authenticity in the 1881 Heritage. The interviews were
conducted on October 9, 2009 and October 16, 2009. English was used in order
to maintain the authenticity of communication. The interviews were digitally
recorded and the facial expressions and gestures of the interviewees were
noted by the interviewer(s) as suggested by Chan and Baum (2007). Consider‐
ing the sensitivity and confidentiality of the 1881 Heritage project, personal
background of the respondents remain disclosed in this study.
The questions were adopted from the study of Littrell et al. (1993) and were
modified for this study interviews. The following questions were asked and
requested to describe in details:
1.

What factor(s) is contributing to authenticity towards the 1881 Heritage?

2.

Why authenticity is playing an important role in the 1881 Heritage?

3.

How did the developer take the actions/polices in order to retain au‐
thenticity during the revitalization of the 1881 Heritage?

4.

What are the motivations behind this project?

After collecting the data, a coding paradigm for each interview question
was created with the aim of demonstrating a clear understanding of the key
words abstracted from the interviews (Namkung, Shin and Yang 2007). After‐
wards, all results were analysed critically by comparing the findings. Lastly, a
conceptual model of authenticity was developed for this study.
FINDINGS
The interviews were transcribed into a written format to facilitate the analysis.
Coding paradigms were established to reveal a better understanding of the
concept of authenticity from the developers’ perspectives. The interview re‐
sponses were examined and re‐examined, and sketched the contents and ex‐
planations related to authenticity (Ross and Iso‐Ahola 1991; Chan and Baum
2007).
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known. Hence, it is interesting to conduct a future study to examine tourists’
motivations towards the 1881 Heritage.

A = Top Management
B = Senior Manager

Why Authenticity Is Playing An Important Role In The 1881 Heritage?

What Is (Are) the Factor(S) Contributing To Authenticity towards the 1881
Heritage?

Four main criteria are generated to confirm the importance of authenticity
which consisted of uniqueness; landmark, differentiation and selling point
(please see Table 2).

Five main factors were drawn out, including uniqueness, originality, aesthetics;
cultural integrity and genuineness (please refer to Table 1).
A:“…uniqueness is one factor, the site is with Victorian architecture and we want
to emphasis this so naming it the 1881 Heritage; Originality and aesthetics are also
important, like the buildings are in their original colour and Victorian design, they are
absolute traditional and no copycats…”
B: “The 1881 Heritage reflects Hong Kong’s colonial history, which is a unique pe‐
riod of time of Hong Kong’s past… The cultural background is genuine and that’s
something cannot be faked.”

A: “I think the most remarkable attribute is uniqueness, which is something others
cannot copy…it will become a new landmark for Hong Kong, which is located in Tsim
Sha Tsui…it is easily differentiated from the others as there are no similar buildings
with this size and style in Hong Kong…”
B: “…there is no similar building can be found in Hong Kong, given by its location
in the heart of the major tourist area in Tsim Sha Tsui. Former Marine Police Head‐
quarters has a rich heritage of its own. The charm and cultural history of the 1881
Heritage is the part of this heritage…and all of these are a great selling point to attract
tourists…”

Table 1. The Coding Paradigm of Factors Contributing to Authenticity
Contents

Explanations

Uniqueness
Originality
Aesthetics
Cultural Integrity
Genuineness

Something others cannot copy
Original colour and design
Traditional Victorian architecture
Reflects Hong Kong’s special past as a Victorian colony
The reflection of colony history cannot be faked

The findings were further confirmed by Littrell et al. (1993) study since the re‐
sults of this study also indicated that uniqueness and originality, cultural and
historic integrity were the contents of authenticity. Authenticity is always asso‐
ciated with the keyword “originality”. However, tourists’ perceptions and feel‐
ings toward authenticity or originality might be different from the developers.
According to Moscardo and Pearce (1986), the strongest motivator for tourists
to visit a heritage site is their interest in the history. Moreover, their desire of
seeing how the people live in that particular period of history, it can also moti‐
vate people to travel (Moscardo and Pearce 1986).
By relating to the 1881 Heritage, the developer indicated that the 1881 Heri‐
tage is associated with Hong Kong’s colonial history. However, the preferences
of tourists and who have the desires to travel to the 1881 Heritage remains un‐

Table 2. The Coding Paradigm of the Importance of Authenticity
Contents

Explanations

Uniqueness
Landmark

Something others cannot copy, for example, the size and style
Its location in the heart of the major tourist area in Tsim Sha Tsui
Become a new landmark for Hong Kong
No similar buildings with this size and style in Hong Kong
Historical value of Former Marine Police Headquarters
Cultural history of the 1881 Heritage

Differentiation
Selling Point

According to Clapp (1999) and Cohen (1988), tourism operators pay more
attention to authenticity nowadays. As a developer of the 1881 Heritage,
Cheung Kong is not an exception. The developer pointed out that “uniqueness”
is an important attribute of the 1881 Heritage. Also, size and convenient loca‐
tion of the site could be attractions to the tourists. This result is consistent with
McKercher and Ho’s (2004) study which argued that accessibility, size and
scale of a heritage site are important considerations in attracting tourists. In
addition, facilities and services did not emerge from this study but stated in
McKercher and Ho’s (2004) study, considered that parking spaces, on‐site tour
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guides and help desks are important in contributing to tourists’ experience in
visiting a historical site.
However, apart from the location, accessibility, facilities and scale of histori‐
cal site, some other factors that influences touristsʹ perceptions of authentic ex‐
perience of the site should also be paid attention by the developer. During the
visit to the 1881 Heritage, the researchers found that the site heavily relies on
the rental shops of a few world famous brands, such as Cartier and Piaget. Al‐
though the developer emphasised that they only consider brands which have
long enough history to reflect the 1881 history of the site, tourist’s motivation
towards the 1881 Heritage become unidentifiable. For instance, are tourists
coming for the purpose of experiencing authenticity of the site or they are com‐
ing for the commercial luxurious brands? As a result, these commercial brands
might impact the authenticity of the site, thereby influencing tourists’ experi‐
ence of authenticity in this site.
In order to enhance tourists’ perceptions of authentic experience, it is rec‐
ommended that developer should “cultivate touristsʹ identification with the
historical site by promoting meaningful, memorable and significant authentic
experiences” (Budruk et al. 2008: 185‐202), while “uniqueness” and “authentic‐
ity” of historical site presented simply via its archaeology and history, good
location, original size and style are less than enough.
What Are The Developer Actions/Polices Driven To Retain Authenticity
During The Revitalization Of The 1881 Heritage?
Four actions were taken in order to preserve authenticity during the process of
the 1881 Heritage (please refer to Table 3).
A: “We did put a lot of efforts in this project. Firstly, we hired a team of experts, ar‐
chitects, historical buildings preservationists, designers, landscape architects, engi‐
neers, tree experts and others associated parties, which really cost us huge amount of
money…we worked closely with the Hong Kong government to ensure that our actions
are complied with the contract…”
B: “…the buildings are more than 100 years‐old, so we have to deal with the wear
and tear of old building materials…Based on the world conservation standards, we
have to maintain the facade and structure of the buildings during transformation…
Since the special needs of preservation for this project, we spent more than six years
and invested about ten billion Hong Kong dollars in the project…”
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Table 3. The Coding Paradigm of the Developer’s Actions
Contents

Explanations

Hire experts
Huge financial investment
Time investment
Based on world conservation
standards

Hired a team of experts, including architects, historical buildings preservationists, etc.
Invested about ten billion Hong Kong dollars in the project
Spent more than six years
Maintained the facade and structure of the buildings during the transform

The results from the interviews showed that the developer of the 1881 Heri‐
tage has put a lot of resources, both financial and time, in order to maintain au‐
thenticity during the development. Moreover, the developer claimed that they
have preserved “cultural and historical integrity” and “genuineness” of the
1881 Heritage, which were two major attributes of authenticity indicated by
Littrell et al. (1993). Waitt (2000) argued that the development of many histori‐
cal sites claimed that they are authentic, but in fact it is just a promotional strat‐
egy. For example, some Hong Kong residents criticised that the developer of
the 1881 Heritage did not preserve the site well due to cutting down of several
ancient trees. In contrast, the developer of the 1881 Heritage debated the public
that they have put into efforts in preserving the trees by hiring tree experts. In
this case, it is difficult to judge whether the 1881 Heritage has successfully re‐
tain its authenticity or not, because different parties have different views. Nev‐
ertheless, it is important for heritage site developers to understand the expecta‐
tions of tourists for a cultural heritage site.
What Is (Are) The Motivation(S) Behind This Project?
Three motivational factors were figured out from the developers’ point of view
(please see Table 4).
A: “We are probably the first large scale heritage preservation project in Hong
Kong…What we seek to provide our guests is not only a rapid economic development
image of Hong Kong，but also a showcase of another side of Hong Kong, the unique‐
ness of its cultural deposits…”
B: “…we are taking the first step do a preservation of a heritage site by converting
it into tourist destination…we are playing a leading role in preservation and we are
proud of our position, because we think we are able to provide an example for those
heritages which might be revitalized in the future… we believe it is our responsibility
to educate the public about the concept of cultural heritage preservation…”
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Table 4. The Coding Paradigm of the Developer’s Motivation
Contents

Explanations

Take the first step

A leading role in preservation
As an example for other revitalization project
Educate the public with the concept of cultural heritage preservation
Spread and preserve the historical value of this site
Not only a rapid economic development image of Hong Kong
A showcase of unique Hong Kong with cultural deposits

Education
A showcase

From the interview results, it is clear to know that the developer of the 1881
Heritage realised the importance of preservation, as it retain the authenticity of
the historical sites. As a result, the developer took the initial step in the cultural
heritage tourism market. Moreover, another finding can be drawn from the in‐
terviews is that the developer of the 1881 Heritage demonstrated a sense of
corporate social responsibility, as they are willing to educate others about pres‐
ervation of cultural heritages. However, it should be questioned that if this is
the only motivation or the real motivation behind the project was financial
benefits. A case study found in Jamal and Hill’s (2008) study introduced the
Dreamtime Cultural Centre (DCC) in Australia which displays historical exhib‐
its where it is located. Jamal and Hill (2008) believed that the cultural education
has a great positive influence on people, as the DCC nowadays has become a
hub for boosting culture development in the region. In regards to the 1881
Heritage, although it is too early to determine that the site has become a cul‐
tural hub in Hong Kong, it is a good start for the development of Hong Kong’s
cultural heritage tourism.
Based on the above results, a conceptual model was developed to describe
the developers’ perspective towards authenticity, which is shown as follow:

Figure 1. Proposed Model of Developers’ Perspective towards Authenticity

CONCLUSION
Many previous studies have pointed out that authenticity serves an important
role in cultural heritage tourism and evaluated the concept and importance
from demand‐side. However, few studies have focused on the opinions from
supply side. Therefore, the findings of this study provide better understanding
of the developers’ perspective. By interviewing with top management and sen‐
ior manager from the developer, a preliminary framework on authenticity is
developed. Four main dimensions contribute to authenticity, they are factors
contributing to authenticity, the importance of authenticity, the developer’s
initiative to retain to authenticity and the motivation behind this revitalization
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project. The findings are applicable to the understanding of authenticity to‐
wards the 1881 Heritage from the developer’s perspective. This exploratory
research offers an initial step in searching the opinions from supply‐side in
terms of authenticity of cultural heritage site. Also, Hong Kong government
and tourism operators could base on the findings to implement and enforce
conservation strategies to another cultural heritage sites in Hong Kong. On the
other hand, incorporation of heritage site into numerous world brands is a new
and novel approach in cultural heritage tourism, but it is doubted what truly
motivated tourists going to the 1881 Heritage, historic buildings or luxury
brands?
In this study, limitations were addressed. First of all, due to the limited time
and resources, in‐depth interviews were conducted to reveal two interviewees’
opinion. Also, qualitative findings may be limited by the skill, experience and
the understanding of the interviewer. When interviewer asks the questions and
probes responses, it may affect the response of the interviewees and bias the
result. As studies on authenticity in supply‐side are in the infancy, not many
studies have been investigated. Thus, future research needs to extend the ef‐
forts made by this study so as to understand authenticity in other developers’
perspectives. For example, in Hong Kong, Murray House in Stanley is another
signifier of cultural heritage site.
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ABSTRACT
This paper examined cultural tourists’ motivations for travel and provided support for
the idea that cultural tourists are not solely motivated for having deep cultural experiences. Face to face interviews were conducted with 270 domestic tourists whose primary aim of travel was culture in 52 provinces in Turkey. Factor analysis results
emerged eight motivation factors which were named; Adventure and Excitement, Culture and Knowledge, Achievement and Authonomy, Physical Rest, Sports, Escape,
Family Togetherness, Novelty and Fun. Cluster analysis of factor scores indicated that
cultural tourists could be classified into five distinct groups each of whom had different travel motivations. Classification accuracy of the clusters were tested with discriminant analysis. Delineated clusters were labeled; Relax Seekers, Sports Seekers,
Family Oriented, Escapists and Achievement and Authonomy Seekers. Each tourist
type possessed different demographical and trip behaviour characteristics. Although
results cannot be generalized beyond the study population, this study confirmed the
applicability for segmenting Turkish domestic cultural tourism market in terms of
travel motivations. Marketing implications to reach various tourist types were discussed.
Key words: market segmentation, motivations, cultural tourism, domestic tourism.

INTRODUCTION
Escape from the traditional forms of tourism has led many forms of tourism,
mainly cultural tourism, to develop as a global trend. Cultural tourism relies on
local cultural products, artefacts and host populations in destination areas
(Mbaiwa and Sakuze 2009: 62). As for the definition of cultural tourism, Law‐
rence’s (2008: 78) defined cultural tourism as a subset of tourism concerned
with a country or regionʹs culture, especially its arts. Hausmann (2007: 174) also
defined cultural tourism as “visits by people from outside the host community,

Research Papers

161

motivated either entirely or to a certain degree by the cultural offerings and
values of a particular destination”. arts, events, festivals, architecture, muse‐
ums, galleries and cuisine are some of the attractions cultural tourism provides
for tourists (Wiener 1980: 3; Murphy and Boyle 2006: 115). Cultural tourism
focuses on traditional communities who have diverse customs, unique forms of
art and distinct social practices, which basically distinguishes it from other
forms of culture. Tourism in urban areas, particularly historic or large cities
and their cultural facilities such as museums and theatres are some of the at‐
tractions cultural tourism offers its guests (Lawrence 2008: 78). Nevertheless,
defining cultural tourism is complex, because it can mean different things to
different people (McKercher and du Cros 2003: 48).
The recent growth in cultural tourism results partly from the changing char‐
acteristics of today’s tourist population. First of all, rise in educational levels is
accepted to be the most significant factor in cultural tourism demand (Haus‐
mann 2007: 182). Indeed, today’s traveller expects more when vacationing than
an ordinary vacation experience (Kaufman and Scantlebury 2007: 215). More‐
over, the increasing interest in cultural attractions (Rudan 2007: 517), the ageing
baby boomers, the use of internet, the increase in weekend travel and an in‐
creasing interest in vacation packages are soem other evident reasons (Kauf‐
man and Scantlebury 2007: 215; Cecil, Fu, Wang and Avgoustis 2008: 40). Also,
today’s economically powerful women generally participate more in cultural
activities than men (Hausmann 2007: 182).
Cultural tourism market has been a valuable market opportunity since 1980s
(Wiener 1980: 1; Murphy and Boyle 2006: 112). A growing number of re‐
searches accompanied the growth of cultural tourism as an important topic in
tourism literature. Since then, cultural tourism has been handled from many
aspects. Some studies focused on the demand or supply side of cultural tour‐
ism (Pearce 2005: 428) while others tended to study the environmental (Law‐
rence 2008; Chang and Liu 2009) and economic (Hausmann 2007) impacts of
cultural tourism. Again, some other studies (Murphy and Boyle 2006; Cecil, Fu,
Wang and Avgoustis 2008) stressed the importance of cultural tourism in the
development of urban tourism. The contribution of cultural tourism in creating
competitive advantage for a destination was also discussed (Rudan 2007). Also,
quite a lot of studies dealt with cultural tourist typologies or segmentation of
the cultural tourism market. In these studies, cultural tourists of diverse na‐
tionalities were taken as survey samples. Activities taken (McKercher, Ho, du
Cros and So‐Ming 2002; McKercher 2002), motivations (Formica and Uysal
1998; Chang 2006; Hausmann 2007), lifestyles (Chandler and Costello 2002) and
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depth of experience (McKercher and du Cros 2003) were only some of the nu‐
merous segmentation variables taken into account while segmenting the cul‐
tural tourist markets. But the literature lacks a quantitative study carried out to
determine the motive‐based typology of Turkish cultural tourists.
The purpose of this paper is to clarify the different market segments of Turk‐
ish cultural tourists whose primary motivation for travelling is culture. This
type of information is expected to more closely examine the differences in mo‐
tivations of cultural tourists in Turkey. More specificly, this study aimed to (1)
determine the underlying motivations of cultural tourists in Turkey, (2) clarify
and profile cultural tourist segments based on motivations, demographic and
travel behaviour characteristics and (3) understand whether the cultural tourist
segments identified are statistically different in terms of demographic and
travel behaviour characteristics. The results of the study are expected to pro‐
vide useful insights for cultural tourism marketers in Turkey to make an over‐
view of their marketing mixes.
Cultural Tourists as a Distinct Market Segment
Cultural tourism is viewed as a social phenomenon only related to the leisure
activities of certain individuals (Lawrence 2008: 80). This belief derives from
the fact that cultural tourists have distinct characteristics. A review of the litera‐
ture indicate that cultural tourists tend to be older and better educated than
travelling public. Indeed, they generally spend more money in the communi‐
ties that they visit (Kaufman and Scantlebury 2007: 214), stay longer in a par‐
ticular area and participate in more activities than other tourists. Also, they are
more likely to use different sources to gather information about trip planning
(Chandler and Costello 2002: 162). Moreover, women constitute an important
division of this market (Hausmann 2007: 175).
Experiencing cultural assets have a big role in motivating tourists’ travel de‐
cisions (Lawrence 2008: 80). However, cultural tourism market requires a more
precise description of cultural tourists or of their underlying motivations. Be‐
cause all cultural tourists are not motivated fundamentally by learning, experi‐
ential or self‐exploration reasons (Hausmann 2007: 174). Rather, the motiva‐
tions are located at various points along a continuum from ‘highly motivated’
to ‘less motivated’ by the offerings of a cultural site. In other words, there are
many possible groups (community groups, local residents or schoolchildren)
involved in cultural tourism activities and these groups may also include peo‐
ple who know little or nothing about the significance of the cultural assets that
they visit (Hausmann 2007: 174). Cultural tourism can represent the central
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reason for travel for some cultural tourists while it can be a secondary reason
for many others who participate in cultural tourism activities. In some circum‐
stances, it may play no role in the destination of choice (McKercher and du
Cros 2003: 46). Even in a museum where the dominant activity is considered to
be viewing heritage, visitors may be differientated as to their motivations for
viewing and in terms of their experiences gained. This partly stems from the
fact that same tourism product may be experienced in many different ways
(Prentice, Witt and Hamer 1998: 15).
As a result of the assumption that cultural tourists are not homogenous in
nature, most of the cultural tourism studies in the literature took a segmenta‐
tion focus with attention being given to determine the typology of cultural
tourists. In other words, cultural tourists market was segmented by many au‐
thors in order to profile and conveniently target these segments based on moti‐
vational, demographical or other behavioral characteristics. Chang (2006: 1226)
pointed out that by using tourists’ motives as the segmentation base variable, it
is possible to determine appropriate existing market segments. Indeed, motiva‐
tional factors best represent the personal psychological components‐such as
needs, expectations, benefits sought, and achievements‐that are likely to be sat‐
isfied through tourism activities (Formica and Uysal 1998: 17). That is why this
study employed a motive‐based approach in segmenting Turkish cultural tour‐
ism market.
Literature Review on Motive-Based Segmentation of Cultural Tourists
Among the most recent research studying tourists’ motivations, Hausmann
(2007) classified cultural tourists into four distinct categories according to the
degree of their motivation in participating cultural tourism activities. The first
category of cultural tourists is highly motivated cultural tourists whose main
purpose of travel is culture. Second category is comprised of people motivated
in part. People who have some other primary interests and culture as an “ad‐
junct” constitute the third category. Finally, there are non‐culture related visi‐
tors in the last category. Cultural tourists can also differ from each other in
terms of cultural tourism activities in which they participate. In a study by
McKercher, Ho, du Cros and So‐Ming (2002), six categories of cultural tourists
in Hong Kong were determined. Each categories of cultural tourists were found
to have distict socio‐demographic characteristics and trip profile patterns.
These tourist types were named; Cultural Generalists, Icon Culturalist, Chinese
Heritage Culturalists, Tsim Sha Tsui Nodal Culturalists, Colonial Culturalists
and Sino‐Colonial Culturalists. These categories were also matched with the
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cultural tourist types mentioned in McKercher’s (2002) subsequent cultural
tourist typology. For example, Icon Culturalist were close to Incidental and
Casual Cultural Tourists while Tsim Sha Tsui Nodal Culturalists and Colonial
Culturalists had similar characteristics with sightseeing cultural tourists.
The above mentioned typology of McKercher (2002) constituted the mile‐
stone in the literature of cultural tourists’ segmentation. McKercher (2002) as‐
sumed that all cultural tourists were not alike and took a two dimensional per‐
spective in examining how to segment cultural tourism market. In other words,
he segmented cultural tourists based on the centrality of cultural tourism in the
decision to visit a destination and the depth of experience. Findings revealed
that cultural tourists were comprised of five sub‐segments. These segments
were called; Purposeful, Sightseeing, Casual, Incidental and Serendipitous cul‐
tural tourists. The simplicity of the method and applicability of the findings
into the industry inspired following studies in this field.
A year later, the study of McKercher and du Cros (2003) reinforced the classi‐
fication of cultural tourists. Leaning on the results of McKercher’s previous
work (2002), authors used the similar terms “centrality of purpose” and “depth
of experience” to claim that cultural tourists are not solely motivated for cul‐
tural tourism. With the assumption that if all markets can be segmented, the
cultural tourism market should be no different, McKercher and du Cros (2003)
tested the previously determined cultural tourist typology of McKercher (2002).
Benefit based segmentation method was used for this study and it was proved
that types of cultural tourists ranged from recreational or plesure tourists who
happened to participate in cultural tourism activities to augment their trip ex‐
perience to those people who traveled primarily to pursue cultural tourism ac‐
tivities (McKercher and du Cros 2003: 55). This study strikingly demonstrated
that purposeful cultural tourists represented only a small minority of cultural
tourists.
Kantanen and Tikkanen (2006) took McKercher’s (2002) cultural tourist ty‐
pology as a basis and examined how cultural tourists’ diversified involvement
in cultural tourism has an impact on their communication perception processes
concerning cultural attractions. Marketing communication materials of four
selected cultural tourist attractions were analysed for this aim. The findings of
the study showed that cultural tourists responded differently to marketing
communication of cultural attractions, which also demonstrated the individual
differences between cultural tourists.
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Contrary to the findings of the above mentioned studies, Chandler and
Costello (2002) found that visitors at cultural heritage destinations were ex‐
tremely homogenous with regard to their demographics and their lifestyle and
activity level preferences. A total of 412 cultural tourists visiting East Tennessee
were surveyed and survey participants were clustered according to Plog’s life‐
style and activity level model. The resulting clusters were named Active Ven‐
turers, Active Centrics, Active Dependables, Mellow Venturers, Mellow Cen‐
trics and Mellow Dependables but no significant differences appeared between
the clusters. Taking this into account, authors pointed out that demographic
similarities could stem from the homogenous characteristics shared by the des‐
tinations themselves and claimed that it was possible to develop a visitor pro‐
file at multiple destinations of a particular type.
In Formica and Uysal’s study (1998), behavioral, motivational, and demo‐
graphic characteristics of Spoleto Festival visitors were examined. Six factors‐
namely socialization and entertainment, event attraction and excitement, group
togetherness, cultural/historical, family togerherness, site novelty‐were found
to motivate individuals to visit the festival. Two distinct groups of festival visi‐
tors (Enthusiasts and Moderates) were determined and profiled with further
cluster, discriminant and chi‐squares analyses. As consistent with the findings
of previous studies, the findings of this study also revealed that festival visitors
were not homogeneous in their interest in the festival and its features.
An examination of the research findings summarized above reveals that it
may be interesting to find out whether or not the cultural tourism market in
Turkey contains diverse sub‐segments based on motives, demographics and
travel behaviour characteristics of cultural tourists. In terms of tourism indus‐
try in Turkey, cultural tourism constitutes a little but promising part of domes‐
tic tourism within the country. To exemplify this, Household Domestic Tour‐
ism Survey 2007‐2008 of Turkish Statistical Institute (TurkStat) illustrated that
the number of households who made at least one or more than one overnights
in domestic trips was more than 24 millions in 2008. However, only 204.000
(nearly 1%) of this population stated that they traveled for the purpose of cul‐
ture. But the question is; whether cultural tourists are solely stimulated by cul‐
tural motives. Also, the answer to this question is meaningful for cultural tour‐
ism organizers, who try to design programs tailored to cultural tourist types.
Due to the lack of publications relating to the segmentation of domestic tour‐
ism market in Turkey, domestic tourists who were travelling for the purpose of
culture, were taken as the target population for this study.
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METHODOLOGY
This study was built on an earlier work performed in order to determine the
motive‐based typology of Turkish domestic tourists. The mentioned earlier
work was funded by Eskisehir Anadolu University. This current study adopted
a similar methodology to the previous typological approach. In other words,
this study used a factor‐cluster approach. The primary data were collected
through structured face to face interviews conducted in accomodation estab‐
lishments (hotels, resorts, motels, campings etc.) in Turkey between 1st August
and 30th September 2008. Face to face interviews were preferred because they
have a high response rate compared to other data collection methods.
Questionnaire Development
The questionnaire included a series of questions relating to tourist motivations.
It was developed after a comprehensive review of previous studies focusing on
motive‐based tourist typologies and segmentation of tourists based on motiva‐
tions (Crompton 1979; Iso‐Ahola 1982; Shoemaker 1994; Cha, McCleary and
Uysal 1995;Manfredo, Driver and Tarrant 1996;Zins, 1999; Mehmetoğlu 2007).
A total of 52 motivational items were derived from the literature review. The
questionaire consisted of two sections. The first section was developed to
measure the motivations of domestic tourists by means of a 5 point Likert type
scale ranging from 1 (strongly agree) to 5 (strongly disagree). In the second sec‐
tion, domestic tourists were asked to indicate demographic data (age, sex, edu‐
cational attainment, employment status, marital status, monthly salary) and
travel behaviour (travel party, travel decision maker, travel frequency per year,
time spent planning the trip, expenditure per individual, information sources,
accomodation, lenght of travel, travel mode, main transport used). Prior to the
survey, a pilot study of 60 potential domestic tourists was conducted in Eskise‐
hir to get feedback on the fluency and the clarity of the questions. Based on the
results of pilot test, corrections were made on wordings of some specific tour‐
ism terms and some expressions were added in order to make it easier to un‐
derstand for respondents. Thus, face validity of the instrument was checked.
Sampling
Multistage sampling method was used in this study. In other words, sampling
involved three stages. In the first stage, quota sampling method, which is one
of the non‐probability sampling methods, was employed and provinces in Tur‐
key were identified as the criteria for the determination of sub‐populations.
Second stage involved a convenience sampling method since the selection of
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domestic tourists were left to interviewers. In the last stage of the sampling
judgemental sampling was used in author’s determination of the minimum
number of domestic tourists to be reached. More specificly, keeping the com‐
prehensive content of the research in mind, the number of sample was accepted
to be at least 5000. This number was expected to support the generalisability of
the findings. Besides this, reluctance of tourists to participate in the research
and the high probability of getting very low return rates were some other rea‐
sons to keep the sample number high.
The accomodation statistics of 2006 obtained from The Ministry of Culture
and Tourism were used for this study. To determine the quotas of domestic
tourists to be surveyed in each province, the proportion of number of arrivals
to the total number of arrivals in Turkey was calculated for each province. By
using these proportions, the number of tourists to be surveyed from each prov‐
ince was calculated. In other words, the sample number was high if the number
of tourist arrivals were high. By repeating the same method for each province,
the total number was guaranteed to be 5000.
Furthermore, the number of domestic tourists to be reached from each acco‐
modation establishments was calculated by taking into account the proportion
of number accomodation establishments in each province to the total number
of accomodation establishments. In other words, it was clarified how the num‐
ber of domestic tourists to be surveyed from each province should be distrib‐
uted according to accomodation establishments. The names and lists of acco‐
modation establishments were derived from Hotel Guide of Turkey 2008. After
the completion of establishment lists for each provinces, it was totally left to the
initiative of interviewers to select which establishments to go and which do‐
mestic tourists to choose from these establishments. Domestic tourists were in‐
terviewed in accomodation establishments during their stay. The ones who
agreed to participate were given the opportunity to take interviewer’s assis‐
tance due to their wish. For the ease of data collection, interviewers were pre‐
dominantly chosen from the employees of accomodation establishments.
Data Collection
After the identification of names and addresses of interviewers, questionnaires
were posted to interviewers who agreed to take part in the data collection step.
Interviews took place in different accomodation establishments in 52 provinces.
The return rate of questionnaires was 81.04% with 4052 completed question‐
naires out of 5000 questionnaires delivered. 3915 of these questionnaires were
found to be usable for further examination. For the purposes of this study, a
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valid sample of 270 cases was identified from the initial set of 3915 respon‐
dents. More definitely, a questionnaire was considered valid if the respondent
chose the “culture” as the primary aim of travel. By doing so, 270 domestic
tourists were considered to be cultural tourists and were taken into considera‐
tion for further analysis.
Analysis
Data analysis was carried out in four steps in this study. In the first step, di‐
mensions underlying the motivations of domestic tourists were delineated by
factor analysis. Factor analysis of principal components with varimax rotation
produced eight factors which represented 52 motivational items. As suggested
by Jun and McCleary (1999: 187), factor scores derived from the factor analyses
were used as input in step two for clustering domestic tourists into market
segments. Cluster analysis aimed to generate homogenous groups of domestic
tourists as to their travel motivations. Both the hierarchical and non hierarchi‐
cal clustering methods were used respectively in order to decide on the opti‐
mum number of clusters. In the process of clustering individuals, homogenity
within the clusters and heterogeneity between clusters were tended to be rela‐
tively high (Hair et. al. 1998: 473). In the third step, a stepwise discriminant
analysis was conducted to learn the percentage of cases correctly classified. Fi‐
nally, chi‐square analysis was used to profile cultural tourist clusters based on
the demographic and travel behaviour data. Chi‐square analysis is generally
used for reinforcing cluster analysis results for the purpose of segment profil‐
ing (Uysal and McDonald 1989; Hsu, Kang and Wolfe 2002).
FINDINGS
First of all, demographic and travel behaviour characteristics of cultural tour‐
ists were identified. Nearly 44 per cent of the respondents were female while 56
per cent were male. In terms of age category, the majority (44%) were between
25‐44 years old. Most respondents (54%) had a bachelor degree. 28 per cent of
the respondents in this research were self‐employed while 22 per cent were re‐
tired. About 51 per cent of study sample stated that they were single and the
rest (49%) were married. Also, monthly salaries ranging from 751 to 1000 Liras
represented 30 per cent of the total. In terms of travel party, 44 per cent of re‐
spondents travelled with his/her spouse/partner. Most cultural tourists (34%)
made travel decisions themselves. Travel frequency per year ranging from 1 to
2 represented approximately 45 per cent of cultural tourists. Additionally, re‐
spondents mainly (39%) began to make plans 2 weeks before their travel. Ex‐
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penditure per individual was low with 22 per cent of respondents spending
only 751‐1000 Liras on average. Respondents nearly equally used travel agents
(30%) and Internet (29%) as their information sources. Hotels (56%) were the
most popular accomodation establishments among others. Nearly 42 per cent
of cultural tourists preferred to spend 5‐6 nights in these establishments. Travel
mode predominantly (55%) comprised of independent travels. Finally, Turkish
cultural tourists preferred busses (nearly 57%) as their main transport vehicle.
Identification of Motivations of Cultural Tourists
In the first step, principal component factor analysis was used to identify un‐
derlying motivation dimensions for cultural tourists. For this aim, 52 motiva‐
tional items were factor‐analyzed with a varimax rotation. First of all, Measure
of Sampling Adequacy (MSA) was calculated in order to identify the applica‐
bility of factor analysis. The results showed a MSA of 0.89, which falls in the
acceptable level (Hair et al. 1998: 99). Another measure to test the assumption
of factor analysis was Bartlett’s Test of Sphericity. The value of the test statistic
was 5060,988 and its significance level was 0.000. Out of 52 items, 14 were re‐
moved due to low factor loadings and complex structure and the remaining 38
motivational items produced eight factors with Eigenvalues greater than one
and explaining 62.9 per cent of the variance. Internal consistency reliability was
assessed using Cronbach’s Alpha for each of the factors. The results for each of
the factors ranged from 0.88 to 0.62, suggesting acceptable reliability (Bagozzi
and Yi 1988). The results of factor analysis were presented in Table 1.

Table 1. Factor Analysis of Motivational Items
Factors

Loadings

Factor 1: Adventure and Excitement
Look for adventure

0.757

Experience the excitement of travel

0.752

Be creative

0.748

Rediscover myself

0.683

Be pampered with the luxury of travel
experience

0.652

Take the risks involved

0.636

Factor 2: Culture and Knowledge
Travel to historical places

0.783

Learning new things (increasing knowl-

0.776

Eigenvalue

% of
variance

Cronbach’s
Alpha

11.01

28.98

0.88

2.80

7.37

0.83
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Total variance explained = 62.94

Visit a place I’ve always wanted to visit

0.744

Overall measure of sampling adequacy = 0.898

Experience different cultures

0.608

Bartlett’s Test of Sphericity = 5060.988 Significance = 0.000

Try different foods

0.583

Share skills and knowledge with others

0.580

Factor 3: Achievement and Authonomy
Obtain a feeling of achievement

2.35

6.18

0.86

2.06

5.44

0.69

1.69

4.45

0.81

1.53

4.02

0.76

1.31

3.45

0.70

1.14

3.01

0.62

0.750

Be free to make my own choices

0.738

Engage in challenging physical activities

0.724

Improve my self-confidence

0.696

Test my endurence

0.573

Factor 4: Physical Rest
Take a rest

0.756

Relax physically

0.710

Change the routine way of life

0.613

Have time for myself

0.577

Have fun

0.478

Escape from busy jobs

0.478

Factor 5: Sports
Sports participation

0.860

Sports spectating

0.802

Get exercise

0.745

Meeting friends

0.509

Factor 6: Escape
Escape social pressures
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0.814

Escape personal pressures

0.809

Be on my own (be free)

0.601

Factor 7: Family Togetherness
Visit places family came from

0.848

Do something with my family

0.743

Visit family and relatives

0.716

Reflect on my religious values

0.548

Factor 8: Novelty and Fun
Just to travel, to go somewhere

0.703

Sunbathing

0.614

Go dancing, to Clubs and Disco

0.523

Talk about the places I’ve visited

0.436

Delineated factors were labeled based on higher loadings. Also, common
characteristics of the statements included in each factor were taken into ac‐
count. More specificly, the first factor included six statements: “look for adven‐
ture”, “experience the excitement of travel”, “be creative”, “rediscover myself”,
“be pampered with the luxury of travel experience” and “take the risks in‐
volved”. This factor was named “Adventure and Excitement” and explained
28.98 per cent of total variance with an Eigenvalue of 11.01. The second factor
was named “Culture and Knowledge” and included six motivational state‐
ments: “travel to historical places”, “learning new things (increasing knowl‐
edge)”, “visit a place I’ve always wanted to visit”, “experience different cul‐
tures”, “try different foods”, “share skills and knowledge with others” and ex‐
plained 7.37 per cent of total variance. The third factor, “Achievement and Au‐
thonomy”, consisted of five statements: “obtain a feeling of achievement”, “be
free to make my own choices”, “engage in challenging physical activities”,
“improve my self‐confidence”, “test my endurence”. This factor had an Eigen‐
value of 2.35 and explained 6.18 per cent of the variance. The fourth factor had
six statements: “take a rest”, “relax physically”, “change the routine way of
life”, “have time for myself”, “have fun”, “escape from busy jobs” and was
named “Physical Rest”. This factor had an Eigenvalue of 2.06 and explained
5.44 per cent of the variance. The fifth factor, “Sports”, included four state‐
ments: “sports participation”, “sports spectating”, “get exercise”, “meeting
friends” with an explanation of 4.45 per cent of the total variance. The sixth fac‐
tor was named “Escape”. This factor included three statements: “escape social
pressures”, “escape personal pressures”, “be on my own (be free)” and ex‐
plained 4.02 per cent of variance with an Eigenvalue of 1.53. The remaining two
factors were labeled “Family Togetherness” and “Novelty and Fun” and ex‐
plained 3.45 and 3.01 per cent of the total variance, respectively.
Identification of Cultural Tourist Clusters
Having identified the motivational factors, the study then applied a cluster
analysis to divide cultural tourists into homogenous segments based on their
travel motivations. Factor scores were used as inputs in cluster analysis since
factor scores are more reliable than single variables (Jun and McCleary 1999:
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187). Both the hierarchical and non‐hierarchical methods were employed in
cluster analysis. By this means, results of two methods were compared with
each other (Hair et.al. 1998: 492). After the examination of agglomeration
schedule, group memberships, dendrogram and group sizes, the optimum
number of clusters was identified as five. Table 3 gives the results of cluster
analysis based on motivational factors of cultural tourists. Also, the importance
of each factors for cultural tourist clusters is summarized in Table 2. Briefly,
eight motivational factors were significant (p<.05) for five clusters.
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clusters were named “Relax Seekers”, “Sports Seekers”, “Family Oriented”,
“Escapists” and “Achievement and Authonomy Seekers”, respectively.
Discriminating Motivational Factors and Examination of Classification
Results

1

2

3

4

5

0.117

-0.030

-0.550

0.365

0.125

5.473

0,000

0.505

-0.301

-0.493

0.203

0.259

11.628

0,000

0.179

-0.400

-0.597

-0.122

1.641

42.336

0,000

1.060

-0.478

-0.246

-0.599

0.208

57.971

0,000

In the third step of the analysis, multiple discriminant analysis (MDA) was per‐
formed to understand the uniqueness of each of the five clusters. Discriminant
analysis is specifically used to correctly classify cases into segments (Brace,
Kemp and Snelgar 2006: 276). In this study, discriminant analysis primarily
helped to examine the classification accuracy of cultural tourists into five clus‐
ters. For this aim, assumptions of discriminant analysis was examined first.
Box’s M statistic was calculated and seperate group covariance matrices were
used since covariance matrices of the independent variables between five clus‐
ters were not equal (p<.05) (Schwab 2005; Tabachnick and Fidell 2007: 383). Be‐
cause this is a five‐group discriminant analysis, four statistically significant dis‐
criminant functions were developed. It was determined that eight motivational
factors showed significant differences among the cultural tourist clusters. Table
4 contains the results for four discriminant functions.

Sports

0.079

0.525

-0.679

-0.299

0.345

14.128

0,000

Table 3. Multiple Discriminant Analysis for Five Clusters

Escape

0.152

-0.517

-0.527

1.233

0.294

47.863

0,000

Function

Family Togetherness

0.113

-0.665

1.462

-0.242

0.422

59.479

0,000

1

2.186

38.6

38.6

0.828

898.
021

0.033

0,00
0

0.221

-0.201

0.203

0.221

0.769

7.550

0,000

2

1.658

29.3

67.9

0.790

593.
834

0.104

0,00
0

N

77

74

40

51

28

28.6

27.4

14.9

18.8

10.3

3

1.095

19.3

87.2

0.723

337.
181

0.277

%

0,00
0

4

0.724

12.8

100.0

0.648

143.
001

0.580

0,00
0

Table 2. Cluster Analysis for Cultural Tourists
Factors
Adventure and Excitement
Culture and Knowledge
Achievement and Authonomy
Physical Rest

Novelty and Fun

Clusters

F-ratio

P

As seen in the table, the motivational factors important to each cultural tour‐
ist clusters differientated from each other. Table 2 indicates that Cluster I
placed higher importance (1.060) on the Physical Rest factor than on the other
seven factors. The higher scores for motivational factors relative to each cluster
were as follows: Cluster II placed higher value on the Sports Factor (0.525).
Cluster III placed the highest value on Family Togetherness Factor (1.462). Es‐
cape was the most important motivation for Cluster IV (1.233) while Cluster V
placed higher importance on Achievement and Authonomy factor (1.641).
Based on the importance scores of each cluster for each motivation factors, five

Eigenvalue

% of variance

Total Variance (%)

Canonical Corelation

X2

Wilk’s
Lambda

p

As shown in Table 3, Function 1 explained 38.6% of the variance with an Ei‐
genvalue of 2.186. The remaining functions explained 29.3%, 19.3% and 12.8%
of the total variance respectively and had Eigenvalues ranging from 1.658 to
0.724. To determine which motivational factor contributed the most to each
function, discriminant function loadings were calculated. Table 5 shows the
motivational factors that contribute the most in differientiating five clusters.
For example, in function 1, Family Togetherness and Adventure and Excite‐
ment had the most power in differentiating the clusters from each other
whereas function 2 discriminated between clusters in terms of Physical Rest

Table 4. Discriminant Function Loadings
Functions
1

2

3

Sex

4

Family Togetherness

-0.516*

0.249

0.412

-0.193

Adventure and Excitement

0.177*

-0.004

0.040

0.131

Physical Rest

0.096

0.679*

-0.275

0.098

Culture and Knowledge

0.177

0.213*

0.016

0.209

Escape

0.305

-0.064

0.657*

0.233

Sports

0.160

-0.140

-0.264*

-0.257

Achievement and Authonomy

0.245

0.231

0.246

-0.698*

Novelty and Fun

-0.040

0.091

0.026

0.364*

Educational Attainment

Employment Status*

Marital Status

Monthly salary

* Largest absolute correlation between each variable and any discriminant function
Travel party

Following the calculation of discriminant function loadings, the validity of
functions were examined. The classification matrix was prepared for this aim.
According to Table 5, the discriminant functions gave a high degree of classifi‐
cation validity. More specificly, the classification matrix indicated that 97.4% of
the five clusters were classified correctly, representing a high validity rate.

Travel decision maker*

Travel frequency per year

Time spent planning the trip*

Table 5. Classification Results
Clusters

Original
Clusters

%

Predicted Group Membership
1

2

3

4

Total

5

1

75

0

0

2

0

2

2

71

0

1

0

74

3

0

0

40

0

0

40

4

1

0

0

50

0

51

5

1

0

0

0

27

28

1

97.4

0.0

0.0

2.6

0.0

100.0

2

2.7

95.9

0.0

1.4

0.0

100.0

3

0.0

0.0

100.0

0.0

0.0

100.0

4

2.0

0.0

0.0

98.0

0.0

100.0

5

3.6

0.0

0.0

0.0

96.4

100.0

97,4% of original grouped cases correctly classified.

Expenditure per individual

77
Information sources**

Accomodation*

Length of travel (nights spent)
Travel mode
Main transport used

*p < 0.01; **P<0.05

Achievement and
Authonomy
Seekers

Escapists

Characteristics of Clusters

Family
Oriented

Table 6. Differences among Motivation Based Clusters

Age*

Factors

175

Sports
Seekers

and Culture and Knowledge. In function 3, Escape and Sports differientiated
clusters the most. Also, in function 4, Achievement and Authonomy and Nov‐
elty and Fun had the most power in differentiating the clusters (see Table 4).
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15-24
25-44
45-59
Female
Male
Senior high school
Bachelor degree
Master degree or higher
Worker
Government employee

26.0
36.4
37.7
37.7
62.3
36.4
49.4
14.3
7.8
22.1

16.2
51.4
32.4
48.6
51.4
33.8
56.8
9.5
10.8
31.1

47.5
45.0
7.5
42.5
57.5
25.0
72.5
2.5
37.5
2.5

19.6
43.1
37.3
47.1
52.9
43.1
45.1
11.8
7.8
25.5

25.0
50.0
25.0
42.9
57.1
35.7
46.4
17.9
14.3
14.3

Self-employed (owner)

24.7

31.1

20.0

29.4

35.7

Retired
Student
Married
Single
751-1000
1001-1500
1501-2000
2001 and higher
Alone
Spouse/partner
Friend(s)
Tour
Myself
Spouse/partner
Family members
Travel agent
Friend(s)
1-2
3-4
5-6
2 weeks
4 weeks
6 weeks
8 weeks and more
500 and less
501-750
751-1000
1001-1500
1501-2000
Travel agent
Internet
Travel magazines
Friends and family
Hotel
Motel
Guesthouse
3-4
5-6
7 and more
Independent
Package tour
Domestic air
Bus
Private vehicle

31.2
14.3
53.2
46.8
26.0
24.7
37.7
11.7
26.0
41.6
20.8
11.7
36.4
11.7
16.9
14.3
20.8
46.8
27.3
26.0
27.3
40.3
18.2
14.3
23.4
19.5
20.8
18.2
18.2
33.8
24.7
31.2
10.4
39.0
22.1
39.0
41.6
36.4
22.1
50.6
49.4
16.9
61.0
22.1

18.9
8.1
54.1
45.9
24.3
33.8
25.7
16.2
10.8
45.9
29.7
13.5
44.6
18.9
20.3
8.1
8.1
50.0
24.3
25.7
32.4
32.4
13.5
21.6
18.9
18.9
25.7
17.6
18.9
33.8
32.4
18.9
14.9
64.9
13.5
21.6
35.1
41.9
23.0
67.6
32.4
29.7
43.2
27.0

7.5
32.5
30.0
70.0
37.5
30.0
17.5
15.0
15.0
32.5
35.0
17.5
25.0
27.5
7.5
10.0
30.0
32.5
42.5
25.0
85.0
10.0
2.5
2.5
17.5
15.0
15.0
30.0
22.5
35.0
47.5
12.5
5.0
77.5
15.0
7.5
12.5
50.0
37.5
50.0
50.0
7.5
67.5
25.0

21.6
15.7
51.0
49.0
25.5
33.3
29.4
11.8
9.8
52.9
19.6
17.6
29.4
19.6
27.5
13.7
9.8
37.3
43.1
19.6
29.4
27.5
29.4
13.7
21.6
21.6
19.6
17.6
19.6
19.6
23.5
33.3
23.5
54.9
21.6
23.5
41.2
39.2
19.6
51.0
49.0
13.7
56.9
29.4

25.0
10.7
46.4
53.6
50.0
17.9
10.7
21.4
7.1
46.4
32.1
14.3
25.0
14.3
17.9
35.7
7.1
57.1
32.1
10.7
42.9
39.3
7.1
10.7
21.4
17.9
32.1
7.1
21.4
25.0
17.9
39.3
17.9
46.4
14.3
39.3
35.7
46.4
17.9
50.0
50.0
17.9
64.3
17.9
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Differences Among Motivation Based Clusters

CONCLUSION

The fourth stage in the data analysis involved the delineation of segment char‐
acteristics. In this step, segment characteristics were determined based on the
differences among clusters. Chi‐square statistic was employed for the assess‐
ment of differences in terms of demographics and travel behavior dimensions.

This study aimed to clarify and profile Turkish cultural tourist segments based
on motivations, demographic and travel behaviour characteristics using a fac‐
tor‐cluster segmentation approach. The eight motivation factors which
emerged from this study included Adventure and Excitement, Culture and
Knowledge, Achievement and Authonomy, Physical Rest, Sports, Escape, Fam‐
ily Togetherness, Novelty and Fun. These factors were largely similar to the
existing literature about travel motivations of tourists. For example, Cha,
McCleary and Uysal (1995) named the motivation factors as: Travel Bragging,
Sports, Family, Adventure, Relax and Knowledge. Also, in a more recent study
by Chiang and Jogaratnam (2006), five motivational factors: Experience, Social,
Self‐Esteem, Relax and Escape accounted for 58.3% of the total variance.

As shown in Table 6, age, employment status, travel decision maker, time
spent planning the trip, information sources and accomodation were signifi‐
cantly different among five clusters. To give an example, Relax Seekers were
more likely to be between 45‐59 whereas Family Oriented cluster predomi‐
nantly involved individuals who were 15‐24 years old. Likewise, Escapists
were mostly comprised of self‐employed individuals while Relax Seekers were
mainly retired. Moreover, 39.3% of Achievement and Authonomy Seekers indi‐
cated that they preferred travel magazines as their primary information
sources. On the contrary, 47.5% of Family Oriented cluster indicated that they
used Internet to gather travel information and only 12.5% preferred travel
magazines. These findings reveals that different types of cultural types exist
and each type of cultural tourists show different characteristics. In Table 7, pro‐
files of five clusters of cultural tourists were displayed.

Table 7. Profiles of Five Clusters of Cultural Tourists
Clusters

Size
Motivation factor
Age
Employment
status

Relax Seekers
n=77

Sports Seekers
n=74

29%

Achievement and
Authonomy Seekers
n=28

Family Oriented
n=40

Escapists
n=51

27%

15%

19%

10%

Sports

Family Togetherness

Escape

Achievement and
Authonomy

45-59

25-44

15-24

25-44

25-44

Retired

Government
employee and
self-employed

Student

Selfemployed

Self-employed

Travel agent

Physical Rest

Travel decision
maker

Myself

Myself

Spouse/partner

Myself and
family members

Time spent
planning the trip

4 weeks

2 weeks or 4
weeks

2 weeks

2 weeks or 6
weeks

2 weeks

Information
sources

Travel agent

Travel agent and
Internet

Internet

Travel magazines

Travel magazines

Accomodation

Hotel and
Guesthouse

Hotel

Hotel

Hotel

Hotel

The results indicated the presence of five types of cultural tourist in the do‐
mestic tourism market. According to the results, it was confirmed that many
types of cultural tourists exist and there is not a prototype of cultural tourist. In
other words, the study reflected that so‐called cultural tourists travelled with
primary motivations ranging from Physical Rest to Achievement and Authon‐
omy. Strikingly, none of the cultural tourist types emerged with the primary
motivation of Culture and Knowledge.
Generally speaking, the results of this study showed the validity of using
motive‐based segmentation approach in segmenting domestic tourism market.
Because it was understood that not all the cultural tourists travelled with the
motivation of having deep cultural experiences. Rather, Culture and Knowl‐
edge was only important to some degree for the Relax Seekers. Likewise,
Sports Seekers travelled mainly for the opportunity of engaging in sports ac‐
tivities. Family Oriented cluster saw travel as a chance for having some time
with family and relatives. Escapists travelled with one of the most well‐known
travel motives; Escape. Finally, Achievement and Authonomy Seekers, the
smallest cluster, wanted to obtain the feeling of achievement.
This study contributed to the assumption that not all the cultural tourists
have the same degree of interest in the cultural experience of tourism. Cultural
tourists’ engagement in cultural tourism with different travel motivations re‐
quires a careful and detailed marketing look at the needs and wants of cultural
tourist types. In other words, different types of cultural tourists respond to dif‐
ferent types of activities, awareness levels of cultural tourism attractions and
the amount of pre‐trip research undertaken (McKercher and du Cros 2003: 46).
The fact that cultural tourists have motivations other than simply culture
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makes it clear that individuals unconsciously or purposively want to have a
complex travel experience which contains ingredients such as entertainment,
fun, sports, adventure, family togetherness and also culture to some degree.
Keeping this in mind, it may be a good idea that cultural tourism products
should partly involve entertaining and relaxing elements or sports acvitivities.
In other words, it may provide benefits to create a combination of both cultural
and non‐cultural components while offering cultural tourism products. To ex‐
emplify this, visits to cultural landscapes can be accompanied with sightseeing
tours or other city attractions such as shopping centers. Furthermore, historical
museums can be turned into “living museums” which offer visitors the chance
of participating and experiencing traditions of ancient ways of living. This
would bring more fun and excitement to the conventional visits to museums.
Also, cultural tours to historical ruins may be added adventurous sports activi‐
ties like rafting, horse riding and biking which inspire the feelings of achieve‐
ment and challenge to cultural tourists.
The study also identified differences between cultural tourist types in terms
of demographic characteristics and travel behaviour. Briefly, significant differ‐
ences were observed between the tourist clusters in terms of age, travel deci‐
sion maker, information sources and etc. For this reason, the profiles of tourist
clusters should also be taken into consideration while deciding on the market‐
ing mix elements. For example, cultural tourism products developed for Family
Oriented cluster should be communicated through Internet and sold at a re‐
spectively low price. On the other hand, travel agents would be the most suit‐
able communication channel for Relax Seekers and Sports Seekers. Similarly,
Escapists frequently used travel magazines as their primary information
sources. Thus, a cultural and scenic journey by bike targeting Escapists should
be best advertised in bikers’ popular travel magazines.
Like any other research, the present study has some limitations. First of all,
the sample number was kept low since the number of tourists whose primary
motivation for travel was “culture” was only 270 out of the whole population.
That should be taken into consideration while interpreting the results. Sec‐
ondly, travel motivation was the basic segmentation variable in this study. Yet,
other segmentation criteria such as benefits realized and activities participated
may augment the delineation certainity of tourist clusters. Third and the most
important limitation derives from the fact that cultural tourists’self‐reported
perceptions were examined, not their actual behaviours. For this reason, an in‐
dividual who strongly agreed that sports participation motivated him/her to
travel may not have actually travelled for sports. Still, the present study is be‐
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lieved to introduce a new marketing perspective for Turkish industry practi‐
tioners since the domestic tourism literature lacks research findings related to
segmentation of Turkish cultural tourism market. Further studies may conduct
research on foreign tourists who are believed to be a more important target for
cultural tourism industry proffesionals.
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ABSTRACT
Locus of control can be categorized into two dimensions as internal locus of control
and external locus of control. Individuals with strong external locus of control tend to
believe their successes, failures, good or bad fortune, consequences or results in their
lives are controlled by the outside environment, instead of themselves. On the other
hand, individuals with strong internal locus of control believe that they are in control
of reaching their goals, successes, failures or any consequences in the future by their
own personalities. This study examined the relation between the work of locus control, job satisfaction and task performance of the restaurant service employees. Findings show that individuals who have internal locus of control tendencies have high
task performance and job satisfaction in comparison with the individuals who have
external locus of control.
Key words: work locus of control, task performance, job satisfaction.

INTRODUCTION
The work locus of control concept accepted as a personality property has be‐
come subject to various researches since 1960s. The examination of the relative
literature about this subject shows that the perception of the locus of control is
not the topic of a certain area of specialization; in contrast, it is made an exami‐
nation subject by felt an interest in many scientific areas of specialization. Be‐
sides, learning theorists making studies concerning fear and stress, social psy‐
chologists making studies concerning loading processes and psychotherapists
trying to analyze desperation of patients and self‐confidence shortage problems
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have also contributed to the development of the literature concerning the per‐
ception of the control (Demirkol 2006). Many people, no matter what the condi‐
tions are, have the tendency of loading casuality to themselves. Some people
have the tendency of thinking actions are under the control of inner factors,
some have the tendency of thinking they are under the control of conditions.
According to personality theorist Rotter (1966), if individuals live a reinforce‐
ment which they can not control for long time, they develop the belief that they
are powerless. The individual can form a generalized reinforcement expecta‐
tion as a result of repetitive perceptions in every area he lives during his
growth process.
Depending on this formation, the individual can adopt a general belief that
his general expectations, reward (in organizational meaning, includes wage,
promotion, suitable conditions and general career development), support and
life outputs are either under the control of him or powers outside him (chance
or fate) (Spector 1988). Across daily life events, while someone thinks they con‐
trol events and become dominant over the situation, someone thinks the oppo‐
site of this. Rotter, to explain these differences, has differentiated two types of
people as those believing that events are under the control of them (events as a
result of inner conditions) and those not believing this (events as a result of
outer conditions) (Bilgin 2000). Rotter’s locus of control is not a typological
concept. In other words, the locus of control is a dimension of perception,
which can change from less to much, and personality showing continuity. Peo‐
ple don’t separate, in a certain way, into two groups as people with internal
locus of control and external locus of control (Dağ 1990). It is considered that
the locus of control is a continuous specialty personally and relatively. It must
be taken into account that this specialty can change with experiences of the in‐
dividual (Demirkol 2006).
Rotter (1966) argue that the external locus of control is adopted as typical
results of chance, destiny and fate if a reinforcement or result is perceived by
the individual as that it results in without depending on his own behaviors. In
addition to this, the individual can see big and complex powers framing him‐
self as the cause of events. Individuals believing that events happening to them
are determined not by themselves but rather by outer powers are defined as
external locus of control people according to the degree of these beliefs (Basım
and Şeşen 2007). The belief of the person, who perceives events and situations
depending on his own behavior or his relative permanent characteristics, is de‐
fined as internal locus of control (Küçükkaragöz 1998). According to Rotter
(1996), individuals having internal locus of control show sensitivity to envi‐
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ronmental stimulants or changes, believed to contribute to themselves, in de‐
termining behaviors of them in the future more than individuals having exter‐
nal locus of control, and take steps in changing environmental conditions more
than individuals having external locus of control, and give importance their
abilities or successes/failures more than individuals having external locus of
control (Solmuş 2007).
It is seen that apparent differences reveal concerning internal and external
locus of control individuals’ behavior moulds in the work environments. Spec‐
tor (1988) has claimed that external locus of control people become more suc‐
cessful in the duties taking the company procedures and policies as basis and
that people working as internal locus of control become more successful in the
duties in which they can act independently and plan independently. He has
said that individuals who have internal locus of control tendencies have more
commitment to their own organizations than who have external locus of con‐
trol and become more satisfied of their works. He has also stated that internals
have stayed for longer hours in their works and have the tendency of exhibit‐
ing higher performance (Spector 1988). In the same way, it is known that indi‐
viduals having internal locus have more commitment to their works (Mitchell,
Smyser and Weed 1975). In a research in which the relation between locus of
control and three components of the commitment to the change (affective‐
continuance‐normative commitment) is examined, it is seen that while indi‐
viduals having high internal locus of control look at the commitment to the
change as more emotional and formalistic, individuals having high external
locus of control support the continuance in the change and conform to the
change process more easily (Chen and Wang 2007). In another research made
between employees, it was seen that internals had more commitment to the
work than externals. In the same way, it was determined that this relation was
more powerful in males than females. Moreover, it was found that cultural
values occurring in analyses affected the relation between the person’s age and
work experiences’ locus of control (Reitz and Jewel 1979). In a study made on
the culinary art workers in Taiwan, the relation between the locus of control,
demographical variables, job satisfaction, work stress and the tendency of leav‐
ing work. Results show that male culinary art workers have higher internal lo‐
cus of control than female culinary art workers. It was detected that internal
locus of control was positively and so apparently related with the worker satis‐
faction, feeling possession to the kitchen but negatively related with the work
stress and the tendency of leaving work (Huang 2006).
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The findings of the significant relation between internal‐external locus of
control and work satisfaction are seen in various researches (Organ and Greene
1974; Salazar, Pfaffenberg and Salazar 2006). Slazar, Pfaffenberg and Salazar
(2002), in a research they made on hotel managers, determined that individuals
having the tendency of internal locus of control became more satisfied of their
works and became more motivated. As totally opposite of this, it was found
that individuals having external locus of control became less satisfied. Spector
et al. (2002), in a research they made in 24 different countries, arrived to the
result that the relation between the job satisfaction and the locus of controls
could be universalized. In the study made by Pryer and Distefano, the relation
was established between the job description index and the internal‐external
locus of control. According to the data, it was seen that those with external lo‐
cus became less satisfied of their jobs. In the result of all studies made, it was
seen that employees who have internal locus of control was satisfied of their
jobs more than externals. In the studies made towards managers, it was seen
that internal locus of control employee became more satisfied of the manage‐
ment style of the participant manager than externals.
On the other side, it was detected that externals became more satisfied of
working with guiding managers than internals. Some research revealed that
internal locus of control employees perceived they more controlled their own
destiny under the participant management style but externals found the par‐
ticipant management style as excessively disheartening and this management
style structured over them inadequately. Also it is stated that internal locus of
control individuals more thought the results of their own behaviors would
bring them an allowance as a reward than externals (Mitchell, Smyser and
Weed 1975). Mitchell et al. (1975), by taking way from that, found that internal
and external locus of control directors behaved different from each other. Ac‐
cording to them, a more repressive and coercive power is applied over the em‐
ployee controlled by an external locus of control director (such as being laid off
and being threatened). Internal locus of control directors applies a more per‐
suasive power like encouraging employees. They argued out that subordinates
who have internal locus of control became more pleasant at working with
chiefs applying participant management and the externals became more pleas‐
ant at working with guiding chiefs in business life. Anderson, Hellriegel and
Slocum (1977) found that directors with internal locus of control passed to the
task tendency faster and exceeded this more easily than externals. Goodstadt
(1973) argued out that externals benefited from pressure centered power and
made this by applying threat and internal locus of control directors more be‐
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lieved the reassuring power (Anderson and Schneier 1978). Beldona and İsmail
(2002), in a study they made on students, determined that internal students
took higher points than externals and became more successful. Seeing written
things based on the above literature, to determine the locus of controls of the
service employee working in restaurants and to examine the relation between
the locus of controls and performance and job satisfaction compose the aim of
the research.
METHODOLOGY
In the research the relation between locus of controls, performances and job
satisfactions of employees in first class restaurants carrying on activities in An‐
talya city center was examined. Moreover, the validity and the reliability of
Spector’s (1988) work locus of control scale was tested in Turkish. In this part
information concerning the method and findings of the research will be taken
place.
The research was applied on the service employees whom are working in 22
first class restaurants in Antalya city center and the data was selected via snow
ball sample. The prepared questionnaires were distributed to the restaurant
service employee and applied with voluntary attendance way. Before starting
to answer questions taking place in the survey, information concerning the aim
and scope of the study was given. 200 surveys were distributed to the service
employee and 192 of distributed surveys returned. Since some employees filled
the survey inadequately and wrongly, 23 surveys were not included in the
evaluation. The analysis of the research was made and evaluated according to
169 surveys.
In the research the survey form including Spector’s (1988) work locus of
control scale, Goodman and Svyantek’s (1999) contextual and task performance
scale and Oldham and Hackman’s (1980) job satisfaction scale’s Turkish valid‐
ity of which was made by Güler (1990) and demographical information was
used as the data collecting tool. Psychometrical properties of scales are as be‐
low:
The work locus of control scale composes two dimensions as internal locus
of control and external locus of control, and the contextual and task perform‐
ance scale composes three dimensions as altruism, conscientiousness and task
performance. They were asked to be given answers to items composed of 39 as
the work locus of control 16, task performance scale 9 and job satisfaction scale
14 according to a scale having 5 categories. In the result of reliability analysis, it
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was determined that 2 of 16 items became ineffective in measuring the work
locus of control and in analyses they were kept out of the scope. In order to de‐
termine reliability of remaining 14 criteria, Cronbach Alpha value was calcu‐
lated. This value was found out 0.702. Any article throw was not needed to
measure job satisfaction of employees. The analysis was made according to 14
items taking place in measuring job satisfaction. In measuring task perform‐
ance, all of the total 9 items were analyzed. Reliability coefficients made on
scales were determined as job satisfaction 0.893 and task performance 0.869. It
can be claimed the scale has reliability due to the criteria ≥ .70 for Cronbach’s α
which can be accepted as reliability criterion in the given coefficients (Nete‐
meyer, Bearden and Sharma 2003).
The data collected through the survey form were analyzed in SPSS package
program. In interpreting the data concerning demographical variables, it was
benefited from frequency and percentage analysis. In order to determine which
dimensions the restaurant service employee’s work locus of controls and task
performances level composed, the explanatory factor analysis was applied on
items taking place in the scale. In order to determine the roles of the work locus
of controls over task performances and job satisfactions of employees, the re‐
gression analysis was made.
FINDINGS
In findings concerning demographical variables, 86.8% of employees working
in the scope of the research are male and 13.2% are female. While 59.2% of em‐
ployees are single, 39.6% of them are married. In the distributions according to
duties of employees, 20.7% of them work as busser, 61.5% waiter as steward
and 16.6% work as chief. The great majority of the restaurant service employees
attending to the survey consist of 18‐25 age employees as 42.6% and 66.3% of
them are high school graduate. In demographical information of those answer‐
ing the survey, there is the value that two people are missing.
Factor Analysis
In order to determine dimensions forming the work locus of control levels of
employees attending to the research, the factor analysis was applied on 16
items taking place in the survey. Two of articles were removed from the analy‐
sis since they were below 0.50 communality values. In order to simplify the in‐
terpretation of factors, Varimax rotation method was utilized. In the light of
these explanations, while the result of the factor analysis applied on 14 articles
in the scale was determined as 2 dimensions in the literature, a three‐
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dimensional solution was reached in this research. In Table 1, the three factors
got in the result of the factor analysis and core values related with these and
variance explanation ratios and the factor load values stating with which factor
each article in the scale was related with were shown. KMO (Kaiser‐Meyer‐
Olkin Measure of Sampling Adequacy) value showing the condition of apply‐
ing the factor analysis to the research data was calculated as a quite satisfying
value in 0.815 levels. Bartlett’s Test of Sphericity showing that significant fac‐
tors or variables could be got was calculated as 647.096 and it was seen that this
value became statistically significant in 0.001 level. The total variance explana‐
tion ratio of 3 factors got in consequence of the factor analysis realized in
53.67% levels.
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Eigenvalue

3,818

2,441

1.255

Persentage of Variance

27,274

17,433

8,965

Scale’s Alpha Coefficient

*There items should be reverse scored.
Note: Response choices are: 1=Strongly disagree 2= Disagree 3= Agree do not agree 4= Agree 5= Strongly Agree

In Table 2 to determine the task performance dimensions of employees, the
factor analysis was realized on 9 items.
Table 2. Task Performance (Factor Analysis)
Items

Table 1. Work Locus of Control (Factor Analysis)
Items

External

Internal- 1

Internal -2

,702

Task Performance

Is competent in all areas of the job, handles tasks with proficiency.

,794

Demonstrates expertise in all job-related tasks.

,750

,666

Appears suitable for a higher level role.

,724

In order to get a really good job, you need to have family
members or friends in high places.

,730

Performs well in the overall job by carrying out tasks as expected.

,653

Could manage more responsibility than typically assigned.

,639

Promotions are usually a matter of good fortune.

,871

Fulfills all the requirements of the job.

,639

When it comes to landing a really good job, who you know
is more important than what you know.

,692

KMO

,874

Making money is primarily a matter of good fortune.

,722

Bartlett’s Test of Sphericity

889,111 /,001

It takes a lot of luck to be an outstanding employee on most
jobs.

,635

Eigenvalue

5,467

Persentage of Variance

36,447

Scale’s Alpha Coefficient

86,9

Getting the job you want is mostly a matter of luck.

The main difference between people who make a lot of
money and people who make a little money is luck.

,739

*A job is what you make of it.

,783

*On most jobs, people can pretty much accomplish whatever they set out to accomplish.

,668

*If employees are unhappy with a decision made by their
boss, they should do something about it.

,705

*Promotions are given to employees who perform well on
the job.

,523

*If you know what you want out of a job, you can find a job
that gives it to you.

,612

*People who perform their jobs well generally get rewarded.

,793

*Most people are capable of doing their jobs well if they
make the effort.

,550

KMO

,815

Bartlett’s Test of Sphericity

647,096
/,001

Nine articles take place in the original scale’s task performance dimension. 3 of
articles were extracted from the analysis since their communality values were
under 0.50. When Table 2. is examined, it is seen that it occurs in a single di‐
mension as in the original scale of the data set. In order to simplify the interpre‐
tation of factors, Varimax rotation method was utilized. The factor was named
as task performance. KMO (Kaiser‐Meyer‐Olkin Measure of Sampling Ade‐
quacy) value was calculated as 0.874. Bartlett’s Test of Sphericity showing that
significant factors or variables could be got in the research data was calculated
as 889.111 and it was seen that this value became statistically significant in
0.001 level. The variance explanation ratio of the task performance dimension
realized in 36.44% levels. The eigenvalue of the factor is 5.467.
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Correlation Analysis
In the research the relation between the work locus of controls, contextual and
task performance and job satisfaction of the restaurant service employee was
tested and the effect of the work locus of controls on performance and job was
measured. In the below Table 3, the correlation analysis between the work lo‐
cus of controls, performances and job satisfactions of employees are shown.
Table 3. Relation between Work Locus of Control, Task Performance Dimension and Job
Satisfaction (Correlation Analysis)
Satisfaction

External

Internal- 1

Internal-2

Satisfaction

1

External

-,085

1

Internal-1

,154*

,011

1

Internal-2

,282

-,137

,342**

1

Job Performance

,118

-,053

,335**

,270**
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In consequence of the regression analysis, R2 value was calculated as a satisfac‐
tory value in 211 level. F value determined as 23.441 is statistically significant
in 0.000 level. When the model in Table 4 is examined, it is observed that inter‐
nal locus of control‐1 and internal locus of control‐2 dimensions among three
dimensions are independent variables affecting task performance. When
looked at β values, it is seen that internal locus of control‐1 dimension having
1.291 has more role over task performance. The dimension influincing task per‐
formance in the secondary level is ,599 coefficient and internal locus of control‐
2 dimension.

Job Performance
Table 5. Role of Work Locus of Controls over Job Satisfaction (regression analysis)

1

Β

t value

constant

32,494

9,450

Significance Level
,000

Internal-2

1,054

3,800

,000

* significant in 0,05 level
** significant in 0,01 level

In Table 3 a significant relation between job satisfactions and internal locus of
control‐1 dimensions (r=154) is seen in linear 0.05 level according to correlation
analysis showing power and direction of the relation. It was determined that
there was a significant relation between internal locus of control‐1 and task per‐
formance (r=335) in 0.01 level. It is seen that there is a significant relation be‐
tween internal locus of control‐2 dimension and task performance (r=270) di‐
mension in 0.01 level.
Regression Analysis
In regression analysis, if there is a role of a variable over another variable is
looked at. Therefore regression analysis was made to determine the role of the
work locus of controls over task performance and job satisfaction. In the analy‐
sis the effect of the work locus of controls on performance and satisfaction was
tried to be measured.
Table 4. Role of Work Locus of Controls over Task Performance (Regression Analysis)
Β

t value

Significance Level
.000

Constant

42,258

14.525

Internal-1

1,291

4.929

.000

Internal-2

,599

2.782

.006

In the result of regression analysis to determine the role of work locus of con‐
trol dimensions over job satisfaction, R2 = ,282 was found and F value was cal‐
culated as 14.439 in ,000 level significantly. It is seen that a single role of inter‐
nal locus of control‐2 dimension (β =1,054) over job satisfaction is available.
CONCLUSION
This study examined the relationship between the work of locus controls, job
satisfaction and task performance of the restaurant service employees. While
Spector’s (1988) original work locus of control scale occurs in a structure of two
factors, in this study it forms a structure of 3 factors. External locus of control
articles did not show ant dissociation but it was seen that internal locus of con‐
trol occurred in two separate dimensions. Dimensions were attributed as inter‐
nal locus of control‐1 and internal locus of control‐2. In the study made by
Oliver, Jose and Brough (2006), it was found that internal locus of control sepa‐
rated into two different factors and that the work locus of control showed har‐
mony in three‐factor model. In this direction, it is suggested that the work locus
of control scale of Spector (1988) should be applied within a wider sample and
the factor structures should be supported with the confirmative factor analysis.
It was found that there was a relation between the work locus of controls, task
performances and job satisfactions of the restaurant service employees. It is
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seen a positive significant relation between internal locus of control‐1 dimen‐
sion and job satisfaction (r=154) and task performance (r=335).

Güler, M. (1990). Endüstri işçilerinin İş Doyumu ve İş Verimine Depresyon, Kaygı ve Diğer Bazı
Değişkenlerin Etkisi (Yayımlanmamış Doktora Tezi). Ankara: Hacettepe Üniversitesi Sosyal
Bilimler Enstitüsü.

Moreover, it was detected that there was a positive relation between inter‐
nal locus of control‐2 dimension and task performance (r=270). According to
these results, it is seen that there is a relation between that service employees
have a tendency to internal locus of control and task performances and job sat‐
isfactions. We can say that individuals with internal locus of control show more
task performance and have higher job satisfaction. We can say that internal lo‐
cus of controls has a role over task performance in determining the role of locus
of controls over task performance. In determining the role of locus of controls
over job satisfaction, we can say there is the role of 2 dimensions of internal lo‐
cus of control. According to the above results, the study we made shows that
there is a relation between locus of controls and task performance and job satis‐
faction. Findings of the study are also supported by the literature. It is consid‐
ered that the study sheds light on other academicians working in areas con‐
cerning organizational behavior in tourism and human resources and on sector
managers. We predict that locus of controls have one dimensional will help us
to deeply understand employees and their attitudes towards work.

Huang, H. (2006). Understanding Culinary Arts Workers: Locus of Control, Job Satisfaction, Work
Stress and Turnover İntention, Journal of Foodservice Business Research, 9:151‐168.
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ABSTRACT
Cultural background is a crucial factor that affects tourists’ perceptions and behaviors.
Understanding of cross-cultural differences and their effects on assessing tourist destination information is essential for making effective promotional decisions and designing useful communication campaigns. Using Importance-Performance Analysis
(IPA), this study investigated cross-cultural differences among Chinese, Japanese and
English-speaking travelers’ perceived importance and performance of five dimensions
of tourist information about South Korea. Data were collected using self-administered
questionnaires from 320 international travelers to South Korea. The five dimensions
of tourist information were identified using exploratory factor analysis: tourism resources; transportation; accommodations/ amenities; shopping; and food. The results
indicated that food for Japanese, accommodations/ amenities for Chinese, and tourism resources for English-speaking travelers were the most important tourism attributes for making travel destination decisions. The IPA grids illustrated that: (1) food for
Chinese, and tourism resources and food for English-speaking travelers fell into the
Concentrate Here quadrant; (2) food and shopping for Japanese, accommodations/amenities and shopping for Chinese, and accommodations/ amenities and
transportation for English-speaking travelers in the Keep Up the Good Work quadrant;
(3) tourism resources, transportation, and accommodations/amenities for Japanese,
transportation for Chinese, and shopping for English-speaking travelers in the Low Priority quadrant; and (4) tourism resources for Chinese in the Possible Overkill quadrant.
Implications for destination markets and research are discussed.
Key words: tourist information, cross-cultural differences, importance-performance
analysis, South Korea, Chinese, Japanese and English-speaking travelers.
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INTRODUCTION
Nowadays, with increasing interest in “new” travel experiences and curiosity
about international destinations, tourists tend to search for more tourism in‐
formation than in the past. Understanding how tourists acquire information
has become essential for making marketing management decisions, designing
effective communication campaigns, and delivering services (Gursoy and
Mccleary 2004). Consequently, promotion for tourism should deliberately con‐
sider tourists’ information needs and search behaviors. Studies on tourism in‐
formation in the tourism industry have focused primarily on consumer behav‐
ior theories. To develop the tourism industry as a complete system, tourism
information needs and search behaviors should be studied from various per‐
sepctives, including cross‐cultural communication.
In 2008, the total number of international tourist arrivals to South Korea was
5.7 million and the total spending by inbound tourists in South Korea was $9
billion. Although the global economic downturn has decreased overseas travel
in general, the growth in international tourist arrivals to South Korea has in‐
creased gradually. To be specific, compared to 2003, the number of inbound
tourists in 2008 had increased by 1.5% and total spending by 1.69%. Currently,
Japanese are the largest group of international tourists to South Korea, with a
market share of 38%; Chinese are the second largest international market, with
17% of total arrivals, followed by Americans (Euromonitor International 2009).
Figure 1 shows tourist arrivals from 1998 through 2008. Compared to 2007, the
total revenue of inbound tourism by Japanese tourists increased by 72.1 % be‐
cause of the strength of the Japanese yen against the Korean won, and Ameri‐
can tourist expenditures increased by 20 % in 2008 over 2007 (Korean Tourism
Organization 2009). Moreover, recent predictions of the number of interna‐
tional tourist arrivals in Korea in the near future indicate increases, primarily
due to the substantial number of tourists arriving from Japan. Because visa re‐
quirements have been waived for Chinese tourists visiting Jeju Island, the
number of incoming tourists from China has been increasing also. Given the
importance of inbound tourists, it is crucial to study international tourists’ in‐
formation search behaviors and information needs to deliver appropriate mes‐
sages to different potiential tourist markets. Moreover, tourism researchers
need to adopt a cross‐cultural perspective to reflect possible differences in con‐
sumer behavior (Dimanche 1994).
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Figure 1. International Tourist Arrivals by Three Market Segments.

Although considerable research has focused on information search behavior,
research on the use of information resources from a cross‐cultural perspective
has been limited. The purpose of this study was to explore cross‐cultural dif‐
ferences influencing information needs and search behaviors of three interna‐
tional market segments. This study also evaluated tourists’ assessment of Ko‐
rean travel information by measuring the difference between their assessment
of the importance of information elements before they toured Seoul (impor‐
tance), and their assessment of how well the information met their needs after
they visited (performance).
LITERATURE REVIEW
Due to increasing accessibility and discretionary incomes, potential tourists
from overseas markets have had increasingly more opportunities to travel
abroad. Thus, the tourism industry in many countries has faced an increase in
inbound tourists. As a result, interest in cross‐cultural studies in the tourism
field is growing. One of the most frequently adopted cross‐cultural frameworks
is based on Hofstede’s studies. Based on individual variables that comprise cul‐
ture, Hofstede (1980) identified four cultural value dimensions: power distance,
uncertainty avoidance, individualism vs. collectivism, and masculinity vs.
femininity. Hofstede (1991) later incorportated a fifth dimension, long‐term
orientation vs. short‐term orientation.
The power distance dimension relates to the degree of equality/inequality
between people in a particular society. A country with a high power distance
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score results from unequal distribution of power between people, while a low
power distance score indicates that a society does not emphasize differences in
people’s status, power or wealth. Uncertainty avoidance concerns the level of
acceptance for uncertainty and ambiguity within a society. A country with a
high uncertainty avoidance score will have low tolerance for uncertainty and
ambiguity. Low uncertainty avoidance, on the other hand, indicates a socitey
that is less concerned about ambiguity and uncertainty and has more tolerance
for change. The individualism vs.collectivisim score refers to the degree to
which a society reinforces individual or collective achievement and interper‐
sonal relationships. In other words, individualism is about your separateness
as a person while collectivism is about your obligation to others. The masculin‐
ity vs. femininity score pertains to the degree to which a society reinforces dis‐
tinctions between genders. Masculinity refers to a high level of differentiation
between genders, which typically includes support of traditional masculine
work role models championing male achievement, control and power. Con‐
versely, feminity means a lower level of differentiation between genders and
more equal job opportunities. Lastly, the fifth dimension, initiallycalled Confu‐
cian dynamism, deals with ‘time orientation’ and consists of two contrasting
poles: long‐term orientation and short‐term orientation. Long‐term orientation
refers to priority given to long‐term values of persistence and respect for tradi‐
tion while short‐term orientation represents short‐term values such as personal
status and interpersonal respect based on equality.
Hofstede and Bond (1984) conducted a study in nine countries using
Rokeach’s Value Survey (RVS), which is a classification system of values. Re‐
sults of the study replicated Hofstede’s four primary dimensions. They showed
that RVS values are correlated with Hofstedeʹs four dimensions. Consequently,
they supported the validity of Hofstede’s cultural value dimensions. Further‐
more, Lee and Lee (2009), Chen (2000), and Pizam and Jeong (1996) have ap‐
plied Hofstede’s value dimensions in the tourism field, and found that tourist
behaviors were distinguishable through Hofstede’s cultural value dimensions.
Cross-cultural Comparison Studies in Tourism
Numerous practitioners and researchers have conducted cross‐cultural studies
to identify how different cultures affect tourists’ behaviors and motivations.
Kozak (2001), in his comparison of travelers’ satisfaction levels between British
and German tourists visiting Turkey and Mallorca, revealed that British tour‐
ists were more likely to be satisfied with their travel than German tourists. In
that study, British tourists tended to be luxury travelers and German tourists
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tended to be coach travelers. As a consequence, the author stated that high
spending on travel could lead to British tourists’ higher satisfaction than Ger‐
man tourists. Kozak (2002) also investigated motivational differences between
British and German travelers visiting Turkey and Mallorca and found that
German travelers tended to be motivated more by cultural and physical attrib‐
utes of the place while British tourists had strong motivations for exploration
and adventure. Pizam et al. (2004) examined how psychological characteristics
of risk‐taking and sensation‐seeking affected travel behavior and choice of
tourist activities, and proclaimed that risk‐taking and sensation‐seeking (RSS)
were influenced, in part, by a person’s nationality. American and Irish tourists,
who had high RSS scores, tended to favor active, spontaneous, and self‐
organized trips. Alternately, Gabonese and Slovak tourists, who scored low on
the RSS, preferred indoor activities, comfortable vacations, and organized trips.
This study indicated that culture affected personality attributes. Reisinger and
Turner (1997) showed that the cultural backgrounds of Australians and Indo‐
nesians influenced their destination choices and travel decision‐making. Due to
the group‐oriented characteristics of Indonesian tourists, they preferred ‘doing
things together’ and were concerned about group decision‐making. Australian
tourists, on the other hand, were self‐oriented and, thus, preferred ‘doing one’s
own thing’ and cared less about social activities. However, there is lack of
cross‐cultural research that focuses on tourist information‐gathering. As the
first phrase of the vacation decision‐making process, information search is es‐
sential for choosing a destination; also, it helps tourists choose accommoda‐
tions, transportation, and tour packages (Kozak 2007). Nevertheless, research
on tourism information based on cross‐cultural factors has been limited.
Tourist Information Studies
By searching tourist information, prospective travelers are able to reduce un‐
certainty and enhance their destination knowledge (Osit, Turner and King
2009). To deliver useful information to travelers in places where they search,
travelers’ information search behaviors and information needs must be under‐
stood. Information search behaviors can be categorized into internal and exter‐
nal search behaviors (Chen 2000; Engel et al. 1999). Internal searching is based
on existing knowledge or past experiences stored in long‐term memory,
whereas external searching is based on a wide range of information sources.
When people think that internal information is insufficient, people tend to
search for external information. In general, external information is organized
into four basic elements: “personal (e.g., advice from friends and relatives),
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marketer‐dominated (e.g., advertisements in print and electronic media), neu‐
tral (e.g., third‐party sources such as travel agents and travel guides), and expe‐
riential sources (direct contacts with retailer)” (Money and Crotts 2003: 193).
Furthermore, the purpose of travel and the type of travel may determine in‐
formation search behavior. For example, business travelers and pleasure trav‐
elers might look for different information, use different sources, and have dif‐
ferent behaviors in obtaining information. Gursoy and Chen (2000) stated that
routine trips might need little external information search at all, but travel
abroad might need substantial external information. In summary, previous re‐
search shows purpose and type of travel influence tourists’ information search
behavior.
Classification of Tourism Information
To investigate how each factor of tourist information affects international tour‐
ists, tourist information must be classified. Buhalis (2000) listed attractions,
amenities, activities, services, accessibility, packages and experiences as attrib‐
utes of tourist destinations. Seabra et al. (2007: 1542) stated that tourist satisfac‐
tion depends on “the accuracy of specific information on destinations’ accessi‐
bility, accommodations, facilities, attractions and activities.” Suh and Gartner
(2004), in their study on international tourists’ preferences and trip expendi‐
tures, included cultural activities, food, shopping, and accommodations as their
preferred information variables.
Buckley and Font (2002) regarded tourism resource information as an im‐
portant attribute, which included tour products, cultural assets, attractions,
weather, and social environment data. According to the Korean Tourism Or‐
ganization (2007), transportation is the most important ‘first need’ information
for international tourists. If tourists find insufficient transportation information,
they are likely to change their destination. Transportation information includes
train, bus, and airline services. Buhalis (2000) stressed the important elements
of accommodations/amenities information: hotels, reservation services, per‐
formance timetables, and so on. Another category of tourist information is
shopping information. Yuksel (2004) highlighted the importance of shopping in
terms of its contribution to the economy. Furthermore, shopping has become
one of the favored motivations of foreign tourists who travel in Korea (Euro‐
monitor International 2009). Lastly, food information is needed. According to
studies about international traveler satisfaction, 51.6% of international travelers
were impressed by the food culture in Korea, and indicated the importance of
food information (Korea Tourism Organization 2007).
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In this paper, based on a literature review and characteristics of Korea’s
tourism, tourist information is classified into five factors: 1) tourism resource
information, 2) transportation information, 3) accommodations/ amenities in‐
formation, 4) shopping information, and 5) food information. This study exam‐
ined how foreign tourists thought about these factors before they participated
(importance) in Seoul tourism and how they rated their experience with the
information after they visited (performance). Finally, tourist information search
behavior was assessed based on cross‐cultural comparisons.
METHODOLOGY
Participants were English speakers (Australians, Canadians, US Americans,
and UK residents), Japanese, and Chinese tourists who were preparing to de‐
part from Korea at Incheon International Airport. Also, tourists who were at
popular tourist destinations in Seoul, such as Myeong‐dong and Insa‐dong,
were included as participants. As a massive shopping district, Myeong‐dong is
especially popular for young people and Japanese tourists. There are many ho‐
tels, restaurants, and facilities, such as hair salons, theaters, etc. Insa‐dong,
which is located in the middle of Seoul, is the district for traditional art and an‐
tique; there tourists can experience and see traditional Korean culture first‐
hand. Included are galleries, traditional teahouses and restaurants; every
weekend tourists can participate in festivals on the streets.
A survey was conducted using a self‐administered questionnaire between
August and September 2005. Five graduate students majoring in tourism man‐
agement who spoke Chinese, Japanese and/or English, gave instructions to
tourists who then completed surveys in the relevant language. Although the
study purpose was to measure differences between what foreign tourists
thought about information needs before they visited (importance) and what
they thought after they visited (performance), because of logistical challenges
of re‐contacting the same tourists after the visit as before, the importance and
performance assessments were done at the same time. Each participant was
given a Korean traditional snack as compensation.
One hundred fifty questionnaires were distributed to each tourist segment:
Chinese, Japanese and English speakers. In total, 320 usable questionnaires
were collected, representing a response rate of 71.1%. One hundred thirty ques‐
tionnaires were eliminated because they were incomplete or had an excessive
amount of missing data. The distribution of questionnaires, analyzed by num‐
ber of speakers of each language, was: Chinese (114), Japanese (87) and English
(119).
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Instrumentation
The questionnaire was developed in English, then translated into Chinese and
Japanese by fluent bilingual persons who studied tourism. Before finalizing the
questionnaire design, back translation was carried out by four bilingual per‐
sons to reduce translation bias (Van de Vijver and Hambleton 1996). The ques‐
tionnaire consisted of four sections: 1) tourist behavior, 2) importance of tourist
information, 3) performance of tourist information, and 4) respondent demo‐
graphics. The first section described tourist behaviors, including frequency of
visits, purpose of visit, length of stay, and information sources used. The ques‐
tion about information sources allowed them to respond with more than one
information source. The second and third sections asked about tourists’ ratings
of importance and performance of various elements of tourist information. A
five‐point Likert scale was used, ranging from 1 = not at all important to 5 =
very important, or 1 = not at all satisfied to 5 = very satisfied. These sections
comprised 23 items each, across five factors: tourism resources, transportation,
accommodations/amenities, shopping, and food. Demographic information
included gender, nationality, age, education level, marital status, and occupa‐
tion. Categorical response options were provided.
Data Analysis
Importance‐Performance Analysis (IPA) was employed to examine the gaps
between the importance foreign tourists gave to elements of tourist information
before they participated in their Seoul tour and their assessment of the informa‐
tion’s performance after they visited. Martilla and James (1977) originally sug‐
gested the IPA method. They argued that, to measure customer satisfaction ef‐
fectively, both expectations related to importance of specific attributes and ac‐
tual performance on these attributes should be measured. IPA combines meas‐
ures of attribute importance and performance on a two‐dimensional grid, and
generates four quadrants related to allocation of resources: ‘keep up the good
work,’ ‘possible overkill,’ ‘low priority,’ and ‘concentrate here’ (see Figure 2).
Each quadrant suggests different implications and suggestions. ‘Keep up the
good work’ quadrant indicates that attributes falling in this quadrant are rela‐
tively well managed in both importance and performance dimensions, so the
current status should be maintained. The ‘possible overkill’ quadrant indicates
that, even though customers give less importance to the attributes, the com‐
pany possibly focuses more than needed on these attributes. The ‘low priority’
quadrant indicates that attributes falling here are less important to users and
the company also focuses relatively less on them. The ‘concentrate here’ quad‐
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rant indicates that the importance rating of attributes is higher than the per‐
formance, so the company should improve its performance. As shown above,
IPA provides a way to differentiate easily between importance and perform‐
ance and gives strategic suggestions for allocation of resources.
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Chinese visited as part of group tours and 51,6% of the English‐speaking tour‐
ists visited for business. Interestingly, 48,8% of Japanese visited as individuals.
According to previous studies (Money and Crotts 2003; Pizam and Jeong 1996),
Japanese tourists tend to prefer group tour products to avoid uncertainty
avoidance, but this study showed a contradictory result, indicating a potential
cultural shift. Most English‐speaking tourists (74,6%) stayed seven days or
longer; 67,4% of the Japanese stayed 3‐4 days; and 49,1% of the Chinese stayed
5‐6 days. When searching for information source to choose a destination and
plan the trip, the Chinese heavily used TV/ radio (50,9%) and bro‐
chures/pamphlets (58%); Japanese most often used brochures/pamphlets
(43,5%) and the Internet (44,7%); and English‐speaking tourists used the Inter‐
net most (49,2%). Given this, the results show that each group tends to rely on
slightly different information sources. Travel behavior details are presented in
Table 1.

Table 1. Travel Behavior of Respondents by Market Segment
Variables

Chinese Tourists
(n = 112)
%

Japanese Tourists
(n = 86)
%

Figure 2. Traditional Importance‐Performance Grid Adapted from Oh, H. 2001: 618.

English-speaking
Tourists
(n = 122)
%

2=20.444 p<0.01a

Frequency of visits

FINDINGS
Of the final sample, 62,5% of the Chinese and 70,9% of the Japanese were fe‐
male, but only 32,8% of English‐speaking tourists were female. Approximately
50% of the Chinese were in the 30‐39 age group. The 20‐29 age group was the
largest for both Japanese and English‐speaking tourists. The great majority of
respondents in all three groups had at least a four‐year college degree. A large
proportion of the Chinese and Japanese were white‐collar workers. English‐
speaking tourists were predominantly white‐collar (38,5%) and professional
(39,3%) workers. Chinese and English‐speaking tourists had slightly more sin‐
gles than married persons, but the Japanese had more married persons.
Travel Behavior
For all market segments, the highest percentage was first‐time visitors com‐
pared with second, third or fourth‐time visitors. Approximately 50% of the

1

63.4

45.3

2

22.3

20.9

9.8

3

3.6

12.8

5.7

10.7

20.9

20.5

21.4

48.8

13.1

Group tour

48.2

23.3

3.3

Business

16.1

5.8

51.6

Visiting friends
or relatives

6.3

14.0

11.5

Others

8.0

8.1

20.5

4 or more

63.9

2=133.768 p<0.001 a

Purpose of visit
Individual tour

2=171.188 p<0.001 a

Length of stay
2 days or less

Test Result
(2, P-value)

3.6

8.1

3-4 days

26.8

67.4

7.4
9.0

5-6 days

49.1

5.8

9.0

7 days or longer

20.5

18.6

74.6

Word-of-mouth

39.3

28.2

46.7

Newspapers/

10.7

21.2

19.2

Information source b
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magazines/books
TV/radio

a
b

50.9

4.7

5.8

Brochures/pamphlets

58.0

43.5

10.8

Personal experience

12.5

27.1

25.0

Travel Organization

14.3

7.1

12.5

Internet

28.6

44.7

49.2

There are significant differences among three groups.
Information source total does not equal to 100% because respondents could select a maximum of
3 responses.

To investigate potential differences in demographic characteristics among the
three tourist groups, Chi‐square tests were conducted. Results showed that
there were significant differences by gender (2 = 35. 183, P <0.001), age (2 =
45.597, P <0.001), education (2 = 29.256, P <0.001), marital status (2 = 14.697,
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were looking for tourist information; shopping information had the best per‐
ceived performance. For Japanese tourists, food information was both the most
important and best performing factor; the second most important and well‐
performing factor was shopping information. English‐speaking tourists ranked
tourism resources information as the most important factor, but they ranked
transportation information as the best‐ performing factor. Table 3 shows sig‐
nificant differences between groups in assessment of both importance and per‐
formance of numerous tourist information factors, excluding performance of
the food and shopping information factors.
Table 2. Tourist Information Attribute Factors and Mean for Each Factor by Market Segment
Information Attribute Factors
and Items

Factor
Loading

Variance
Explained
(%)

Reliability
Coefficient

P <0.01), occupation (2 = 117.696, P <0.001), frequency of visits (2 = 20.444,
P <0.01), purpose of visit (2 = 133.768, P <0.001), and length of stay (2 =
171.188, P <0.001). (See Table 1).

Factor 1:
Transportation information

19.91

0.93

Mean Value
Importance/
Performance:
Chinese
(n=112)

Mean Value
Importance/
Performance:
Japanese
(n=86)

Mean Value
Importance/
Performance:
English-spkg
(n=122)

3.95***/3.19***

3.37***/3.31***

4.11***/3.98***

Facility is furnished.

0.838

3.97/3.23

3.47/3.35

3.96/3.97

Tourist Information Sub-dimensions

Info is up-to-date.

0.811

4.11/3.18

3.45/3.47

4.38/4.03

Factor analysis was used to idenify dimensions of tourist information. The 23
items dealing with specific information features were subjected to factor analy‐
sis using principal component analysis with orthogonal rotation varimax. To
avoid cross loadings and poor fitness of the factor solution, loadings less than
0.4 typically are excluded (Hair et al. 1998). In this study, all items had a higher
communality (> 0.69), so all items were included, explaining 74.68% of the total
variance. Cronbach’s alpha was computed for each factor to estimate the inter‐
nal consistency of the sub‐dimensions. All factors showed reliability coeffi‐
cients of between 0.88 and 0.93, thus exceeding the minium standard of 0.80
(Nunnaly 1978).

Variety methods of info

0.784

4.07/3.34

3.62/3.48

3.90/4.05

Price info is varied.

0.777

3.81/3.13

3.06/3.10

3.89/3.91

Info is accurate.

0.763

3.72/3.12

3.37/3.29

4.39/4.05

Schedules are available.

0.762

4.00/3.16

3.27/3.19

4.15/3.89

4.01***/3.51**

3.48***/3.37**

4.15***/3.74**

A Kaiser‐Meyer‐Olkin score of 0.94 indicated that data were eligible for fac‐
tor analysis, as it exceeded the recommened value of 0.6, and all factors had
eigenvalues of greater than 1 (Kaiser 1974). Factor labels are ‘transportation in‐
formation,’ ‘tourism resources information,’ ‘shopping information,’ ‘accom‐
modations/ amenities information,’ and ‘food information.’ Table 2 summarizes
the five tourism information sub‐dimentions.

Factor 3:
Shopping information

Based on mean values, results showed that Chinese tourists believed the ac‐
commdations/amenities information was the most important factor when they

Factor 4:
Accommodations/amenities information

Factor 2:
Tourism resources information

15.31

0.90

Info is varied.

0.756

3.90/3.40

3.52/3.35

3.84/3.79

Info is accurate.

0.748

4.08/3.57

3.50/3.38

4.32/3.79

Info is up-to-date.

0.743

3.96/3.47

3.48/3.33

4.25/3.79

Appropriate expression

0.729

4.00/3.58

3.49/3.41

4.24/3.72

Info is detailed.

0.692

4.08/3.53

3.42/3.41

4.11/3.62

4.04***/3.57

3.51***/3.42

3.56***/3.68

13.50

0.90

Info is accurate.

0.849

4.00/3.56

3.43/3.37

3.61/3.65

Info is up-to-date.

0.799

3.96/3.46

3.35/3.37

3.52/3.68

Price info is given.

0.738

4.15/3.64

3.49/3.42

3.57/3.66

Shopping info is varied.

0.725

4.04/3.61

3.79/3.52

3.54/3.75

4.10***/3.56***

3.46***/3.26***

4.08***/3.80***

13.37

0.91
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Info is up-to-date.

0.812

4.06/3.47

3.33/3.21

4.11/3.79

Info is accurate.

0.799

4.14/3.62

3.48/3.29

4.20/3.80

Info is varied.

0.749

4.03/3.55

3.64/3.22

4.00/3.84

Info is furnished.

0.700

4.18/3.60

3.38/3.31

4.02/3.75

4.08**/3.44

3.70**/3.61

4.05**/3.67

Factor - 5
Food information

12.60

0.88

Info is varied.

0.799

3.95/3.30

3.63/3.64

3.99/3.67

Info is accurate.

0.739

4.12/3.35

3.56/3.50

4.05/3.65

Appropriate expression

0.730

4.14/3.63

3.92/3.72

4.18/3.57

Price info is furnished.

0.700

4.09/3.46

3.69/3.57

3.98/3.81
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Note: Mean values of importance and performance were measured on a Likert 5‐point scale: for
importance: 1 = not at all to 5 = very important; for performance: 1 = not at all to 5 = very satisfied.
*, p < 0.05; **, p < 0.01; ***, p < 0.001
Figure 4. Importance‐Performance Analysis for Japanese Tourists

Importance-performance of Information Factors
To facilitate data interpretation and development of action recommendations,
each market segment’s IPA matrix was constructed. As a standard approach,
each groups’ mean scores for importance and perforamce were used to locate
the axes for the four quadrants within the plot (Martilla and James 1977). Fig‐
ures 3 ‐ 5 show positions of each factor in the four quadrants.

Note: F1=transportation information; F2=tourism resources information; F3=shopping information;
F4= accommodations/ amenities information; and F5=food information

Figure 4. Importance‐Performance Analysis for English‐speaking Tourists
Note: F1=transportation information; F2=tourism resources information; F3=shopping information;
F4= accommodations/ amenities information; and F5=food information
Figure 3. Importance‐Performance Analysis for Chinese Tourists
Note: F1=transportation information; F2=tourism resources information; F3=shopping information;
F4= accommodations/ amenities information; and F5=food information

Quadrant 1: Keep up the good work: Several factors were indentified in the
first quadrant for Chinese, Japanese, and English‐speaking tourists. Chinese felt
that the accommodations/amenities information (F4) and the shopping infor‐
mation were well managed for both the importance and performance aspects.
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Japanese were satisfied with the food information (F5) and shopping informa‐
tion (F3), whereas English‐speaking tourists were satisfied with transportation
(F1) and accommodations/amenities information (F4). Interestingly, both Chi‐
nese and Japanese indicated shopping information as a very important attrib‐
ute, but it was located not far from the second quadrant, which means that this
attribute should not be overemphasized due to its relatively low importance.
English‐speaking tourists identified transportation information as both impor‐
tant and well‐performed. For the Chinese and Japanese, however, this factor
had the lowest importance.
Quadrant 2: Possible overkill: Neither Japanese nor English‐speaking tourists
seemed to perceive any excessive performance of tourist information. How‐
ever, Chinese indicated that, compared to the importance of tourism resource
information, its performance was overemphasized. The Chinese seemed disin‐
terested in tourism resources, so tourism marketers need not highlight this as‐
pect in tourist information for the Chinese.
Quadrant 3: Low priority: The “low priority” quadrant showed differences in
assessments among the three groups. Chinese indicated that transportation in‐
formation was considerably less important and more poorly performed than
other factors. It is possible that, because almost half of the Chinese participants
visited with group tours, they may not have needed transportation informa‐
tion. The Japanese placed information about tourism resources, accommoda‐
tions/amenities, and transportation in the low priority quadrant. Except for
shopping and food factors in the first quadrant, Japanese gave low importance
and performance ratings for all. Different from the other groups, over 50% of
Japanese tourists were repeat visitors. Therefore, it is possible they were less
likely to search for information, which might have affected results. For English‐
speaking tourists, shopping information was minimally important and rated
low in performance, which is different than for Chinese and Japanese groups.
Quadrant 4: Concentrate here: Food information was indentified as important
and poorly performing by both Chinese and English‐speaking tourists. How‐
ever, considering the location of the factor in the Chinese grid, the factor was
close to the first quadrant, which means that performance on this factor could
be improved easily. English‐speaking tourists valued information about tour‐
ism resources, but rated performance as poor. Compared with Asian visitors,
English‐speaking tourists are known to travel more to cultural and historical
attractions (Reisinger et al. 2009). Consequntly, English‐speaking tourists might
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have felt insufficiency of performance if this information was limited or hard to
find.
CONCLUSION
This study attempted to measure differences between how foreign tourists of
different cultural backgrounds assessed importance and performance of tourist
information, before and after they visited Seoul, Korea. Results revealed that
there were signifiant differences among Chinese, Japanese, and English‐
speaking tourists. Chinese tourists chose accommodations/amenities informa‐
tion as most important and shopping information as the best performed factor.
However, none of the other groups ranked these two factors as the most impor‐
tant or the best performed. English‐speaking toursits felt that the tourism re‐
sources information was most important, and shopping information the least
important. Japanese toursits identified food information as the most important
and well performed factor, whereas food information was rated low by Eng‐
lish‐speaking tourists.
Results can provide insights for building customized tourist information
based on cultural differences. Based on this study, recommendations include:
Chinese tourists should be given more detailed food information; Japanese
tourists should be given more and updated shopping information; and English‐
speaking tourists should be given information about types of tourism resources
and experiences available. As illustrated, destination marketing organizations
(DMOs) should understand how cultural differences affect tourists’ informa‐
tion needs, preferences and search behaviors, then develop marketing strate‐
gies tailored to those specific market segments.
Four major limitations apply to this study. First, respondents from the
United States, Canada, the United Kingdom, and Australia were grouped to‐
gether as English‐speaking tourists even though they have different nationali‐
ties and cultures. For practical reasons in this study, it was difficult to obtain an
adequate number of travelers from each English‐speaking country due to time
restrictions and sampling methods for the survey. To better test cross‐cultural
differences among English‐speaking tourists from different countries, it would
be valuable to study each segment separately. Second, the sample was based on
convenience sampling and a substantial portion of the surveys were discarded.
Therefore, results may have an undetermined amount and type of both error
and bias. Thus, future studies should more carefully construct a more represen‐
tative sampling plan and develop strategies to assure improved survey comple‐
tion. Third, this study collected both importance and performance assessments
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at the same time, after visits to Korea. Future studies should use a two‐phase
approach, measuring information needs assessments prior to travel, and per‐
formance assessments after travel. Fourth, this study did not account for sub‐
cultures within a country. Hawkins and Mothersbaugh (2010) indicated that
diverse sub‐cultural consumers differ in their preferred information sources
and needs. Thus, further differentiation by sub‐cultures within countries can
provide more clearly differentiated understanding of tourist information search
behaviors. From a practical standpoint, it may be difficult to tailor information
specific to cultural and sub‐cultural groups, but understanding of differences
can help DMOs assure provision of all relevant information, and tailor some
information and promotion materials.
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ABSTRACT
Contemporary societies have observed the expansion of alternative, noninstitutionalized travel trends, which oppose mainstream tourism by providing consumers with a broader range of alternatives. Between alternative forms of tourism,
very few studies have focused on home-exchange and this is in spite of its rapid
growth, which has recently been observed even in countries where it has long remained a niche phenomenon. With this formula, tourists have the opportunity to organize custom tailored trips without seeking the services of travel mediators and with
the only cost of the loan of their own home. This paper presents the results of a survey
on Italian house-swappers and discusses their socio-economic profile, motivations and
lifestyles
Key words: tourism, home-exchange, alternative tourism, DIY tourism, Italy.

INTRODUCTION
If you’ve seen the movie ʺThe Holiday,ʺ you can understand the appeal in trading
homes, and lives, with someone else a half a world away. And though there is no guar‐
antee of falling in love with one’s exchange partner’s brother, for folks who have always
wanted to travel to another country and see the local culture from within it, the idea of
home exchange can be the perfect way to accomplish this. Sometimes the attraction of a
faraway place is dampened by the cost of trying to find accommodation on top of expen‐
sive airfare. But for those who participate in home exchange vacations, the expense of
staying in costly lodging is eliminated – all it costs is the loan of your own home. For
people who are concerned about the environment, a home exchange also eliminates the
need for draining the resources of a local culture to accommodate foreign travellers.
[Published by Buzzle Staff and Agencies on 10/3/2007]
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Tourism is the fastest growing industry in the world. According to the
World Travel and Tourism Council (WTTC) tourism in 2009 has generated 9%
of the global gross national product and 7.6% of total employment (WTTC
2010). In spite of global recession, in 2008 there were over 922 million interna‐
tional tourist arrivals, with a growth of 1.9% as compared to 2007. It has been
estimated that tourism in the 21st century will be the biggest industry of the
world and its contribution to global employment will rise to 8.4% by 2019.
Tourism, globally, is not only increasing quantitatively but also qualita‐
tively, with the appearance of new forms. Recent years have been marked by
strong differentiation in what has been traditionally called “mass tourism” as
well as by the appearance of new ways of travelling (Cohen 1988, 1995; Shar‐
pley 2003).
Overall, research on those travelling and visiting places for the purpose of
entertainment, knowledge and education often highlights the development of a
new type of tourist who is always looking for original and quality solutions.
Among studies focusing on new forms of tourism, little attention has been ded‐
icated to those people who decide to take a vacation by exchanging their
homes. This paper presents and analyses the first data gathered through a pilot
study, which aims to portray the profile of ʺhome swappersʺ in Italy. The re‐
search is a joint project between the University of Bergamo and the Italian
branch of HomeLink International, one of the better established and more
widespread networks for home exchange.
TYPES OF TOURISM
Scholars in tourism studies tend to divide tourism into mass and alternative
tourism. Mass tourism usually refers to large numbers of people seeking to
spend their holidays in popular resort destinations. Alternative tourism is in‐
stead commonly referred to as “special interest tourism” and it is usually taken
to mean alternative forms of tourism which give emphasis on the contact and
understanding of inhabitants’ way of living and the local natural environment
(Smith and Eadington 1992; Douglas and Darrett 2001).
Although a distinction largely still in use, dichotomizing tourism into mass
and alternative tourism seems today to be fairly incorrect and, on the whole,
misleading; this is because mass tourism has differentiated a great deal. In this
regard, empirical research has demonstrated that the most recognizable trend
in tourism is today segmentation (Macchiavelli 2008): almost all tourists search
nowadays for “alternative” holidays. For these reasons, in the present context,
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all tourism can somehow be defined as “alternative”. Behind this shift there are
different factors, such as the increase in people’s level of wealth and education.
The improvement in the means of transport and communication has also
played an important role. The western tourist is now mature, he has travelled a
great deal and can identify good value for money; he is no longer interested in
his destination, but in the different experiences he can have; what is important
for the modern tourist is not simply to be in a specific place, but how to experi‐
ence it in the best possible way.
Thanks to the rapid expansion of information technologies, tourists can eas‐
ily find what they want, choosing between different options even without the
intermediation of traditional operators. In this regard, literature sometimes
talks of an “empowered tourist”, a tourist who is able to independently search
and find what he/she wants. Last, but not least, some alternative forms of tour‐
ism – such as sustainable or eco tourism ‐ have also emerged as a result of an
increase in environmental concerns among the population.
To summarize, the considerable development in specialized tourism depends on:


the increase in wealth and level of education;



the travel experiences of tourists;



the improvement in means of transport and decrease in their cost;



rapid expansion of the Internet, making it easier to obtain information
about new opportunities;



increased environmental concern

SUSTAINABLE TOURISM AND FREE HOSPITALITY
Between the many new forms of “alternative” tourism, finding sustainable
ways of travelling is an area that has seen interesting growth in recent years
(Holden 2000). People who more often opt for this kind of holiday usually have
a particular profile. They are often better educated than the average tourist, not
very young and usually employed in the service sector (white collar/civil sector).
Sustainable tourism has grown in response to the several damages caused to
the environment by the rapid development of the tourist industry, and also to
the attention drawn on these issues by environmental movements since the 80s.
As is often claimed, not only the increase in the number of tourists travelling
the world each year has a negative impact on the environment. Becoming a
place of attraction for tourists does not necessarily mean there will be much in
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economic returns for local communities. As it is well known, chain resorts very
often import goods, food, and even workers to serve tourists needs. With many
world resorts offering all‐inclusive packages, some areas fail to benefit from the
growth of tourism.
One of the most often underlined characteristics of sustainable tourism is its
small scale and its consideration for host peoples. As Cater and Lowman (1994)
note in their book, sustainable tourism radically contrasts with mass tourism,
which is often characterized by large‐scale multinational concerns that repatri‐
ate the profits to offshore countries. This kind of tourism not only aims not to
exploit and degrade the environment but benefits those who are on the receiv‐
ing end by fostering the involvement of local people in the tourism develop‐
ment process (Krippendorf 1987; Wall 1992). Thus, sustainable tourism exceed
purely a concern for the physical environment that typifies what has also been
called “green tourism”, to include economic, social and cultural aspects. Some
operators can currently be defined as sustainable tour operators because they
propose innovative destinations, looking at the same time for accommodation
and means of transport that have the least possible impact on the local ecosys‐
tem. Their engagement in this field seems to be very important as it involves
local inhabitants in the supply of tourist services, enabling them to develop
professional skills in this area.
Seen from this perspective, home exchanging can be seen as a form of sus‐
tainable tourism. In many ways, swappers correspond to the standard profile
of sustainable tourist: they live among the inhabitants, buy their products,
share their culture and get to know all typical aspects of the destination they
reach. Their presence in the region does not produce any negative effects on
local community, which, on the contrary, can gain economic and cultural ad‐
vantages from their stay. Besides this aspect, home exchange allows tourists to
travel while making savings in the cost of accommodation, which for some
people may mean travelling to a destination that might not otherwise be af‐
fordable.
But how much does the economic aspect weight upon the choice to swap
home for holidays reasons? How environmentally friendly are swappers? And
how much does their decision to swap their home depend on a concern for the
environment? The following section of this paper will be dedicated to describ‐
ing the house exchange system as well as answering these questions.
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Table 1. Alternative Ways of Travelling by Level of Economic and Environmental Concern
Environment
Cost

+

-

-

House Exchange

Budget Hotels and resort living

+

Green tourism, bio-tourism
and ecologically responsible
tourism

Luxury resort living

THE BIRTH OF HOME EXCHANGE
The modern phenomenon of home exchange originated in the Fifties between
Great Britain and the United States, even if this practice was quite popular dur‐
ing the Middle Ages. In 1953 David Ostroff, a New York teacher and Jan Ryder,
a young woman from Great Britain, unaware of each other, had the same idea:
they decided to exchange their homes among friends during the summer vaca‐
tion; David Ostroff asked a group of colleagues, while Jan Ryder proposed the
exchange to members of the armed forces, who her husband worked for. A
short time later, after they got to know of each other, Ostroff and Ryder under‐
stood that their idea could have spread worldwide. Together they gave birth to
one of the most important organization for home exchange, today known as
HomeLink International.
From the Fifties until now, HomeLink and other international organizations
specialized in home exchange, such as Intervac – also founded in 1953 ‐, rap‐
idly grew, reaching numerous countries and thousands of members all around
the world. During the Nineties these companies improved their services thanks
to the growth in popularity of the World Wide Web and the Internet, which
allow swappers to communicate easier than in the past decades.
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change not only their home but also their cars and even their pets, who live for
a period of time with new owners.
There are many benefits for those who take a vacation in this unusual way:
first of all it is cheaper than other accommodation and allows swappers to en‐
joy all the comforts of a real home; moreover people find themselves involved
in the local context, they can have relationships with neighbours and can ex‐
perience ordinary life in an extraordinary place. This is the most important
element that induces people to exchange their home, because it meets the in‐
creasing need to have true experience and to forget traditional standardized
holidays.
Once they come back home, swappers have the possibility to evaluate their
experience on the official websites through which they have exchanged homes:
they can judge home care, express their satisfaction and also any negative as‐
pects of their holiday; very often these suggestions can be seen and read by all
the members of the network, which is very helpful in order to have an objective
opinion about the organization. Some example of home exchange websites are:


Home Link International (www.homelink‐usa.com), founded in 1953,
is a site that is easy to find your way around, has many listings both in
the continental U.S. and worldwide, and many photos. Their member‐
ship cost is $90 for one year, the second year is free if no exchange is
found.



Intervac (www.intervac.com), founded in 1953, is one of the oldest or‐
ganizations for home exchange in the world. The cost for a one‐year
membership depends on the country in which you live (e.g. U.S.A.
$99.99, Spain €145, that is about $208)



Green Theme International (www.gti‐home‐exchange.com), established
in 1989. This site has an emphasis on environmentally conscious travel,
it also offers many related articles about home exchange and links to
other green travel websites. A one‐year membership costs £25 (about
51 US dollars) and includes all member benefits.



HomeExchange.com (www.homeexchange.com), founded in 1992. This
website has a large number of listings, even for somewhat small, ob‐
scure locations (i.e. small towns in Michigan), and the site is easy to
navigate– which not all of them are. There are several pictures of each
available home. The cost for an unlimited one‐year membership is

Free Hospitality Main Networks
One of the main tools that has fostered the spread of the home exchange phe‐
nomenon is the Internet, which currently offers many websites specifically cre‐
ated to promote this kind of vacation. Everyone can enter these sites, even if
most of them require the payment of a fee for membership, which allows peo‐
ple to view and, eventually, exchange homes. This fee varies between the dif‐
ferent websites. Websites for home exchange clearly explain that their aim is to
propose a new and cheaper way of travelling. Swappers can decide to ex‐
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$99.95. The site offers a guarantee that if you don’t find an exchange
within that first year, a second year is free.
THE GROWTH OF HOME EXCHANGE IN ITALY: THE HOMELINK CASE
HomeLink International was founded in order to create ʺpossibilities for low
budget holiday and cultural exchanges in an effort to improve mutual under‐
standing among peoples of the worldʺ. The organisation has grown steadily
with this mission for over 50 years, largely – as also our data confirm ‐ by
“word of mouth”.
The Italian branch of Home Link was established in 1985, since then the Ital‐
ian network has observed a consistent growth in its membership, rising from
142 members in 1995 to 789 in 2009 (Table. 1).

Table 2. Number of Members
Year

N. of members

1995

142

1996

149

1997

308

1998

319

1999

442

2000

441

2001

453

2002

375

2003

410

2004

454

2005

526

2006

598

2007

726

2008

739

2009

782

Source: Homelink Italia

As in all other countries, HomeLink Italia offers itself as a mediator in the home
exchange holiday and it does this mainly through its website www.homelink.it.
The person responsible for Italy is Annalisa Rossi Pujatti who manages the Ital‐
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ian portal of Homelink and responds personally to questions posed by people
who want to start exchanging their homes for the first time or to questions
posed by already registered members. The annual cost of registration is €120
for both new members and those who want to renew their registration. The
cost of the registration rises to about €150 when it includes the Homelink book,
which lists all houses offered by the HomeLink exchange system. The Italian
regions with the highest number of members are Veneto, Lazio and Tuscany,
while those with less members are Abruzzo and Molise. When compared with
other nations, Italy is placed eighth in the Homelink ranking, after the United
States, France, England, Australia, Germany, Canada and Holland.
Given the dimension that this phenomenon has assumed, also in our coun‐
try, in 2009 we decided to conduct an in‐depth investigation aimed at studying
the characteristics of homelinkers in Italy in greater detail. We did this by
means of an online survey which was published on the University of Bergamo
website. I agreement with Homelink Italia, the survey was announced at the
beginning of September 2009 in the newsletter sent to all members by the
HomeLink coordinator every month. By 1st October 2009 the number of re‐
spondents was 156, equal to almost the 20% of the total number of subscribers
(the online survey is still on‐going). The issues covered by the survey were sev‐
eral, and the questionnaire included questions on members’ socio‐economic
characteristics (level of education, work, type of family, etc.), motivations, trav‐
elling and consumption styles, as well as a final part on the evaluation of the
services offered by HomeLink Italia. In the following paragraphs of this paper
we will concentrate mainly on two aspects, which are: the tourist profile of
home‐linkers and the motives of the home exchange tourist.
HOME EXCHANGE TOURIST PROFILE
As we already mentioned, the data discussed here refer to 156 Italian exchange
families. The data collected evidence that swappers are generally well edu‐
cated, not necessarily young, more often coming from bigger towns and met‐
ropolitan areas. With regard to their jobs, our research confirms what has al‐
ready emerged in studies conducted in countries other than Italy (De Groote
and Nicasi 1994): most of our respondents are teachers or people working in
related fields. As argued by Groote and Nicasi (1994), one reason for this is the
fact that teachers can be very flexible regarding the period in which they want
to travel. However, if this is certainly true, it is also necessary to note that, gen‐
erally, people with a higher level of education are also usually more open‐
minded and therefore more willing to try out new ways and alternatives.
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Another characteristic that emerged from our study is that families who opt
for this type of tourism are usually quite large in number. The majority of our
respondents have a family with four members. Swappers are also more dis‐
cerning in their demands, more conscious about their health and generally in‐
terested in “green” issues. About 70% of our sample replied positively to our
question about whether they usually buy or consume environmentally friendly
products. More than 60% also stated that they often buy organic food and/or
fair trade goods.
One element that emerged as particularly significant among these tourists is
their level of “trust” in unknown people. Compared with the general Italian
population, the level of “trust” among swappers is in fact considerably higher.
This is certainly not a surprising finding as one person should “trust” a “gener‐
alized other” to agree on swapping his/her own house. We should also con‐
sider that for Italians the house is very important, a factor that may also explain
why home exchange began spreading in Italy relatively later than in other
countries. In this regard, our findings reveal that home exchange is also more
common among people who posses an holiday house, which is usually the
house swap initially.
Our data on the spread of home exchange seem to confirm how this phe‐
nomenon is linked to what has been called “consumer empowerment”, a phe‐
nomenon that scholars believe is connected with the evolution of the Web 2.0,
therefore of a new communication system that is able to “digitize word of
mouth”. Organizations such as TripAdvisor, whose website features the re‐
views and opinions of over 30 millions tourists, which influence the choices of
tens of thousands of travellers all around the world, provide evidence of the
growth of the power of the consumer, which has occurred in no other sector as
it has in tourism.
Directly knowing a person who has already experienced a home exchange
vacation greatly increases the possibility of choosing this alternative way of
travelling (46,8% of our respondents knew someone who did an home ex‐
change before swapping their house); the percentage of respondents who re‐
plied that they knew HomeLink through the web is also high (19,9%) especially
if compared with newspapers (8,3%) or advertisements (0,6%). Knowing that
other travellers from all parts of the world have had the same experience of
staying in the same home gives people peace of mind when making a choice as
delicate as this. Relationship marketing (Gronroos 1994) focuses on the impor‐
tance of interpersonal communication in the current socioeconomic context. If
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this is true generally for all sectors, it is even more important in tourism be‐
cause the satisfaction of the traveller strongly depends on the relationships that
he/she creates with other travellers, with people working in accommodation
facilities, with local inhabitants and with the environment.
MOTIVES OF THE HOME EXCHANGE TOURIST
Home exchange is clearly a ʺlow costʺ way of travelling. The growth of “low
cost tourism” is usually seen as a consequence of two interconnected phenom‐
ena: the increase in the number and availability of low cost airlines ‐ which al‐
lows tourists to travel at lower prices without sacrificing basic services or secu‐
rity ‐ and the rise of an empowered consumer (Campbell 1995; Kozinets 2002),
therefore of a consumer more aware of the many different alternatives out
there, who has started to opt for services without ʺfrillsʺ (unnecessary expendi‐
ture, e.g. the coffee on board an aircraft), and who is willing to try different
formula (e.g. accommodation) and is capable of optimizing his/her time of pur‐
chase (e.g. in order to receive advanced booking or through auction on line).
The success of low cost airlines has also forced companies in other sectors to
reduce their tariffs. As a consequence the “low cost revolution” has started to
spread from airlines to other types of businesses: from cruise ships to hotels. A
trend that has recently been reinforced by the economic crisis. Over the last ten
years, the low cost way of travelling has become a sort of “style of travel”, a
conscious choice that cuts across different social classes, from students to pro‐
fessionals .
Exchanging homes is clearly located within this trend and for several as‐
pects it could be assimilated to budget hotels, holiday homes, youth hostels,
convents, bed and breakfasts and so on. However, as our data also demon‐
strated, swappers have some special characteristics when compared with the
usual “low‐cost travellers”. Behind this choice there is the desire to know the
other, to fit into a different cultural context with a more direct approach.
As our research has demonstrated, saving money is only of secondary im‐
portance for people that opt for this kind of vacation. For people who replied to
our online survey, the most important reason for swapping home is the possi‐
bility to go on a truly different holiday (36.5% vs. 14.7% who replied under‐
lined the economic aspect), a fact that clearly differentiates swappers from
mass tourists.
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An Assessment of How Large Hotels are Using Philanthropy
Marketing to Contribute to the Socio-Economic
Development of Jamaica
Gaunette Sinclair‐Maragh
School of Hospitality and Tourism Management
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ABSTRACT
The researcher holds a strong opinion concerning the responsibility the accommodation sector has to the social, economic, cultural and natural / physical environments,
specifically in terms of their contribution to community development in Jamaica, since
they are benefiting from the use of the resources inclusive of the labor force, tax
breaks, prime land space and reduced operating costs. This concept paper, therefore
seeks to explore how the large hotels in Jamaica are using philanthropy marketing to
contribute to the socio-economic development of Jamaica. These acts of benevolence
could possibly improve the way of life of the people in terms of being socially and culturally connected, economically empowered and having the available infrastructure
and social facilities. Any form of benevolent activities could encourage linkages with
the surrounding communities and ostensibly reduce the perception that the majority
of profits are being repatriated to the home countries of investors or being invested
elsewhere, thereby resulting in economic leakage for Jamaica.
Key words: Philanthropy, philanthropy marketing, large hotels, socio-economic
development.
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ties, training, environmental awareness and general involvement in community
development. In addition, these less developed countries continue to experi‐
ence economic deficiency and are therefore unable to provide the required in‐
frastructure needed for tourism. This situation, therefore, lends its self to in‐
vestments by foreign companies who have the resources for tourism develop‐
ment. In order to attract these investments, the government affords them tax
breaks, land access, low environmental standards and reduced operating costs.
These countries, therefore, are relying on the genuine good intentions of these
foreign investors in aiding in tourism sustainability (Harris et al. 2002).This re‐
search, therefore, seeks to determine how the large hotels in Jamaica are using
philanthropy marketing to contribute to the socio‐economic development of
Jamaica in terms of being socially, economically, culturally and environmen‐
tally responsible. This study will help readers understand the importance,
value and relevance of philanthropy marketing and the role large hotels can
play in the socio‐economic development of Jamaica as a tourist destination.
LITERATURE REVIEW
The term philanthropy may appear new to some businesses, although they
may have already been engaged in such activities. These practices have been
formally established as corporate philanthropy, global corporate philanthropy,
societal marketing and strategic philanthropy. They have also been linked to
terms such as social responsibility, corporate citizenship and corporate sustain‐
ability (Holcomb et. al. 2007).
Types of Business Philanthropy
The following is a description of the different philanthropic practices employed
by business organizations:

INTRODUCTION
Tourism is claimed to be unsustainable due to its impact on the environment
and on culture; and it is believed that it could be self‐limiting as the various
indicators concerning its untenable nature are emerging. In addition, the less
developed countries remain more vulnerable to the negative impacts of tour‐
ism on the social; natural and physical environment; and cultural environments
and these are the very features on which their tourism product depends. It is
important to note that sustainability refers not only to environmental protec‐
tion but also to the benefits to be realized by the locals in the surrounding
communities. Halloway (2004) emphasized that they should benefit from the
economic outcomes of tourism development through employment opportuni‐

Corporate Philanthropy
Paul (1993) as cited in Genest (2005) defined corporate philanthropy as: “a
group of people authorized to act as an individual, especially in business, who
share a concern for the good fortune, happiness, health and prosperity of man‐
kind and demonstrate this concern through acts that are good, friendly and
helpful” (p.4). Casson (1991) as cited in Bennett (1998) noted that there has been
an increase in corporate philanthropy in European companies since 1980 due to
reasons such as the availability of more resources to donate to charity and this
is as a result of the high levels of merger and acquisitions; improved profits;
more sophisticated charitable organizations and increased pressure from gov‐
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ernment regarding community involvement. According to Genest (2005), or‐
ganizations have been employing several initiatives to meet their philanthropic
objectives but there are still opportunities for them to: “do good while strategi‐
cally positioning the company to meet its business objectives” (p. 316).
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Strategic Philanthropy

Ricks Jr., (2005), added that corporate philanthropy is enacted when corpo‐
ration donates a part of its resources to a societal cause. He proposed that there
are four forms of corporate philanthropy, namely, directed, general, proactive
and reactive. He explained directed philanthropy as philanthropic activity that
will benefit a specific target market or strategically allows the company to be
associated with the segment, as opposed to general philanthropy which is a
response to a need or a negative event. Both proactive philanthropy and reac‐
tive philanthropy are geared towards increased visibility and improved corpo‐
rate image but proactive philanthropy stemmed from a natural concern such as
environmental issues. On the other hand, reactive philanthropy is a response to
a negative event such as environmental or social issues. In this case, pressure is
placed on the company to respond (Ricks Jr. 2005).

This term has been defined by McAlister and Ferrel (2002) as the: “synergistic
use of organizational core competencies and resources to address key stake‐
holders’ interests and to achieve both organizational and social benefits”
(p.689). Large companies have instituted corporate foundations, employee
committees responsible for charity as well as staff functions dedicated to phil‐
anthropic activities. For instance, the Bank of America Foundation has contrib‐
uted in excess of $90 million and Ford Motor Company Foundation more than
$97 million to benevolent activities (McAlister and Ferrel 2002). A Conference
Board Survey of 463 companies in the United States of America (USA) indi‐
cated that those organizations that approached philanthropy in a businesslike
manner benefitted from improved image and increased employee and cus‐
tomer loyalty (Schwartz and Smart, 1995 cited in McAlister and Ferrel, 2002).
Strategic philanthropy, however, does not include only benevolence such as
donations but also philanthropic efforts geared towards employees as well as
customers, suppliers and societal needs (McAlister and Ferrel 2002).

Global Corporate Philanthropy

Corporate Social Responsibility

Genest (2005) purported that this is a means of responding to corporate respon‐
sibility in a global environment. He opined that the use of corporate social re‐
sponsibility can enable businesses to be sustained and this can only be attained
through global citizenship, especially since factors such as terrorism are affect‐
ing their ability to do well. He cited Novartis which is a multinational pharma‐
ceutical company in Switzerland, as an example of an organization that has a
written policy on corporate citizenship that guides their employee behavior
worldwide and reflects their core values in terms of social and environmental
responsibilities. Philanthropy has been incorporated into the business opera‐
tion of Novartis and is therefore not viewed as a separate function.

Hill and Jones (1998) posited that corporate social responsibility is: “the sense
of obligation on the part of companies to build certain social criteria into their
strategic decision making.” Companies should make ethical decisions which
will benefit the welfare of the society. These courses of action should then be
included in the organization’s strategic direction. Hill and Jones (1998) be‐
lieved that being socially responsible is the right way for companies to behave
especially since they need to retain the support of stakeholders. Any deviation
from this principle could be opposed by the stakeholders, for example, if the
community thinks the company is having an adverse effect on the local envi‐
ronment, they may campaign against the building of new facilities. Another
perspective is that corporate social responsibility can provide economic benefit
to an organization. Hill and Jones (1998) cited the work of Edward H. Bowman
(Wharton School, University of Pennsylvania) who purported that the social
behavior displayed by a company impacts the price of its stock, benefits the
stockholder and attracts investors. Halloway (2004) supported the claim that
corporate social responsibility is recognized as an important management
strategy and this he believed supports the concept of sustainable tourism.

Societal Marketing
Kotler et al. (2003) in examining the evolution of the various marketing con‐
cepts purported societal marketing to be the way forward for businesses in
their marketing thrust. It’s a means whereby which organizations should not
only aim to determine and satisfy the needs of its target market but to do it in
such a way where it will improve their wellbeing as well as those of the general
society. He proposed that businesses should create a balance among their
budgeted profits, customer wants and society’s interests.
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Philanthropy Marketing Efforts of Some Jamaican Hotels
The following hotels have demonstrated acts of philanthropy geared towards
socio‐economic development: Sandals Resort International and Sandals Resort
International has been working closely with the surrounding communities for
more than 27 years, boasting 300 community projects. However, in an effort to
integrate these activities and further combat the various social and environ‐
mental issues they have formally established the Sandals Foundation in 2009
(Evans 2009). With the tag line ….”Educating, Building and Protecting the Car‐
ibbean,” the Sandals Foundation aims at institutionalizing the over thirty years
of philanthropic involvement in the Caribbean to address concerns such as in‐
ner city crime and violence; poverty; underachievement in education; disaf‐
fected youth; inaccessible health care; and training and employment issues
(Sandals Foundation 2009). The following as cited by Sandals Foundation
(2009) are some of the specific benevolent activities carried out in Jamaica by
the Sandals Resort conglomerate. These have been categorized according to
community, education and environment initiatives and are believed to be re‐
flective of their corporate social responsibilities:
Community Initiative to “Uplift, Engage and Empower”


Christmas Toy Drive

‘Help us Bring Joy this Holiday Season!’ is the slogan being used to implore per‐
sons to contribute toys and games to the more than 10,000 underprivileged
children being targeted for Christmas 2009. This venture was previously done
in Jamaica, Antigua, St. Lucia, the Bahamas and Turks and Caicos in 2008 and
was reported to be very successful.


Eye Care

The Sandals Foundation have provided eye care services to more than 1800
residents in the Whitehouse community in the parish of Westmoreland. This
includes disease testing, glasses and surgery referrals.


Flanker Peace and Justice Centre in Montego Bay

Assistance was provided for the erection of this building which is being used as
a centre for homework sessions and mentorship programmes among other ac‐
tivities such as training sessions for unskilled youths from the community,
health fairs, environmental awareness programmes and sporting events among
others. These programmes are also given support.
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Other Community Initiatives

These include the establishment of the Animal Shelter in Ocho Rios to provide
animal care, mentorship programmes to Boys and Girls Home as well as
schools and support to the elderly at Hospices in Westmoreland, St. James, St.
Ann and St. Mary. From an economic stand point, there is also a joint initiative
with the local farmers to supply the hotel with agricultural produce.
Education Initiatives
With the thrust of facilitating access to education, the Sandals Foundation has
been engaged in the following:


Community Scholarship Programme

Over the years, the Sandals Resort Company has always contributed to educa‐
tion, but in 2009, it sought to formally establish the Sandals Foundation Com‐
munity Scholarship Programme. Thirty secondary and tertiary level students
were given financial assistance throughout the Caribbean.


Building for the Culloden Early Childhood Institution

For over 30 years this institution has been operating from various locations.
They were given a permanent structure to house the over one hundred and
eighty (180) 3 to 6 year old students.


Other Educational Initiatives

These include book drives, adopting school programmes and mentorship pro‐
grammes.
Prior to the establishment of the Sandals Foundation, philanthropy marketing
was demonstrated by the Sandals / Appliance Traders Group in September
2007, directly after the impact of Hurricane Dean on the island. The school’s
facility inclusive of the roof, classrooms, kitchen and administrative office was
devastated. The Sandals / Appliance Traders Group donated one hundred
thousand dollars ($100,000.00) to the National Baptist Basic School in Trench
Town, Kingston to assist in repair work (Robinson 2007).
Environment Initiatives


Marine Protected Area in Ocho Rios
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This fish sanctuary was established in October 2009 as it was recognized that
the marine area has been impacted by hurricanes, sediment deposits, pollution
and over‐fishing. The aim of this initiative is to:
 Protect and preserve the marine environment which will lead to an in‐
crease in the resilience of coral reefs.
 Improve the local economies through more efficient fishing activities.
There is also plan to establish a marine sanctuary in Whitehouse, Westmoreland.


Negril Recycling Centre

The Sandals Foundation has pledged to help the Recycling Centre in its efforts
to divert waste material from the oceans through public awareness pro‐
grammes and accessible roadway that will facilitate the transportation of waste
matter to the centre.


Other Environmental Thrusts

These include the building and monitoring of reefs, beach cleaning exercises
and activities to recognize Earth Day and International Coastal Clean Up
Day.Sandals Montego Bay is a certified Green Globe 21 property which has re‐
ceived several awards for its commitment to environmental and social sustain‐
able tourism practices (Leon 2004). In terms of its social commitment specifi‐
cally geared towards building environmental awareness, Leon (2004) noted
that Sandals Montego Bay has not only invited community groups and schools
to its environmental expositions but has also conducted lectures and seminars
in schools and in the community. Documentation of its formally established
Environmental Management System is also made available to students for in‐
formation, especially at the tertiary level. The community is also involved in
the cleaning up of beaches and reefs and in tree planting exercises.
These philanthropic marketing efforts have not been unnoticed. Sandals
Montego Bay has been recognized by the Caribbean Alliance for Sustainable
Tourism (CAST) in union with the Caribbean Hotel Association (CHA) for en‐
vironmental excellence in 2001. In 2002 it was awarded by the Jamaican Gov‐
ernment for its Social Outreach and Community Development efforts and also
by the United Nation Environmental Programmes in 2003 for its Social Re‐
sponsibility programme (Leon 2004).
 The Palmyra Resort and Spa
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The Palmyra, a Solis Resort and Spa is located in Rose Hall, Montego Bay and
is deemed to be the brand’s premier Caribbean resort property (Palmyra Resort
&Spa 2009). The Palmyra Foundation was officially launched by Chairperson
Kathi Constanzo in 2007. That year, it raised over US$100,000.00 which con‐
tributed to the 15,000 textbooks given to the 2,000 public infant school students.
This initiative began at the Montego Bay Infant School, the largest infant school
in Jamaica, where 1,000 of the books were given to 4 to 6 year old students. The
school welcomed this gesture as they believed that the lack of textbooks is a
hindrance to learning. The school also believed that the books will not only
help the students to start reading, but will allow them to learn about the impor‐
tance of books as ‘education is the key to creating a better future’.
In 2008, the foundation donated J$20.3million / US$285,000 in textbooks to
10,971 students attending 88 public infant schools. This amounted to about
50,000 textbooks and were distributed free of cost by the Palmyra Foundation.
Assistance was provided by more than forty volunteers. All operating costs
were absorbed by the developers of the Palmyra, Resort and Spa. In December
2008, a benefit concert was hosted in Rose Hall to raise needed funds for the
foundation, all of which were used to provide educational tools for the chil‐
dren. The event was sponsored by the Solis Hotels and Resorts who donated
their services to coordinate the event (Palmyra Resort &Spa 2009).
 Ritz Carlton Hotel
The Ritz Carlton brand is internationally recognized and this hotel company is
involved in philanthropic activities at each hotel chain. The property in Jamaica
is located in Montego Bay and it continues to contribute to the surrounding
communities through:


The Give Back Getaway Programme

This programme encourages guests to volunteer their time and talent through
community services. Some of these activities include the planting of coconut
palms and vegetables at the SOS Children Village.


Community Footprints

This programme is guided by the first mission of the Ritz Carlton which was
designed in 1983 …’The Ritz Carlton Hotel will be known as positive supportive
members of their community and will be sensitive to the environment’ (The Ritz Carl‐
ton Hotel Company 2009).
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Initiatives by Other Large Hotels
In an effort to achieve economic sustainability through proper environmental
practices, Hedonism II and the Pegasus Hotel had participated in an ‘Environ‐
mental Management for Business Leaders’ training session held in 2006. This
programme has assisted them in creating sustainable businesses through envi‐
ronmental management (The Gleaner 2006).
Is Philanthropy Marketing Pure Altruism or Business Investment?
Several questions have been raised as to the objective of corporate philan‐
thropy: is it pure altruism or business investment? Hassen and Latiff (1999) at‐
tempted to distinguish pure charity from what they coined as strategic charity.
They noted that pure charity is concerned with contributions to education, arts
and culture, health, social services and community projects while strategic
charity is a combination of pure philanthropy and activities linked to the busi‐
ness objectives. Strategic charity is deemed as a mechanism that allows a com‐
pany to satisfy its altruistic needs while simultaneously making a profit. This
was demonstrated by Warren Buffett, a US billionaire investor. In 2006 he do‐
nated US$37Billion to Bill Gates Foundation for assistance in socio‐economic
issues to include health and education all across the world.
Bennett (1998) posited that some researchers believed the majority of corpo‐
rations carry out genuine philanthropy. This was verified by Lee (1996) in Ben‐
nett (1998) in a survey conducted with four hundred (400) donating companies
in the United Kingdom. The research showed that the majority of companies
stated that there was no need to link their philanthropic activities with the
company’s products. They did not expect any additional profits from their
philanthropic efforts.
Ricks Jr. (2005), however, believed that the objective for the philanthropy ac‐
tivities carried out by corporations can range from being altruistic to strategic.
He cited Porter and Kramer (2002) who shared that there is an increase use of
philanthropy as a corporate strategy. McAllister and Ferrel (2002) claimed that
there has been a shift from altruistic philanthropy to one that is in line with
strategic business objectives. They mentioned that under the traditional model,
employees would be encouraged to volunteer without much directive as to
where to offer their services. With the emerging model, benevolent activities
are linked to the corporate strategy. They inferred that this could be a means of
combating the impact of downsizing, competition, divestitures and investor
demands.
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The ethics of business philanthropy seems to be a topical issue. Ricks Jr.
(2005) opined that the strategic philanthropy portrayed by most organizations
is not really strategic in puttying community development first but may have
some connection to the marketing objectives of the corporation. These are in‐
tended to increase visibility, improve corporate image and thwart negative
publicity. Bennett (1998) added that corporate donations could be motivated by
factors such as self‐interest, strategic fit between the recipient and the objectives
of the organization, personal preferences and empathy. He cited Williamson
and Clark (1989) as stating that corporate philanthropy can cause the ‘helper’s’
mood to become positive and Luks (1988) as noting that it can result in pleas‐
urable emotions gained by the manager, inclusive of a sense of calmness and
enhanced feeling of self‐worth.
Bennett (1998) chronicled that philanthropy can benefit a company by im‐
proving its image, facilitate media coverage, change public attitudes as well as
support promotional activities. Wedden (1998) in Genest (2005) added that the
use of corporate philanthropy as a strategic investment is gaining acceptance
and he created the term “corporate social investing” as a means of enticing or‐
ganizations to become socially involved by motivating their business interest.
Roy (2004) believed social investment is the logic of linking business goals and
objectives to corporate social responsibility programmes, which will ultimately
lead to expanding markets, increased share and productivity and low produc‐
tion costs. The above statements regarding corporate philanthropy as a strate‐
gic investment suggest that there is a linkage between the various concepts of
philanthropy and the principles of marketing. This was pointed out by Bennett
(1998) who noted that corporate philanthropy is perceived as a very important
marketing mix element. He claimed that these activities are products that can
be marketed to the general public and should be professionally managed and
treated as investments.
Likewise, Genest (2005) perceived corporate philanthropy as a function of
corporate communication or public relations. His justification was that, it is a
planned programme of strategic activities geared towards meeting the overall
objectives of the corporate communication programme. This, he believed, is a
response to corporate business strategy which can facilitate real dialogue be‐
tween the business and the community in which it operates. Paul (1993) in
Genest (2005) deemed that contemporary corporate philanthropy is a commu‐
nication tool used to position the organization in the competitive marketplace.
He posited that this is done to increase profits, enhance corporate image, gain
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competitive advantage, as well as strengthen the loyalty of employees and cus‐
tomers.
Although public relations activities help organizations to build good rela‐
tions between themselves and the public, Halloway (2004) warned that the or‐
ganization must “not only be seen as good but must be good.” He added that sus‐
tainable development should not only be seen as a means of “winning over the
hearts and minds of people” but should reflect a fundamental change in the atti‐
tudes of businesses which was unlikely to happen up to a decade ago. In as‐
sessing the role of strategic philanthropy in marketing, McAlister and Ferrell
(2002) noted that although organizations have longed realized the importance
of benevolent philanthropy in supporting key stakeholders such as the com‐
munity, employees and investors, they have only recently formalized this
practice. They claimed that this is an attempt to strategically manage societal
issues that will impact marketing. Likewise, McAlister and Ferrel (2002) be‐
lieved that the strategic philanthropy approach is a blend of organizational and
social needs and therefore synergy should be developed between business and
philanthropic activities.
In terms of global corporate philanthropy, Collins (1993) cited it to be the
basis of socially responsible marketing, which he believed “is only recently re‐
ceiving any substantial academic acclaim” (p.1). Another ethical concern has to do
with the issue of cause‐related marketing. Powell (2007) stated that this is a
portion of the price paid by the customer that is given to charity and pondered
if it is really philanthropic. It is believed that this could be sending the wrong
message to consumers as most times only a small amount of donors spending
is contributed to the cause.
Hill and Jones (1998) pointed to another situation posed by Milton Fried‐
man (Nobel laureate) who claimed that social goals should not be the agenda of
a company since it has to be responsible to its immediate stakeholders such as
the employee, customers and stockholders. His rationale is that being socially
responsible comes with a cost that has to be paid by the customer. He also be‐
lieved that the return on investment for the stockholders as well as employee
remuneration will be impacted. Friedman noted that as long as a company is
fulfilling its legal obligations, it should only be using its resources to increase
profitability.
On the otherhand, Elms (2006) declared that if stockholders perceive the
business operation as ethical, they will pay more for stocks. Likewise, he be‐
lieved consumers will pay more for goods and services provided in an ethical
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manner. This notion ostensibly drives the need for corporate responsibility
which has now become a core practice in business operations and will therefore
reduce the need for external regulation. Holloway (2004) concluded that corpo‐
rate social responsibility suggests that organizations engage in doing good
things for the society (without any hidden agenda) and not only to their share‐
holders and customers.
Role of Government
Over the years the government of Jamaica has implemented certain measures
to achieve sustainable development. It has encouraged hotel investment in or‐
der to realize socio‐economic benefits such as Gross Domestic Product (GDP)
contribution, employment opportunities for the residents, foreign exchange
among other reasons In 1968 the Hotels (Incentive) Act was legislated with the
aim of encouraging hotel investment in Jamaica by facilitating income tax re‐
lieve for up to 15 years and duty concession (Jamaica Trade and Invest 2007).
Another initiative established by the government in 2003 was the “Partnership
for Progress” (PFP). This sought to achieve a shared vision for a better Jamaica
and is a collaborative effort with the Economic Policy Committee (EPC), the
Jamaica Chamber of Commerce (JCC) and the Private Sector Organization of
Jamaica (PSOJ) (Caribbean Policy Research Institute / CAPRI (2009).
This thrust was based on a “Social Partnership” model used by the govern‐
ments of Italy and Barbados to combat their socio‐economic challenges. The
Social Partnership system is characterized by cooperative working relationship;
agreements on policies and programmes and the sharing of responsibilities,
resources, risks and benefits (Organisation for Economic Cooperation and De‐
velopment / OECD (1990) cited by CAPRI 2009).
The National Environment and Planning Agency (NEPA) was also estab‐
lished to protect the environment and encourage sustainable development.
This government agency is responsible for enacting any legislation and policy
that pertains to air and noise pollution, waste water treatment, water supply
and protection and waste management (Green Page 2009). The government has
also facilitates training sessions to benefit businesses. For example, an ‘Envi‐
ronmental Management for Business Leaders’ seminar was held in 2006 with the
aim of assisting businesses inclusive of the hotel sector to create sustainable
businesses through proper environmental management. This was sponsored by
the Jamaica Manufacturers Association (JMA), the National Environmental
Protection Agency (NEPA), the Government of Jamaica in collaboration with
the Caribbean International Development Agency (CIDA), the Environmental
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Action (ENACT) Programme and the Management Institute for National De‐
velopment (MIND) (The Gleaner 2006).

ister and Ferrel (2002) and corporate social responsibility cited by Hill and
Jones (1998).

METHODOLOGY

Despite the terms used to describe the acts of philanthropy marketing, it can
be deduced that these large hotels have been instrumental in changing and
shaping the environment in which they operate through assistance to educa‐
tion as in the case of Sandals Hotel’s contribution to the Culloden Early Child‐
hood building and the Palmyra’s Foundation gesture in providing books to the
basic school children around Jamaica. Sandals has also been the forerunner in
providing environmental awareness to schools and communities as it has been
doing this for almost three decades. Other areas of contribution included the
assistance in agricultural; infrastructure development; environmental protec‐
tion; community development through training, sports and health among other
initiatives. These philanthropic initiatives have been alluded to by Genest
(2005) in the literature review.

A comprehensive, but concise literature review was done, using secondary
data obtained from references inclusive of peered reviewed journals, books,
documented information in newspaper and internet sources.
DISCUSSION
This section will be analyzed in terms of the research objectives.
1. Are the large hotels in Jamaica involved in philanthropy marketing activities geared
at contributing to the socio‐economic development of Jamaica in terms of being so‐
cially, economically, culturally and environmentally responsible?
Of the number of large hotels in Jamaica, the literature reviewed alluded to on‐
ly three of them that are extensively involved in philanthropy marketing. Some
of these benevolent activities have been formalized and are being executed by
established foundations. This amount could possibly mean that the others are
not engaged at all; not extensively engaged in the practice or engaged without
publicity or formal documentation. Not having a true account of the numbers
of large hotels that are involved in philanthropy marketing therefore poses a
limitation to the study and presents the opportunity for it to be further ex‐
plored through the survey method, using a more substantial sample size.
2. What forms of philanthropy marketing are being used by the large hotels to contrib‐
ute to the socio‐economic development of Jamaica?
Of the hotels cited, only 2 (66%) of them (Sandals and the Palymya Resort) ap‐
pear to be extensively involved in philanthropy marketing that could ostensi‐
bly contribute to the socio‐economic development of Jamaica in terms of being
socially, economically, culturally and environmentally responsible. This, quan‐
titative description, however, poses limitation to the study, since information
could be ascertained for only three (3) of the hotels. This finding cannot be used
for generalization. This suggests the need to conduct a formal survey to obtain
primary data.Nonetheless, the hotels explored have been involved in and also
encompassed the associated business benevolent activities such as corporate
philanthropy alluded to by Paul (1993) in Genest (2005); global corporate phi‐
lanthropy posited by Genest (2005); strategic philanthropy postulated by McAl‐

Both the Sandals and Palmyra Resort Foundations seem to be engaged in
more than one forms of philanthropy alluded to by (Ricks Jr. 2005); general phi‐
lanthropy which is a response by Sandals to the need of the Flankers commu‐
nity, which is an underdeveloped and densely populated area in the Montego
Bay region and faced with several socio‐economic issues and proactive philan‐
thropy, as in the case of book donations to the basic schools by the Palmyra Re‐
sort Foundation. Sandals appears also to be involved in reactive philanthropy
based on their mentorship programmes to the younger generation and their
assistance to farmers. These assumptions are based on the literature reviewed
and therefore needs to be confirmed via an interview process so to determine if
these are really the aim of their philanthropic endeavors.
It should also be noted that the benefits to be realized from these acts of be‐
nevolence are not restricted to the stakeholders such as stockholders, employ‐
ees, customers and the general public as pointed out by Bennett (1998) and
Elms (2006), but they can also beneficial to the business through highly moti‐
vated employees who contribute to productivity as postulated by Hill and
Jones (1998) and demonstrated by the London Electricity Group. This study
was, however, unable to capture quantitative data pertaining to expenditure
and gains from these activities. This could therefore be addressed in the future
endeavour of the study.
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3. Are the philanthropy marketing activities carried out by these large hotels pure al‐
truism or are they business investments?
The literature review pointed out that philanthropy marketing can be acts of
pure altruism as well as that it can be linked to the strategic objective of a com‐
pany (Ricks Jr. 2005). Likewise Roy (2004) noted that social investment can re‐
sult in expanding markets, increased share and productivity. The research,
however, was unable to provide the real reason/s why these hotels are engaged
in philanthropy marketing. These points to the need to conduct a survey with
an appropriate sample size of large hotels in Jamaica to determine whether or
not their philanthropic activities are pure altruism or are they linked to their
strategic business objectives.
It is nonetheless, evident that these hotels can gain recognition and publicity
from philanthropy marketing. For instance, Sandal’s Montego Bay has received
several awards for being socially and environmentally responsible.
4. Is the Jamaican government facilitating, legislating and executing philanthropy
marketing as a means for sustainable development?
The literature reviewed was limited in providing information concerning the
actual role of the Jamaican government in facilitating, legislating and executing
philanthropy marketing as a means for sustainable development. This, there‐
fore, warrants further investigation.The study, however, highlighted “the Part‐
nership for Progress” (PFP) initiative which aims at achieving a shared vision
for a better Jamaica. The hotels in Jamaica are believed to be members of the
JCC and the PSOJ and this is suggesting that they may support the objectives of
this programme. This thrust could ostensibly create synergy among the public
and private sectors. This study was also unable to determine the individual
large hotels that are members of the JCC and PSOJ and who have an interest in
this initiative; this information has to be captured in a future study.
CONCLUSION
Based on the literature reviewed and the analysis, the following recommenda‐
tions are imperative:


The Jamaican government needs to institutionalize or formalize philan‐
thropy marketing so that these large hotels are bound by law to con‐
tribute to community development. This could address the ‘leakages –
linkages’ issue where it is believed that hotels are not channeling an
adequate amount of their revenues or profits into community devel‐

opments but are using it for import payments, expatriate salaries as
well as returning the profits to their home countries as in the case of
foreign owned‐hotels


This could be regulated through the payment of a fee which could be
based on profitability or room occupancy similar to the head count of
cruise ship passengers.



This regulation is to be included in the Hotel Incentive Act where ho‐
tels will be given specific incentive based on the level of contribution to
society that are not linked to the business strategy.



Philanthropy marketing must be a part of the negotiating process with
foreign hotel investors.



There is also the need for more sensitization in this area in the form of
forums and seminars.

Not having a true account of the numbers of large hotels that are involved in
philanthropy marketing poses a limitation to the study and therefore presents
the opportunity for it to be further explored through the survey research me‐
thod with a more substantial sample size.
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ABSTRACT
The aim of this study is to explore the impact of natural- sport attractions in the sport
tourism development in Iran and also the problems in this area. The data were collected from three groups of participants as a sample of the study. A self- administered
questionnaire was distributed among samples, which one hundred and twelve (112)
questionnaires were completed. The data were analyzed by factor analysis using SPSS
software. From the view point of three groups of experts, « Hiking», « Water and
summer sports», « Desert Tourism» and « Hunting and Fishing» were the greatest
importances in sport tourism development in Iran. Also, regarding the problems of
sport tourism in Iran, findings showed that «cultural problems » are the most
significant issues in the area of sport tourism in Iran. «managerial problems » is the
second important barrier in this area. The third most important problem in Iran's sport
tourism is « infrastructural problems». Moreover, the results showed that seasonality
in Iran is less affected on sport tourism development.
Key words: sport tourism, natural-sport attractions.

INTRODUCTION
Tourism is one of the great industries in the world. According to the World
Tourism Organization (WTO), the number of tourists has a 4.3 percent growth
annually and will be reached to 1.6 billion people in 2020. At the same time, the
expenditure of tourists with a growth rate of 6.7 percent annually has reached 2
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trillion dollars (WTO 2001). Sport tourism is a combination of tourism and
sport, in which many people are working all around the world. The subject of
participation or watching the sport events are since the ancient Olympic; where
people gathered in the Olympic mountain from various places to watch their
champions competition. But the issue of sport tourism has become one of the
new research approaches in recent years (Gibson 1998).
Sport tourism in industrial countries includes 1‐2 percent of GDP and it has
10 percent increased rate annually (Hudson 2003). Business or none‐business
travel aiming at watching sport events is called sport tourism (Hinch and
Higham 2001). In general, sport tourists are either non‐active or active partici‐
pants in sports voyages (Hall 1992).
Many researchers have classified sport tourism in various aspects and
fields (Hinch and Higham 2001; Hall 1992; De Knop and Standeven 1998; Gib‐
son 1998). For example, the classification introduced by Kurtzman and Zauhar
(1997) includes; 1) Attractions, 2) Resorts, 3) Cruise, 4) Events and 5) Tours. At‐
tractions are divided into natural and handmade ones. Some countries possess
identical and diverse climates, so they enjoy a variety of natural attractions for
developing sport tourism (Getz 2003; Maragoudakis 2003; Preston‐Whyte 2003;
Andrueza and Miranda 2005; Ko Sasi 2005). They can exploit these opportuni‐
ties to develop Sport tourism in their countries. Studies have proven that Iran is
among the top10 countries from the view point of tourism attractions (Jenning
1998). The present natural sport attractions in Iran are widespread and gener‐
ally related to hiking, nature tourism, hunting, fishing, winter sports (such as
ski, skate, snowboard), beach and water sports (such as swimming, boating,
surfing, diving), desert, camel riding, nature therapy, mud therapy, Spa ther‐
apy, mountain erring and caving, and adventurous sports. Unfortunately, in
spite of such potentials Iran is not good in the world tourism industry. The
countryʹs tourism share in GDP is about 0.1 percent (Jenning 1998). Since sport
tourism is a new phenomenon in Iran, it faces a lot of problems and challenges.
Therefore, the aim of this research is to explore and determine the most impor‐
tant natural sport attractions affective in sport tourism development in Iran
and also the related problems and difficulties.
METHODOLOGY
The present research samples were included one hundreds and twenty seven
(127); who were: 1) The experts of tourism section of Iranʹs Tourism Organiza‐
tion thirty seven(37), 2) The experts of top 30 traveling agencies sixty(60) and
3) The experts of the Sport Federations including mountaineering, boating,
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swimming, horse riding, biking, shooting, track and field, public sports, ski and
golf thirty(30).The researcher designed questionnaire contained 45 questions
which included (25 questions about natural sport attractions and 20 questions
about the problems related to sport tourism). Finally, 112 questionnaires were
completed. The factor analysis with Varimax Rotation and SPSS software were
used to analyze the findings and to determine the most crucial natural sport
attractions affecting tourism development and also to find out the most impor‐
tant difficulties in Iranʹs sport tourism.
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Tables 3, 4 and 5 show the Factor Loading order of the internal components of
the micro‐scales related to the problems and obstacles of the sport tourism de‐
velopment in Iran from the viewpoint of the experts.( see Tables 3, 4 and 5).
Table 3‐ The most important cultural problems of Iran Sport tourism
A) Cultural Problems in Iran's Sport Tourism

Factor Loading

1- Negative approach and false presumption of the foreign tourists in Iran

0.81

2- Inappropriate contact to tourists in some areas

0.80

3- Ideological bottle-necks or their non-conformity with the tourists culture

0.69

FINDINGS

4- Negative images and propaganda against Iran

0.67

According to the experts, the importance order of the effective attractions on
sport tourism developing in Iran and their corresponding Factor loadings are
as follows: Hiking and nature tourism (0.79); Beach, Water and summer sports
(0.78); Desert tourism (0.75) and Hunting and Fishing (0.75). At the end of this
table are Mountaineering and Caving (0.70), Spa and Nature therapy (0.67) and
Winter sports (0.56). (See Table 1).

5- Unawareness of Iran's tourism attractions

0.64

6- Lack of information about the tourists’ demand

0.64

7- Lack of ICT and public relations toward tourists

0.59

Table 1‐ The importance of natural sport attractions.
Sport –Natural Attractions in IRAN

Factor Loading

Table 4. The most important problems of Iranʹs sport tourism management
B) Managerial Problems in Iran's Sport Tourism

Factor Loading

1) Lack of coordination among the sport tourism organizations

0.85

2- Presence of overlapping organizations and lack of job description

0.82

3- The problems of investment in Sport tourism section

0.81

4- Lack of control and supervision over the activities of sport tourism units

0.89

1- Hiking and Nature tourism

0.79

2- Beach, Water and summer sports

0.78

3- Desert tourism

0.75

5- No vision in strategy plan for Sport tourism development

0.66

4- Hunting and Fishing

0.75

6- Differences in policy making and lack of strategies for sport tourism

0.63

5- Mountaineering and caving

0.70

6- Spa and Nature therapy

0.67

Table 5. The most important problems of Iranʹs Sport tourism infrastructures

7- Winter sports

0.56

C) Sport Tourism Infrastructural Problems

Factor Loading

1- Lack of standard facilities for sport and recreation activities

0.83

2- Poor welfare services and facilities

0.80

3- Shortage of dwelling places and standard hotels

0.74

4- Various impediment laws in issuing visa and customs

0.73

5- Mismanagement in land, air and railroad transportation systems

0.69

6- Lack of theoretical and scientific knowledge in sport tourism in Iran

0.64

Regarding the countryʹs sport and tourism problems, the following order ap‐
pears: Cultural problems (0.75), Management problems (0.72) and Infrastruc‐
tural problems (0.50) (See Table 2).
Table 2‐ The most important sport tourism problems in Iran
Sport Tourism Problems

Factor Loading

1- Cultural problems

0.75

2- Management problems

0.72

3- Infrastructural problems

0.50

CONCLUSION
It seems that the reasons for the higher importance or attractions of ʺHiking
and Nature Tourismʺ, ʺBeach, Water and summer sportsʺ and ʺDesert tourismʺ
relative to the other attractions are as follows:
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1‐ These activities are popular in Iran. North and South of Iran include
2000 km beach borders. The Caspian See is the largest lake in the world
and the summer tryst for most people who are interested in visiting
Iran. An ideal combination of beach, mountain and forest has devel‐
oped this area as the main tourism attractive of the country. The south‐
ern beach is another tourism attraction as well. Further, in the recent
years, the two famous islands in the Persian Gulf (i.e. Kish and Qeshm)
have experienced the largest tourism investments especially in sport
tourism. 2‐ Considerable variety of sport activities which may be pur‐
sued in these points has made Iran a proper place for sport tourism.
Swimming, diving, boating, water skiing, waving, beach sports, etc. the
in beaches, lakes and rivers; activities such as walking, jogging, biking,
horse riding, golf in the hills and mountain skirts; and also camel rid‐
ing and desert tourism are just a few sport activities that are practicable
in Iranʹs tourism attractions. 3‐ Less effectiveness of these attractions by
the Iranʹs seasonality; because seasonal changes are indicative of the
world challenges in the management of the tourism attractions.
It is important to pay due attention to the problems, challenges and oppor‐
tunities related to seasonality and their effects on sport tourism. Sport and tour‐
ism depend on seasons and may interact with each other in different ways
(Butler 1994). If a country possesses varying climates, it will most probably re‐
ceive more sport tourists in all seasons throughout the year. With regard to
Iranʹs four seasonal climates, the possibility of exploiting its natural sport at‐
tractions in longer periods of the year would be high as compared to other
countries. This is an important point of the sport tourism development and
thus it must be duly considered. Winter sport attraction in at lowest impor‐
tance rank because of the following four reasons:
1‐ Climate changes and reduction of snowing in some years that reduces
the duration of ski and winter sports season. However, in Europe and
the countries in the North orbit, snowing is more and longer than Iran;
as a result there are more winter sports attractions in those countries as
compared to Iran.
2‐ Lack of data about the winter sports tourism facilities and resources in
Iran, 3‐ Shortage of standard skiing areas and proper welfare facilities,
4‐ Lack of transportation to access to the existing skiing areas in win‐
ters. The results showed that the main barrier in Iranʹs sport tourism is
cultural problems, in which ʺthe false presumption toward foreign
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touristsʺ (0.81). This negative view in fact provides other problems and
barriers in many cases. Such inference has led the authorities refrain
from moving toward developing this industry; because they fear that
they may encounter the societyʹs public opinions. Also, there is an ur‐
gent need for establishing a department to coordinate the tourism or‐
ganizationsʹ activities to those of sport organizations, and thus to avoid
the wasting of capitals and resources wasting. The main problems in
the infrastructural section include; ʺlack of sport and entertainment fa‐
cilities and structuresʺ and ʹʹlack of welfare services and facilities for
touristsʺ. There are no sufficient standard sport facilities and equip‐
ments in the areas vulnerable to developing sport tourism, which re‐
lates directly to investment. This problem may be solved through at‐
tracting the private section investments. In order to achieve the favorite
level predicted in the Islamic Republic of Iran in next 20 Years Perspec‐
tive Plan for tourism, in which the country should attract 20 million
tourists and attain 25 billion dollars income, we all are obliged to pay
due attention to all capabilities of the country in this regard.
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ABSTRACT
Many cities and governments have taken tourism as a part of development strategy in
recent development policies. Depending on the type of development policy, bargaining
power of tourism cities vis-à-vis tourism firms varies. In this study, an evaluation will
be made on the bargaining power of two different tourism cities according to their development strategies based on the difference in local regimes and policies. With this
comparative work, the relation between local politics and regimes and the development of urban tourism will be examined, in fact, which is rarely discussed in other
studies. Therefore, two different tourism cities (extreme cases, Amsterdam and Antalya) both of which show different regimes in political structure are evaluated to identify their bargaining power in tourism development strategies. Based on this framework, the factors; market conditions, intergovernmental support, local culture and
popular control defined in the book of Savitch and Kantor (2002) for identifying development models and bargaining position of cities will be used and identified for Antalya and Amsterdam. Findings based on these factors show that while there is a strong
bargaining power of the city of Amsterdam in tourism development, there is a weak
bargaining power of city of Antalya in tourism development compared tourism firms.
Key Words: Bargaining power, tourism, regimes.

INTRODUCTION
For the last decades, a transformation is observed in the development ap‐
proaches of cities. Each city has responded to this change in different ways.
Depending on their institutional structure and local culture, some cities have
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followed a more social‐centred development policy, while others have chosen a
more market‐centred one. Savitch and Kantor (2002) explain these differences
in urban development trajectories as follows. They make a distinction between
driving variables (market conditions and vertical/horizontal integration) and
steering variables (popular support system and urban/local culture). This distinc‐
tion enables them to distinguish different development paths of cities even in
the same country. If these variables work cumulatively toward a weaker public
direction (free development, minimalist planning, strong economic growth), a
more market‐centered development policy is observed. And if these variables work
cumulatively toward a stronger public direction (activist planning, preserva‐
tionist policies), then a more social‐centered development policy is seen. Although
we believe that this model is very fruitful and guide us in defining the devel‐
opment types of cities, it has some weaknesses.
What we aim to do in this article is, firstly to apply their model to urban tour‐
ism. Because service‐based sectors have become triggers of urban economies in
this transformative change and governments have preferred to propose devel‐
opment strategies to promote service sector, especially tourism, in cities (Zukin
1991). Therefore, two extreme cities, Antalya and Amsterdam, all of which take
tourism as a development strategy are examined by using a systematic concep‐
tual framework. This is the first comparative study focusing on the cities that
are taking tourism as a development strategy.
Secondly, by making a comparative research in different countries (which
have a different state structure), it is aimed to identify to what extent market con‐
ditions, integration types, popular control and local city culture differ in different tour‐
ism cities and define cumulatively the type of the development model. In fact, this is
the first study to evaluate and compare this type of development model for
only tourism cities. Therefore, the third aim of this paper is to show how these
variables define the type of tourism development in three different cities and
shed light on the relation between different local politics and urban tourism
development, a fact which is very rarely discussed in tourism literature. We do
this on the basis of Savitch and Kantor’s model (2002) by comparing Antalya
and Amsterdam.
A THEORY OF URBAN DEVELOPMENT
Cities have responded to recent transformations; globalisation, post‐fordism,
flexible production, deindustrialization and participation strategies in different
ways. While one strand of thought states that cities must compete in the com‐
petitive marketplace and try to promote economic growth, an other strand of
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thought claims that it is the internal political forces that shapes urban devel‐
opment strategies.
The latter approach stresses that internal political force that shape urban
development choices. This perspective relies on a ‘political logic’ to explain the
behaviour of cities. It suggests that cities are not business corporations but po‐
litical entities whose leaders must build coalitions and win political support
(Savitch and Kantor 2002: 29). In fact, the relationship between state and mar‐
ket economy is contradictory. By a contradictory relationship between market
and state it is meant that market economy and state are dependent on each
other but yet also contravene each other.
A market economy is dependent on the state because the state creates the
necessary preconditions for a well‐functioning market economy (economic
growth is a basic indicator for a well‐functioning market economy). It is not
easy to be more precise on these preconditions because (1) different theories
give different answers and (2) preconditions for a well‐functioning market
economy are probably historically and geographically specific. (Neo) liberal
theory says that the state should create private property rights, produce (semi)
public goods only, and should stimulate market competition as much as possi‐
ble (this includes levying taxes that least “disturb” markets), this is what Jessop
(1998) calls a weak competitive strategy. But according to Braudel and Schum‐
peter, entrepreneurs do not like fully competitive markets because this is not
where big profits can be made. According to their view, it is not competition
that creates economic growth but attempts to evade competition. This is done
by “making new combinations” or, in other words, by creating assets that are
hard to be imitated elsewhere. These assets are created by private entrepre‐
neurs often in collaboration with the state (strong competitive strategy) such as
Finnish innovation policy, Swiss banking policy, and regional innovation poli‐
cies. In most cases the state simultaneously follows a weak and strong competi‐
tive strategy (the state plays a contradictory role here).
The state, on the other hand, is simultaneously dependent on a well‐
functioning market economy. First, the state has to fulfil the demand of the
voters (public goods, income redistribution among other things) and, as said
before, it has to create favourable preconditions for economic growth. Politi‐
cians who are unable to stimulate economic growth lose votes. To do both
things the state needs tax revenues. It is the material basis of political power.
Without tax revenues no political power. But these tax revenues are generated
in the market system.
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All this brings the state in a contradictory position. On the one hand, it has
to fulfil the demands of entrepreneurs to have a well‐functioning market econ‐
omy and who are the key actors in creating economic growth. That’s why the
state has to accept the fact that the real power of entrepreneurs is larger than
their formal power (in a democracy the power of all voters is, in a formal sense,
assumed to be equal). On the other hand, the state has to fulfil the demands of
the voters who want more public goods and a more fair income distribution.
But the state cannot fulfil these “real” demands of the majority of voters be‐
cause it threatens economic growth and, therefore, tax revenues as a result of
which the political power of the state is reduced. Thus voters with no economic
resources have to abstain from using their political power more than voters
that have economic resources at their disposal. Why is economic growth under
threat when the state listens more to the demands of the majority of voters than
to the demands of entrepreneurs? The answer is: entrepreneurs can disinvest
and/or move to elsewhere. But this is dependent, of course, on how mobile
capital is. Neither property capital nor firms in clusters nor firms in tourism
places can easily move to elsewhere. (No wonder that the‐origins‐of‐democracy
theory says that early democracy originated in places with mobile trade capital
while it was blocked in places dominated by a strong immobile land capital).
A good development model must pay attention not only to market condi‐
tions but also to political conditions. It is observed that some political institu‐
tions favour the provision of private goods while others favour that of public
goods in their development strategies. The disenfranchisement of immigrants,
quangos, public‐private partnerships, a poll tax, fiscal decentralization, and
territorial fragmentation in urban regions favour the provision of private
goods. Because a more public or more private provision of goods and services
is politically highly contested, the political institutions that favour a more pri‐
vate or public mode of provision are highly contested too. The contradiction
described applies to political institutions of decision‐making, taxation, and
state territoriality.
As a result, cities show variety in their development policies. While some of
the city leaders have been focusing on competitive strategies in the marketplace
of cities by trying to build water front projects, new office buildings, congress
centers, fairs, thematic parks, sport projects and casinos to attract tourists for
that city (Savitch and Kantor 2002), others have been focusing on quality of life,
environmental and historical protection. For instance coastal tourist cities
which try to preserve open space have put strong rules and zoning on land.

Therefore, public institutions have presented different governance mechanisms
with private sector agents.
National governments are still powerful and play an important role in shap‐
ing development. Depending on the type of the political system, national and
local governments shape the development of central or suburban cities differ‐
ently by supporting urban development corporations, urban enterprise zones,
and urban service zones. Such an activity creates a vertical integration between
multiple governments that acts to unify the public sector via‐a‐vis private capi‐
tal (Savitch and Kantor 2002: 38). Formal and informal collaboration between
local and central governments can provide cities with tangible resources and
with political leverage in bargaining with business. Different nations achieve
this in different ways. For instance while in the Netherlands urban planning is
the outcome of collaboration between central state and municipalities, in the
Great Britain special inspectors from Whitehall play an active role in local deci‐
sion making. Integrated systems are more common in Western Europe than in
North America.
Savitch and Kantor (2002) developed a political economy framework for
comparing urban development models by examining the “bargaining context”
of cities structured along market‐centered development and social‐centered develop‐
ment. They claim that bargaining on urban development is shaped by specific
factors of driving resources and steering resources that have cumulative effect on
city choices. In their model, market conditions and intergovernmental support
are defined as “driving variables”, popular control and local culture are figured
as “steering variables”. While driving variables confer economic growth to cit‐
ies and grant public leaders leverage as they bargain with business, steering
variables chooses about the strategic direction of development.
Based on their model, two theoretical claims can be made;

“The more driving resources (the more diversified economy, and the
more state support) of a city, the more opportunities for enhancing social de‐
velopment policy”.

“Cities which have more powerful steering resources are more dis‐
posed and powerful to follow social‐centered development policy”.
Market Conditions force that make cities more or less appealing to private
capital depending on geographic characteristics, political reasons, by‐product
of business circumstance, and a vital strategic role or for religious cultural rea‐
sons. Favourable market conditions make that city stronger in bargaining posi‐
tion and give it greater control over capital investment and development
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(Savitch and Kantor 2002: 43). Many cities measure their market condition by
the creation of a modern employment base, the increase or decrease in available
jobs, and a willingness to invest in property within a jurisdiction (Savitch and
Kantor 2002: 44).

STEERING VARIABLES

DRIVING VARIABLES

Market
Conditions

Popular Control
Active
Passive

PROCESS
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Local Culture

Intergovernmental
Support

Post-materialist
Materialist

Integrated
Diffuse

BARGAINING POSITIONS
Public Advantage

Private Advantage

DEVELOPMENT
Social-Centered

Market-Centered

Figure 1. Urban Development Model
Source: Savitch and Kantor 2002: 48 –49

Intergovernmental Support mainly refers to practices used together with city,
regional, provincial, or national authorities to intervene in the marketplace.
They involve planning, land‐use controls, fiscal support, differential tax poli‐
cies, and infrastructure construction. Intergovernmental integration may be
vertical or lateral. Vertical integration may take place between higher and
lower levels of authority such as city to province to national government. Lat‐
eral integration may combine cooperation among equal levels of government
over a wider region. In each type of integration, localities can borrow bargain‐
ing resources or transfer negotiations with business and include irregular proc‐
esses of governance that unite public‐private partnerships (Savitch and Kantor
2002: 44). Indicators of intergovernmental support are descriptions of intergov‐
ernmental institutions and their impact, accounts of intergovernmental coop‐
eration on planning and development, explanations of housing and develop‐
ment policies, assessment of subsidies, and analyses of intergovernmental aid.
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To have an effective popular control, public approval must be connected to
the capital investment process (Savitch and Kantor 2002: 41). Therefore, popu‐
lar control includes a larger process through which urban development deci‐
sions are legitimized. The process may vary due to the scope of public partici‐
pation, the extent to which participation is organized, and the effectiveness of
electoral mechanisms. Cities can organize popular control around formal
neighbourhood governments or civic groups, may use voting to encourage
awareness and involvements and may organize legislative councils.
Cities differ according to the types of popular control. Cities with active
popular control contain competitive and programmatic parties, they have high
voter turnout, they facilitate political access thorough neighbourhood institu‐
tions, and they are supported with voluntary associations. Contrary to this, cit‐
ies with passive popular control lack most of these characteristics. They are
characterized by entrenched political monopolies (one party system), low voter
turnout, lack political access of neighbourhoods and a lack of civic life (Savitch
and Kantor 2002: 76). Although it is difficult to measure popular control due to
cross‐cultural differences, examining citizen access to decision making and
prevalence of citizen groups can be a good indicator for representing the popu‐
lar control of a city (Savitch and Kantor 2002: 45). The dominant role of non‐
governmental organizations, citizen groups in a city is important active popu‐
lar control indicators which contribute to the social‐centered type of develop‐
ment in cities.
Local Culture refers to the norms and values that create a disposition toward
the development type. Cities are based on a history, an experience with conflict
and cooperation as well as social structure that go into the making of local cul‐
ture. The culture helps to determine what kind of development popular opin‐
ion most values such as jobs and construction or historic preservation or green
space. Materialist cultures generally emphasize personal needs, brings divisible
benefits to individuals and use public power to produce jobs, income and con‐
tracts. Materialist culture pay less attention to environmental quality, build
freeways to achieve jobs and income (Savitch and Kantor 2002: 45).
By contrast, post‐materialist cultures stress the “interests of the whole” and
see development as leading to indivisible benefits designed for the larger
commonwealth. These are generally considered to be collective benefits and
public amenities that are provided through long‐term planning and invest‐
ment. Post‐materialist cultures employ public power to provide collective good
like the protection of open space, growth management and environmental
safeguards. They favour interventionist planning that entail architectural con‐
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trols, historic preservation districts and mass transit. This kind of cities called
upon stopped massive highway projects (Savitch and Kantor 2002).
While cities with post‐materialist culture are more concerned with the pres‐
ervation of the built or natural environment, and benefits are generally indi‐
visible, however cities with high materialist culture choose for jobs, income and
tangible benefits that are easily divisible. Measures of local culture of the city
can be examined with the social composition of the population such as whether
it is based on blue‐collar or white collar.
According to Savitch and Kantor (2002), the more bargaining advantages
held by a city, the greater its ability to shape the urban development. Variations
in outcomes of city development are effecting from market conditions, intergov‐
ernmental support, popular control and local culture. When these variables work
cumulatively toward a strong public position, public actors are able to shift the
risks and costs of development onto the private sector and a more social‐
centered development policy emerges which puts priority on powerful public
direction, activist planning and preservationist policies. In addition, it empha‐
sizes collective benefits and public amenities. As to this approach, cities will
make demands on business by charging environmental impact fees, requiring
contributions for moderate‐income housing, exacting public amenities, and
imposing architectural standards.
If these variables work cumulatively to a weaker public position, the public
sector tends to absorb risks and costs. A disadvantaged bargaining position is
observed in cities which rely on an economic logic and pursue development in
a market oriented way. This kind of development emphasizes free develop‐
ment, minimalist planning, and strong economic growth by offering induce‐
ments to business such as tax abatements, providing public aid for capital pro‐
jects, making land contributions, relaxing architectural standards, and doing
away with zoning regulations.
When these variables are labelled according to perspective of development
patterns, market conditions are categorized as favourable or unfavourable, in‐
tergovernmental support can be analysed as integrated or diffuse, popular con‐
trol can be classified as active or passive, and local culture can be shown as ma‐
terialist or post‐materialist. The process is explained under two bargaining po‐
sitions; public advantage or public disadvantage. According to these bargaining
positions outcome is defined as social centered or market centered develop‐
ment. If market conditions are unfavourable and intergovernmental support is
diffused, local culture will show a materialist structure and popular control
will be more passive. This situation will provide advantages to business groups
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in the city and city will choose to develop economic activities to solve their so‐
cial problems and thereby will show a market oriented development approach.
If market conditions are advantageous; such as an increase is observed in
investments, employment, health services, multi‐way economic activity and
high office rent, and intergovernmental support is integrated, popular control
will be more active in decision making and local culture will show more post‐
materialist (the increase in white collar) structure and therefore public advan‐
tage in bargaining position will design the development of that city a more so‐
cial‐centered type (Savitch and Kantor 2002).
Savitch and Kantor (2002) found some examples which coincide to their de‐
velopment models and also found some cities which have shown a contrary
structure with the proposed models in their book. This finding supports the
ideas of regulation theorists believing that different institutional regulations
create diversity in the production of social systems (Hollingsworth and Boyer
1997). Institutional regulations are place and path dependent (Hollingsworth
and Boyer 1997) and development in cities can not be fully understood without
examining the political and social institutions that shape the economic activity
of that city.
TRAJECTORIES OF URBAN TOURISM DEVELOPMENT IN AMSTERDAM
AND ANTALYA
Tourism cities and their development path differ even in one country. We
elaborate Antalya and Amsterdam, both of which are very different in terms of
political, social, spatial and economic structure with respect to countries and
type of tourism policy. According to the claims of the theory, we can say that
cities that are less designed for tourists are the ones which are more public ori‐
ented social development policy. On the contrary, cities that are heavily de‐
signed for tourists are the ones which have shown more market oriented de‐
velopment. We will examine these claims while explaining the type of devel‐
opment model for two cases.
Tourism Dominated By Capital, Restructuring With the Tourism
Development Plans: Antalya
Although Antalya has always had a productive agricultural background,
commerce and especially tourism have increasingly taken an important role for
the economy for the last few decades. Antalya has become the most important
tourist region of Turkey and one of the leading mass‐tourism regions of the
Mediterranean Sea by attracting about nine million visitors per year. Transfor‐
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mation in the development approach of the country from import substitution
policy to export oriented industrialization policy was influential in this growth.
Tourism was seen as an attractive sector for a semi‐peripheral country with li‐
mited export options and it is not subject to trade barriers (Öztürk 2000). Thus
tourism became part of the export‐oriented growth strategy (Tosun 1999) and
tourism development centers are designed and subsidized by the support of
the law which influenced tourism growth of Antalya.
Therefore since 1980s, an increase is observed in GDP values and shares of
service sector in Antalya. Total employment has increased from 121.246 to
268.991, between 1985 and 2000 in the city. In Turkey, the growth of employ‐
ment (%30) is lower than the growth of employment (123%) in Antalya in this
period. In recent decades, a striking increase is observed in the number and the
share of employment and firm unit especially in service sector including tour‐
ism, trade and transport in the city of Antalya (Erkuş Öztürk 2008). About 20%
of employment is from tourism sector in Antalya (Unpublished Statistics of
Turkish Statistical Institute). In addition to the increased share of wage earners,
an increase is also observed in the share of entrepreneurs from 2.15% to 5.87%
in Antalya when we compare it with the shares of Turkey. Between 1992 and
2002, Antalya has shown the highest share of increase in terms of employment
in commerce, hotel & restaurant, transportation & communication and social &
individual services compared to the average share of Turkey. Already 1992, the
highest share of employment increase is seen in hotel & restaurants and social
& individual services in Antalya compared to the country.
Antalya has attracted 60% of all tourism investments of Turkey in 2005. Ac‐
cording to the distributions of tourism investments in Turkey between 2000
and 2005, Antalya has become the first ranking province that takes 409 tourism
encouragement certificates (Erkuş Öztürk 2008). Antalya has got also an impor‐
tant share (second rank in Turkey) of foreign capital firms and most of which
are mainly in tourism and service related activities. It has got the second higher
share in the country (11.66 %) with 1765 foreign capital companies, 259 of them
are tourism enterprises consisting mainly small size accommodation units.
These figures show that the market condition of Antalya has become favourable.
Although favourable market conditions as a driving variable defines a more
social‐centered development strategy in Savitch and Kantor’s model, it is not
the case for Antalya. These favourable conditions of economic growth have not
given the city of Antalya strong bargaining power.
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In the weaker bargaining position of the city of Antalya, type of intergov‐
ernmental support system is also influential. Huge subsidies given to the tourism
development zones and tax reductions given to private tourism investors were
very influential in the growth of tourism in Antalya. The Tourism Encourage‐
ment Law No. 2634 of 1982 has shaped the tourism development policy based
on a mass tourism strategy by opening the ground for hotel investments. The
largest two tourism development projects of central government, namely the
Side and the South Antalya Tourism projects, created the largest bed capacities
by giving extensive incentives to the investors in this area. In fact, that strategy
worked very well and exceeded the proposed bed capacity and created an
overcapacity problem. This has given a disadvantaged position to the city and
gave bargaining power to private investors. Besides, mass tourism develop‐
ment and low price policy has created a weak competitive strategy in tourism
development of Antalya.

There is also a weak decentralized decision making mechanism at local soci‐
ety level. Deep historical tradition of the Turkish State on civil society relations
is influential in this continuity (Heper 1985; Buğra 1994). That is why popular
control in Antalya tourism city is passive with respect to civil society organiza‐
tions/associations. However, that is strong with respect to business associations
in tourism. In Antalya, the shares of tourism association (%15) and environ‐
mental associations (%15) are by far the highest of all associations
(www.stgm.org.tr). This is also related with the type of national business sys‐
tems in Turkey and the type of state structure which works collaboratively
with the associations of big businesses. Fragile democratic structure, the domi‐
nance of clientalism as a policy type, weak economic and fiscal structure, atten‐
tion to personal and family loyalty than institutionalized loyalty like associa‐
tions (Buğra 1994), the existence of not well organized small groups and la‐
bours can be the reasons for weak popular control structure of Turkey.

In fact, Turkey is more inclined to centralization in state structure. It is a
unitary state, and has strong national‐local integration. However, taxes given to
local state (municipalities and special provincial administrations) are low;
therefore the role of local state, the city of Antalya, is weak in tourism devel‐
opment. Local taxes paid by tourism investors are received by the central gov‐
ernment. Most of the revenues of municipalities are consisting of tax revenues
(about 60‐65 %) and most of the tax revenues are coming from general budget
about 90%. After 1996, municipalities started to take external and internal bor‐
rowing due to the limited fiscal support; however, the share of borrowing is
very limited, about 8‐9 % in total (Güner 2003). Due to this reason, local politi‐
cal territorial influence is very weak and municipality of Antalya has a minor
role in designing tourism strategies.

Related with tourism development in the city of Antalya, civil society did
not resist tourism development in the beginning. What they expect was only
economic growth. They did not expect this kind of huge mass tourism devel‐
opment in their city. Market dominated strategy in the city is related with the
existence of weak popular control system in which civil protest groups are not
well developed and organized to effect the trajectory of the development. Even
professional environmental groups could not succeed to reduce investments in
the forest area because the forest land was owned by the state and some lands
of the state is designed for tourism development areas which give bargaining
power to central state and hotel investors.

Besides, there is strong national‐local integration between private busi‐
nesses and the central government. Private tourism businesses come together
and create their tourism association (such as GATAB, BETUYAB, LATUYAB
etc.) and follow counter strategies by organizing themselves at the national
level with making infrastructure support in defined tourism development ar‐
eas. Strong state‐business integration observed in tourism is also related with
business corporatist and arm’s length state character of the Turkish state. In
fact, what we see in tourism development of Antalya is territorial political cen‐
tralization (there is a central state and responsibilities distributed to the munici‐
palities) and a functional decentralization in terms of the strong role of tourism asso‐
ciations which give bargaining power to private businesses and the central state
(Ministry of Culture and Tourism) in tourism development.

It is seen that civil society is less organized which has to do with less post
materialist culture in Antalya compared to other European cities. According to
the work of Inglehart et al. (2004), Turkey is the country which self‐expression
values and democracy is less developed compared to other European countries.
However, post‐materialist values changes depending to the population size
and geographical position of cities in Turkey. In that respect, Antalya has
shown an intermediate position between materialist and post‐materialist cul‐
ture as we have seen in the local election results of 2009 which gave the author‐
ity to the leftist party at the municipal (local) level though the central govern‐
ment is from the right wing. However, when we compare the local culture of
Antalya with other European cities, a more materialist culture is observed
which pays more attention to more economic growth than other post‐
materialist values such as protecting historical, cultural assets, green spaces,
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attracting creative class and increasing quality of life in the city. In fact, creative
class is very limited in Antalya compared to Liverpool and especially Amsterdam.

registers 48 million days of visit per annum and 70% majority arise from over‐
night stays Amsterdam Bezoekersprofiel (2008:15).

While some groups and entrepreneurs are very conscious about the impor‐
tance of the quality of environment such as green areas and etc., they are also
very pro‐market oriented. Private tourism entrepreneurs in Antalya and central
state have started to give importance to the cultural assets, environment, organ‐
ized green space and infrastructure for the last ten years. However, they started
to be conscious about the importance of these assets for attracting tourists and
tourist capital, not for increasing the quality of the life and standards of the
city. Therefore, environmentally sensitive practices of hotels and central gov‐
ernment (blue flag beaches, green area development and protection) can not be
completely evaluated as the existence of post‐materialist culture in the tourist
city of Antalya.

Related with the contribution of tourism, growth of real expenditures of for‐
eign tourists (2.5%) were by far the highest, compared to those of inhabitants
(1.7%) and day trippers (1.2%) in 2006 and the high growth of expenditures of
foreign tourists was approximately the same for the previous four years (SEO
2006: 29). According to the Amsterdam Bezoekersprofiel (2008: 15), visitors
generate an estimated 5 billion Euros and create or maintain 48,000 jobs.

The Irony of History, Restructuring Within a Frozen Built Environment:
Amsterdam
Amsterdam had affected badly from national economic problems of 1980s and
made an impressive resurgence in the 1990s which has been triggered due to
three factors: a national policy of low wages, spending cuts of government ex‐
penditures (restructuring of the welfare state) and compact city policy. Due to a
policy of low wages combined with a lower tax wedge, Dutch labor costs were
relatively low in the 1980s and 1990s which has been beneficial for labor‐
intensive service industries, including tourism.
Amsterdam benefited very much from these policies and the growth of
value added of the city has become higher than that of the whole of the Nether‐
lands. While this is 4.9 for city of Amsterdam, this value is 0.1 for the Nether‐
lands in year 2002. Although growth of value added had shown a decrease in
2003 because of the crisis, it increased again after this year: from 0.9 to 3.2 in the
city of Amsterdam and from ‐0.1 to 3.0 in the Netherlands in 2006 (SEO 2006:
27). In this respect, it can be stated that Amsterdam’s market conditions have
been favourable ever since the late 1980s.
Between 2003 and 2007, businesses in Amsterdam which consist of 60% per‐
cent of the total businesses in the region have increased from 59021 to 59837
(LISA/O+S). The data for the year 2008 shows that tourism businesses comprise
6% (3922 in number) of the total businesses which creates 24.007 employees in
tourism. Between 1998 and 2007, 26% (4% per year) increase was observed in
the number of tourists who visited Amsterdam (CBS/O+S data). Amsterdam

Compared to other European cities, Amsterdam hotels are more expensive
and visitors use more 5 and 4 star hotels (49%) than in other cities which reflect
the high purchasing power tourists. Because of restructuring in a frozen (his‐
torical and cultural) environment and a variety of culture and leisure supply,
the city of Amsterdam succeeded to attract tourists from high‐income countries
(such as Germany, Italy and the USA) (Amsterdam Bezoekersprofiel (2008) for
seeing the monumental architecture (39%) and the atmosphere (33%). Besides,
14% of all visitors take part in at least one activity in the surrounding settle‐
ments of Amsterdam (fishermen’s villages (27%), Haarlem (19%) and beaches
(16%). The remaining 86% majority of tourists spend time in the city center of
Amsterdam. Supportingly, 60% of hotels taking place in the centrum of the city
(Dienst Onderzoek en Statistiek Amsterdam 2006).
Not only favourable market conditions, but also integrated type of intergov‐
ernmental support is influential in the bargaining power of the Amsterdam. In
fact, Dutch state that is territorially much consolidated and fiscally extremely
centralized (Terhorst and van de Ven 1997). During the heyday of Dutch fiscal
centralization (i.e. the 1980s), local taxes made up only 6 percent of the reve‐
nues of Dutch municipalities, and general and specific grants 32 percent and 62
percent, respectively. Extreme proportional representation in electoral system
does not allow a dominance of any one party in the political system which
makes national‐local integration strong. This specific state structure favoured
the urban social movements and leftist politician to forge a non‐growth alliance
concerning the historic city centre. A more liveable and humane historic city
centre coupled with social‐housing urban renewal would hardly affect the local
tax base (Terhorst 2002).
Due to these reasons, the city of Amsterdam had a strong bargaining power on
tourism investors. Apart from general and specific grants to Amsterdam, central
state contributes to (tourism) services in other ways. For instance, some muse‐
ums (Rijk and Van Gogh Museum) are subsidized by central state. National
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tourism policy measures affected Amsterdam more than the rest of Nether‐
lands. There are strong rules and regulations to build a hotel type of invest‐
ment in the historic core.
An active popular control system exists in Amsterdam, Well‐organized neigh‐
borhood groups in the past and the current neighborhood councils have strong
bargaining power vis‐a‐vis city of Amsterdam and hotels firms to guide the
investment in their area. Pillarization was influential on the popular control
system (Terhorst 2002).
Because of the strong bargaining power of urban social movements,
neighborhood groups and councils, Amsterdam now has 7,600 listed monu‐
ments, i.e. buildings that are not allowed to be demolished and that are subject
to government control regarding physical changes as well as use. It is seen for
Amsterdam case that strong popular control has influential on the bargaining power
of private firms and has shown a more social oriented development strategy. The rela‐
tive weak bargaining power of tourism businesses (hotels and private develop‐
ers) in Amsterdam is also related with the fact that the city of Amsterdam is
subdivided in neighborhood governments. Due to their territorial fragmenta‐
tion it is very difficult for tourism businesses to organize large scale projects
and events in the historic core but it is less difficult outside the historic core.
One interviewee said that “One has to negotiate with different neighborhood
governments to get things done”. However, this does not mean that tourism is
declining due to these regulations and negotiations.
On the contrary, the preservation of the built environment has largely
shaped the development of Amsterdam’s historic city center and has been of
crucial importance to its outgrowth towards a leisure‐ and tourism center, de‐
spite some fluctuations in time that are also observed in other tourism cities.
The political success of urban social movements, in other words the active
popular control system has unintentionally stimulated the growth of gentrifica‐
tion and tourism in Amsterdam. Therefore the urban social movements became
the pioneers of a post‐materialist local culture in Amsterdam. The Netherlands
made the next fastest shift from a materialist to a post‐materialist culture after
Sweden (Inglehart 1977). According to the 2000 World Values Survey, the
highest percentage of post‐materialists is seen in Australia (35%) and followed
by Austria (30%), Canada (29%), Italy (28%), Argentina (25%), United States
(25%), Sweden (22%), Netherlands (22%), Puerto Rico (22%) etc. (Inglehart et al.
2004: 384).
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Extensive rules and regulations have been introduced in the historical core
to increase the quality of life such as a mixed land use, environmental quality
(livability of the area, a reduced traffic, high architectural quality etc.). Renova‐
tion of the monuments (canal houses) and gentrification projects in the histori‐
cal core support these policies which are in fact a more social centered type of
development policy. Gentrifiers living in monuments got subsidies and/or tax
reductions from central state, however, it is an elitist policy which makes Am‐
sterdam not fully social centered type of tourism development. Although elitist
gentrifies are one of the elements of post‐materialist culture of the city by pay‐
ing attention to the quality of life such as green areas, cultural and liberal at‐
mosphere and etc., they are also very pro‐market oriented.
The process of large‐scale gentrification has played a key role in improving
Amsterdam’s “bad” image (coffee shops and sex tourism) as well as the size
and quality of its consumer services. Gentrification in the historic core has
stimulated the development of a variety of usage such as different type of cafes
and restaurants a richer nightlife and more cultural facilities in general all of
which are in line with the post‐materialist culture of the city. For instance, four
out of ten tourists visit Amsterdam because of its cultural history and the old
city centre. 73% of leisure visitors went to a museum, but solely 24% of leisure
visitors had come for this reason (Amsterdam Bezoekersprofiel 2008). Atten‐
dance of museums reinforces the image of Amsterdam as a cultural destination
Amsterdam Bezoekersprofiel (2008). According to Trip (2007), the quality of
place depends on elements that can exist alongside the “high culture” facilities
in cities. The Concertgebouw Orchestra is a great asset to Amsterdam, but
regular street music festivals are also important in the quality of place. These
cultural assets and variety have attracted creative class to stay in the city, in fact
which is also one of the elements of the post‐materialist culture of the city. Be‐
cause of the post‐materialist culture in Amsterdam, tourism developments are
not segregated from the civil life.
Metropolitan region of Amsterdam is the central marketplace of the Dutch
creative industry which is a leader in Europe according to Florida’s creativity
index. Amsterdam is also the place to be for the creative class as life style group
which represents 27.2% of the population (Trip 2007). Cultural industries, such
as publishing, advertising, journalism and the performing arts are far by the
most important in Amsterdam compared to other cities in Holland (Klooster‐
man 2004).
CONCLUSION
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Findings have shown a variety in terms of their way to tourism development
approach. The differences are evaluated below. In Antalya, tourism is to a large
extent the outcome of special tourism policy and plan of the central state. Espe‐
cially, Antalya is selected as a special tourism development area because of
having many natural attractions (sun‐sea‐sand, history, culture and nature).
The restructuring of tourism development in Turkey by the influence of the
shift to export‐oriented strategy is also very much to do with the specifics of
Turkish state which has given bargaining power into the hands of business
firms, associations and the central state vis‐à‐vis to the city of Antalya. Antalya
has always had a weak popular control system. Even though some environ‐
mental and cultural sensitive groups have emerged recently, they are still weak
to influence the direction of tourism development because of the materialist
culture existing in the city. Neighbor based local groups and movements have
rarely been influential in designing the tourism policies in the city because of
the passive popular control. Cumulative effect of favoured market conditions;
mixed intergovernmental support; fiscally decentralized, territorially fragmented state;
passive popular control and a more materialist local culture give the bargaining
power to the private investors and to central government to shape the tourism
development pattern in Antalya.
However, the emergence of Amsterdam as a tourist‐historical city is not the
outcome of a well‐intended pro‐growth tourism policy. Although the city is
very eager to attract visitors, Amsterdam has never wanted to be identified
solely as a tourist city. Therefore, tourism development in the city is the unin‐
tended outcome of other urban development policies such as monumental and
gentrification policy in the historic core, soft‐drug policy, festivals and out‐
grows of Schiphol airport. Amsterdam tourism is strongly related to gentrifica‐
tion and creative class. For that reason, Amsterdam tourism is much more
guided by a post‐materialist culture. The foundations of a flourishing tourist
economy were also related with active popular control system such as the suc‐
cessful struggles against the reconstruction of the historic city center and the
social policy of inner‐city renewal without displacement. The restructuring of
tourism has also very much to do with the structure of specifics of the consoli‐
dated Dutch State which gave the city of Amsterdam a very strong bargaining
power. Elements of tourism development system are used for local population
in Amsterdam which gives the city a more non‐market mode of provision in
tourism development. Amsterdam city has more public good for tourism
which makes it more close to social‐centered type of development. In Savitch
and Kantor’s terms, favoured market conditions; integrated intergovernmental sup‐
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port; fiscally centralized, territorially consolidated, democratic state structure; active
popular control and a more post‐materialist local culture has cumulatively shaped
the strong bargaining power of the city of Amsterdam in tourism development.
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services. It is important to understand the context of use and therefore, it de‐
pends on whether or not we can ask respondents appropriate questions about
their behavior and involvement. Generally, indexes such as age, gender, living
place, annual income, history or frequency of travel are often used in order to
look at characteristics of tourists. However, these are not always useful to com‐
prehend the actual condition of tourists. For instance, age or gender can be one
of indexes that project travel history and preference of someone indirectly. At
the same time, it sometimes projects completely the opposite from stereotyped
image. The quality of empirical value of travel depends on how much one in‐
volves in making plans voluntarily by the same token. In addition, it never can
be enough to identify the characteristics of tourists by only history or frequency
of travel. And so, it is necessary to have such indexes which enable us to ask
the quality of experience or the preference in trips to spa resorts based on not
only demographic or geographic but also psychological or behavioral data. We
therefore developed the scale to classify visitors to hot‐spring resorts to under‐
stand behavior toward and involvement in trips to hot‐spring resorts in a more
concrete way

Kasumi Suzuki
User Experience Laboratory
U’eyes Design Inc., Japan
E‐mail: suzuki_ kasumi@ueyesdesign.co.jp

ABSTRACT
It is important to statistically understand characteristics of visitors to hot-spring
resorts to provide appropriate services. We therefore developed a measurement scale
for statistical group type classification of visitors. The paper describes scale-making
process and the effect of scale. We implemented Web Questionnaire Survey for 402
people in Japan about their behavior toward and involvement in trips to spa resorts.
As a result of study with Factor Analysis and Cluster Analysis, we classified people into
6 group types. We simultaneously extracted 11 Distinctive Questions that were valid
in classifying people according to the context of use and the tendency in consuming
trips to spa resorts. Moreover, we developed the logic for Group Typing of the
respondent by asking only these 11 distinctive questions. As a result of another
survey, 80% of all participants evaluated the validity. The scale is applicable to
optimizing appropriate services there and recommendations by travel agency.
Key words: questionnaire survey, hot spring resorts, scale-making, statistical analysis.

INTRODUCTION
It is the key information such as what kinds of tourists, how, and for what rea‐
sons in order to satisfy them by providing optimum services. Knowledge based
on these actual conditions enables us to provide appropriate information and
services for visitors to hot‐spring resorts, and can be tips to design appropriate

OBJECTIVES
There are about 3100 hot‐spring resorts in Japan. Hot spring trip is one of the
familiar and popular leisure activities for Japanese. Each resort is unique in its
own way and varies in style from hot spring cure or recreation to large‐scale or
leisure‐conscious one benefited from rich tourist resources in the surroundings.
In addition to this, the style in trips to spa resorts these days has been accom‐
plished some changes from one collective or recreational to something personal
or for enjoyment according to the diversification of Japanese lifestyle. As a re‐
sult, while many famous large‐scale resorts become old‐fashioned, some small
start‐up resorts gain popularity by providing services suited to these times.
Good information and strategy can help their business to attract people since
there is a paradigm shift in the business field of hot‐spring resorts. At the same
time, it is the fact that many of resorts still remain to provide traditional ser‐
vices relying on experience or wits. We therefore developed a scale to identify
the characteristics of visitors to hot‐spring resorts which can be applicable to re‐
design and provide evidence‐based services in stead of the one old‐fashioned
based on experiences and wits of someone. This scale enables us to research
correlative relationship between behavior and involvement of hot‐spring visi‐
tors, and is therefore applicable to provide appropriate services.
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In this paper, we describe the process of making the scale as shown below in
Figure 1 to classify people based on the way they communicate with hot‐spring
resorts, the usability and the future application.
B rainstorm ing

W eb S urvey by C yc lo ped ic Q uest io nnaire

D ata A nalysis fo r E xtracting S cale F acto rs & D istinctive Q uestio ns
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Data Analysis for Extracting Scale Factors and Distinctive Questions
The data obtained from the Web Survey by Cyclopedic Questionnaire was
processed with Varimax Rotation of Factor Analysis. We adopted 11 factors as
shown in below Table 1, which was simple and clear in structure, out of 21 fac‐
tors extracted with the above statistical data analysis. The cumulative contribu‐
tion ratio of these 11 factors was 38.6%. Finally, we selected one question out of
others in every factor group and defined as the distinctive question which had
the highest factor loading essentially. These 11 distinctive questions were ex‐
tracted as the scale to classify people based on the way they communicated
with hot‐spring resorts as shown in below Table 2.

D ata A nalysis fo r Identifying G ro up T ypes

Figure 1. Process of Scale‐making

Process of Scale-making
Brainstorming
We focused attention on diversity in hot‐spring visitors when making the scale,
and did some brainstorming about sense of value and preference in choosing a
spa resort, also literacy, behavior and involvement about hot‐spring trip. For
example, “One who knows well about hot springs must be particular about
ingredients and the effect.”, “One interested in other than taking the water
must select resorts locating in a neighborhood of sightseeing spot.”, “There are
scheduled and not scheduled.” and so on. This time, 4 experts in the research
of hot‐spring trips at U’eyes Design Inc. did some brainstorming and extracted
about 130 cyclopedic questions as candidates for the scale.
Web Survey by Cyclopedic Questionnaire
We then extracted 94 cyclopedic questions by integrating similarities among
130 candidates and modified them into Web Questionnaire style while doing
brainstorming. Respondents answered about the degree of agreement for each
question in 4 levels: Agree as 4 – Partly agree as 3 – Slightly agree as 2 – Dis‐
agree as 1. We then carried out Web Questionnaire Survey for 402 people
throughout Japan. There were 174 men and 228 women, and the average age
was 42.5.

Table 1. Interpretation of Factor
Factor No.
1
2
3
4
5
6
7
8
9
10
11

Interpretation
Taste / Atomosphere-Oriented
Particular about Hot spring and Quality of Water
Take the Water Time and Again
Large Scale / Amusement
Shopping
Special / Luxury
Impulsive / Whim
Be Taken for
Information Gathering
Carefree
As Planned

Table 2. Distinctive Questions
Factor No.
1
2
3
4
5
6
7
8
9
10
11

Distinctive Question
I'd like to look around the surroundings.
I think I have some knowledge of the water and benefit of it.
I'd rather take the water many times during a stay.
I'd like to visit theme parks if there are some nearby hot spring resorts.
Sourvenir is one of the importance and something to enjoy.
I'd rather expect enhanced services and hospitality at classy accommodations.
I'd rather enjoy looking for information while traveling than doing it in advance.
It is not me but someone who plans trips to hot-spring resorts.
I'd rather refer to information such as ranking or grapevine on Web or other media.
I'd rather prefer staying carefree in the room than going outside.
I'd like to make such a schedule as a time to arrive or a place to eat in detail.

Data Analysis for Identifying Group Types
We created the matrix of the data derived from 402 responders using the scale
consisted of 11 distinctive questions and processed the mean and the standard
deviation for each distinctive question. The cobweb chart in Fig.2 indicates the
image of average Japanese visitors to hot springs resorts.
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Taste / Atmosphere Oriented
Particular about Hot Springs
1
& Quality of W ater
2
3 Take the W ater times and again
Be taken for 8

9 Information Gathering

Impulsive / W him 7

As Planned

5 Shopping

4 Large scale / Amusement

11
6

Special / Luxury

10
Carefree
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CONSIDERATION OF THE SCALE
Characteristics of G1
G1 group type tends to be fond of hot spring itself and take the water many
times while staying a resort based on the mean of the G1 cobweb chart as
shown in Fig. 3. They share a common habit such as obtaining some knowledge
in the quality of water, making an effort to gather some information and being
well‐planned during a trip. In addition, they are particular about taste and at‐
mosphere and tend to expect to enjoy luxury at accommodations. G1 group
type accounts for 16.9% of the total. The percentage of men in G1 is higher
compared to that of the rest.
Characteristics of G2

4: Agree 3: Partly Agree 2: Slightly Agree 1: Disagree
: The Mean
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: Standard Deviation

Figure 2. Mean and Standard Deviation of the Total

We then statistically processed the matrix of the data with cluster analysis
(Ward Method, Squared Euclidean Distance). It enabled us to classify visitors
to hot‐spring resorts into 6 group types from G1 to G6. Each of 6 cobweb charts
in Fig.3 indicates the mean and the standard deviation for each group type. In
the following section, we are going to explain the characteristics of each group
type extracted by the scale, based on the mean of each group type.

G2 group type is more likely to do attach importance to enhanced services or
hospitality of classy accommodations and expect to enjoy a special touch of
luxury based on the mean of the G2 cobweb chart as shown in Fig.3. Also, they
take the water many times in various styles while enjoying taste and atmos‐
phere there. They collect information actively and are very interested in shop‐
ping around, for example, souvenirs. G2 group type accounts for 8.2% of the
total which is the smallest, and has a higher percentage of women compared to
the rest. There are more women in their 30s as well as men in their 50s based on
age and gender.
Characteristics of G3

G 1

G 2

G 2

G3 group type has neither any special interest nor persistence toward hot‐
spring trips based on the mean of the G3 cobweb chart as shown in Fig.3. They
are reluctant to collect information. They tend to stay rather whim and carefree
in their own pace. G3 accounts for 21.6% and occupies a relatively large portion
of the total. There are more men in 60s based on age and gender.
Characteristics of G4

G 4

4 : A g ree

3 : P a rtly A g r e e
: T he m ean

G 5

2 : S lig h tly A g re e

G 6

1 : D is a g re e

: S ta n d a rd D e v ia tio n

Figure 3. Mean and Standard Deviation of Each Group Type

G4 group type tends to show a lack of interest in hot springs, taste and atmos‐
phere based on the mean of the G4 cobweb chart as shown in Fig.3. They tend
to show high interest to amusement services such as theme parks or large pre‐
mises in the surroundings. G4 accounts for 19.2% of the total and there are
more young people. There is dominated by men and women in their 20s.
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Characteristics of G5

CONCLUSION

G5 group type is rather taken for hot‐spring resorts by others based on the
mean of the G5 cobweb chart as shown in Fig.3. G5 accounts for 10.2% of the
total. G5 has more women than men compared to the rest. Also, there are more
women in 40s based on both age and gender.

In this study, we identified 6 group types of Japanese visitors to hot‐spring re‐
sorts by making a scale which enabled us to classify people based on psycho‐
graphic and behavioral variables in trips to hot‐spring resorts. We also devel‐
oped the logic for Group Typing by using the scale. We are planning to carry
out field survey or interview research of purpose for visitors who are broke
down by the scale in order to derive involvement of each group type with ac‐
tivities during actual trips as well as customer satisfaction measurement. We
eventually acquire some knowledge in order to apply to design and optimize
services within hot‐spring resorts.

Characteristics of G6
G6 group type puts an importance on taste or atmosphere of hot‐spring resorts
and usually makes as well as follows a schedule based on the mean of the G6
cobweb chart as shown in Fig.3. They are interested in looking and shopping
around souvenirs. G6 accounts for 23.9% and is the largest group type of the
total. There is not bias in gender, but there is somewhat more women in 50s
based on both age and gender.
Image of Japanese Visitors to Hot-Spring Resorts
According to the above analysis, G1 and G2 group types are both independent
as tourists and the most particular about hot spring itself. These 2 group types
combined together are 25.1% of the total.On the other hand, there are 31.8% of
followers who are dependent and passive like G3 and G5 group types. They
consider trips to hot‐spring resorts as the consuming activity for their family,
friend or acquaintance. It infers that there are many visitors who are passive
and subordinate in trips to hot‐spring resorts expect for someone who makes a
plan. In addition, 43.1% visitors, like G4 and G6, prefer taste, atmosphere,
sightseeing resources in the surroundings or tourist facilities than hot‐springs
and are the largest group type of the total.
This is the logic for Group typing, that is, the way of identifying a group
type of the respondent. Assumed that the distribution of the scale of 1‐to‐4 is
N（μ,σ2）, the formula below is the way to calculate Self‐information of the
scale of X {X=1,2,3,４} that the respondent answers.
I(Xij) = ‐ Log2P(Xij)
P(Xij） indicates the establishment in an area that the scale of X takes re‐
garding the question “j” for group type “i”. It is what Shannon entropy is ap‐
plied to Probably Density Function. The higher the probability P（Xij） of the
scale becomes, the smaller the Self‐information becomes, and it indicates a high
goodness of fit. We then calculate I(Si) as summation of Self‐information that
each question owns per group type. At last, we classify the respondent into the
group type “i” which indicates the smallest value of I(Si).
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development (Maria Viorica Bedrule‐Grigoruta). Tourism is the worldʹs largest
industry. It sustained 220 million jobs in 2009, accounting for 7.6% of the global
workforce ( as see in Table 3). It is estimated that the number of international
travelers in 2009 will double to 1.6 billion by 2020, and 80% of tourists come from
the 20 richest countries (The Hutchinson Encyclopedia).Iran as a country with
plenty of tourism attractions should also have a developed tourism industry,
but factors as political, economical, cultural, social, religious, affect this industry
and are some opponents to its development. Tourism has not found its real
place in Iran. Iran has a suitable geographical situation and natural endow‐
ments (e.g. Iran has 12 out of 17 kinds of climate) and 11 thousand registered
historical buildings. Although Iran is in the list of 10 superior countries of the
world from view point of tourist attractions, but the share of Iran from income
of tourism industry in the world, is just 0.08 % ( as see in Tables 1‐3.) as Iran
cannot depend on its oil resources forever and because of economic situation of
Iran, it seems that tourism development in Iran is not a choice anymore but it is
a vital and urgent matter.
Table 1. Estimates and Forecasts for Iran

ABSTRACT
This paper investigates the process of increasing the role of tourism industry on the
sustainable development of the Islamic Republic of Iran. Iran has a relatively good
tourism resource but despite of having good tourism potentials, the industry has not
been able to progress, therefore tourism industry in Iran can create a major source of
income, employment, foreign exchange and improve balance payments. Researches
show that tourism industry in Iran has had little progress and emphasized getting rid
of single-product economy reliant on oil exports but actually no success has been
achieved in this field, This study concludes that public private partnership is a crucial
element in sustaining tourism development in Iran and when Iran adapts a sustainable tourism philosophy, aim to conserve and preserve natural and built resources
base; respect and protect local culture; optimize visitor satisfaction; satisfy demands
of the industry; provide improved living standards and quality of life for residents.
Key words: tourism, sustainable development, resources, tourism demand, management, public-private partnership.

INTRODUCTION
The tourism industry is nowadays one of the best developed industries world‐
wide and brings annual profits at the level of billions of dollars. It creates new
jobs, determines the countryʹs economic growth and supports the infrastructure

2009
IRAN

Personal Travel & Tourism

2019

IRR bn

% of
Total

Growth1

IRR bn

% of
Total

Growth2

253,017.0

12.9

8.5

986,226.0

12.7

4.7

Business Travel

25,576.1

0.6

-4.5

95,256.8

0.6

4.3

Government Expenditures

13,767.4

2.9

4.3

53,256.4

3.0

4.7

Capital Investment

39,712.8

3.7

-1.3

125,492.0

3.1

2.6

Visitor Exports

23,433.7

3.1

-4.5

81,667.8

3.2

3.6

Other Exports

79,880.6

10.4

-35.7

262,238.0

10.2

3.0

T&T Demand

435,387.0

9.0

-5.8

1,604,140.0

9.1

4.2

Direct Industry GDP

122,697.0

3.0

8.2

488,857.0

3.2

5.0

T&T Economy GDP

329,790.0

8.2

-7.3

1,235,170.0

8.1

4.3

Direct Industry Employment3

597.8

2.8

8.3

771.6

3.0

2.6

T&T Economy Employment3

1,546.4

7.3

-6.4

1,884.5

7.3

2.0

12009 real growth adjusted for inflation (%); 22010‐2019 annualised real growth adjusted for infla‐
tion (%); 3ʹ000 jobs
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Table 2. Estimates and Forecasts for Middle East
MIDDLE EAST

US$ bn

2009
% of Total
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Table 3. Estimates and Forecasts for Worldwide
Growth1

US$ bn

2019
% of Total

Growth2

Personal Travel &
Tourism

70,861.0

9.3

8.6

167,010.0

8.9

4.6

Business Travel

17,120.6

1.0

0.4

36,341.1

1.3

3.9

6,823.9

2.2

5.2

16,752.4

4.0

5.1

Capital Investment

47,005.8

11.9

3.2

82,937.2

9.3

2.4

Visitor Exports

50,732.2

6.8

-3.9

102,381.0

5.6

4.2

Other Exports

49,337.4

6.6

-27.6

124,420.0

6.8

5.1

T&T Demand

241,881.0

10.3

-4.7

529,842.0

9.5

4.3

Direct Industry GDP

44,354.2

2.7

-0.3

100,779.0

3.1

4.7

T&T Economy GDP

158,094.0

9.6

-8.7

350,103.0

9.5

4.3

Direct Industry Employment3

1,779.9

3.1

-0.2

2,494.4

3.0

T&T Economy Employment3

5,130.2

9.0

-7.5

6,876.1

8.4

Government Expenditures
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Personal Travel &
Tourism

US$ bn

2009
% of Total

Growth1

US$ bn

2019
% of Total

Growth2

2,990,470

8.6

-2.9

5,574,780

8.9

3.8

Business Travel

745,085

1.3

-7.2

1,375,690

1.3

3.6

Government Expenditures

404,183

3.9

3.3

709,336

4.0
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Capital Investment
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9.4

-5.3

2,589,660

9.3

4.7

Visitor Exports

1,079,430

6.0

-4.5

2,130,950

5.0

4.7

Other Exports

900,731

5.0

-5.4

2,001,090

4.7

6.0

T&T Demand

7,339,990

9.6

-4.0

14,381,500

9.5

4.3

Direct Industry GDP

1,870,080

3.2

-3.5

3,396,430

3.1

3.6

T&T Economy GDP

5,473,830

9.4

-3.5

10,478,000

9.5

4.0

3.4

Direct Industry Employment3

77,276

2.7

-1.9

97,784

3.0

2.4

3.0

T&T Economy Employment3

219,810

7.6

-2.8

275,688

8.4

2.3

12009 real growth adjusted for inflation (%); 22010‐2019 annualised real growth adjusted for insfla‐
tion (%); 3ʹ000 jobs

Tourism development can be an important vehicle for economic, social and
peace development in Iran and because of the increasing negative political
propaganda against Iran from the West, tourism can be used as a mean to offset
them. It will increase foreign exchange earnings of Iran, create employment,
promote development in various parts of the country, reduce income and em‐
ployment disparities, strengthen linkages among many sectors of the national
economy and help to alleviate poverty. It is necessary to pay attention to reli‐
gious factor in Iran. As Iran is an Islamic country which is very sensitive to ob‐
servance of Islamic rules, there are some limitations in tourism development
from this respect. So it is very important to develop tourism in Iran selectively,
sensitively and gradually. For this purpose, we should bring the concept of sus‐
tainability to tourism industry of Iran. We have explained the types of tourism
in Iran and some definitions of sustainable tourism.

12009 real growth adjusted for inflation (%); 22010‐2019 annualised real growth adjusted for infla‐
tion (%); 3ʹ000 jobs

TYPES OF TOURISM IN IRAN
Ecoturism
(Also known as ecological tourism) is travel to fragile, pristine, and usually pro‐
tected areas that strives to be low impact and (often) small scale. It is also
known as Geotourism which is ʺbest practiceʺ tourism that sustains, or even
enhances, the geographical character of a place, such as its culture, environ‐
ment, heritage, and the well‐being of its residents. Iran, considered as among the
top 10 countries in terms of cultural and historical tourism attractions, is definitely
listed as the top five nations in terms of ecotourism potentials. Enjoying a rich
diversity of weather conditions and ecosystems such as seas, deserts and moun‐
tains which provide potentials for skiing, rock climbing and many other activities,
the countryʹs ecotourism capacities are unique.
Location
Iran is situated in south‐western Asia and borders the three CIS states, the Re‐
public of Armenia, the Republic of Azerbaijan, and the Republic of Turkmeni‐
stan, as well as the Caspian Seas to the north, Turkey and Iraq to the west, the
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Persian Gulf and the Gulf of Oman to the south and Pakistan and Afghanistan
to the east.
Landscape
A series of massive, heavily eroded mountain ranges surround Iranʹs high inte‐
rior basin. Most of the country is above 1,500 feet, one‐sixth of it over 6,500
high. In sharp contrast are the coastal regions outside the mountain ring. In the
north, the 400‐mile strip along the Caspian Sea, never more than 70 miles wide
and frequently narrowing to 10, falls sharply from the 10,000‐foot summit to 90
feet below sea level. In the south, the land drops away from a 2,000 foot plateau,
backed by a rugged escarpment three times as high, to meet the Persian Gulf and
the Gulf of Oman.
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Lakes & Seas
The Caspian Sea and the Persian Gulf are in Iran. The most important islands
of the Persian Gulf on the Iranian side are: Minoo, Kharg, Sheikh Saas, Sheikh
Shoʹayb, Hendurabi, Kish, Farur, Sirri, Abu Mussa, the Greater and Lesser Tunb
Qeshm, Hengam, Larak, Farsi, Hormuz, Lavan, The notable ports on the Persian
Gulf coast are: Abadan, Khorramshahr, Bandar Iman Khomeini, Mahshahr,
Deilam, Gonaveh, Rig, Bushehr, Bandar Lengeh, Bandar Abbas. Other Lakes:
Along the frontier between Iran and Afghanistan there are several marshy lakes
which expand and contract according to the season of the year. The largest of
these, the Seestan (Hamun‐Sabari), in the north of the Seestan &Y Baluchistan
province, is alive with wild fowl.
Drainage & Soil

Mountains
The Zagros range stretches from the border with the Republic of Armenia in
the north‐west to the Persian Gulf, and then eastward into Baluchistan. As it
moves southward, it broadens into a 125‐mile‐wide band of parallel, alternating
mountains lying between the plains of Mesopotamia and the great central pla‐
teau of Iran. It is drained on the west by streams that cut deep, narrow gorges
and water fertile valleys. The land is extremely hard, difficult to access, and
populated largely by pastoral nomads.The Alborz mountain range, narrower
than the Zagros but equally forbidding, runs along the Zagros but equally for‐
bidding, runs along the southern shore of the Caspian to meet the border ranges
of Khorassan to the east. The highest of its volcanic peaks is 18,600‐foot, snow‐
covered Mt.Damavand.On the border of Afghanistan, the mountains fall away, to
be replaced by barren sand dunes.
Deserts
The vast deserts of Iran stretch across the plateau from the north‐west, close to
Tehran and Qom, for a distance of about 400 miles to the south‐east and beyond
the frontier. Approximately one‐sixth of the total area of Iran is barren desert. The
two largest desert areas are known as the Kavir‐e‐Lut and the Dasht‐e‐Kavir.
Third in size of these deserts is the Jazmurian. It is often said that the Kavir‐e‐Lut
and Dasht‐e‐Kavir are impossible to cross except by the single road which runs
from Yazd to Ferdows, but in recent years, heavy trucks and other vehicles have
travelled over long stretches of these deserts which contain extensive mineral
deposits ‐chlorides, sulphates and carbonates ‐ and it is only a matter of time before
they are exploited.

The few streams that empty into the desiccated central plateau dissipate them‐
selves in saline marshes. There are several large rivers, the only navigable one
of which is Karun. Others are too steep and irregular. The largest rivers are:
the Karun (890 km.), Sefidrood (765), Karkheh (755), Mand (685), Qara‐Chay
(540), Atrak (535), Dez (515), Hendijan (488), Jovein (440), Jarahi (438), Zayande‐
hrood (405).
Rural Settlement
Plain villages follow an ancient rectangular pattern. High mud walls with towers
from the outer face of the houses, which have flat roofs of mud and straw sup‐
ported by wooden rafters. In the open centre of the village is an occasional
mosque, sometimes serving as a school, too.
Urban Settlement
Urban settlement has a long precedent in Iran. At present, around 50 per cent of
the population lives in the big and medium‐size cities. The biggest city of all is
the capital, Tehran. Other big cities are Mashad, Shiraz, Rasht, Isfahan,
Tabriz, followed by the medium‐size cities like Ahvaz, Saari, Kermanshah,
Hamedan, Kerman, Yazd and others.
History & Architecture Tourism
With a history of thousands of years, Iranian architecture has appeared as a vari‐
ety from peasant huts, teahouses and garden pavilions to some of the most beauti‐
ful and majestic structures the world has ever seen.In fact, available materials dic‐
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tated major forms. Since antiquity, Iranians compressed primitive pise‐molded
mud as solidly as possible and allowed to dry heavy plastic earth, tenacious
gypsum mortar, bricks, stones, etc. They have formed large, well‐defined
masses whose broad plain surfaces invite ornamentation.
Even after more than 3000 years, certain design elements of Iranian archi‐
tecture persisted. Those elements consist of high‐arched portal set within a
recess, columns with bracket capitals, columned porch or talar, a dome on
four arches, a vast ovoid arch in the entrance, a four‐eyvan courtyard, early
towers reaching up toward the sky, an interior court and pool, an angled en‐
trance and extensive decorations.
Post‐Islam Architecture in Iran
It was in the post Islam era that Sassanians’ powerful forms of architecture
were refined and developed.So, the potentials of Iranian architecture were
developed into the architecture of exceeding beauty. The result was to be
higher, more sensitive, more varied and more expressive than its antece‐
dents.The priority in post‐Islam era’s architecture went to mosque building.
Mosques were intended to stand strongly for ages. That is why they have al‐
ways been the most reinforced and strengthened buildings in Islamic architec‐
ture.
Mosques started to be built in two major forms:
1. Mosques with prayer galleries full of pillars, and
2. Smaller mosques consisting of a domed chamber.
Social Tourism
Social tourism aids mobility and enables off‐season tourism to be developed,
particularly in regions where tourism is highly seasonal. Accordingly, social tour‐
ism encourages the creation of longer‐lasting employment opportunities in the
tourism sector, in line with the Lisbon Strategy, by making it possible to extend
such jobs beyond the respective peak season. (http://ec.europa.eu/enterprise/ tour‐
ism/major_activities/social_tourism/index_en.htm).
Cultural Tourism
Iran’s art, language & literature, cinema, music, architecture, religion and sports
are what makes Iran’s cultural tourism.
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Entertaining Tourism
Entertainment and amusement tourism is when a person wants to travel for no
particular purpose, but only for fun. We are entering an age when entertain‐
ment touches every aspect of our lives. You can find entertainment not only at
the theater, but also at hotels, restaurants and shopping malls, not only on tele‐
vision and radio, but also on web sites and cellular phones. So, it’s important to
keep this trend of tourism going.
Concepts of Sustainable Development in Iran
There are 4 pillars of sustainable tourism as Ritchie (2003) described and if true
sustainability is to be achieved in Iran, appropriate policy & management solu‐
tions must be found for each of them. These 4 pillars are: 1) The ecological (en‐
vironmental) sustainability2) The economic sustainability 3) Socio‐cultural sus‐
tainability 4) Political sustainability As Gunn (2002) described, the concept of
sustainability points to the need for better spatial, environmental, and eco‐
nomic balance of tourism development, requiring new integrative public‐
private approaches and policies. When the principle of sustainability is applied
to new tourism development, it would mean that coastal hotels would not pol‐
lute their beaches with raw sewages, that hillside resorts would not incite soil
erosion, and that sites of fragile and rare vegetation or wildlife would not be
used for tourism except as scenery & interpretation.
Tourist businesses can benefit by policymaking & land use decision making
that offers long‐range protection of resources. Also the public sector can ensure
such sustainability with long‐range regulation and legislation. Only by accept‐
ing such responsibility tourism will be assured a continuing quality future. The
goals of sustainable tourism in Iran are: To develop greater awareness & un‐
derstanding of the significant contributions that tourism can make to the envi‐
ronment, the economy and the politics of Iran; To promote equity in develop‐
ment; To improve the quality of life of the community of Iran; To provide a
high quality of experience for the visitor; To maintain the quality of the envi‐
ronment on which the foregoing objectives depend. Generally much of concern
for sustainability, as related to tourism has focused on environmental aspects.
Since, travel and tourism has perhaps the most powerful incentive to secure a
clean and healthy environment.
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Sustainable Tourism Development
The construct of “sustainable tourism” will consequently be followed by “sus‐
tainable development”. Tourism and its role in sustainable development is cur‐
rently the subject of much concern. As Ritchie and Crouch (2003) argues, be‐
cause of the expected continuing growth of tourism and its pressure on the
world’s resources, sustainable development is the approach that will be needed
and it is the only sensible approach.
Sustainable tourism development as defined by The World tourism Organi‐
zation (1998) “is development that meets the needs of present tourists and host
regions while protecting and enhancing opportunities for the future. It is envis‐
aged as leading to management of all resources in such a way that economic,
social, and aesthetic needs can be fulfilled while maintaining cultural integrity,
essential ecological processes, biological diversity and life support systems”.
Also sustainable tourism development is development that has been carefully
planned and managed. The concept of sustainable development recognizes in‐
terdependence that exists among environmental and economic issues and poli‐
cies. Sustainable tourism development involves promoting appropriate uses
and activities that draw from and reinforce landscape character, sense of place,
community identify and site opportunity, which for each of them necessary
policies are required. Also sustainable tourism development involves the estab‐
lishment of education and training programs to improve public understanding
and enhance business and professional skills, which help implementation of
sustainability policies. As it is explained in Plan of Action for Sustainable Tour‐
ism development in the Asia and Pacific Region, PASTA (2001), tourism in
generally considered being an economic activity, but sustainable tourism de‐
velopment involves almost all aspect of life.
The Issues
In order to sustain tourism in Iran, it is necessary to address various issues aris‐
ing from tourism’s contribution to development in a comprehensive, systematic
way. Issues of policymaking, planning, management and the participation of
the private sector and other stakeholders can be named that need to be over‐
come by concerted efforts. The first issue involves tourism policy‐making in
both its substantive and procedural aspects. Iran’s tourism policy should pro‐
vide the most explicit statement of the governmentʹs approach to sustainable
tourism development and the roles that all stakeholders in the tourism sector
are expected to take. In order for policy‐making to be effective, government
policy‐makers and stakeholders need reliable information and timely data of
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good quality to enable better understanding of tourism’s complex and long‐
term interactions with the rest of the economy. The effectiveness of tourism
policy‐making will clearly be influenced by the availability of resources. Sus‐
tainable tourism development in Iran requires guidelines for levels and types
of acceptable growth. So Iran’s sustainable tourism development must be given
policy definition and direction for each region, and locality where it is to occur.
This must be done in according to environmental, social and economic condi‐
tions and requirements that exist there. In a complex world of many jurisdic‐
tions, it is important to identify the geographical area to which a tourism policy
applies. As a result, the objective of sustainability set forth the overall parame‐
ters for the type of policies to be followed and provide a guide for formulating
the policies.
The second issue relates to planning in terms of its policy and operational
elements as part of a process for deciding objectives, priorities and means for
achieving objectives. As Manning (1998) explain, tourism can not be planned or
managed in isolation (plan destinations, not tourism).Sustainable tourism de‐
velopment in Iran can be achieved in a comprehensive way through the use of
a tourism master plan as well as integrated tourism planning. In addition,
planning based on reliable and timely information can highlight the links be‐
tween national economic development and the tourism sector. As Inskeep
(1991) pointed out, in order to optimize the benefits of tourism and prevent or
at least mitigate any problems that might be generated, good planning and
careful management of tourism are essential. Therefore Iran should achieve a
planning solution which ensures that the special identity of the country is
maintained. The third issue concerns management for sustainable tourism de‐
velopment, which involves leading, coordinating and controlling actions to
mobilize resources in order to formulate and implement tourism policies and
plans. The fourth issue focuses on participation of the private sector as a major
stakeholder providing tourism services. Private sector in Iran mostly does not
feel safe to invest in tourism because of the economic situation of the country.
This involves questions about how to attract greater private sector participation
that is appropriate for sustainable tourism development as well as how to en‐
courage public and private sector partnerships.
The followings are some challenges that we face in tourism industry of Iran:
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A) Challenges for human resources
In Iran, it has been recognized that the need to develop the required human
resources in various segments of the tourism industry has become imperative
and vital for sustainability. By its very nature as a service industry, the efficient
administration and successful operation of the tourism industry depends on
the quality of human resources. The shortage of skilled personnel in Iran poses
a major threat to sustaining the development of tourism. Cooperation at the
regional level for example with successful countries like Turkey and Dubai, in
tourism education and training also can help overcome a number of problems
and constraints related to tourism human resources development in Iran. In‐
formation and expertise can be exchanged; facilities, instructors and trainers
can be shared; and capabilities can be strengthened. Also establishing related
organizations can help for information management, communication links,
training and advisory services, sharing experiences and research and develop‐
ment. As a result, strong and flexible human resources development strategies
are needed. The strategy should mirror human resources needs and the corre‐
sponding recruitment, employment and training requirements.
B) Challenges for effective environmental management
There is a complex relationship between tourism and the environment, such
that tourism has inevitable and important environmental impacts, including:
resource use, consumption, waste, pollution and effects from tourism‐related
transport. At the same time the environment make a basic resource that the
tourism industry needs in order to develop. While the viability of tourism in
Iran could be threatened by negative environmental impacts, tourism could
also contribute significantly to environmental protection. This shows that tour‐
ism and the environment are interrelated and interdependent in complex ways,
and together they could provide a sustainable economic base for development.
In this context, the following actions could be taken in Iran:
a) Actions at the national level
1.

Government should give more attention to lanning, coordination
and monitoring of tourism development and environmental man‐
agement.

2.

Local communities should have greater involvement in environ‐
mental management and sustainable tourism development.

3.

Government should create awareness through the mass media,
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among the general public, domestic & international tourists about
protecting & preserving the environment.
4.

Iran should pay particular attention to development and promotion
of ecotourism.

b) Supporting actions at the regional level
1.

Seminars and workshops should be organized in order to facilitate
sharing of experiences and information for developing ecotourism.

2.

Technical cooperation among countries should be promoted
through exchange visits of experts on technical aspects of environ‐
mental management of sustainable tourism development.

For Iran formulating policies to preserve the environment are decisive and
must be made while meeting economic development goals.
C) Challenges for infrastructure development & investment for the tourism
Integrated planning and the use of master plans can help overcome many con‐
straints. Infrastructure requirements for the tourism sector should be properly
integrated with the full range of a country’s infrastructure development and
investment requirements. To this end, the following actions are proposed:
1.

Governments should indicate clear commitments about private sec‐
tor involvement in tourism infrastructure development, and this
should form part of integrated plans or a master plan.

2.

In order to attract private sector articipation, governments should
address such issues as creating a conducive business environment,
providing investment incentives, developing an adequate legisla‐
tive framework and strengthening governmental capacity to negoti‐
ate.

3.

National and regional workshops should be organized to build ca‐
pabilities among government officials in promoting partnership be‐
tween the public and private sector in order to develop tourism and
related infrastructure.

4.

Banks in Iran and other development financing institutions should
extend full assistance to tourism infrastructure development.
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D) Challenges for facilitation of travel
The tourism paradigm that focuses on tourist’s needs and wants has undergone
a major change that gives attention to security, sanitation and satisfaction. This
has had a strong effect on Iran’s tourism industry, in addition to the effects of
greater global interdependence and regional integration, which have created a
rapidly changing global tourism market. For Iran, facilitation of travel involves
attention to any impediments and obstacles that affect the flow of international
tourists and the growth of tourism, which are influenced by government poli‐
cies.
A wide range of travel facilitation problems can impede sustainable tourism
development. These problems can include, among others:
1.

Lack of accessibility;

2.

Inefficient policies and procedures for visas, customs and currency;

3.

Possible threats to the health and safety of tourists;

4.

Lack of information services for tourists;

5.

Negative image.

Another dimension of facilitating travel is promotion of barrier‐free tourism
for people with disabilities and older persons. Physical access and demands for
barrier‐free tourism have become important issues for tourists in three main
groups: people with disabilities, older persons and families with young chil‐
dren. Most tourism service providers in Iran still have not recognized the im‐
portance of taking action on the issue of accessible facilities and services. Most
hotels, transportation facilities and tourist sites are not readily accessible physi‐
cally to the three groups mentioned above. Personnel at various tourist facili‐
ties have not been trained to provide services that accommodate disabled peo‐
ple or older people. Equally significant, explicit government policies and
strategies to promote accessible tourism are missing.
E) Challenges for enhancing cooperation and participation
The highly interdependent, multidisciplinary, multi‐sector, and political nature
of tourism, require close cooperation, coordination and shared responsibility
among government and all stakeholders. While there are a set of principles and
practices to help guide tourism development, stakeholders still face a number
of challenges. Among the challenges are the following: Getting the private sec‐
tor actively involved in the process of conserving and developing cultural heri‐
tage sites; obtaining the funds needed to develop products and getting the gov‐
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ernment to serve as a joint venture partner where appropriate; ensuring that
tourism strategies and plans are integrated and linked to broader development
plans, especially at the community level; encouraging local businesses, tourism
operators and other stakeholders to cooperate; requiring impact assessments,
including monitoring and indicators, where tourism development involves
natural and heritage resources; making interpretation an essential part of the
development process; and finding creative financing appropriate to developing
tourism industry of Iran, where financial resources might be limited. One or‐
ganizational mechanism for community participation is to establish a coordi‐
nating body on tourism, such as a tourism advisory board or coordinating
committee with representatives from government, the private sector, NGOs
and local leaders. As Xavier Font proposed in the third edition of Global Tour‐
ism, certification, as a voluntary mechanism to show high standards of per‐
formance, can be a valid instrument to gather local stakeholders around the
common purpose of defining standards to make local tourism sustainable.
F) Challenges for marketing
The tourism industry in Iran also has met the challenge of marketing. In Iran,
the wealth of historical and cultural monuments, the vibrant and diverse cul‐
tures and ethnic groups and the spectacular geographic variety already create
great tourism attractions. But because of lack of effective marketing strategies,
they were not well introduced to international markets. Marketing for sustain‐
able tourism must provide for a high quality tourist experience and it should
focus on the shared goals of increasing tourism revenue by attracting more visi‐
tors to stay longer and spend more. Iran should use effective new marketing
strategies and promotional techniques suitable to its conditions. The use of
modern information technology will become increasingly important for the
tourism industry during the era of globalization as a part of remaining com‐
petitive and as part of reaching target markets. It could be best to have a mar‐
keting strategy that focuses on a small number of carefully selected target mar‐
kets and targets appropriate travel writers and journalists to create appositive
image. Furthermore various tourism sectors were named before now we ex‐
plain development of ecotourism and cultural tourism.
Development of Ecotourism
The beaches, mountains, rivers, forests, deserts and diverse flora and fauna of
Iran make the environment a basic resource that the tourism industry needs in
order to thrive and grow. In many developing countries, including Iran, ecot‐
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ourism can fulfill the need to view the environment and cultural heritage as
resources to safeguard for future generations. As Goeldner and Ritchie (2006)
brought in their joint book, ecotourism is a segment of sustainable tourism that
offers experiences that enable visitors to discover natural areas while preserv‐
ing the natural and cultural sense of the place. However, two basic principles of
ecotourism that have been identified are: (1) encourage conservation and (2)
provide benefits to the local populations. Therefore the potential for ecotourism
development in Iran should be studied and a market study also should be
made to collect data for a profile of expected visitors. Such activities should be
accompanied by using a consensus building process to (1) develop a suitable
ecotourism strategy, (2) develop community‐based ecotourism products and
(3) carry out national and international marketing that promotes Iran as an area
of integrated biodiversity conservation, community participation in ecotourism
and environmental education.
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tegrated tourism planning means integration of goals, objectives, programs,
projects, investment, and resource use. Integrated planning also can be used at
the regional level. For example Iran as a country in Middle East and Asia can
collaborate with other countries of the region to develop tourism in an inte‐
grated way from national level to regional level. Iran can perform tourism pro‐
grams (e.g. tour packages) joint with some successful countries in the region.
This integration causes incentive for promotion and competition. As it is ex‐
plained in Managing Sustainable Tourism Development, ESCAP Tourism Re‐
view (2001), efficient integrated tourism planning can be expected to contribute
positively to: providing employment opportunities of various kinds, especially
by diversifying the structure of the economy, generating income from the ex‐
penditures of foreign visitors, stimulating local commerce and industry, justify‐
ing expenditure on infrastructure improvements, and on the provision of ser‐
vices and amenities which may also be enjoyed by local residents, and justify‐
ing the conservation of vulnerable environments, cultures and communities.

Development of Cultural Tourism
As cultural tourists are mostly well‐educated tourists that travel not merely for
leisure and have goals of experiencing different cultures, they are in, somehow,
one of the most compatible and suitable kid of tourists for Iran. So, Iran should
promote all of its cultural and heritage tourist’s attractions and also try to add
to them. Promotion of cultural assets and heritage sites can help to attract cer‐
tain segments of the tourist market, but it is important to understand that most
international tourists have a variety of interests and expectations when they
visit a country. Cultural attractions and heritage sites must be well managed
and properly interpreted in order to gain the maximum tourism benefit for the
local community, the tourists and the site managers. This will enhance the im‐
age of Iran, as well as create greater international understanding of people,
place and culture.
Using integrated tourism planning:
There are two dimensions of integrated planning: one is horizontal, across de‐
cision areas and programs and the second is vertical, through the components
of decision‐making and planning. Including these linkages in the planning
process will help to achieve balance among the important components of tour‐
ism activity and development in order to have a rational, consecutive progres‐
sion for decision‐making which tourism industry of Iran needs. All stake‐
holders, especially the government, the private sector and the community,
must work together in an integrated manner for tourism to succeed in Iran. In‐

CONCLUSION
The concept of sustainable development is an approach by which efforts are
made to balance the benefits or outputs of an industry with the investments
and restrictions required to ensure that the industry can continue to exist with‐
out depleting or destroying the resources base on which it depends. In the tour‐
ism sector, this implies caring for the nature and built environments in a way
that will ensure their continuing viability and well‐being (Goeldner and Ritchie
2006). Although we in the tourism sector are starting to understand what this
implies, there is much that remains to be learned in tourism industry of Iran.
The industry needs to identify an action agenda and allocate responsibility for
its implementation so that we can move toward the goal of a truly sustainable
tourism system. Tourism development is a collaborative exercise, which in‐
volves investment in human resources, technology, infrastructure and super‐
structures, improvement of systems and procedures, proper development and
maintenance, law enforcement by industry, in order to promote a tourist desti‐
nation for sustained investment. Broad participation of all relevant stake‐
holders from the national to the community level in the process of tourism de‐
velopment planning and implementation is a major recommendation for ad‐
dressing many issues related to sustainable tourism development. Integrated
tourism planning or use of a tourism master plan that incorporate principles of
environmental management, enhancing participation capabilities at local levels
and community‐based tourism are all part of a general strategy that values the
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contribution and collaboration of all stakeholders in order to arrive at efficient
and effective solutions, plans and projects that are sustainable.
Recommended strategies for mobilizing resources to support implementa‐
tion and sustainability should focus on those resources that already exist at na‐
tional levels and in the region. Increased access to financial resources could in‐
volve efforts to encourage greater contributions from the private sector, espe‐
cially in the form of public‐private partnerships. Public‐private sector partner‐
ships should also be encouraged at local and community levels. Facilitation of
travel should be considered as a key area for action in order to sustain tourism
development. This will involve careful decision‐making and planning to bal‐
ance accessibility with carrying capacity at all levels, especially in communities,
fragile environments and designated tourist sites (the sociocultural, philoso‐
phical, political… factors also influence how the nature used and protected).
Sustainable tourism development should also be responsive to rapid changes
and new demands in the international tourist market. By the way, the strength
of the community was the basis for creating amenities that tourists seek and
establishing practices to preserve those amenities for the future, thus sustaining
community‐based tourism for many years.
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to narrow three theoretical gaps: first, although prior studies reveal the rela‐
tionship to job satisfaction amongst antecedents (i.e. role stress, socialization
and burnout) and consequences (i.e. organizational commitment and employee
intention to leave an organization), there is a paucity of studies to investigate
interactive effects of the above variables in an entire model. Second, much lit‐
erature in hospitality and tourism shows that there is a strong relationship be‐
tween job satisfaction and organizational commitment. Nevertheless, few stud‐
ies have examined the above premise by distinguishing affective commitment
from continuance commitment. Third, there is not any empirical evidence testi‐
fying whether absenteeism is a mediator between organizational commitment
and intention to leave. The purpose of this research is to explore the effect of
role stress, burnout, socialization and work autonomy on job satisfaction, and
the contextual relationship amongst job satisfaction, individual commitment to
organizations, and employee turnover intention.

ABSTRACT
The purpose of this study is to investigate the antecedents (i.e. role ambiguity and
conflict, burnout, socialization, work autonomy) and consequences (i.e. organizational
commitment and employee turnover intention) of employee job satisfaction. This
study will contribute to a growing body of job satisfaction research that illustrates the
need to take a multi-faceted approach to the study of employee turnover intention. It
also demonstrates the importance of considering not only effects of job characteristics on job satisfaction, but also effects of job satisfaction on organizational commitment and turnover intention. Analyzing the sample of 671 respondents from eleven
international tourist hotels in Taiwan by an application of the LISREL program, the result shows that role conflict, burnout, socialization, and work autonomy, but not role
ambiguity, significantly predict job satisfaction. In addition, the effect of job satisfaction significantly contributes to psychological outcomes of organizational effectiveness, i.e. a greater organizational commitment and a lower employee turnover intention.
Key words: job satisfaction, organizational commitment, turnover intention

INTRODUCTION
In people‐oriented business environment of the hospitality industry, employee
performance is a crucial component of service. The better employee perform‐
ance, the greater will be guest satisfaction and loyalty. In order to deliver an
appropriate level of quality service, the employees’ attitudes and behaviors
have to meet customer expectations. Consequently, employee job satisfaction is
necessary in order to match these expectations (Karatepe and Sokmen 2006).
This empirical study attempts to explore the interrelationship amongst some
components of antecedents and consequences of job satisfaction. The main im‐
petus for conducting this comprehensive and more holistic study is to attempt

LITERATURE REVIEW
This study aims to recast the perspective of job satisfaction through the applica‐
tion of organization theories which, applied to this study, consist of theories of
job stress, burnout, socialization and work autonomy. These contribute to job
satisfaction and hence organizational effectiveness ‐ in terms of organizational
commitment, employee turnover intention.
Job satisfaction
Job satisfaction can be viewed as “the pleasurable emotional state resulting
from the appraisal of one’s job as achieving or facilitating the achievement of
one’s job values (Locke 1969: 316)”. In the early comprehensive empirical re‐
search, the findings of Poter and Steers (1973) and Muchinsky and Tuttle (1979)
show that there was a negative relationship between job satisfaction and em‐
ployee turnover intention. Some studies (e.g. Lo and Lam 2002) have found
that there is a significant relationship between job satisfaction and organiza‐
tional commitment. Job satisfaction significantly and positively contributes to
the outcomes of organizational commitment, which reduces employee inten‐
tion to leave and subsequently results in a decrease of turnover. Lam et al.
(2001) researching in the restaurant business, state that the relationship be‐
tween job satisfaction and duration in a job can be illustrated with a U‐shaped
model. When people enter an organization and/or job, job satisfaction de‐
creases as their job expectations are unmet. Afterwards, they adjust their expec‐
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tations according to the reality of the job. During the course of this transition,
when their job expectation is reached, job satisfaction will increase.
Role Stress
All employees, from the level of senior management to the frontline, might suf‐
fer job stress (Ross 1997). Ngo et al. (2005) typify role stressors as role ambigu‐
ity, role conflict, role overload and work‐family conflict. These stressors might
lead to individual attitudes such as employee burnout, job dissatisfaction and
intention to leave an organization. Role conflict, according to Karatepe and
Sokmen (2006), refers to incompatible demands where employees attend to dif‐
ferent persons such as managers, colleagues and customers at the same time;
on the other hand, role ambiguity refers to inadequate information that em‐
ployees have (or receive) in order to pursue job‐related tasks in the workplace.
Much relevant literature (e.g. Siu et al. 2002; Firth et al. 2004; Ngo et al. 2005;
Karatepe and Sokmen 2006) empirically confirms that a variety of conse‐
quences of work stressors ‐role ambiguity and role conflict ‐ would be lower
job satisfaction, increased job‐associated tension and anxiety, less affective
commitment, lower work involvement and then poor job performance
(Karatepe and Sokmen 2006), leading to individual intention to quit. Accord‐
ingly, the following hypotheses are posited:


Hypothesis 1: Role Ambiguity negatively affects Job Satisfaction.



Hypothesis 2: Role Conflict negatively affects Job Satisfaction.

Burnout
Gill et al. (2006: 471) defines burnout as “a syndrome or state of physical, emo‐
tional and mental exhaustion, as well as cynicism towards one’s work in re‐
sponse to chronic organizational stressors”. Rich empirical studies (e.g. Hsieh
and Chao 2004; Gill et al. 2006; Pienaar and Willemse 2008) indicate that burn‐
out would incur further negative impact on individual emotion such as job sat‐
isfaction, and a lower level of labor productivity. Hospitality frontline employ‐
ees sometimes encounter demanding interaction with difficult customers; con‐
sequently this might also incur emotional exhaustion and/or psychological
burnout. Thus, the following hypothesis is stated:


Hypothesis 3: Burnout negatively affects Job Satisfaction.
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Organizational socialization
Louis (1980: 229‐230) defines socialization as “a process by which an individual
comes to appreciate the values, abilities, expected behaviors, and social knowl‐
edge essential for assuming an organizational role and for participating as an
organizational member”. Allen and Meyer (1990) and Anakwe and Greenhaus
(1999) indicate that the greater the implementation of socialization, the more
the strength of employee job satisfaction, which in turn results in a higher
strength of individual commitment to the organization and a lower level of
turnover intention. Ashforth and Saks’ (1996) longitudinal study reveals that
socialization is firstly, positively correlated with job satisfaction, organizational
commitment and organizational identification; and secondly, negatively asso‐
ciated with role ambiguity, role conflict and turnover intention. Consistent with
the above findings, the hypothesis is stated:


Hypothesis 4: Socialization positively affects Job Satisfaction.

Work autonomy
Work autonomy can be defined as “the desire in some workers not to be bound
by other people’s rules, by conventional procedures, by working hours and
dress codes (Ross 1997: 43)”. Ross (1997) in the study of organizational climate
and its effectiveness finds that role stress positively accounts for job autonomy
at a statistically significant level, but for overall job satisfaction at a non‐
significant level. This kind of stressful situation would lead to the stagnating of
individual careers. Therefore, the hypothesis is posited:


Hypothesis 5: Work Autonomy positively affects Job Satisfaction.

Organizational commitment
Mowday et al. (1979: 226) defines commitment as “an active relationship with
the organization such that individuals are willing to give something of them‐
selves in order to contribute to the organization’s well‐being”. Organizational
commitment can be classified by continuance commitment and affective com‐
mitment (Mowday et al. 1982). Hrebiniak and Alutto (1972: 556) define con‐
tinuance commitment as “a structural phenomenon which occurs as a result of
individual‐organizational transactions and alterations in side‐bets or invest‐
ments over time”. Mowday and the others (1982: 27) define affective commit‐
ment as “the relative strength of an individual’s identification with and in‐
volvement in a particular organization”. Michaels and Spector (1982) conclude
that lack of job satisfaction and organizational commitment will increase the
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possibility of employee turnover intentions and consequently lead to increased
turnover behaviors. Much literature (e.g. Wong et al. 2002; Yao and Wang 2006)
states that, in light of Meyer and Allen’s model of organizational commitment,
the component of affective commitment is the best predictor testing individual
attitudes of job satisfaction and turnover intention and behavior. Yao and
Wang (2006), administrating questionnaires from fourteen high‐tech companies
in Beijing, find that affective commitment is statistically more associated with
individual attitudes of job satisfaction and turnover intention. The underlying
logic is that increase in organizational commitment should result in decrease in
employee absenteeism and furthermore leads to decelerating the possibility of
their intention to leave organizations. On the basis of the above findings, the
hypotheses are proposed:


Hypothesis 6: Job Satisfaction positively influences Affective Commit‐
ment.



Hypothesis 7: Job Satisfaction positively influences Continuance Com‐
mitment.

Turnover intention
Tett and Meyer (1993: 262) define turnover intention as “the last in a sequence
of withdrawal cognitions, a set to which thinking of quitting and intent to
search for alternative employment also belongs”. Mueller and Price (1990) em‐
pirically investigate the antecedents of turnover intention of nurses, and indi‐
cate that job satisfaction is less strongly correlated with turnover intention than
organization commitment. In addition, path analysis indicates that job satisfac‐
tion does not directly influence turnover intention. Accordingly, the following
hypotheses are proposed:


Hypothesis 8: Affective Commitment negatively influences Turnover In‐
tention.



Hypothesis 9: Continuance Commitment negatively influences Turnover
Intention.



Hypothesis 10: Job Satisfaction negatively influences Turnover Intention.
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or franchised by well‐known groups: Hyatt, Shangri‐La, Westin, Four Seasons
and Regent, Sheraton, Four Points by Sheraton, Nikko, Prince and Landis. The
questionnaires were given to the human resource and departmental managers
who then distributed them to potential respondents. However, the managers
assured the author that the respondents would be randomly chosen and the
questionnaire would be returned with anonymity. Of 1500 survey forms was
sent to each hotel, depending on the size of the hotel, approximately three
tenths of the hotel full‐time employees.
Measures
The instrument to measure all variables was on the basis of existing validated
items (statements) where they were applicable. They were measured with a
seven‐point Likert scale ranging from 1 (strongly disagree) to 7 (strongly
agree). The questionnaire contained three sections. Section One sought respon‐
dents’ perceptions of role conflict and ambiguity, burnout, socialization and
work autonomy. First, the measure of Rizzo et al. (1970) was applied to role
conflict and ambiguity. Second, burnout, containing 22 items of individual feel‐
ing and attitudes, was measured by an application of the Maslach Burnout In‐
ventory‐Human Services Survey (Maslach and Jackson 1986). Third, socializa‐
tion was measured by adaptation from Allen and Meyer (1990). Informants re‐
sponded to the items emphasizing relationships with coworkers. Last, the con‐
struct of work autonomy was measured by Breaugh’s eight‐item scale (Breaugh
1989). Section Two examined perceptions of respondents’ job satisfaction, or‐
ganizational commitment, absenteeism and turnover intention. First, the meas‐
ure of Autry and Daugherty (2003) was applied to job satisfaction. Second, af‐
fective and continuance commitment were measured by sixteen items which
were adapted from Meyer and Allen (1984). Third, the measure of absenteeism
used a two‐item scale developed by Autry and Daugherty (2003). Last, the
measure of employee turnover intention used a three‐item scale developed by
Meyer et al. (1993). Section Three contained some demographic data of gender,
the length in the current employment/hotel, work department, organizational
hierarchy and employment status.
FINDINGS

METHODOLOGY
The aforementioned hypotheses were examined through data collection of
frontline employees in international tourist hotels in Taiwan. The focus of this
investigation was thus limited to eleven properties which are globally managed

Of respondents, 754 surveys were completed and returned, including 83 unus‐
able. The response rate after deducting the unusable questionnaires was 44.7%.
Of the 671 samples, 71.2% were female respondents and 28.8% were male. The
majority (52.2%) of the respondents were aged between 21‐25 years, 28.3 %
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aged between 26‐30, 8.3 % aged between 18‐20, and the rest aged above 31
years. With respect to departments, the ratios of front‐office, housekeeping,
restaurant servers, kitchen, marketing and sales, and administrative office were
22.3: 15.9: 20.7: 12.8: 15.1: 13.2 respectively. Cronbach’s alpha was calculated to
examine reliability: for the entire questionnaire the value was 0.8, and for the
individual constructs was higher than 0.7. Based on the correlation matrix,
there were weak relationships amongst constructs of role ambiguity (RO‐
LEAM), role conflict (ROLECO), socialization (SOCIAL), Burnout and work
autonomy (WKAUTO) at a significant level. Second, SOCIAL and WKAUTO
were moderately and positively associated with Job Satisfaction (JOBSAT), but
negatively with ROLEAM, ROLECO and Burnout. Third, JOBSAT was highly
and positively correlated to Affective Commitment (AffCOM) and moderately
to Continuance Commitment (ConCOM). Four, JOBSAT and AffCOM are cru‐
cial determinants of employee intentions to leave organizations (TURNINT).
A confirmatory factor analysis by using LISREL 8.52 was applied to test the
measurement model, i.e. to confirm the structure of constructs (Hair et al.
2006). According to the diagnostic indices, the measurement model demon‐
strates a fairly good fit, as all of its model‐fit indices surpassed common accep‐
tance levels. This suggests that the structural model presents a good fit. Thus,
the path coefficients of the structural model can be examined. According to
Hair et al. (2006), diagnostic indices, which were evaluated in this study, were:
normed chi‐square (χ 2 / degree of freedom), Goodness of fit index (GFI), Ad‐
justed Goodness of fit index (AGFI) and Root mean square error of approxima‐
tion (RMSEA).The indices (χ 2 /df = 2.44, GFI= 0.9, AGFI= 0.84, RMSEA= 0.081,
NFI= 0.90, NNFI= 0.91, CFI= 0.92) shows an adequate level of overall model fit.
These values were compared to their respective common acceptance levels rec‐
ommended by the previous studies. Standardized path coefficients of the
modes is illustrated in Figure 1.
Based on the outcome of Figure 1, ROLECO, SOCIAL, WKAUTO, and
Burnout significantly contributed to the prediction of JOBSAT, explaining 75%
of variance. Thus, Hypotheses 2‐5 were accepted, and Hypothesis 1, rejected.
The result of path coefficient shows that JOBSAT explained a high 63% of the
variance in AffCOM and 21% in ConCOM. Hypotheses 6 and 7 were sup‐
ported. Overall 62% of variance in TURNINT was accounted for by JOBSAT,
AffCOM and ConCOM. Therefore, Hypotheses 8‐10 were confirmed.
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Figure 1. Structure Model

DISCUSSION
The finding in this study emphasizes the contribution of role conflict to nega‐
tive individual job satisfaction. However, statistically, role ambiguity was cor‐
related with job satisfaction. This result might be contrary to te previous stud‐
ies; for instance, Grant et al. (2001) testified that role ambiguity decreased front‐
line employee job satisfaction and thus accelerated turnover intention. An ex‐
planation for this result of the present study might be because international
tourist hotels compete on service quality and are extremely sensitive to cus‐
tomer perceptions and expectations. More than many other industries, or seg‐
ments of the hospitality industry, frontline employees often need a close inter‐
est in dealing with operational situations to do with quality and service. Such
staff always practice individual approaches in attending to customer needs;
hence they might not require a great deal of information on how to pursue job‐
related tasks in the workplace. There might be differences in national cultures
that influence respondents’ perceptions about role ambiguity in operations.
Whether the international tourist hotels reflect local cultures or have evolved a
multi‐national global culture is also relevant here. Since a frequent occurrence
of role stress would impede job satisfaction, it needs to be removed from a
workplace. As negative stress is incurred, this would lead to employee reality
shock, furthermore, affecting organizational outcomes such as quit intention,
poor interpersonal relations and then poor performance. This study also high‐
lights that employee burnout plays a critical role, as powerful as socialization,
to affect job satisfaction. It implies that job satisfaction is fatally flawed if a
burnout occurrence is not managed well. This finding also supports the exist‐
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ing literature (Hsieh and Chao 2004; Gill et al. 2006; Pienaar and Willemse
2008).
Socialization was indeed significantly and positively related and was the
largest contributor to the structural equation of job satisfaction. This echoes the
previous studies (e.g. Ashforth and Saks 1996). The result implies that, in the
course of organizational socialization, diminishing negative stressors – role
ambiguity and conflict‐ are not only the responsibilities of employees but also
of organizations, so that the organizations need to develop effective socializa‐
tion programs.The result in this study indicates that job satisfaction has a
strong power to contribute to individual affective commitment to the current
organization. This might imply that affectively committed respondents in this
study received support from their superiors since Law et al. (1995) claim that
lower job satisfaction leads to the fact that employees might be reluctant to ap‐
proach their superiors. In addition, this study also implies that the respon‐
dents’ perceived higher level of psychological rewards (such as socialization
practices and work autonomy) might be a significant determinant of employee
job satisfaction. Two predominant factors in alleviating organizational ineffec‐
tiveness – i.e. employee turnover intention‐ were affective commitment and job
satisfaction. This is consistent with the prior research (e.g. Babakus et al. 1999;
Karatepe et al. 2006). The finding reinforces that of previous literature in dem‐
onstrating that lack of job satisfaction and organizational commitment relate
negatively to employee turnover intention to leave the current hotel. This im‐
plies that hoteliers need to pay attention to such findings and also antecedents
of role conflict, job burnout, socialization and work autonomy.
CONCLUSION
While job satisfaction is the subject of many papers, it is rarely defined in a sys‐
tematic way. The present study contributes to the literature not only by provid‐
ing empirical support for frequently hypothesized contributions of role stress‐
ors, work autonomy, socialization, organizational commitment to turnover in‐
tention, but also by providing a systematic theory of organization. In this the‐
ory, job satisfaction is a function of organizational commitment, which is itself
an outcome of turnover intention. Organizational commitment additionally
involves systems which increase individuals’ participation in a specific organi‐
zation. Turnover intention is seen as a function of individual psychological re‐
action to a job. Finally, individual propensity to be satisfied in the job is seen to
depend on job uncertainty, the feelings of cynicism, participation in socializa‐
tion, and healthy climate in the workgroup. All of the above suggests that effec‐
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tive human resource practices directly influence employee job satisfaction and
intention to stay, along with commitment to an organization, and consequently
organizational effectiveness.
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ABSTRACT
Current economic conditions regionally and globally have placed the high-end
destination resort market into chaos. Questionable financial practices, foreclosures,
bankruptcy, and shifting demographics calls into question the long term sustainability
of the recreational second home business model. This paper presents a short
historical overview and description of current financial climate of rural resort
destinations. The discussion is focused on resorts in the northern tier of the Rocky
Mountains (USA). The discuss then turns to an examination of near term trends with
the intention of understanding the significant social, economic, and ecological
impacts of the future of the destination resort/amenity lifestyle model.
Key words: Greater Yellowstone Region, resort development, sustainability.

INTRODUCTION
The region known as the Greater Yellowstone Ecosystem (GYE) has not es‐
caped the global expansion of the destination resort industry. The area is home
to several destination resorts all based on winter recreation and real estate de‐
velopment – especially second home ownership. An examination of three resort
models provides a framework for analysis of the larger industry and its ability
to sustain itself in light of global economic decline. The financial difficulties of
the GYE resorts are emblematic of the destination resort industry throughout
the Rocky Mountains and beyond.Old Faithful geyser is the undisputed per‐
sonification of Yellowstone – the world’s first national park. Indeed, without
the spectacular geothermal features so prominent in the Park’s iconography,
the region would not have been considered distinct from millions of other acres
in the American West. The park, created in 1872, at 8,987 km2 is the largest na‐
tional park in the lower 48 US states (Hanson 2010). As large as YNP is, how‐
ever, it represents less than 10 % of the 60,000 square kilometer Greater Yellow‐
stone Ecosystem – a region defined as the range of the Yellowstone grizzly bear
by John Craighead in 1984. Today, the GYE is recognized as a formal manage‐
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ment jurisdiction by the Park Service and Forest Service. The region is consists
of two National Parks (Yellowstone and Grand Teton), seven National Forests,
as well as other jurisdictions (Clark et al. 1991).
The GYE lands are home to key predator species (grizzly and black bear,
gray wolf, mountain lion), prey species (elk, deer, moose), and a host of birds,
smaller mammals as well as a mosaic of vegetation including coniferous for‐
ests, arid shrub lands, and grasslands (Johnson 2010). Several major river sys‐
tems originate in the region and elevation gradients range from lowland river
valleys to the Grand Teton at over 4200 meters in elevation. About 70% of the
land base is publicly owned with the remaining private land in agricultural
production or urban and exurban development.Currently, around 425,000 peo‐
ple live in the GYE. Population density is only 2.93 people/km2, very low com‐
pared to most places in the lower 48 states (Hanson 2010). The public lands in
the region act as an ecological and recreational refuge for residents and as a
tourism magnet for 3.5 million yearly visitors to the area seeking to experience
outstanding natural scenery, outdoor recreation, and as a place own a second
home. Like many rural areas in the interior West, the social and economic land‐
scape of the Greater Yellowstone Ecosystem has undergone rapid change. The
traditional resource extraction economy is augmented and in many cases
overwhelmed by a new economy based on tourism, personal services, and re‐
tirement. Meanwhile, the regional agricultural economy is stagnant (Johnson
and Snepenger 1992; Beyers and Lindahl 1996; Power 1996).
The park and surrounding public lands attract visitors for year around rec‐
reation. Yellowstone visitation peaked in 2009 at 3.5 million. Tourism visitation
acts as a catalyst for people to relocate to rural communities and emergent
business opportunities follow. The local economy is dominated by small busi‐
nesses diversified across sector and location. Many of the new residents are ur‐
ban refugees fleeing the crime and social problems of urban centers; most pur‐
sue a lifestyle based on rural location, recreation, and quality of life unavailable
in urban locations. They, in turn, bring new sources of income, cultural values,
and inevitably impact the environment as they live, work, and play in the rural
countryside.
BACKGROUND ON GYE RESORTS
The three resorts, Big Sky; Moonlight Basin; and the Yellowstone Club; are lo‐
cated within a few kilometers of each other; indeed, they share the top of Lone
Peak (3400 m). The resorts span county boundaries with part of the Big Sky and
Moonlight development being located in Gallatin County and the remainder in
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Madison County. Virtually all traffic to the resorts moves through Gallatin
County. The suppliers of building material, food, and labor as well as the air‐
port are found in Gallatin County. The community of Big Sky consists of a
school district, several shops and eating establishments and housing develop‐
ments. As of 2009, the population of Big Sky is 1,471. Since 2000, it has had a
population growth rate of 15 percent. Median home cost in 2009 is US $351,560
down 4.10 percent from 2008. Compared to the rest of the country, Big Skyʹs
cost of living is 48.18% higher than the national average. Recent job growth is
negative (Bozeman Real Estate Report 2009).
The tax structure for the community is unique. As an unincorporated com‐
munity, Big Sky lacks a central government and taxing entity. Public safety
services are provided by Gallatin County. Montana lacks a sales tax but allows
for a local option “tourist tax” set at three percent. These funds provide for fire
protection and other community amenities. Property taxes are split along
county lines. One effect of their unincorporated status is that very little over‐
sight of development takes place. Each resort represents a segment of the ski‐
ing/second home market. Big Sky Ski and Summer Resort first opened for ski‐
ing in December 1973. In 1976, Boyne USA Resorts purchased the resort and
has owned and managed it since then. The area launched an aggressive lift ex‐
pansion plan with 13 new/improved lifts over a 10‐year period beginning in
1988. Big Sky markets the largest total vertical drop in the US at 1275 meters.
The base area is highly developed with two hotels, condominiums, and busi‐
ness owned by both Boyne and local entrepreneurs. The Big Sky business plan
is a combination of real estate development, convention space, and public ski‐
ing. The resort operates a summer season with on hill mountain biking, motor‐
cycle events, and assorted tourist activities. All facilities are open to the public
and price competition with regional ski resorts is lively.
Moonlight Basin was started in 1993 after the original principles purchased
10,117 hectares of partially logged property that in was once part of Burlington
Northern Railroad’s western holdings. The owners’ original business plan was
to conserve large tracts of land while building high‐end private real estate
holdings. The large Jack Creek drainage was closed to the public, selective har‐
vesting of timber stands commenced, and a ski area was constructed adjacent
to Big Sky. Integral to the plan was the ability to offer ski‐in ski‐out properties
on the hill.
The resort follows a two‐prong approach to development. The Moonlight
Basin Ranch is comprised of relatively large acreage properties up to 8 hectares.
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Owners are limited to a designated one‐hectare building site while the rest of
the property is placed in conservation easement. The Moonlight Lodge anchors
high‐density condominium and housing around the base area of the ski opera‐
tion. A nearby golf course located at 2300 meters completes the current devel‐
opment. In order to segment the market, Moonlight Basin markets two exclu‐
sive memberships. The Moonlight Basin Gold Club (@ US $3000/yr) gains
members access to special events, facilities, and amenities. The Reserve at
Moonlight Basin is a golf course membership. The membership is good for 30
years and is designed to encourage land ownership near the course. The overall
appeal for those attracted to the resort is a combination of year round recrea‐
tion in a semi‐private destination where members enjoy a high to moderate de‐
gree of exclusivity and privacy. While most of the land is off limits to non
property owners, the ski area facilities are open to the public and are price
competitive. Indeed, the resort offers extraordinary value to locals who wish to
ski including free season passes to all K‐12 school kids who achieve above av‐
erage scores.
The Yellowstone Club was founded in 2000. After a series of complex land
swaps with the US Forest Service, the original owners envisioned a private re‐
sort with high‐end amenities at a commensurate price. Land/home ownership
is a requirement of membership. Membership is a minimum of US $250,000 to
join, plus the cost of a US $5 million to US $35 million home. In addition, yearly
dues exceed US $20,000. Access to the development is strictly controlled; per‐
sonal security is top of the product line. The Club offers year around recreation
all located on premise and available only to members and guests in a tightly
controlled setting.
The three resorts share some common principles. To a large degree, they are
based on real estate development and home sales. In this respect, they are no
different from almost every other resort development around the globe. They
seek to segment the market for winter recreation and design their product line
accordingly. They leverage their close proximity to Yellowstone National Park
while extolling the remoteness of Montana compared to Colorado and Utah.
They share another feature – they are all in financial trouble.
The financial difficulties of the resorts are as different as the destinations
themselves. Big Sky is a mature privately owned corporate operation. The re‐
sort was developed according to a long‐term business plan by Boyne Resorts ‐
known as a highly competent manager of their numerous properties in North
America. Founded by Everett Kircher in 1947, Boyne Resorts is family owned
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and highly diversified in their recreation and real estate operations. Big Sky is
managed based on several decades of experience. While Boyne Resorts has bor‐
rowed to finance development of base area infrastructure and sold some assets,
they chose not to participate in the global financial market for capital. As a re‐
sult, they have not experienced the same external pressure other resorts have.
They currently suffer from poor air transportation connections and a general
decline in skier days nationally. Access to capital has restrained development
and upgrades to facilities.
Moonlight Basin was developed, relatively speaking, overnight. The prop‐
erty developments, lifts, base lodge, and later the golf course were financed by
rapid land sales. In order to finalize the buildout, the resort borrowed US $170
million from Lehman Brothers in 2007. The assets of the resort were put up as
collateral. When the loan came due in September 2008, Moonlight defaulted
and later declared bankruptcy in December 2009 (Weber 2009). Lehman itself
went bankrupt in September 2008 as a result of the collapse in the national real
estate market. In 2009, Moonlight secured a US $13 million bridge loan from
Lehman Brothers to operate the 2009‐10 season (Weber 2009). The presumption
is that Lehman Brothers will work to find a buyer for the resort and recoup part
of their investment. Currently, investment in Moonlight Basin is uncertain be‐
cause of the short duration of the bridge loan. It is not certain that the resort
will be in operation five years from now.
The Yellowstone Club declared bankruptcy in early 2009 when it defaulted
on a US $375 million loan made by Credit Suisse. The Credit Suisse connection
is important because it is evident that the bank, like Lehman Brothers, made
numerous similar loans around the world and to a number of U.S resort prop‐
erties in Utah, Idaho, Nevada, Florida, and Hawaii. All are now in bankruptcy.
Credit Suisse used an off shore branch in the Cayman Islands to circumvent US
banking and regulations concerned with fair market value appraisals ‐ so‐
called “total net value” appraisals (Linn 2009). These loans take into account
the total estimated market value of all saleable real estate but do not apply the
normal discount rate that factors in market fluctuations and how quickly prop‐
erties might sell. Such loans yielded a much higher value than a typical ap‐
praisal and were used to support very large levels of debt (Wallace 2009). In
effect, they are loans that were based not on the real value of the assets but on
the stated value. The “return on capital” terms of the loan allowed the then
owners of the Club to use much of the money for personal debt. When Credit
Suisse made the loans, it syndicated them to investors on the secondary mar‐
ket. During bankruptcy proceedings, the Yellowstone Club was sold to Cros‐
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CrossHarbor Capital, a firm owned by a club member. Credit Suisse realized
US $7.4 million in fees (Effinger and Taub 2009).
Impacts on Community and Economy
The financial relationship between firm and banker is normally of little interest
to citizens of rural communities. In the case of destination resorts however,
negative financial impacts are multiplied across the local economy. Measuring
the impact of the resort economy is difficult because there is no North Ameri‐
can Industry Classification System (NAICS) code for these forms of business
and spending by tourists permeates the local economy both directly and indi‐
rectly but several data points can indicate the extent of the impact.
When Credit Suisse, along with Lehman Brothers, designed syndicated total
net value loans targeted at high‐end resorts and offered their developers the
chance to cash out their investments, the financial future of the resorts was
immediately in jeopardy. Because the loans were written in the “return on capi‐
tal” terms, the owners/developers could use the loans virtually any way they
wanted. They were not bound to use them for the existing projects that would
secure the new loans. Developers of both Moonlight and Yellowstone Club
were accused by the courts and investors of enriching themselves while sad‐
dling the projects with a debt the projects could not support. The resorts were
starved of the capital, the real estate market weakened, and the resorts col‐
lapsed. Some estimate that US $100 billion of such loans were made to the re‐
sort industry nationwide (Effinger and Taub 2009).
Banking deposits, among other types of data, are a useful way of looking at
the financial well being of a local economy. In 2008, Gallatin County banks held
US $1.6 billion in cash deposits – over US $20,000 for every resident (FDIC
2008). These cash holdings are 30 percent above the state average and grew by
over US $1 billion between 2000 and 2007 (McMillion 2008). This number
misses the large number of wealthy part time residents who do not move their
primary banking activities to the state. In the case of Gallatin County, financial
well‐being was based primarily on construction. Those deposits have since de‐
clined precipitously.
By the end of 2008, in the Yellowstone Club alone, 340 millionaires / billion‐
aires had already bought land (the resort has room for another 500). The devel‐
opment contributes over US $500 million a year to the local economy in the
form of personal services, wages, and construction earnings. In 2008, construc‐
tion in the Big Sky area was responsible for 7,431 jobs (Montana Department of
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Commerce 2009; Swanson 2009) making Gallatin County a “construction de‐
pendent” county. Eleven percent of all dwellings in Gallatin County belong to
out‐of‐state residents and they comprise 14 percent of the value of all homes. In
Madison County, where both the Yellowstone Club and Moonlight Basin are
located, 32 percent of homes are owned by nonresidents but they comprise 59
percent of the value of the housing stock (Swanson 2009). Finally, in 1999 per‐
sonal jet landings averaged 86 each month. In 2007 the number of landings in‐
creased to 263 every month. Those too have declined in proportion to the eco‐
nomic collapse.
In Gallatin County, 13 percent of the payroll came from the construction in‐
dustry ‐ twice the national and statewide average. An additional nine percent
came from the real estate industry, more than three times the statewide average
and nearly four times the national average. Twenty two percent of the local la‐
bor income was tied to the real estate market. Other important economic sec‐
tors include retail trade, personal services, food and accommodations, and
health care – all derive some percentage of earning directly from high spending
resort residents and indirectly by employed construction workers. An addi‐
tional 21 percent of the local income is based on “non‐labor income” ‐ divi‐
dends, rents, and interest realized on past investments (Montana Department
of Commerce 2009).
When the resorts crashed, construction declined rapidly. Unemployment in
the region grew from 2.9% in September 2008 to 5.5% during the same period
in 2009. Gallatin County lost over 1200 jobs between October 2008 and 2009
(Bureau of Labor Statistics 2009). Local government tax bases have declined;
school funds are stressed, as are local social service functions. In a county
where poverty was on the increase, it was exacerbated by the overnight col‐
lapse of the resort industry.
Lessons from Big Sky
Tourism as an economic development strategy has always been an uncertain
proposition. The resort development model is global in nature and dependent
on the ever‐changing tastes and preferences of travelers and sporting enthusi‐
asts. The costs and logistics of travel, the aging of the WWII baby boom genera‐
tion, and the plethora of recreation opportunities for all demographic groups
increases the level of competition for resort visitors and second homeowners.
Some lessons can be drawn from the case study of Big Sky Montana however
and those lessons are applicable to other segments of the destination resort
market.
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Management Philosophy Matters
The benefits of a mature corporate structure are obvious compared to rapid full
build out of upstarts. Big Sky resort has grown and invested according to a
long‐term business plan over a 35‐year life span. Boyne is able to develop new
attractions, develop property for recreation and housing, and do so with mini‐
mal outside funding and resulting management interference. Big Sky Resort is
still family owned and managed and can use other properties to subsidize the
Montana resort.
The owners/developers of the two resorts suffering under bankruptcy at‐
tempted to leverage high volume real estate sales into building an exciting
brand that attracted even more buyers. When the real estate ‐especially that for
second homes, weakened and their financial partners failed, they were at the
mercy of global financial creditors. Both Yellowstone Club and Moonlight have
now lost management control of their operation. The Club has been sold to a
firm with experience in management consultancy and a federal bankruptcy
judge has appointed a chief restructuring officer for Moonlight. All three re‐
sorts were developed according to a vision and recreation philosophy concep‐
tualized by their founders. Whether the new owners/managers will adhere to
that philosophy and that of present day shareholders is an open question.
The Brand Promise
The value of destination resorts relies on the integrity of the brand and quality
of the amenities (Moilanen 2008). In an era when the logistics of travel is easy
but uneven in terms of cost and arrival times, remote destinations suffer a
competitive disadvantage. The problem is exacerbated by the global nature of
the destination resort industry; there are almost limitless substitutions for qual‐
ity destination resorts. The Big Sky area is one such destination; travel times are
long and access is relatively difficult. High‐end brands seek to communicate a
“brand promise” – a statement to customers that identifies what they should
expect for their consumer support. In the case of destination resorts that sell
location, exclusion and exclusivity, the product is often intangible and ill de‐
fined. Failure to manage the resort effectively weakens the promise of the
brand. Recovery from brand failure will be long and slow, if it occurs at all.
New West Community Economies
It was thought that economic diversification toward a New West economy
would ameliorate commodity driven business cycles. Tourism and in‐migration
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of amenity migrants would provide new wealth and thereby predictability to
the community economy. Wealth was to be generated by natural and man‐
made amenities tied to a recreation lifestyle made possible by younger, more
affluent retirees; footloose entrepreneurs; and highly mobile capital (Johnson
2004). However, some argue that commodity dependence has been replaced
with construction dependence ‐ with similar negative consequences that result
from “boom and bust” economies (Swanson 2008).
Studies by a host of researchers throughout the Rockies show conclusively
that those counties considered amenity rich enjoy higher rates of job creation,
income levels, new business startups, healthy real estate markets, and in‐
creased opportunity for many residents (Winkler et al. 2007). All the usual eco‐
nomic and social evidence indicates that these are good places in which to live
and work. However, as newcomers arrive with lofty expectations during the
economic boom times, they also find that these same communities are very dif‐
ficult places in which to own property, prosper, and become engaged in the
social fabric of the community. During the inevitable economic decline, they
may find themselves in the ecological trap of living in a community from
which escape is difficult and may spell financial ruin. The result is a sort of
downward spiraling vortex where poor job quality, poor wages, and dwindling
resources will never enable an individual or family to save enough to make
themselves better off (Johnson 1998). Families in high growth amenity and rec‐
reation areas do tend to have higher family incomes than do their counterparts
in non‐growth amenity/recreation areas and there are more earning opportuni‐
ties for family members in both traditional and emergent employment sectors.
However, those gains in family income tend to be offset by increased cost of
living associated with housing costs (Hunter et al. 2005). As the housing mar‐
kets adjust downward, some families may be able to take advantage of lower
housing prices but many will fail to do so.
Construction Dependence
The impacts on rural communities dependent on construction resulting from
resort development are twofold – private and public. Business owners and
community leaders lose control over their economic destiny when they struc‐
ture their business and communities toward high‐end resort construction.
Large capital investment in specialized construction apparatus and labor skills
are required to compete for building contracts. Contractors hope they service
the debt on these investments before construction slows. When construction
and real estate markets softens, homes are left unfinished, bills unpaid, and an
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outmigration of skilled laborers occur. County and municipal tax bases erode.
Stagnant and falling populations result in unsold or foreclosed homes in the
region; financial institutions and other personal services suffer.
Rural development, especially the public infrastructure needed to service
resort communities, does not pay for itself in terms of tax revenues. Invest‐
ments designed to accommodate tourists and second homeowners are subsi‐
dized by those who remain. This “cost of services” shortfall may include
schools, fire and ambulance services, public transportation, parks and trails,
and even public festivals intended for visitors (Johnson 2004).
CONCLUSION
Historically, the source of the region’s natural resource base were characterized
by low human population densities and vast tracts of undeveloped public and
private lands (Power 1996; Johnson and Beale 1999, 1994). The old west econ‐
omy was typically based on commodities that were mined or harvested from
those lands. Because the market for basic commodities is global, producers and
the communities that depend on them are price takers. That is, they have no
ability to control global commodity prices and so experience periodic boom
and bust economies.
It was considered by many that the new western economy would smooth
commodity driven economic cycles (Riebsame et al. 1996) but, even highly di‐
versified contemporary economies ones like those in the GYE are not immune.
Today, business cycles resemble those of the past where competition is global
and resorts are the price takers. Real estate values are down roughly 25‐30%
and even after housing inventories return to normal levels, builders face an‐
other hurdle: a banking industry that has been harmed by construction bets on
resort properties. Financial institutions too may be quite skeptical of resort in‐
vestment. One method to cope will be to adopt a management philosophy that
seeks to include the middle class rather than the exclusive climate that domi‐
nates the industry. Indeed, the entire winter sports industry will be forced to
adjust prices downward if it is to survive (Travelpulse 2010).
Another mechanism for resort recovery may be to adopt a location brand
strategy rather than an independent brand strategy. A location brand is created
and maintained by several independent businesses or other interested parties
(Moilanen 2008). High amenity geographical regions like the GYE are logical
candidates for building a location brand based on a coherent theme (Milman
2007) and multiple customer experiences. Coherent industry brands are rela‐
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tively uncommon in the winter resort industry and location brands are non‐
existent.
Challenges such as increasing transportation costs, climate change, and the
adverse ecological impacts of development confront the winter resort industry.
The changing travel patterns of an aging population, the tendency for “nearca‐
tions”, and shifting recreation technology will inevitably force resorts to think
creatively if they are to prosper. Resorts managed with minimal external inter‐
ference and with maximum internal flexibility and vision will emerge as suc‐
cessful recreation enterprises. Others may fail and disappear, as did the gold
mines and cowboys of the Old West.
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ABSTRACT
Study, based on literature review, focus interview (where four employers, two teachers
and two students were interviewed), comparative jurisprudence and an economics-oflaw approach, concludes that there are two important facets in terms of the practice
of internship system of leisure industry: flexibility of employer’s use of workforce, and
employer’s workforce training cost. These two facets can help us understand more
about how the complicated internship system is implemented. Terrace-style internship
system is more suitable for hospitality industry, whose workforce needs are, generally
speaking, comparatively stable. In terms of the tourism industry and the activity-based
leisure industry, the field-practice and/or rotary-style internship system are more suitable because they demand more flexibility of workforce deployment. Additionally, the
maturely-developed, execution-targeted hospitality industry provides specificallydefined job content that requires less training cost. Employers who accordingly gain
more benefits from laboring service support are more willing to pay better salary/wages. Most employers in the developing leisure industry, on the other hand, pay
more training costs due to the less specifically-defined job contents; so they fail to pay
students a fixed amount of salary/wages regularly. The above study may serve as reference for drafting out internship contracts.
Key words: internship, field-practice internship, rotary internship, terrace-style internship, internship contract
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the internship program and the content of school curriculum. The mushroom‐
ing of departments/divisions of leisure industry management has led to a
plethora of leisure department graduates in the employment market. They are
often subject to the unfavorable working conditions in the internship work‐
place, where they usually feel that they are learning nothing but suffering from
the employer’s exploitation.
Employers are also faced with difficulties — a considerable amount of time
and money to be invested in talent training. Many students, however, are fin‐
icky about the amount of wages paid for short‐term internship programs with‐
out thinking what they will benefit in the long run. This phenomenon not only
results in higher training costs and severe talent drain, but also perplexes em‐
ployers about workforce deployment. They might even have scruples in teach‐
ing the industry’s know‐how to students out of concerns over the competition’s
headhunting for trained talents. If left unresolved, these problems will end up
adversely affecting the intern students, who have to suffer from non‐
specifically defined job contents, vicious competition over the amount of sal‐
ary/wage and exploitation of student workforce. Employers and schools too
will accordingly have more difficulty utilizing the industry‐university coopera‐
tive systems to hunt for talents and train them as early as possible, hampering
the development of the leisure industry as a result of thorny student internship
practice.
In the stage of university education, the student internship program falls un‐
der the industry‐university cooperative models as launched by the Ministry of
Education (MOE), called “industry‐university cooperation”. There are quite
many studies on industry‐university cooperation, most of which cover the fol‐
lowing focuses:
1.

Discourse‐based studies focus on conceptual exploration into industry‐
university cooperative models, examples including: A study by Research,
Development and Evaluation Commission, Executive Yuan (1979) on the
introduction of the cooperative system; Teng’s study (2004) on the coopera‐
tive education in foreign countries; the studies conducted by scholars Cio‐
falo (1992) and Wagner (1992) on the correlation between education and in‐
ternship programs from the viewpoint of education.

2.

A considerable number of studies go through performance evaluation of
industry‐university cooperation on human resource, academic achieve‐
ment, etc. Local studies focus on key success factors, affecting factors or
strategic models (Li 2002; Hung 2004; Chien 2005; Chao 2006). Most of

INTRODUCTION
Vocational universities and colleges put much focus on internship programs
whereby students can work as an intern at the workplaces in the industry. Do‐
ing so may help them get a job more easily as soon as they graduate from their
schools. Employers, too, can snatch at such opportunities to hunt for talents
and even establish favorable industry‐university cooperative relationship. The
managerial models and strategies for such industry‐university cooperation
vary because the leisure industry has a wide range of business scopes. The
whole industry in still in its infant stage, where there still exists a gap between
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overseas studies by European and American scholars focus on cultivation
of human resource (Dess and Picken 1999) or the achievement in academic
research (Burnham 1997).
3.

There have been some case studies, most of which exemplify the successful
cases of industry‐university cooperation; for example, Yeh’s study (2002)
and Liu’s study (2005).

4.

Most studies on industry‐university cooperation center their topics on IT
industry or, at least, manufacturing industry. Few of them analyse the lei‐
sure industry; among them, the majority are case studies, where Chen’s
study (2005) and Huang’s study (2005) are typical cases.

5.

Few studies are based on legal contract for industry‐university cooperation
management. The research scope of most of such examples is limited to
technical transfer of IT industry. Chen’s study (2003) is a typical example
among them.

The aforementioned facts reveal the insufficiency of researches on industry‐
university cooperation in the leisure industry in Taiwan, not to mention a
study specifically on legal issues. The aforementioned facts reveal the insuffi‐
ciency of researches on industry‐university cooperation in the leisure industry
in Taiwan, not to mention a study specifically on legal issues. This study sug‐
gests that competent authorities formulate a template for a standard contract
governing the cooperative models between the student and the internship em‐
ployer for reference by both parties and the school. It is a feasible solution to
the current problem. This study, based on literature review, focus interview,
comparative jurisprudence and an economics‐of‐law approach, aims to achieve
the following objectives:
1.

To understand about laws and regulations of the internship systems in
Taiwan

2.

To gain an insight into the viewpoints and needs of the leisure indus‐
try, the school, and the student

3.

To organize and provide suggestions for formulating a template for a
standard contract governing the internship systems of the leisure in‐
dustry from the economics‐of‐law perspective.
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Laws and Regulations on the Internship Systems in Taiwan
According to the concept of university autonomy, Taiwan government did not
formulate any applicable laws and regulations on the internship system of uni‐
versities and colleges. A counterpart in administrative authorities is the coop‐
erative education models in vocational schools, which are tabulated in Table 1.
The field‐practice internship Co‐op Ed model refers to a situation where stu‐
dents work as an intern at winter/summer vacation or during unoccupied times
for more workplace experiences. The terrace‐style internship Co‐op Ed model
refers to a situation where students take long periods of vocational training al‐
most as that company’s quasi‐employer (or a “student technician” in the voca‐
tional training system). The rotary internship Co‐op Ed model refers to a situa‐
tion where students are given certain periods of time to work at the Co‐op Ed
internship workplace by utilizing school education‐based knowledge and skills
to increase more work experiences. These three models are like a matrix of the
correlation between “complete school education” and “complete vocational
training”.
Table 1. Cooperative Education (Co‐op Ed) Models in Vocational High Schools
Co-op
models

Ed

Field-practice
internship

Operating guidelines

Advantages

Schools have their students work at the Co-op Ed internship workplaces for the field-practice internship programs
according to the following principles:

To assist students in learning more
workplace experiences

(1) For the first grader, the internship shall be scheduled at
winter/summer vacation
(2) For the second grader, the internship period during the
semester shall not exceed five weeks except for on holidays or at winter/summer vacation.
(3) For the third grader, the internship period during the
semester shall not exceed twelve weeks except for on
holidays or at winter/summer vacation.
Terrace-style
internship

The first and the second graders take rudimentary and
professional theory courses; while the third graders take
vocational education courses at the Co-op Ed internship
workplaces.

To provide pre-employment preparatory education

Rotary internship

Students take educational courses at school and then take
skill training courses at the Co-op Ed internship workplaces. In the rotary internship system, two classes take
turns over a period of one to three months.

To share resources with the school
and the Co-op Ed internship workplace in additional to the combined
advantages of the above fieldpractice internship and terrace-style
internship cooperative models
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The above advantages are based on the student’s perspective. From the em‐
ployer’s perspective, the main difference lies in the purpose to have flexible
workforce deployment. The rotary internship cooperative model allows stu‐
dents to aid employers during certain seasonal periods of time. The terrace‐
style internship cooperative model allows employers to flexibly deploy a stable
amount of workforce. The field‐practice internship cooperative model allows
students to work during peak seasons.
Internship Systems of Taiwan’s Leisure Industry
To gain an insight into what those participants in the internship systems of lei‐
sure departments need and think about, this study poses the following prob‐
lems to obtain necessary information through a focus interview.
Table 2. Focus Interview Questions
Common background-focused questions
1.

Please briefly describe that, in your experience, how the internship system is implemented.

2.

What do you think the purpose of an internship system is and what beneficial results it has?

3.

Did students enter into any formal contract with the employer(s) or was there any informal agreement made? For
the latter, examples include commitment to salary/wage payment, job content or contracted employment of interns with good job performance?

For school teachers
1.

What difficulty do you usually have in the student internship system?

2.

How do you choose employers for cooperative internship?

3.

What measures do you take against any dispute between the student and the employer?

4.

As far as we know, there are three internship systems as applied by vocational high schools: field-practice, terrace style and rotary systems. Which one of them do you think is the most suitable for the internship system in a
university’s leisure department?

For employers
1.

What criteria do you use for choosing intern students?

2.

What kind of role does an intern student play in your company’s workforce deployment? What criteria do you use
when you intend to retain any intern student?

3.

What kind of role do the student and the teacher play in the student internship practice?

4.

As far as we know, there are three internship systems as applied by vocational high schools: field-practice, terrace style and rotary systems. Which one of them do you think is the most suitable for the internship system in a
university’s leisure department?

For students
1.

How did you choose the employer for the internship program?

2.

What helps you most for your current skills that you learned from the intern experiences?

3.

During the intern period, was there any difference in your job content, salary/wage, welfare and so on from fulltime employees? Did you enter into any contract with the employer?

4.

Did you ever think about going on working in that industry after the intern period? Why or why not?
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Selection of interviewees
To develop broader understanding, the focus interview was conducted with
two school teachers (one of whom has experience in hotel management), four
employers (event organizing service provider, travel agency counselor, recrea‐
tional farm manager and club manager, respectively) and two former interns
graduating from leisure department (one of them at work and the other taking
advanced study courses). Table 3 shows their personal profiles.
Table 3: Interviewees
For the teacher side:

Current post

Director Hsu

Dean of Department of Leisure Management, Yu Da University

Professor Kao

Head of Division of School Affairs, National Taiwan Sport University

For the employer side:

Business name

Ms. Tong

Associate Manager of HR Department, Bros Sports Marketing

Mr. Huang

Counselor, Perfect Tours Agency LTD.

Mr. Wu

Manager, Flying Cow Ranch

Ms. Jiang

President, Super Shape Health Club

For the student side:

Current status

Intern experience

Ms./Mr. Bai

Doctoral student of National Taiwan Sport University

Sports marketing, sports agency business and
sports event organizing

Ms./Mr. Pan

Department of Marketing, Panasonic Taiwan Co., Ltd

Bros Sports Marketing Inc.

Summary of interview results
The following summarizes the interview results:
1.

The intern periods of students of leisure department are mostly win‐
ter/summer vacation; some schools require their students to complete the
internship program within one or two semesters by regulating a certain
number of hours for the internship. According to the number of hours re‐
quired, the internship program may be either tightly scheduled at win‐
ter/summer vacation, after class/school (similar to the aforementioned Co‐
op Ed model in this regard) or over the whole semester on a regular basis
(similar to the terrace‐style Co‐op Ed model in this regard). Some other ex‐
amples also include a short‐term internship program lasting for one to two
days that are especially organized, in most cases, for the employer’s event.
In this case, some employers want the student’s teacher to act as a coordi‐
nator and assume the responsibility for supervision based on the school
curriculum. The contact person for the employer side is the teacher. Most

318

The 5th World Conference for Graduate Research in Tourism, Hospitality and Leisure

of the intern students are assigned jobs such archiving and administrative
affairs. Few of them are given planning jobs. In this regard, some of the in‐
terviewed employers express their reluctance to assign planning jobs to in‐
terns. Only postgraduate students might be given the access to planning
jobs that require the ability of integration, in which most university stu‐
dents are lacking.
2.

3.

Many think that the internship system is intended to provide students with
the access to real workplaces where they can understand what kind of
skills they have to be equipped with, know how to apply what they have
learned at school and even ponder whether they can adjust themselves well
to that industry. For the employer side, most of the interviewees put more
emphasis on the opportunity to gain an insight into what students can do
and what teachers teach at school rather than how much workforce they
can use. A few of them argue that student training is not lucrative; they of‐
fer intern programs just because they think highly of the cooperative rela‐
tion with school teachers. Generally speaking, workforce support plays an
important part in the intern programs in the food industry because the job
contents are more specifically defined and the prerequisites needed are al‐
most taught at school, thereby sparing employers from having to pay more
training costs. The jobs of the tourism industry, the event organizing ser‐
vice provider and the recreational farm management require the ability of
integration. Therefore, most of the employers argue that the student work‐
force is not cost‐effective.
Typically, a written contract is not entered into by and between the student
and the internship employer so that most of the rights and obligations are
provided on a contracted basis between the employer and the school. The
provisions under the contract and their complexity of details vary. In addi‐
tion to some declarative articles (e.g. obligation of assistance in students
and teaching, etc.), those governing the student’s laboring service condi‐
tions are often provided in a fairly oversimplified manner. Articles govern‐
ing the student’s laboring service conditions require employers, mostly in a
declarative tone though, to comply with the Labor Standards Act (espe‐
cially on labor and health insurance). Nevertheless, provisions on
wage/salary payment (called “allowance” by most employers) are often not
strictly regulated. It is interesting to note that, according to the interviewed
event organizing service provider, interns are not paid salaries/wages (ex‐
cept for cases where the teacher lead the students to organize short‐term
events). They are provided with traffic allowance or bonus but no agree‐
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ment on salary payment is made. In rare cases, the employer would con‐
tract with the student (the interviewed club manager expressed that it en‐
ters into a tri‐party contract with the school and the student).
4.

Most intern programs are designed based on the commitment or agree‐
ment between the school and the employer. Quite a few employers offer
such opportunities due to their personal network with school teachers.
There are also schools providing intern programs which are open to stu‐
dents who need to search for their desired employers in the leisure or lei‐
sure management industry on the condition that the approval is obtained
from their teachers. Companies offering event organizing services would
inform each school of those intern programs available, for which students
are expected to visit the companies for interview.

5.

School teachers, typically, act as an assistant and communicator, almost an
invisible role over the intern period.

6.

Some employers believe that the terrace‐style Co‐op Ed model is more
suitable for the internship practice in the leisure industry as it allows for
longer periods of time when senior graders can take training at the work‐
place. On the other hand, the field‐practice internship cooperative model is
also accepted by the event organizing service provider and the club man‐
ager because these two industries, in nature, are subject to short‐term needs
for workforce. The field‐practice internship cooperative model offers more
flexibility in terms of laboring service support. The travel agency prefers
the rotary internship system to this system because its workforce needs in‐
clude seasonal factors.

7.

Most of the interviewed employers indicated that they do not exclude the
possibility to retain would‐be employees who deliver good job perform‐
ance during the intern period. Disclosure of the trade secret is not a main
concern because they have the interns work at the basic level (mostly ad‐
ministrative affairs) without giving them access to the trade secret. How‐
ever, the interviewed club manager and the event organizing service pro‐
vider explained expressly that jobs related to merchandising and sports
agency are classified as confidential. Few internship programs concerning
such jobs are designed. In case an intern is needed, a non‐disclosure
agreement must be signed.
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CONCLUSION
The internship system depends on whether employers are willing to offer op‐
portunities. Their prioritized criterion is, of course, the cost‐effectiveness. Based
on the aforementioned interview and an economics‐of‐law approach, this study
concludes that:
1.

2.

3.

Upon choosing among the internship models, students are supposed to
take into consideration how flexible the employer’s workforce needs
are. If the employer needs stable workforce, the terrace‐style internship
system is preferred. If it needs more flexibility, the field‐practice in‐
ternship system and the rotary internship system are considered more
suitable (the rotary internship system is suitable only when the work‐
force needs are subject to seasonal factors). Options have to be pro‐
vided in a clear manner in the provisions set forth in the contract.
The student’s rights and interests are guaranteed by including the
regulations on working conditions in the provisions set forth in the
contract. Basic welfare such as labor and health insurance must be pro‐
vided to the student. The contract should also require the traffic allow‐
ance and other expenditure to be at the employer’s cost. For the sal‐
ary/wage or the allowance paid to the student, it is advised to have
such payment made on an agreed‐upon basis. Generally speaking, de‐
veloped industries are characteristic of more specifically defined job
contents that tend to be administrative. Therefore, employers in such
industries ought to pay salaries in an amount not less than that pro‐
vided under the Labor Standards Act because they gain more lucrative
laboring service but have to pay less training costs. As for unspecific
job contents that are yet to be defined, the regulations on salary pay‐
ment are not mandatory because the employer pays more for training
and the student can learn more from the intern program. Therefore,
both parties are free to make an agreement on whether to pay the salary.
The undersigned to the contract are advised to be the employer and the
student. Although currently many internship contracts are signed by
the employer and the school, some declarations therein do not take ef‐
fect. Working conditions, in most cases, take effect between the em‐
ployer and the student. It is suggested to have both parties execute the
contract so as to decrease the cost of later supervision on the perform‐
ance of the contract signed. Moreover, each intern’s working condi‐
tions vary from each other with the workplace. It is hard to have the
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school strictly regulate the matters. In conclusion, this study suggests
that the industry‐university cooperation contract be executed by the
employer and the company, with the provisions therein being limited
to the feedbacks, academic cooperation or declarative articles between
both parties. It is considered more proper that the intern student’s
working conditions are provided under the contract otherwise exe‐
cuted by and between the employer and the student.
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ABSTRACT
In Thailand, tourism plays a vital role in socio-economic development meanwhile it also creates many environmental problems. Given that Phi Phi Island is one of the most famous
beach destinations in Thailand, tourism development without proper sustainable planning has
had significant impacts on the local community especially in terms of environmental conditions. This research aimed to assess the pattern and potential of people’s participation in
wastewater management. Problems encountered in people’s participation were identified.
Recommendations were provided based on the findings to strengthen people’s participation in
wastewater management to pursue sustainable tourist destination. Participatory data collection methods were implemented through questionnaire survey, focus group discussion, indepth interview and stakeholder dialogue. Based on the study, findings support the concept
that the participatory approach is needed for sustainable development to pull resources from
the government side and the local community side, working collectively for their tourism
community development and its sustainability.
Key words: people’s participation, sustainable tourism, wastewater management.

INTRODUCTION
Phi Phi Island is one of the most famous beach destinations in Thailand. This
island contains a variety of land uses, including extensive hotel accommoda‐
tion and other commercial developments supporting tourism. While the island
is addressed as a top ranking world tourism destination, it has faced a multi‐
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tude of problems caused by an increase in tourism coupled with a lack of ap‐
propriate plans and strategies especially in environmental management. Since
the tsunami significantly affected Phi Phi Island, recovery plans were imple‐
mented to rebuild the tourism business on the island. However, the important
challenges facing Phi Phi Island have been the direction taken in the plan for
development and environmental management including wastewater manage‐
ment. The Danish Government has given a tsunami relief grant to Thailand.
The grant is administered by the Wastewater Management Authority as ex‐
tended capacity development support to reestablish wastewater management
services in areas affected by the tsunami. The purpose of the grant is to facili‐
tate water quality improvement through the development of appropriate
wastewater collection and treatment systems.
Prior to the Danish government support the wastewater system on Phi Phi
Island was damaged severely, including the wastewater collection system, the
pump station and the treatment plant. This original wastewater treatment sys‐
tem was under the investment and management of Krabi Provincial Adminis‐
trative Organization. Both structural and electrical damage following the tsu‐
nami flooding were severe. The untreated wastewaters were being directly dis‐
charged into the sea causing offensive odors and polluting the beaches, espe‐
cially in the dense business areas. With the Danish government support, the re‐
construction of the wastewater treatment plant through the implementation of
the constructed wetland system with wastewater collection was realized and
began operating in November 2006. The new wastewater management system
is intended to improve conditions in regards to collection and treatment effi‐
ciency, public health, aesthetic and potential odor problems. The new con‐
structed wetland is treating wastewater from the main business and hotel area
on the island, thereby reducing the amount of pollutants such as organic matter
and nutrients at the beaches of Phi Phi Island. The monitoring results by the
Regional Environmental Office in December 2006 showed that the constructed
wetland was not only treating the wastewater at promising performance, it also
was an attraction complimenting the beauty of the island so it can maintain its
position as an attractive tourist destination.
People’s participation is considered as a potential of enhancing sustainable
wastewater management. To achieve sustainability, people’s participation
needs to be developed through the promotion and implementation of a partici‐
patory approach by local people involved in wastewater management for their
community. This research aimed to assess the current situation and potential of
people’s participation in wastewater management for sustainable tourists des‐
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tination development in Phi Phi Island. Problems encountered in people’s par‐
ticipation were identified. Recommendations were provided based on the find‐
ings to strengthen people’s participation in wastewater management to pursue
sustainable tourist destination.
METHODOLOGY
A questionnaire survey was conducted to obtain information of the current
situation in the study area. Participatory data collection methods were imple‐
mented also through focus group discussion, in‐depth interview with various
key informants, and stakeholder dialogue. Findings from all data collection
methods were cross‐analyzed among the different methods to obtain validity
and confirm the results. This research focused on participatory wastewater
management in Phi Phi Island, southern Thailand. The target group of the re‐
search was households which mostly engage in the tourism sector such as ac‐
commodations, restaurants, or tour agencies. Secondary data collection was
employed via document analysis of related research reports, government
agency reports, and newsletters. Primary data collection was implemented by
using key informant interviews and field observation along with a question‐
naire‐based survey that included 187 households in the study area.
In general, the research provided significant results to aid in the under‐
standing of people’s participation and attitude towards wastewater manage‐
ment as well as finding problems in establishing sustainable wastewater man‐
agement in Phi Phi Island. The majority of respondents (61.5%) were running
tourism related businesses such as accommodations, restaurants and tour op‐
erators. Almost half of the respondents (42%) were aware of rules and regula‐
tions of wastewater treatment enforced by the government. Unfortunately, only
a few respondents (15%) were involved in participatory wastewater manage‐
ment for the community.
Considering the outcome of the research, especially from the participatory
approach, stakeholders’ dialogue will serve as a guideline for the national and
local communities in formulating an appropriate approach for sustainable
wastewater management in line with sustainable development at the local
level. The responsible sector for wastewater management will be identified.
The local community could be encouraged to participate in the mechanism of
people’s participation in various ways and forms.
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Overview of Phi Phi Island
Phi Phi Island is located in the Andaman Sea in Krabi Province, southern Thai‐
land (Figure 1). The group of islands consists of Phi Phi Don Island and Phi Phi
Leh Island which became one of the components of the Hat Nopparatthra‐Mu
Koh Phi Phi National Park incorporated in 1983. It is located 42 km off shore in
Tambon Ao Nang (Ao‐Nang sub‐district) of Krabi Province and 48 km off
shore of Phuket Province. Phi Phi Don Island, the only island for human set‐
tlement, covers only 10.25 sq km. It is the largest island of the Phi Phi Islands
with a width of 3.5 km and length of 8 km. Most of the areas are high limestone
mountain. There are also the coral reefs and colorful underwater organisms.
The shape of the island is almost split into two islands, connected with a nar‐
row strip of beach or so called a butterfly‐shape known as Ton Sai bay and Loh
Dalum bay. There are two villages called ‘Ban Koh Phi Phi’ and ‘Ban Laem
Tong’ located on the island where a variety of land uses especially for tourism
development are implemented (Figure 1).
Phi Phi Leh Island, the second largest island located nearby, is uninhabited
being part of the national park and an essential habitat for birds, the nests of
which are harvested for the needs of the bird nest soup industry. The island
consists of a ring of steep limestone hills surrounded by the shallow Maya Bay.
The Tambon Administration Organization (TAO), also known as a sub‐district
office, is the closest local government, acting to manage the Phi Phi community.

Figure 1. Thailand and Phi Phi Island

Phi Phi Island has a registered population of 1,160, of which 900 persons
stay in Ban Koh Phi Phi and 260 people stay in Leam Tong. However, due to
tourism development in this island there is a high rate of migration to Phi Phi
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Island which includes an unregistered population of approximately 3,032 per‐
sons.

et al. (2006) mentioned that there is a calling for active participation of stake‐
holders and citizens in the decision‐making process.

Tourism has been a main source of income for people in Phi Phi Island for
decades. In 1975, the tourism business started with simple bungalows operated
by local families. The bungalows were built from bamboo, wood and thatch
roof but this has now changed to be modern style accommodations.

Considering community participation for development, Mathbor (1997)
stated that the most important and complicated issue bearing on local level
planning is community participation although there is no clear cut agreement
in the literature on the nature of effective community participation. Commu‐
nity participation usually begins with a bottom‐up approach involving major
stakeholder groups through the processes of decision‐making, implementation,
monitoring and evaluation, and benefit, sharing on the matters that affect their
living (Pongponrat 2006).

A Need for People’s Participation
Several definitions of participation have been identified. Most of them are simi‐
lar in principle but differ in terms of the stages of participation. The nature of
participation in the development process gives rise to much controversy re‐
garding its definition and modalities since there is no single universally ac‐
cepted definition. Pongponrat (2006) mentioned that people’s participation can
be viewed through different aspects including ‘who’ will be involved, in ‘what’
roles and responsibilities, and ‘how’ to implement based on those identified
roles and responsibilities. Seetharam (1990) stated that concepts of participation
can be broad or narrow, active or passive. A broad understanding can make
reference to the entire economic and political process of a country. Moreover,
terms such as citizen participation, people’s participation, community partici‐
pation and popular participation are used interchangeably. Mansuri and Rao
(2004) noted that although participation can occur at many levels, a key objec‐
tive is the incorporation of local knowledge into the project’s decision‐making
processes. When potential beneficiaries also make key project decisions, par‐
ticipation becomes a self‐initiated action that is known as the exercise of voice
and choice or empowerment. It is an opportunity for public debate, personal
reflection, and informed public opinion.
Participation is perceived as a fair process that includes the opportunity for
people affected by a decision to participate and make their views heard, basing
decisions on sound information, with the possibility of correction, consistent
and fair application for procedures across participants and over time, and non‐
biased behavior by decision makers. Transparency is considered to be an essen‐
tial factor for the success of the participatory process (Tyler 2001; Knierim and
Nagel 2001 and Illsley 2003). Participation in development, especially for public
policies, is seen as a way to gain the support of stakeholders: the more they feel
that they have a voice in decisions affecting them, the more likely that they will
comply with the new requirements (Bryner 2001). Public participation can also
contribute to build social capital, strengthen civil society and enhance the capa‐
bility of communities to solve problems and pursue common concerns. Santos

People’s participation, as confirmed by various scholars, is a crucial
mechanism to support sustainable wastewater management as well as other
development projects. People need to be involved in the management, starting
with responsibility for their own household wastewater production. Mean‐
while, people need to coordinate with government agencies or those responsi‐
ble for wastewater management as a collective action for a whole community.
In general, the participatory process is required as this is a channel to provide a
platform for people to share knowledge and experience, support in decision‐
making, as well as create a common understanding to participate in the devel‐
opment of their community. Although people in many countries of Southeast
Asia are aware of the usefulness of wastewater management, they are strug‐
gling with how they can be involved in such management. This becomes the
question mark for sustainable development related agencies as well as govern‐
ments to search for appropriate ways to move from knowledge into practice.
Wastewater Management for Sustainable Tourist Destination
Conventionally, the domestic wastewater management systems either in urban
or rural areas in Thailand rely mostly on onsite sanitation processes e.g. septic
tanks, cesspits, commercial package units, etc. after which its effluents dis‐
charged into sewer system prior to dispose of to a receiving stream. In abate‐
ment of water pollution, almost 100 municipal wastewater treatment plants
have been invested by the Royal Thai Government including a pond treatment
system on Phi Phi Island (before Tsunami incidence in 2004) which is typically
low costs in operation with promising treatment performance. Likely due to a
centralized planning with minimal participation by the locals, the treatment
plant has never been well functioned, resulting in negative impressions by of‐
fensive odors and discharging of stinky wastewater to the beach.
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Due to the tsunami, the earlier wastewater system on the Island was se‐
verely structurally and electrically damaged. The untreated wastewater was
being directly discharged into the sea after the tsunami causing offensive odors
and polluting the beaches, especially in the dense business areas. To recover
from the tsunami damage, a 60 million THB ($1.7 million USD) DANIDA‐
funded project, with the technical assistance of and in collaboration with the
Asian Institute of Technology (AIT) Environment Engineering and Manage‐
ment Program and the Wastewater Management Authority, Bangkok, resulted
in the construction of constructed wetlands for wastewater treatment on Phi
Phi Island, as well as two other tsunami‐affected areas, including Patong Beach
in Phuket and the Red Cross Village in Phang Nga. The Phi Phi Don wetland
cost 28 million THB (approximately $800,000 USD) and covers 0.64 hectares.
To reinstall the wastewater treatment system on Phi Phi Island after Tsu‐
nami disaster, a consultation meeting with the local people and technical de‐
sign team came to a proposition to implement a natural wastewater system
namely constructed wetlands (CW) with which a park‐like landscape could be
implemented. Not only the constructed wetland systems was designed, but a
solar‐powered pumping station was also installed which aim to reduce electric‐
ity costs in operation. Considering the location of wastewater treatment plant
which is situated in the center of business area of Phi Phi Island, it is challeng‐
ing to design the constructed wetlands in treating wastewater according to the
Thai effluent standard as well as being acceptable to local people and tourists.
Configurations of the constructed wetland units on Phi Phi Island were then
designed as butterfly and flower shape and vegetated with decorative plant
species as shown in Figure 2 hereunder.
It thus became and widely known as the first wastewater‐park in Thailand
with a treatment capacity of 400 m3/day, which could integrate several natural
treatment mechanisms in CW units having plants, soil, microorganisms, and
chemical interactions. The Phi Phi CW treatment system comprises vertical‐
flow units (pedal‐like shape) receiving the wastewater flow down through
gravel layer on which is planted with Canna plants having colorful flowers.
Treated wastewater from the vertical‐flow units flows continuously to the hori‐
zontal subsurface flow CW units which were planted by Heliconia. The last
CW units are free water surface systems that were shaped as butterfly wings
whereby the treated effluent is discharged to a receiving pond (a butterfly
body). According to about 2 year monitoring, the treated effluent concentra‐
tions are mostly in compliance with Thai effluent standard even if the raw
wastewater contain relatively high concentrations in terms of organic, solid or
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nutrients. By such natural mechanisms, the CW system does not require exter‐
nal energy as well as ease to operate and maintain the system which should be
affordable by the local.

Figure 2. Constructed wetland systems for wastewater treatment on Phi Phi Island

Current Situation of Wastewater Management in Phi Phi Island
Although the wastewater management project is complete, there are problems
with the scheme. There is a perception among some community members that
the system only benefits the bigger businesses on the island. The pipeline ex‐
tension to public wastewater treatment was only located in the main business
area which belongs to three main landlords of the island. Therefore, those
households not located in the area were left out of the public wastewater
treatment system. Consequently, many issues were raised by the community
particularly on how to manage household wastewater and the wetland opera‐
tional quality. Many locals merely throw their wastewater directly onto the
ground, polluting subterranean water which also flows directly into the sea.
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In general, most households in this island are engaged in the tourism busi‐
ness which is the main source of income in this community. Medium and large
hotels and resorts have their own good wastewater treatment systems; how‐
ever, small hotels and bungalows try to treat their wastewater but the treat‐
ment is inadequate to clean the water properly before discharging. Registered
restaurants, which are large consumers of water, must have a well‐functioning
water treatment system on their premises to meet the quality control rules and
regulations. Restaurants located in the DANIDA wetland project area will set
up their water treatment systems to discharge via a pipeline connected to the
wetland. For those not located within the wetland project area, the owners will
set up basic water treatment systems. Many small unregistered restaurants dis‐
charge wastewater directly onto the ground or into the public drains creating
environmental problems especially during heavy rains. There are numerous
reasons for this: (i) many owners are not aware of the importance of wastewa‐
ter treatment; (ii) they cannot afford to set up effective systems; and (iii) many
businesses only have short‐term land and shop leases making operators very
reluctant to invest in costly systems. In addition, those buildings that infor‐
mally change from accommodation to some business purpose, such as restau‐
rants or shops, without establishing a wastewater treatment system create fur‐
ther environmental challenges as there is no official monitoring.
DISCUSSION
Considering the objectives of this research focused on people’s participation in
wastewater management, we emphasized the reasons why people have par‐
ticipated or did not participate in this development project. Problems and
needs identification on existing wastewater management were explored in or‐
der to formulate a strategy to strengthen participation in wastewater manage‐
ment. Results of the study showed that few people participated in the wastewa‐
ter management project. Less than half of respondents (43%) mentioned that
they participated in this project because they want to support wastewater man‐
agement for their community. This implies that few people understand the use‐
fulness of this management which helps to improve environmental conditions
for their community. Meanwhile, some of the respondents (38.6%) mentioned
that they participated in the project because they received benefit though im‐
proving the quality of their productivity especially in restaurants and hotel
businesses where the quality of their products also depends on the quality of
environmental conditions around their property such as cleanliness of the area.
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The study shows that there is no strong law enforcement for environmental
management in Phi Phi Island whether for solid waste management or waste‐
water management. People are confused on what rules and regulations to fol‐
low for conservation. After the tsunami hit, there was no clear re‐development
plan for the community which created confusion for the people who need to
live or run businesses here. Many households and restaurants did not connect
their wastewater pipeline to the main public treatment system and many did
not use a grease trap for their domestic wastewater treatment system before
discharge to the public pipeline or public area. Since there was the lack of a
clear development plan, people indicated that the public pipeline of the
wastewater treatment system was not well‐extended through the whole com‐
munity which left behind households or businesses. Those that do not have a
pipeline extension still discharge their wastewater directly to the public area.
A constraint of wastewater management also was due to the lack of grease
traps in many businesses and households, especially in restaurants. The owners
of restaurants do not want to invest in this treatment system and some cannot
afford the cost. There is no consistent monitoring or auditing process imple‐
mented by related government agencies to monitor wastewater management in
each household or business which leads to mis‐management. Once people are
not enforced strictly, they may want to follow their own preferences which can
create personal benefit, based on their avoided cost of investment, instead of
concern for the environment of the community.
Unclear development plans led to ineffective wastewater management.
There are various related government agencies that are responsible for com‐
munity development in terms of both social and environmental issues. Unfor‐
tunately, since there is no clear plan, unclear roles and responsibilities among
agencies have negative consequences. Respondents indicated that there is poor
collaboration among related agencies which creates reluctance to take respon‐
sibility for community development. People do not know which agency is in
charge when they want to consult for their wastewater management. Also,
since there are various agencies related to this issue, there are also many differ‐
ent rules and regulations formulated and people do not understand which
rules and regulations they need to follow. Many of the related government of‐
fices and organizations were called for meetings to discuss wastewater prob‐
lems but no concrete action was implemented. Participants got tired of attend‐
ing the meetings since nothing happened after that. Participants mentioned
that they pay a high rate of tax but nothing comes back in return to develop
their community. They know that there is a budget for development projects
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but there is no monitoring on how the budget will be allocated. Once people
felt that wastewater management was very complicated, without any support
from government, they finally decided to do it in their own way and this can
create environmental problems.
Knowledge and awareness‐raising are important factors to improve
wastewater management. Unfortunately, there is a low level of people’s par‐
ticipation in community development activities because people are busy run‐
ning their business and have time limitations to be involved in social events.
Once there is a low level of people’s participation in a development project, this
leads to inconsistency of running the project. Participants spent a lot of time
discussing how the lack of awareness in Phi Phi community led to inadequate
cooperation in wastewater management. Information dissemination did not
cover the whole community. For example, some people did not know how and
why the wastewater management project was established in Phi Phi Island.
They do not know how to become involved in this project for their own benefit
as well as for the community environment. Some do not even understand the
usefulness of wastewater management. This led to the consideration of how
basic knowledge and information on the wastewater management project
might be effectively disseminated through the community to raise people’s
awareness.
The lack of a strong local leader to mobilize people to participate in the
wastewater management project is another constraint to consider. There is no
community‐based group or responsible bodies to address community concerns.
Another reason is people are not aware of what is going on in their community.
Lack of cooperation among restaurant owners and government bodies is men‐
tioned as a problem that the groups are facing. There is no network among res‐
taurant businesses since there is no leader to take the initiative. Based on the
study, findings support the concept that the participatory approach is needed
for sustainable development. This approach will pull in resources from the
government side (i.e. responsible agencies, rules and regulations, budget allo‐
cation) and the local community side (i.e. knowledge, understanding, aware‐
ness, collaboration), in which both sides need to work collectively for their
community development and its sustainability. This is especially true in envi‐
ronmental management which is important for tourism destinations like Phi
Phi Island.
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CONCLUSION
Since there are lots of environmental problems in Phi Phi community due to
rapid tourism development, government related agencies must consider
wastewater management enforcement for Phi Phi Island with clear rules and
regulations with consistency of monitoring and auditing. Government related
agencies should take more active roles of enforcement of wastewater treatment
among different business sectors and local households through a participatory
approach by inviting people to be involved in community meetings to raise
their problems and needs or even their comments on current wastewater man‐
agement issues. The establishment of an environmental monitoring network
and the promotion of cooperation between the government and public should
be put into action. Local government should be directly responsible in this con‐
cern since it is the closest government agency to the local community. It can
help to establish the participatory mechanism among community and local
government to strongly enforce the area plan rules and regulations. In addi‐
tion, government must provide technical support for the local community.It is
important to provide environmental knowledge for the local community. Peo‐
ple should be trained or educated to realize and understand about their com‐
munity and environmental surroundings, learning how to conserve and pre‐
serve for their tourism community. Besides providing environmental knowl‐
edge, coordination among government and local people can help to sustain and
strengthen people’s participation in wastewater management through envi‐
ronmental co‐management in local community.
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ABSTRACT
This research paper examines policies and practices associated with the introduction
of alternative energies in areas undergoing tourism development. It presesnts the first
results of ongoing research related to the instalation of solar and wind power generators in the tourist historical town and popular tourist destination Sozopol, Bulgaria and
Ramea island, Newfoundland, Canada. The objectives of this research are: (i) identify
the reasons for resorts to introduce technological innovations in their physical and organizational structures; (ii) understand how these innovations improve the quality of
tourist products and environment in the tourist areas; (iii) elucidate how these innovations are accepted by tourists and by local communities and understand what the tourist is demanding/accepting for environmental innovations.In both locations, the introduction of alternative energies has had positive economical and environmental impact. They play a positive role as image maker for these destinations as green tourist
resorts. However, while in Sozopol solar energy installations are welcomed by tourist
and locals, in Ramea, wind turbines provoke mitigated feelings in the locals.
Key words: innovations, alternative energies, hospitality management.

INTRODUCTION
Experimenting with the introduction of new technologies in an urban space is
easiest in either large cities and metropolises, or in tourism resorts (small urban
formations built for tourist purposes). In large cities, the concentration of
knowledge, populations, industries and the centralization of political and deci‐
sion‐making power facilitate the introduction of new technologies (Polese 1994)
and promote the idea of sustainability.
Tourist resorts are an integral part of the urbanization of tourism observed
in the last 5 decades especially in coastal or mountain regions (Mullins 1991;
Oppermann 1993; Gladstone 1998). This urbanization is a consequence of the
new wave of industrialization in moderns and the postmodern age, which en‐
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courages the development of new tourist territories in attractive areas. The de‐
cline of traditional industries and their gradual replacement with a new genera‐
tion of tertiary‐sector industries change the economic profile of the territories,
which (since they are losing activities and incomes) are trying to capitalize on
their natural and cultural heritage. At the same time, changes in the political
systems, especially in ex‐socialist countries, also contribute to the construction
of resorts often without any planning and with destructive impacts on the envi‐
ronment.
A product of planned or spontaneous development, tourist resorts may be
viewed as monoeconomic urban formations and are a space of intensive pro‐
duction of the new generation tertiary sector industries that tourism is a part of.
They can be assigned to the category of town factories as the “edge cities” or hi‐
tech urban formations (“Silicon Valley” in California, for example) with inten‐
sive production on their territory. All buildings, infrastructure and services are
for the purpose of generating income. In the first stages of their life cycle as
destinations, they are subordinated entirely to the main industry, which is their
raison d’être. Their life and functional cycle described by Butler (1980) reflect all
characteristics of the tourism industry following the seasonal fluctuations in
their performance. Because of their double nature (as both towns and produc‐
tion places), tourist resorts represent an appropriate territory for introducing
innovations and new technologies for helping the efficiency and the reduction
of the prime cost of tourist goods and services.
That is why in tourist resorts and towns, we observe an increasing concen‐
tration of initiatives and applications of innovative technologies oriented to
maintain the sustainability and the better functioning of these territories. The
reasons for introducing these technologies fall into two general groups: 1. they
help maintain natural resources for the long term and therefore assure the sus‐
tainability of the production; 2. they help decrease the costs of production of
goods and services in the tourism industry and maintain the concurrent posi‐
tions in the tourist global market. However, their development requires con‐
siderable initial financial investments usually afforded by tour operators ac‐
companied with significant high risk. Acceptance by tourists is also required
because operators need tourist commitment and solidarity with the idea of sus‐
tainability, especially for questions concerning energy efficiency and pollution
reduction.
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OBJECTIVES
The objectives of this research are: (i) identify the reasons for resorts to intro‐
duce technological innovations in their physical and organizational structures;
(ii) understand how these innovations improve the quality of tourist products
and environment in the tourist areas; (iii) elucidate how these innovations are
accepted by tourists and by local communities and understand what the tourist
is demanding/accepting for environmental innovations.
METHODOLOGY
This is an ongoing study started in the summer of 2009 in two locations – So‐
zopol, Bulgaria and Ramea, Canada. I applied qualitative methods of research:
observation and two types of interviews: on one hand I questioned interviews:
With the owners of B&B, small familial hotels, big hotels and restaurants using
alternative energies. On the other hand started interviewing mayors and prod‐
uct development officers in the ministries of tourism in Bulgaria and Canada.
Questionnaire
• Do you use some alternatives energies (solar, wind, geothermal, hot
springs)? If yes, could you please tell me more about the benefits and the
problems of their installation.
• What is the importance of these innovations for the industry and is there
some improvement in the quality of tourist products and environment in
the tourist areas?
• How are these innovations accepted by the tourists and by the local com‐
munities?
• Does the introduction of technologies (e.g. alternative energies, recycling
etc.) have any impact on the image of the destination?
• What is the tourist demand for environmental innovations? Are they ready
to pay more to contribute to the installation of innovative technologies in
resorts?
Field Study: Sozopol, Bulgaria
Located 34 km south of Bourgas on a slender rocky peninsula, Sozopol is one of
the oldest Bulgarian coastal towns. Founded in 610 BC by Miletian Greeks, to‐
day Sozopol is a popular beach resort best known for its casual ambience, 2
sandy beaches, and distinctive 19th‐century stone and wood houses, some 45 of
which are national cultural monuments. While Sozopol is extremely busy dur‐
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ing July and August, in the off‐season it reverts back to a sleepy fishing village
and is a favored stop of artists and writers. Sozopol became favorite summer
holiday destination for Bulgarian artists: musicians, painters, actors, and writ‐
ers. In the 70s and 80 it was called the Bulgarian San Tropez. In 1980 the inter‐
national theatre festival “Apollonia”, affirmed Sozopol as a meeting point of
artistic life. After the collapse of socialism, in 90 the little town started to grow.
In the beginning of new millennium, the negative impacts of over construction
and pollution became visible in the landscape. Nevertheless today, Sozopol still
remains one of the most popular summer destinations. To extend its tourist
season, the town host numerous festivals on the shoulder seasons: autumn and
spring.
First Results of Interview Analysis: Sozopol
In Sozopol during the past 5 years a massive increase in the installation of solar
panels on the roofs and walls of small and medium size familial hotels, B&B
and restaurants can be observed. The interviews indicate that the main reason
for this is the profitability if this installation. According to the owners, they can
return their investments after one year even if only they use the solar panels for
heating water (inter: KDerdov, July 2009). They don’t receive any subsidies
from the government or other agencies. The Bulgarian Governmental Tourism
Agency evaluated in 2009 ten hotels in the Sofia region and Central Balkan.
However, Sozopol wasn’t included and establishment owners in the Sozopol
area didn’t receive any evaluation, neither educational nor financial help from
any governmental sources.
For the moment there isn’t any financial help from the state for these initia‐
tives. This is a ground roots movement started from the bottom‐up which con‐
tinues to expand on the territory of the town of Sozopol and other Bulgarian
sea side resorts and small tourist towns. The climatic conditions are favorable
for solar energy being mild and sunny. Sozopol and area has more than 230
sunny days per year.
Another major reason for installing the solar panels is the competition for
prestige and brand among the owners. Living in the area for decades, people
know each other; they grew up together, went to school and often have worked
together. The fact that one of them installs a solar panel serves as incentive for
the neighbors to follow the example, especially when the word of the efficiency
and the economic gains is spread around the area. No one however installs so‐
lar collectors for prestige as a primary motivation or as a means of pleasing the

340

The 5th World Conference for Graduate Research in Tourism, Hospitality and Leisure

tourist. All respondents point to the economical benefits as the incentive to buy
and install solar power.
“For Canada ‐ I do not know ‐ I have not studied there the intensity of sun‐
shine, it is a whole science, but for Southern Europe during the normal and
strong sunshine / spring, summer, autumn / are effective enough. During the
summer, depending on the system it can replace 100% artificially heated water.
And they do. Just the system has to be well installed. It is very useful, espe‐
cially for hotels, boarding‐houses, hospitals, sanatoriums, camps, where the
energy needed to heat water for bathing and washing utensils is very large.
These solar collectors today are indispensable tools, allowing practically free
hot water. The sun doesn’t have a counter and don’t rise the electricity tariffs. “
(int. KDerdov, February 2010)
According to Mr. Derdo , the local solar equipment provider which is most
popular and technically advanced are those with sun tracking systems. “Who
produces them? Many countries produce, including Bulgaria. Chinaʹs the big‐
gest player on the market, but usually poor quality. Russia, Ukraine also pro‐
duce but they are beginners in this area. In Bulgaria the company NES / new
energy systems /‐Shumen produces good quality collectors, which can also be
seen on the roofs ‐ it is number 1 in Bulgaria trademark Sunsystem. In Dulovo
(Bulgaria) I think that company manufacturing systems which follow the sun
as sunflowers do, they are very efficient. From the western countries Italy,
Germany, Spain and Czech republic produce and sell in Bulgaria”.
Many of the respondents clam that they return their investments in less than
one year and find the solar energy an excellent investment and a long term cost
decreasing strategy. “ In 2005, I put only two solar panels which heat enough
water for the whole house including the 10 rooms for tourists. The most expen‐
sive part in the whole system was the water boiler, but I can tell that the sav‐
ings that this system did in term of electricity bills, returned my money that I
spent in less than one year. I always like to show the system to the tourists and
they are impressed that they can take a shower with a “suny” water” (inter‐
view, KBadge, Sozopol, June 2009).
Field Study: Ramea, Newfoundland, Canada
The island of Ramea is located on the South‐East coast of Newfoundland, Can‐
ada, approximately 10 miles by boat from the town of Burgeo. Ramea, as a
whole, consists of six islands. The structure of the land of the islands is mainly
flat, with plenty of bogs and consists mostly of tuckamore trees. The hills are
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low lying and there are many gulches in the land. Being surrounded by water,
the area was a prime location for fishing, until the collapse of the cod fishery.
Between many of the islands are bays which bring protection and passage to
boats leaving and entering Ramea. Ship cove (the largest harbor), was good for
large vessels needing protection from the rough waters. The Portuguese sailors
and fishermen are believed to be the first Europeans to visit in the beginning of
the 16th century. During this time, they names the islands Ilos Santa Anna. The
French are said to have visited the islands in the middle of the 16th century.
Once there, they changed the name to Rameaux. The most commonly accepted
explanation for the name Ramea is that it is an anglicized version of Rameaux
and refers to the areaʹs many inlets and waterways (http://www.ramea.
ca/history.htm: 2009). From here the name changed to Rameo and then finally
to Ramea, which became the official name of these group of islands. Official
settlement didn’t occur until the early 1800’s. The settlers likely came to the
island from White Bear Bay to fish over the summers. Eventually they settled
into full time residency. The first census report taken in 1822 showed there
were two families living on the island. By 1845 the population had risen to 56
people. The fish plant opening in the late 1800’s attracted many people to the
area. During the Great Depression, starting in 1929 and continuing until the
early 1940’s, Ramea’s population decreased due to lack of work, and people.
Until the collapse of the cod fishery in 1992, Ramea was a fishery based town.
Unfortunately, after this event, it became more of a retirement community.
There is not a strong industry that will provide for the economy in this town.
Does this mean that Ramea would not be considered a rural community any‐
more? Perhaps the development of a stronger tourism industry will provide
more of a rural classification. There have been wind turbines built in two dif‐
ferent sections of the island, however, and the strong wind resource is used for
the production of electricity. This has provided some jobs within the commu‐
nity, and was economically motivating after the devastation of the fisheries collapse.
First Results of Interview Analysis: Ramea
Located on two separate sections of Ramea Island, there are groups of wind‐
mills producing energy used to sustain Ramea. According to Mr. Rossister, the
Mayor of Ramea, when all turbines are running, they can produce 690 kilo‐
watts of energy. That’s enough energy to supply Ramea plus multiple other
communities on the island. They were developed as a pilot project developed
in conjunction with Newfoundland Hydro and an independent company lo‐
cated in Prince Edward island. This project proves to be beneficial economi‐
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cally for the town this would be an excellent marketing element for the island.
(Interview: Rossister, October 2009)
The erection of the new 6 wind turbines took place in 2004. “The idea was
that, when the wind blew, electricity generated by the turbines could be fed
into the diesel system and the diesel generators would not have to generate as
much power to meet customer’s needs.” (Interview: Rossister, October 2009).
Problems with the wind‐diesel place include lack of a solution of how to store
the excess wind power that surpass’ the needs of the community. The clean
energy is being lost as well the money. In order to alleviate this problem, it
was necessary to introduce hydrogen generation to the old, existing turbines so
as to store this excess energy. This hydrogen generation project took place and
was successful in 2008.
There are members of the community who do not find anything appealing
about the turbines and wish that more community discussion had taken place
before the decision was made to build the turbines.(interview: USibley, October
2009) Of course, there are also residents who think that they are great for the
community, economically, and do not mind the different characteristics that
they give to the island.
With the windmills, there is a market towards the green movement in tour‐
ism. The interviewees believe that they drow tourist and represent an addi‐
tional attraction on the island.
“Ahhh the Americans are very impressed with the wind turbines. They
can’t believe that a little rock in the sea like here in Newfoundland got wind
turbines that generate some of their electricity. They think “now we don’t even
have that in the states, they’re getting ahead of us.” But that’s right that’s a
fact. So I know some of those, and plus we’ve had lots of people from over in
England area and they’re pretty well the same.” (Interview: Rossister, October
2009)
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Newfoundland Ministry of Tourism however, so far there are no cases in New‐
foundland that businesses in the hospitality sector make use of any alternative
sources of energy thus benefiting from these funding sources.
CONCLUSION
These first results show clearly that in the both cases, wind turbines and solar
collectors are profitable and economically viable. They have positive impacts
on the image of the destination for this segment of young, generation of tour‐
ists that are pro‐environment. While solar panels are almost invisible and well
received in Sozopol by tourists and locals, the wind turbines in Ramea irritate
some of the older residents which find them an “eyesore”, downgrading the
esthetic quality of the genuine landscape of Ramea island. However, other
residents and tourist are delighted to see these installations and consider them
as symbol of the progress and label of green destination. This ongoing research
needs more data collection which will bring new information about the use of
alternative energies in the two destinations under study: Sozopol, Bulgaria and
Ramea, Newfoundland. Phase II of this project will continue spring and sum‐
mer 2010, and will include more respondents in both of the locations: Sozopol
and Ramea.
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ABSTRACT
There seems to be quite a case for using English as the most convenient tool of communication. English texts have been presumably prepared as a global language for
non-native English speaking tourists. However, some English labels for topurist attractions have been found to be insufficient or inadequate for communication purposes.
The target of this paper is to clarify the crucial factors of the inefficiency of the label
information and propose a valid prescription for manufacturing appropriate English
texts of on-site labels for non-native English readers.
Key words: on-site label, ınterpretation, tourist attraction, global language.

INTRODUCTION
In this age of mass tourism society, there has been a marked increase in oneʹs
probabability of having an intercultural encounter at a tourist site. As more
people from different countries or regions come to visit tourist attractions or
muesum exhibits, the on‐site labels for supplying information or interpretation
of the attractions are expected to be in the native languages of those tourists.
This assumption, however, would not be a realistic one because of the limita‐
tions of physical space on the label board. Therefore, in the area of tourist at‐
tractions, in lieu of the multiplicity of other languages, there seems to be quite a
case for using English as the most convenient tool of communication. English
texts have been, for some time now, presumably prepared as a global language
for non‐native English speaking tourists. However, some of these English la‐
bels for attractions have been found to be insufficient or inadequate for com‐
munication purposes. The target of this paper is to clarify the crucial factors of
the inefficiency of the label information and propose a valid prescription for
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manufacturing appropriate English texts of on‐site labels for non‐native Eng‐
lish readers.
Label Information of the Tourist Attraction
Nature of the Tourist
Before discussing the definiton of the tourist attraction, the word ‘tourist’
should be examined. According to Ogilvie (1933), the word was noticed when
Bodio reported touristic impacts in the field of statistics in 1899. Ogilvie’s defi‐
nition of the tourist was a person who leaves home with the intention to come
back within a length of one year. This word leads to the recent official UN‐
WTO definition of tourists as persons who travel to and stay in places outside
their usual environment for not more than one consecutive year for leisure,
business and other purposes not related to the exercise of an activity remuner‐
ated from within the place visited. This paper, however, focuses on another
aspect of the nature of the tourist, because the discussion of this paper is not on
statistics but on the conceptual perception of tourist information. Even if the
definition of tourists includes employees or permanent residents of a country,
they all could be recognized as tourists during the moment of their visit to a
tourist attraction which is one of their original purposes of travel. People have
the right to visit any tourist site. When they reach a destination, the moment
they face the tourist attraction or event is enough reason to call them tourists.
Chart No.1 shows how long tourists may spend at each attraction point
during their visit to a local tourist site – Senso‐ji Temple in Tokyo, Japan. Three
groups who visited the site were given a follow‐up survey and the time they
spent at several attraction points on the approach to the main hall of the shrine
was measured. The grand total length of their stay at the shrine ranged from
36 min 05 sec to 48 min 30 sec, which makes an average of 42 min 21sec. among
the three groups. More importantly, the time they spent at each attraction point
did not exceed 25 minutes. The shopping arcade is situated along both sides of
the approach alley to the main hall and there are tens of souvenir shops in the
area. 23 min 52 sec of Group C in the shopping arcade does not mean they
spent their time at one shop. The results of the follow‐up survey indicate that
tourists may spend not much time, such as a couple of minutes at each attrac‐
tion point, presumably due to the fact that their time is very limited partly be‐
cause of their schedule or tour itinerary.
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Section or Group Labels – to inform visitors of the rationale behind a sub‐
grouping of objects

Chart No. 1 Tourists’ Staying Times at Attraction Points
Points on the approach
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Group A

Group B

Group C

Big lantern gate

00 min 10

-------------

00 min 34

Shopping arcade

11 min 30

03 min 47

23 min 52

Middle gate

01 min 54

00 min 28

00 min 55

Identification Labels – to contain minimal, short details, such as name, maker,
date, material, etc.

Good-luck charm shop

00 min 32

-------------

04 min 11

Donor Information – to introduce donor or funder names

Incense stick brazier

-------------

00 min 22

00 min 37

Credit Panels – to recognize the efforts of all the people who worked on the
exhibition

Entrance of the main hall

-------------

-------------

04 min 21

Main hall

06 min 38

04 min 02

04 min 21

Way finding and Orientation Signs – to help visitors find their way around the
museum

Total approaching time

20 min 44
(57.5%)

08 min 39
(17.8%)

38 min 51
(91.5%)

Prohibitive Signs – to tell visitors not to touch the object

Definition of the Tourist Attraction
In this paper, a tourist attraction is operationally defined as a tourist resource
surrounded by a necessary infrastructure. In other words, a tourist attraction is
a complex system consisting of an object which is considered to have the poten‐
tiality of attracting tourists and its environmental conditions, i.e. transporta‐
tion, restaurants, hotels, souvenir shops, to enable tourists to visit and stay
comfortably. Also, museum exhibits displayed in either the indoor or the out‐
door of the museum premises are also tourist attractions. Tourist attractions
and museum exhibits both need to display explanations or interpretations to
introduce what they are for educational purposes.
Concept of the Label Information
Tourist attractions or museum exhibits have their own label text to explain
their nature or historical backround. Serrell (1996) introduces a categorization
of museum exhibits in the following list and explains ‘Captions’ as the detailed
label texts for each museum exhibit, which is the research target of this paper:
1) Interpretive Labels
Exhibition Titles – to identify the name of the exhibition
Introductory or Orientation Labels – to set up the organization and tone of the
exhibition

Captions – to be specific labels for specific objects
2) Noninterpretive Labels

From a museological viewpoint of Ambrose and Paine (1993), the functions of
those label texts carefully prepared at conventional exhibits are divided into the
following three categories, with ‘Object Panel’ forming the discussion of this
paper:
1) Introductory Panel – to explain the purpose of the exhibition and give
its title.
2) Section Panel – to give background information on the objects in the
showcase or that section of the exhibition.
3) Object Panel – to give more detailed information about the individual
objects on exhibition.
Issues to Be Discussed
Ever since 1997 when the first research on panel‐type on‐site label texts was
conducted, it was evident that there are quite a few samples of functionally in‐
appropriate or inefficient label texts found at tourist attractions. Those cases
can be categorized in the following five aspects:
1) Language Barriers of the Label Text
Case No. 1: Local Language Barrie
It is unavoidable that every country must use its native language/s or official
language/s, which may produce a language barrier to tourists whose first lan‐
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guage is different in most cases. If there is a chance to provide other languages
to tourists for communication purposes, only few selected languages can be
employed on the label board, due to space limitation and cost performance.
Case No. 2: Global Language Barrier
Even if a country or a tourist attraction side applies one of the more popular
languages in the world to label texts, there are always people who do not un‐
derstand those languages that have been selected as a common language.
2) Cultural Barriers of the Tourist Attraction
Case No. 3: Absence of Cultural Counterparts
Attractions more or less have a unique quality. That is why they are chosen to
be attractions. Such uniqueness, however, is not capable of being easily trans‐
lated into another language, due to a limited space on the label board. On the
other hand, a label text acceptable by one tourist might not be appropriate for
another, because of the diversity of tourists themselves.
Case No. 4: Vagueness of Authenticity
Turnbridge and Ashworth (1996) pointed out that an appeal is made to authen‐
ticity as a self‐explanatory justification and criterion for selection and interpre‐
tation. Brown (1996) argues that the Hiroshima Peace Memorial located in Ja‐
pan should be called a ‘genuine fake’ since the memorial that was structurally
damaged through the process of weathering after World War II has been totally
repaired with modern technology. The truthfulness of the label text could de‐
grade the tourist attraction by revealing the loss of its original state.
3) Tourist’s Channels of Receiving Information
Case No. 5: Visual Disabilities
The label information is based on the faculty of sight. If a tourist has a problem
with his /her sight, the channel of receiving information is shut down and the
information cannot be gained. Thus, another channel must be prepared when
providing information to tourists. People have the right to be informed.
Case No. 6: Victim’s Emotions and Ethnocetrism
One person’s label text about the value of an attraction could sound like a boast
to other people. Ignorance of cultural backgrounds could arise in misunder‐
standings between guests and hosts. At the same time, overtly emotional or
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politically charged label texts within a defeated nation are sometimes observed
and should be avoided.
4) Insufficient Mechanism of Manufacturing Label Texts
Case No. 7: Lack of Coordination
Some attractions have a couple of official names that could cause misunder‐
standings among tourists. The Kasuga Grand Shrine located in Japan has three
other names – Kasuga Shrine, Kasuga Taisha, Kasugataisha Shrine. These kinds
of cases sometimes occur when staff members in different periods of time take
charge and have no communication with each other for constructing label panels.
Case No. 8: Negligence of Label Processing
Misspelling or gramatical errors in English label texts in non‐native English
speaking countries are often observed. Professional writters or translators are
not always involved in the making of the labels.
5) Professionalism of Label Text Writers or Translators
Case No. 9: Dullness
Tilden (1957) asserts that information is not interpretation, and interpretation is
an art. The chief aim of interpretation is not instruction, but provocation. In
this sense, tourists cannot be intrigued with label texts written in a monotonous
or technically difficult style.
Case No. 10: Translator’s pride
Writers or translators often create labels for native speakers of a selected global
language, not for non‐native speakers since writers or translators may have
their own pride that their productions should look natural or refined native
speakers of the selected language.
Valid Prescription for Labeling
Through scrutinizing the nature of the above‐mentioned ten cases of inappro‐
priate label texts, this paper has summed up six items of provisional prescrip‐
tions for manufacturing appropriate on‐site label texts. The following prescrip‐
tions are based on the two sources of process – preparations for labeling and
manufacturing process:
1) Preparations for Labeling
< Prescription for Case No. 5: Pluralization of Receiving Channels >
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A tourist with visual problems cannot read labels unless another channel for
receiving information is provided. There should be more channels through
which to receive information.
< Prescription for Case No. 7: Unification of Official Names >
Different official names indicating the same attraction are sometimes observed,
and those names must be unified under one official name to avoid inconsisten‐
cies and misunderstandings.
< Prescription for Case No. 8: Budgeting of Label Expenses >
Refined label texts can be created and reliably maintained by professional writ‐
ers. The budget for these costs must be considered, especially when employing
English as a global language in non‐native English speaking countries.
2) Manufacturing Process
< Prescription for Cases No. 1, 2, and 10: Legibility of Global Language >
Writers tend to pursue refined expressions to show off the level of their skills
when translating text drafts into a global language that non‐native speakers
hardly understand. Clarity and simplicity should be the standard to which
writers should aspire.
< Prescription for Cases No. 3, 4 and 9: Topicalization of the Attraction >
Dull texts cannot attact tourists’ interests. Effectively marking impressive top‐
ics or familiar subjects is crucial for labels to meet tourists’ needs during their
minute‐long stays at attractions.
< Prescription for Case No. 6: Objectivity of Writing Stance >
The label should give objective descriptions. There could be tourists from vic‐
torious nations at sites of defeated nations. Ethnocetrism or emotional texts
should be avoided.
The logic of the three prescriptions in the “Preparation for Labeling” Process is
axiomatic since the efficiency of the on‐site label text cannot be attained with‐
out them. The prescriptions for Cases No. 1, 2, and 10, “Legibility of Global
Language” and for Case No. 6, “Objectivity of Writing Stance” are also con‐
vincing when it comes to multiculturalism or international tourism, while the
prescription for Cases No. 3, 4 and 9, “Topicalization of the Attraction” may
require some supportive evidence. A mail survey was conducted in the follow‐
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ing procedures, and the results support the reliability of the prescription, al‐
though the survey is very restrictive with limited conditions.
1) Select one on‐site English label text each, which is considered to be un‐
attractive to tourists, at two types of tourist sites in Japan – temple and
shrine.
2) For the two seemingly unattractive real label texts, write two attractive
model texts which tourists may think are better than the real ones.
3) Make a questionnaire with the above two sets, temple and shrine, of the
real and model label texts and send the questionnaire to 16 key persons
who reside in 13 countries and regions in the world and ask them to de‐
liver the questionnaire to ten or more of their friends and collect them.
4) Analyze the results.
The survey with questionnaire was conducted from July to September
2003, and gained 135 respondents – 58 from those whose first languages are
Indo‐European and 77 from those whose first languages are non‐Indo‐
European. The questionnaire requests the respondents to evaluate two differ‐
ent label texts of the same attraction – one is a real text of an existing attraction
(either temple or shrine), and the other is the model text. Ten copies, or more
in some cases, of the questionnaire were delivered to each of 16 key persons
residing in 14 countries and regions – Korea, China (Beijing and Hong Kong),
Mongolia, Thailand, the Philipines, Micronesia, South Africa, France, Austria,
Poland, Iceland, Canada (Quebec), and Brazil. The reliability of the prescrip‐
tion can be supported when the model text of each attraction gains a dominant
position over the real one.
The results of the survey, as shown in Chart No. 2 below, indicate that two
kinds of model texts for both Attraction A (temple) and Attraction B (shrine)
gained a majority of support, as planned, in a group of non‐Indo‐European
languages, which means the model label texts interest a majority of the respon‐
dents. It may be because the expressions used in the model texts seem to be
easier for a group of non‐Indo‐ European languages to understand, which, of
course, is the original plan.
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Chart No. 2 Evaluations of Model Label Texts

Real is better

Model is better

No difference
No answers

Total

Attraction A
Temple

25
(32.5 %)

44
(57.1 %)

8
(10.4 %)

77
(100 %)

Attraction B
Shrine

13
(16.9 %)

46
(59.7 %)

18
(23.4 %)

77
(100 %)

Total

38
(24.7 %)

90
(58.4 %)

26
(16.9 %)

154
(100 %)

CONCLUSION
It is inevitable that much criteria will be obtained when manufacturing efficient
labels for tourists from different coutries. This paper suggests that the ratio of
providing insufficient or inadequate labels should be lessened by clarifying ar‐
ticulations of such criteria. The idea of how the label is produced is essential
for the reliability of label information. In this paper, potential tourists whose
first language is not Indo‐European have been selected to assess the validity of
the label as a functional means of introducing tourist attractions. The model
label texts for a group of non‐Indo‐European languages gained a dominant po‐
sition over the real ones. The results of the survey indicate that the validity of
the provisional prescription has been supported. The research has opened a
theoretical discussion on on‐site label texts that deal with English as a global
language for non‐native English speaking tourists. The discussion indicates
that the globalization of on‐site labeling must stand on the ideas of normaliza‐
tion and accessibility, because the receiving channels are fragile depending on
the faculty of five senses. In the process of making this theory, it leads to the
notion that museum exhibits belong to tourist attractions, by combining both
concepts from museology and tourism study.
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ABSTRACT
Community satisfaction must be viewed as crucial to ensure sustainable tourism development. Levels of satisfaction are higher when residents of tourism destinations
have positive perceptions of the tourism impact. This study analyses residents’ perceptions of tourism impacts on a Portuguese city, Aveiro. Residents were asked to
complete a self-administered questionnaire, and a total of 570 completed questionnaires were obtained. First, a PCA of residents’ perceptions of economic, social, cultural and environmental impacts was carried out, and six dimensions of tourism impacts were identified. Then, a segmentation of residents according to their perceptions of tourism impacts was undertaken. Through the use of hierarchical cluster
analysis, three distinct segments in terms of perception of tourism impacts were
found: “culturally concerned”, “economic supporters” and “neutrals”. The segments
identified show several statistical differences, namely in terms of the sociodemographic profile of residents and their interaction with tourists. Finally, the theoretical and managerial implications of the findings of this study are discussed.
Key words: hosts’ perceptions, tourism impacts, cluster analysis, segmentation.

INTRODUCTION
Tourism can be defined as the temporary movement of people to a destination,
including a wide range of complex economic, environmental and socio‐cultural
impacts.
There is no doubt that tourism has significant effects on the economy of des‐
tination areas, contributing to foreign exchange earnings and to the balance of
payments, generation of income and employment, and it also improves eco‐
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nomic structure and encourages entrepreneurial activity. Besides the economic
benefits of tourism to destination areas, there are also economic costs, the most
mentioned ones in the literature being: the danger of overdependence on tour‐
ism, increase in inflation rates and rise in land values, higher propensity to im‐
port, seasonality of production, low rates of return on investment and the gen‐
eration of other external costs (Mathieson and Wall 1990; Tribe 1995; Bull 1996;
Cooper et al. 1998; Eusébio 2006). The history of tourism clearly indicates that
there is a strong relationship between tourism and the environment. While it is
true that the environment ‐ climate, fauna, flora and geology ‐ contributes posi‐
tively to the development of tourism, it is likewise true that tourism has a sig‐
nificant environmental impact, by either stimulating conservation or contribut‐
ing to environmental destruction through changes in the composition of flora
and fauna, pollution, erosion and depletion of natural resources (Mathieson
and Wall 1990; Cooper et al. 1998).
Tourism is also a social phenomenon that has several social and cultural
implications for the inhabitants of destination areas, resulting from the interre‐
lationship between inhabitants and tourists. The socio‐cultural impacts of tour‐
ism are manifested through an enormous range of features from the arts and
handicrafts to the individual and collective behaviour of host residents. It is
sometimes difficult to distinguish cultural and social impacts (Mathieson and
Wall 1990; Cooper et al. 1998). The demonstration effect, changes in moral con‐
duct (prostitution, gambling and crime) and language, impacts on religion and
health, are some of the aspects that have often been analysed in literature on
the social impacts of tourism. In the field of cultural tourism impact studies,
both the changes on material and non material forms of culture as acculturation
processes are being investigated.
According to the description provided on the issue of tourism impacts, one
can easily conclude that such impacts can be positive or negative depending on
the value position and judgment of the observer of the impacts. For example,
while the influx of money into a local community may cause an increase in in‐
come, it may also distort occupational stability and contribute to a breakdown
in family and community cohesion (Mathieson and Wall 1990). Therefore, it is
important to assess hosts’ perceptions of tourism impacts. From a resource
planning point of view, the assessment of the hosts’ perception of economic,
environmental and socio‐cultural impacts of tourism plays a key role in the
promotion of community involvement in tourism development. This involve‐
ment facilitates the drawing up of tourism plans which optimise the benefits of
tourism to the destination, and minimise the problems. Several authors argue
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that the residents are important stakeholders in the success or failure of the lo‐
cal tourism industry (De Kadt 1979; Mathieson and Wall 1990; Kayat 2002; An‐
driotis and Vaughan 2003; Pérez and Nadal 2005; Andereck et al. 2005). The
residents of a tourism destination can make significant contributions to plan‐
ning and resources management processes and for the increase or decrease of
tourist satisfaction through their hospitality (Mathieson and Wall 1990; Brunt
and Courtney 1999; Haley et al. 2005; Andereck et al. 2005).
Since the 70s, several studies on the hosts’ perception of tourism impacts
have been carried out (Haley et al. 2005). In a literature review undertaken by
Andriotis and Vaughan (2003), 83 quantitative papers published in academic
journals related to this area of research were identified. However, the majority
of these researches were carried out in the United States and United Kingdom
(Haley et al. 2005), and few studies were undertaken in European Mediterra‐
nean Countries, including Portugal. Furthermore, the majority of the studies on
hosts’ perception of tourism impacts were accomplished in small, rural, or re‐
sort‐type communities, and research into hosts’ perceptions of tourism impacts
in urban areas has been relatively ignored (Haley et al. 2005). Only a limited
number of studies has been undertaken in urban tourism destinations, such as
those of Andriotis and Vaughan (2003) (in Crete), and of Weaver and Lawton
(2001) (in Tamborin Mountain, Australia).
The methodologies and statistical techniques used in studies to analyse
hosts’ perceptions vary considerably, making comparisons across studies diffi‐
cult. Despite all this, and as far as economic effects are concerned, literature
review on hosts’ perceptions suggests a strong perception of employment in‐
crease (e.g. Haralambopoulos and Pizam 1996; Andereck et al. 2005), personal
income generation (Haralambopoulos and Pizam 1996), tax revenue increase
(Haralambopoulos and Pizam 1996; Andereck et al. 2005), a rise in the standard
of living (Haralambopoulos and Pizam 1996), an increase in the number of fa‐
cilities (Andereck et al. 2005) and in the prices of goods and services (Haralam‐
bopoulos and Pizam 1996).
As far as the hosts’ perception of socio‐cultural tourism impacts is con‐
cerned, the literature reveals that residents have a strong positive opinion to‐
wards the impacts of tourism, being the encouragement of cultural activities
(Andereck et al. 2005), improvement of cultural heritage, revitalisation of local
arts and crafts (Brunt and Courtney 1999) and improvement in the supply of
community services (Andereck et al. 2005) some of the most mentioned aspects.
The literature also reveals a negative perspective regarding cultural commer‐
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cialisation (Brunt and Courtney 1999; Tosun 2002), destruction of traditional
family values (Tosun 2002), prostitution (Tosun 2002), diseases, crime (Hara‐
lambopoulos and Pizam 1996; Brunt and Courtney 1999; Tosun 2002; Andereck
et al. 2005), drugs (Haralambopoulos and Pizam 1996), gambling (Tosun 2002)
and crowding in public facilities and resources.
According to Andereck et al. (2005), while most of the literature reveals
that residents are likely to have positive views on the economic and socio‐
cultural impacts of tourism, it also shows some contradictory findings with re‐
spect to opinions regarding environmental impacts. Hillary et al. (2001) ob‐
served that the majority of residents identified relevant environmental threats
caused by tourism. However, some studies showed that residents also consider
that tourism contributes to the preservation of natural and cultural resources
(e.g. Andereck et al. 2005). According to Brunt and Courtney (1999), it is impor‐
tant to recognise that residents do not represent a homogenous group, which is
a major weakness of Doxey’s (1975) model. Therefore, in order to integrate
residents in the tourism development process of a tourism destination, it is im‐
portant to identify homogenous groups of hosts, according to their perception
of tourism impacts. Recently, a considerable amount of research into the seg‐
mentation of hosts based on their perception of tourism impacts has been un‐
dertaken (e.g. Brunt and Courtney 1999; Fredline and Faulkner 2000; Weaver
and Lawton 2001).
In the majority of studies that include a segmentation analysis of residents
based on their perception of tourism impacts, three distinct segments were
identified (Weaver and Lawton 2001; Andriotis and Vaughan 2003). However,
it was also possible to identify more segments in a few studies. This was the
case of the study carried out by Fredline and Faulkner (2000), where five seg‐
ments were obtained. Three segments were identified by Weaver and Lawton
(2001): the “supporters” of tourism, who associate tourism with strong eco‐
nomic and social benefits to the community; the “neutrals”, who recognise the
economic benefits of tourism, but also perceive that such benefits are accompa‐
nied by several social costs; and the “opponents”. Andriotis and Vaughan
(2003) also obtained three homogenous segments of residents of an urban tour‐
ism destination: the “advocates”, residents that are characterised by a high ap‐
preciation of tourism benefits; the “socially and environmentally concerned”,
those who have the most negative views on the social and environmental im‐
pacts of tourism; and the “economic sceptics”, who reveal a lower appreciation
of tourism’s economic benefits.
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Several factors influence the hosts’ perception of tourism impacts. Tourist‐
host interaction, extent and duration of the exposure of the host population to
tourism development, perceived personal benefit of tourism, nature and stage
of tourism development and socio‐demographic characteristics of residents are
the factors most cited (Brunt and Courtney 1999). According to Andriotis and
Vaughan (2003), the seasonality of demand is also often cited as a main reason
for negative and/or positive perceptions towards tourism impacts, with resi‐
dents having a more positive attitude towards tourism during the low season period.
In tourism, the host‐tourist contact can be defined as the personal encoun‐
ter that takes place between a tourist and a host (Reisinger and Turner 2003).
According to De Kadt (1979), tourist‐host contacts may occur in three main con‐
texts: when the tourist purchases products and services from the residents;
when the tourist and host find themselves side by side, for example, on a sandy
beach or at a monument; and when both come face to face in order to exchange
information and ideas. Andereck et al. (2005) suggested that residents with
moderate or large contact with tourists tend to perceive greater positive influ‐
ences on impact dimensions with respect to community life, and economy.
Weaver and Lawton (2001) also observed that the residents who have more ex‐
tensive contact with tourists seem more likely to express pro‐tourism attitudes.
However, this kind of relationship is not consensual in the literature. Accord‐
ing to Reisinger and Turner (2003) the consequences of the contact between
tourists and hosts largely depend on their cultural backgrounds, and the condi‐
tions under which they interact. Cultural similarity facilitates communication
and, consequently, stimulates social interaction. On the other hand, when dif‐
ferences in the cultural background of the participants increase, encounters are
more likely to lead to friction, misunderstanding and misinterpretation. When
residents, or their relatives, friends and neighbours, depend on tourism in
terms of employment, they tend to be more favourable towards tourism. The
perception of personal benefits from tourism development is positively related
to the perception of positive tourism impacts. Several studies have confirmed
this relationship (Lankford 1994; Haralambopoulos and Pizam 1996; Brunt and
Courtney 1999; Weaver and Lawton 2001; Ko and Stewart 2002; Andriotis and
Vaughan 2003). Length of residence in a specific place also influences the hosts’
perceptions of tourism impacts on that place, with several studies suggesting
that the longer people live in a community, the more negative their attitudes
towards tourism become (Haralamboloupos and Pizam 1996; Brunt and Court‐
ney 1999; Weaver and Lawton 2001; Haley et al. 2005;).
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The nature and stage of tourism development is another determinant of
residents’ perceptions of tourism impacts. Once development has passed a cer‐
tain point, the residents’ perception of tourism becomes less positive. This kind
of relationship has been studied by several authors, with the Doxey (1975) and
Butler (1980) models being the most referred in this area of research. The study
undertaken by Akis et al. (1996) analysed the relationship between the stage of
tourism development in three tourism destinations of Cyprus (Kyrenia, Para‐
limni and Ayia Napa) and the residents’ perceptions of tourism impacts, and
revealed a relationship that confirms Butler’s hypothesis. Upchurch and
Teivane (2000) also analysed the relationship between the residents’ perception
of tourism and Butler’s tourism life cycle theory, having observed that in Riga
tourism development is in the initial stages of development and residents are
in the “embracement phase” of tourism development. According to Andereck
et al. (2005), no consistent relationship emerged when testing the connection
between the residents’ socio‐demographic profile and their perceptions of tour‐
ism impacts. The literature reveals that there is a marked difference in the per‐
ceptions of younger and older hosts, with older hosts having a more negative
perception towards tourism (Haralamboloupos and Pizam 1996; Weaver and
Lawton 2001). Compared with employed people, retired residents tend to have
a more negative perception of tourism impacts (Weaver and Lawton 2001), but
as Weaver and Lawton (2001) suggest, these results may simply reflect the age
structure of long‐time residents rather than any anti‐tourism bias among the retired.
As far as the education level of the residents is concerned, there is no
agreement in the literature concerning the relationship between the socio‐
demographic characteristics of the residents and their perceptions of tourism
impacts. Andriotis and Vaughan (2003) observed that highly educated resi‐
dents were more likely to have a more negative perspective of the social and
environmental impacts of tourism than their medium and less well educated
counterparts. However, Haralambopoulos and Pizam (1996) pointed out that
the more educated a resident, the more likely he or she is to have a positive
perception and attitude towards tourism. This kind of relationship was also
observed in the study undertaken by Teye et al. (2002).
Household income is another socio‐demographic characteristic that can in‐
fluence the residents’ perceptions of tourism impacts. Various studies analysed
this kind of relationship (e.g. Haralambopoulos and Pizam 1996; Teye et al.
2002). Haralambopoulos and Pizam (1996) found that the higher the household
incomes of the respondents, the more positive their attitudes towards tourism.
Taking into consideration the importance of involving residents in tourism
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planning and the lack of knowledge concerning host perceptions of tourism
impacts in Portugal, an empirical study was made and is now presented in this
paper. One of the main objectives of the present study is to analyse the hosts’
perceptions of tourism impacts in a Portuguese urban destination ‐ the city of
Aveiro. A second objective is to identify homogenous groups of residents ac‐
cording to their perceptions of tourism impacts and to identify the differences
among the groups of residents obtained in terms of their interaction with tour‐
ists and socio‐demographic profile.
METHODOLOGY
Aveiro is a city located in Portugal, the most western country of Europe. It has
about 2500 inhabitants (INE 2004) and is situated on the west coast of the centre
of Portugal. The main attractions of the city are the Aveiro River branch, the
Art Nouveau style buildings, a museum located in the city centre and several
events that take place in the city. Aveiro is easily accessible by car or train, and
the nearest airport is at Porto, about 87 km away. In the last decade (1998 ‐
2008), the number of nights spent by visitors in hotel establishments increased
64% (INE 2000; INE 2009). In 2008, the total number of guests staying in
Aveiro’s hotel establishments reached 107,000 guests. The Portuguese and the
Spanish are Aveiro’s most important tourist markets, accounting, respectively,
for 59% and 24% of the total number of guests (INE 2009).
In order to identify Aveiro’s residents’ perceptions of tourism impacts, a
questionnaire was administered to the residents of the city of Aveiro employ‐
ing a multistage sampling procedure. First, to ensure a representation of all ar‐
eas of the city, Aveiro was divided into 20 areas. In each area, residents were
randomly selected. A total of 570 questionnaires were obtained. The question‐
naire included questions designed to characterise the residents in terms of the
following features:


socio‐demographic profile: gender, age, educational level, marital
status, economic activity status and tourism related jobs;



experience as travellers: whether or not they had gone on holiday and,
if they had gone on holiday, the place where they had spent their holi‐
day;



frequency of contact with visitors in several contexts (work, monu‐
ments, events, food and beverage establishments, other commercial es‐
tablishments, nightlife places; and also in the street, when visitors ask
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for information) ‐ (measured using a 5‐point Likert‐type scale, ranging
from 1 “very seldom” to 5 “very frequently”);


whether people usually feel comfortable having to answer visitors,
even in a foreign language ‐ (measured using a 5‐point Likert‐type
scale, ranging from 1 “very seldom” to 5 “very frequently”);



the perception of residents on whether specific tourism impacts oc‐
curred in Aveiro (residents’ opinion regarding the occurrence of 26
specific impacts was assessed using a 5‐point Likert‐type scale ranging
from 1 “completely disagree” to 5 “completely agree”).

The items used to assess hosts’ perceptions on tourism impacts derived
from the literature review (Mathieson and Wall 1990; Haralambopoulos and
Pizam 1996; Brunt and Courtney 1999; Weaver and Lawton 2001; Tosun 2002;
Andereck et al. 2005).
FINDINGS
The sample is quite balanced in terms of gender but includes people with very
different educational levels, marital status and economic activity status. As far
as the educational level is concerned, slightly more than one‐third of respon‐
dents had a higher education degree, whereas 28% had a medium level of edu‐
cation, and the remaining ones had a lower educational level. The majority of
the respondents (65%) were between 25 and 64 years old. Although the major‐
ity of the respondents were employed (54%), there was also a considerable
amount of students (20%), probably due to the existence of a university in the
city. The majority of the respondents (81%) did not have a tourism‐related job.
There was also a preponderance of people that had lived in the city of Aveiro
for more than 5 years (78%).
Host-tourist Interaction
The places where residents contacted more frequently with visitors were at
food and beverage establishments, and other commercial establishments, in the
street, and in other places not specified in the questionnaire (Figure 1). Regard‐
ing other sites (work, monuments, events and nightlife animation places), the
frequency of contact with visitors was not very high (lower than 3 in a scale
from 1 (very seldom) to 5 (very frequently).
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Increase in supply of cultural events

In monuments

Enhancement and promotion of traditions

In events

Improvement in infrastructure

Increase in traffic
Promotion of traditional arts
Conservation of built heritage

In nightlife animation places

Increase of the price level
Increase in the number of jobs

In the work

Increase in quality of life of the population
Increase in public security

In the street (answering visitors´ questions)

Increase in pollution

In other commercial establishments

Increase in residents' income

Increase in stress
Increase in prostitution
Increase in sexually transmissible diseases

In food and beverage establishments

Increase in criminality
Increase in drugs consumption

In other situations

Changes in language
Changes in consumption habits

1

2
3
Interaction level (mean)

Decrease in tolerance of the residents

4

Decrease in authenticity of typical products
Decrease in service quality
Changes in dress styles
Decrease in time spent with family/friends

Figure 1. Frequency of contact with visitors in several places

Disturbance in religious practices
Loss of cultural identity
1

Perception of Tourism Impacts
Hosts considered that the major consequences of tourism in the city of Aveiro
were: the socio‐cultural benefits that derive from tourism (e.g. increase in the
supply of cultural events; enhancement and promotion of traditions; promotion
of traditional arts; conservation of built heritage); and some negative environ‐
mental impacts (e.g. increase in traffic). The predominance of socio‐cultural
benefits may be related to the prevalence of cultural heritage, namely of events
and built heritage (e.g. Art Nouveau buildings), and to the prevalence of cul‐
tural tourists in the city of Aveiro (Figure 2).
Residents also agreed that tourism had positive and negative consequences
at the economic level, such as the rise in the level of prices, the increase in the
number of jobs and the quality of life of the population. However, these im‐
pacts do not seem to be as strong as the impact of socio‐cultural benefits. The
tourism impacts that hosts considered to be less important to the city of Aveiro
were those related to negative socio‐cultural features, such as disturbance of
religious practices and relationships established with family and friends, loss of
cultural identity, and changes introduced in particular domains of culture (e.g.
way of dressing). Residents also showed low agreement regarding the loss of
authenticity of typical products and the decrease in service quality as a conse‐
quence of tourism. A Principal Component Analysis (PCA) of the items con‐
cerning the perceptions of tourism impacts was carried out, using a varimax
rotation. Three items had to be excluded from the analysis, given their low
communality and the low correlation with the other items. The following six
factors were extracted from the analysis (see table 1):

2
3
4
Perception of impacts (mean)

5

Figure 2. Perceptions of tourism impacts on the city of Aveiro



factor 1: social costs (moral conduct and health: increase in drugs consump‐
tion, criminality, stress, prostitution, and sexually transmissible diseases);



factor 2: cultural costs (demonstration effect and acculturation: changes in
language, dress styles and consumption habits; disturbance of religious
practices; decrease in time spent with friends and relatives; and loss of cul‐
tural identity);



factor 3: socio‐cultural benefits (enhancement and promotion of traditions,
conservation of built heritage, promotion of traditional arts, increase in the
supply of cultural events, improvement of infrastructures);



factor 4: economic benefits (increase in the number of jobs, quality of life of
the population and residents’ income);



factor 5: environmental costs (traffic increase, pollution);



factor 6: loss of authenticity and quality of products (decrease in service
quality and authenticity of typical products).

The PCA meets the requirements suggested by Hair et al. (1998), namely be‐
cause: the KMO was higher than 0.80; the Bartlett’s test of sphericity had a sig‐
nificance level of 0.000; all the items were highly correlated with only one factor
and had a high factor loading on that factor. The six factors extracted explained
about 56% of the total variance of the set of items, which is an acceptable value
in social sciences.
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Table 1. PCA analysis of the perceptions of tourism impacts on Aveiro
Com.*

Increase in prostitution
Increase in sexually transmissible diseases
Increase in drugs consumption
Increase in criminality
Increase in stress
Changes in dress styles
Changes in consumption habits
Changes in language
Decrease in time spent with family/friends
Disturbance in religious practices
Loss of cultural identity
Increase in supply of cultural events
Promotion of traditional arts
Enhancement and promotion of traditions
Conservation of built heritage
Improvement in infrastructure
Increase in residents' income
Increase in quality of life of the population
Increase in the number of jobs
Increase in traffic
Increase in pollution
Decrease in authenticity of typical products
Decrease in service quality
Cronbach alpha
Eigenvalue
Variance explained (%)
Cumulative variance explained (%)
N = 525

0.648
0.675
0.664
0.606
0.431
0.560
0.535
0.482
0.502
0.430
0.507
0.522
0.519
0.502
0.484
0.563
0.604
0.578
0.615
0.624
0.653
0.671
0.528

Factors
Social Cultural Socio- Economic Environmental Loss of
costs
costs -cultural benefits
costs
authenticity
benefits
/quality
0.784
0.755
0.739
0.644
0.412
0.724
0.686
0.603
0.580
0.573
0.495
0.709
0.678
0.672
0.657
0.621
0.729
0.716
0.601
0.712
0.691
0.807
0.595
0.796 0.731
4.717 3.114
20.510 13.538
20.510 34.048

0.727
1.746
7.589
41.637

0.545
1.204
5.236
46.873

0.621
1.133
4.925
51.798

0.481
0.989
4.301
56.099

KMO = 0.844 Bartlett's test of sphericity = 3,030.637 (sig. 0.000)

* - Communality

Segmentation of Hosts Based on the Perceptions of Tourism Impacts
After having identified the six factors representing the perceptions of respon‐
dents concerning tourism impacts, the objective was to divide the respondents
into groups according to the similarity of their perceptions of impacts. A cluster
analysis was carried out with the factor scores of the six factors previously
identified representing impact perceptions (only the respondents who an‐
swered all the questions about their perception of impacts were included in the
cluster analysis). The Wards’ method and the squared Euclidean distance were
used to perform a hierarchical cluster analysis. It was decided that the three
cluster solution should be used, following the data from the agglomeration
schedule and the literature reviewed. Chi‐square and Anova analyses, includ‐
ing post‐hoc tests – Scheffe tests – , were computed in order to characterise the
clusters and detect differences among them. When the assumptions of the
Anova were not met, Kruskal‐Wallis tests were carried out. As far as the per‐
ceptions towards tourism impacts are concerned, the opinions of the three clus‐
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ters were compared using the factor scores that resulted from the factor analy‐
sis that was carried out previously (Table 2). Significant differences among clus‐
ters were detected in all factors except for the one related to environmental costs.
The cluster 1 – the culturally concerned – represented 40% of the sample – and
corresponded to those residents who recognised more positive socio‐cultural
impacts of tourism, but who also identified more negative cultural impacts
(Table 2). This group was also the most likely to agree that tourism contributed
to the loss of authenticity and quality of products. The cluster 2 ‐ the economic
supporters ‐ included those residents who believed that tourism had the most
positive economic impacts. However, these people were also aware of the so‐
cial negative impacts of tourism. The cluster 2 was the biggest cluster and rep‐
resented 45% of the total sample. Finally, the cluster 3 – the neutrals – was the
smallest cluster, encompassing only 15% of the respondents. As the name re‐
veals, residents included in this cluster were those who had a more neutral
opinion regarding the impacts of tourism, considering that the impacts of tour‐
ism were neither very positive nor very negative. Residents in cluster 1 were
those who contacted more frequently with visitors, both at work and at night‐
life animation places. They were also those with the highest facility in contact‐
ing with visitors. Cluster 2 residents contacted more frequently with visitors
than residents in cluster 3, mainly in the workplace and in the street (Table 2).
As far as the socio‐demographic profile was concerned, no significant differ‐
ences were detected among clusters on gender and on having a job related to
tourism (Table 3). It was possible to notice that the respondents in cluster 1‐ the
culturally concerned ‐ were more likely to be younger and to have higher edu‐
cational levels than respondents from other groups. This cluster also included a
higher proportion of employed people and of single and divorced individuals.
Respondents in clusters 2 and 3 were more likely to be older than those in
cluster 1 (Table 3). Both clusters 2 and 3 included a high percentage of partici‐
pants who were retired and widowed, and were more than 64 years old. One of
the major differences between clusters 2 and 3 concerning the socio‐
demographic profile of respondents is that the respondents in the later cluster
had lower educational levels than those in cluster 2. It was also observed that
cluster 2 residents had lived longer in Aveiro than those in cluster 3.
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Table 2. Significant differences among clusters of residents concerning perception
of impacts and host‐tourist interaction
Cluster 1 Cluster 2 Cluster 3
Culturally Economic Neutrals
concerned supporters
(N = 210) (N = 238) (N = 77)
Mean
Mean
Mean

Perceptions of tourism impacts
and
host-tourist interaction
Perceptions of tourism impacts
Factor 1 - Social costs
Factor 2 - Cultural costs
Factor 3 - Socio-cultural benefits
Factor 4 - Economic benefits
Factor 5 - Environmental costs
Factor 6 - Loss of authenticity/quality
Host-tourist interaction
Level of contact with visitors
In the work
In monuments
In events
In food and beverage establishments
In other commercial establishments

a

Sig.

ChiSquare

Sig.

0.633
b
-0.301
b
-1.458
a
0.310
-0.074
b
-0.291

0.076
a
0.000
b
0.000
b
0.000
0.000
a
0.000

177.826 0.000
12.364 0.000
154.683 0.000
4.394 0.013
2.136
21.439 0.000

0.344

2.837
2.330
2.589
3.345
3.139

2.824
2.212
2.717
3.228
3.173

2.325
2.065
2.429
3.039
2.896

6.652
1.597 0.203
1.656 0.192
1.840 0.160
3.555

0.036

3.118

a) - homogeneous subset 1
b) - homogeneous subset 2
c) - homogeneous subset 3

b

F

Kruskal-Wallis

-0.745
a
0.227
a
0.172
a
-0.061
0.000
a
0.302

a

In nightlife animation places
In the street (answering visitors'
questions)
Feeling comfortable
dealing with visitors

c

ANOVA

2.942

a,b

2.567

b

0.176

5.540 0.004

3.077

3.297

2.701

-

-

13.744 0.001

3.814

3.366

3.260

-

-

15.816 0.000

Post Hoc tests: Scheffe tests.

Table 3. – Significant differences among clusters of residents
Hosts' socio-demographic
profile
Age
[15-24]
[25-64]
65 or older
Gender
Male
Female
Education level (highest level)
Primary education
Lower secondary education
Higher secondary education
Higher education
Economic activity status
Homemaker and unemployed
Student
Employed
Retired
Marital Status
Single
Married
Widowed
Divorced
Duration of residence in Aveiro
[1-5 years]
More than 5 years
Tourism related job
Yes
No

Chi-square
Cluster 1
Cluster 2
Cluster 3
Culturally
Economic
Neutrals Total
tests
concerned
supporters
Chi-square Sig.
% by column % by column % by column %
18.1
76.2
5.7

18.5
60.1
21.4

19.5
57.1
23.4

18.5
66.1
15.4

51.0
49.0

50.6
49.4

50.6
49.4

50.8
49.2

3.3
15.7
31.0
50.0

21.5
24.1
29.5
24.9

29.9
22.1
23.4
24.7

15.5
20.4
29.2
34.9

13.5
20.8
59.4
6.3

11.8
19.0
51.1
18.1

10.4
23.4
46.8
19.5

12.3
20.3
53.7
13.6

54.1
35.4
1.4
9.1

42.6
40.9
9.3
7.2

45.5
40.3
7.8
6.5

47.6
38.6
5.9
7.8

28.2
71.8

17.9
82.1

20.8
79.2

23.0
77.0

16.8
83.2

12.1
87.9

27.082

0.000

0.005

0.997

63.794

0.000

17.051

0.009

16.884

0.010

22.5
77.5

6.845

0.033

18.7
81.3

4.231

0.121
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CONCLUSION
This paper highlights the importance of analysing the perceptions of the sev‐
eral segments of residents in tourism destinations regarding tourism impacts.
The literature reviewed reveals that residents of tourism destinations are more
likely to perceive the economic and socio‐cultural benefits of tourism rather
than any other kind of benefits. In our empirical study, residents tend to per‐
ceive, especially, the socio‐cultural benefits of tourism, without recognising
very high economic benefits of tourism. This may happen because the city of
Aveiro is not yet highly dependent on tourism, and also because most of the
city’s main attractions are cultural, ‐ built heritage and events. This study also
corroborates the literature analysed, when it shows that the negative impacts
which are more likely to be perceived by residents are the environmental im‐
pacts and the rise of prices. This study produced results that revealed the exis‐
tence of three homogeneous groups of residents concerning their perceptions of
tourism impacts, corroborating thus other research findings in this field, where
three clusters of residents were also identified (Weaver and Lawton 2001; An‐
driotis and Vaughan 2003). The three clusters identified among the residents of
Aveiro were: the “culturally concerned” – those who were more likely to per‐
ceive the cultural benefits and costs of tourism; the “economic supporters” –
those who were more likely to recognise the economic benefits of tourism; and
the “neutrals” – those who considered that tourism had neither high positive
impacts nor negative impacts. The two first clusters – those who recognise a
higher number of tourism impacts – correspond to the great majority of resi‐
dents interviewed, namely 40% and 45%.
As far as differences among clusters are concerned, the findings of this em‐
pirical study corroborate the studies analysed in the literature review, namely
by showing that residents with different levels of interaction with tourists have
different perceptions of tourism impacts. In the case of Aveiro, people who re‐
ported a frequent contact with tourists were more likely to perceive both the
positive and the negative impacts of tourism. Conversely, residents who had
less contact with tourists were more neutral in their perceptions of tourism im‐
pacts. There is no agreement about the relationship between the hosts’ depend‐
ence on tourism and their perceptions of tourism impacts. In Aveiro, no rela‐
tionship was found between these two variables. This may happen, partly be‐
cause tourism does not yet play a major role in the life of the city. Although
there is no agreement in literature concerning the relationship between the
level of education and the perception of tourism impacts, this research suggests
that those with higher education levels are more likely to perceive the cultural
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impacts of tourism than those with lower levels of education. Our research also
shows that residents with lower levels of education are more likely to consider
that tourism has neither a high positive impact, nor a negative impact, or sim‐
ply that tourism brings no economic benefits.
One of the major contributions of this empirical research is that the present
study remarks the importance of segmenting the residents of tourism destina‐
tions, showing that stakeholder groups in tourism destinations are heterogene‐
ous. Another important contribution of this study is that it corroborates previ‐
ous findings, confirming thus the existence of a relationship between the level
of contact with tourists and the perception of tourism impacts. This reinforces
the importance of involving residents in tourism planning and in the supply of
tourism products, in order to raise residents’ awareness of tourism benefits.
Taking into consideration that residents already perceive many of the benefits
of tourism to the city of Aveiro, mainly the socio‐cultural benefits, it may be
easier to promote the involvement of the local population in tourism planning;
such involvement would be more difficult to promote if residents did not per‐
ceive the benefits of tourism. Bearing in mind that Aveiro’s residents regarded
the “increase in the supply of cultural events” and the “enhancement and pro‐
motion of traditions” as the main positive impacts of tourism to the city of
Aveiro, the present research also suggests that Aveiro may become more com‐
petitive if the development of the city as a cultural destination is promoted.
Traffic and pollution were identified as the major negative impacts of tour‐
ism on the city, corresponding to features that may be taken into account in
tourism planning and development in the city of Aveiro. Another important
contribution of this study was to identify segments of residents with different
perceptions of tourism impacts, remarking the importance of developing dif‐
ferent strategies for each of these segments. In this context, it may be advisable,
for example, to develop strategies in order to increase the awareness of “eco‐
nomic supporters” regarding the socio‐cultural benefits of tourism. It may also
be positive to involve highly educated residents in the development of cultural
activities, since they have a more sensitive approach to the cultural impacts of
tourism.
The main limitations of the present research are that the study was under‐
taken in only one urban area, in a limited time span, and attitudes of residents
towards tourism were not analysed. Future research should address these limi‐
tations. Developing this kind of studies during longer periods of time would be
of utmost importance, since this would allow the assessment of the impact of

368

The 5th World Conference for Graduate Research in Tourism, Hospitality and Leisure

tourism seasonality in the perception of tourism impacts. In this sense, carrying
out this type of studies in several urban areas with different stages of tourism
development seems to be of great importance to analyse the influence of the
stages of the tourism destinations’ life‐cycle in the recognition of tourism im‐
pacts. Research studies where both the hosts’ perceptions of tourism and the
attitudes towards tourism are assessed are very useful, permitting the analysis
of the relationship between these variables. Furthermore, the development of
longitudinal studies where the perceptions of residents are measured before
and after they have had contact with tourists during a specific period of time
would be of great advantage. Such studies would allow us to analyse the type
of influence that the level of contact with tourists has on the perception of tour‐
ism impacts.
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ABSTRACT
Azores are a group of 9 volcanic oceanic islands located remotely in the North Atlantic
Ocean, part of the Portuguese territory, and an Ultra-periphery region of the EU. The
Azores have been experiencing an increase on the number of ecotourists, with obvious
ecological implications (e.g. littering, habitat disturbance). To guarantee the tourist’s
safety is also very important. During a week on July 2009, we surveyed the 3 official
trails located on Sta. Maria Island, on an extension of approximately 30 km. Two of
these cross protected areas included in Natura 2000 network. In general, the ecosystems containing the trails appeared well preserved, probably due to the low population density and lower tourist demand, when compared to its neighbor island of S. Miguel. Though some problems were identified along the way, such as lack of appropriate information or absence of safety infrastructures, the overall evaluation of the trails
was good.
Key words: Oceanic islands, pedestrian trails, ecotourism, sustainable development,
protected areas.
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INTRODUCTION
An increased human pressure on the environment results on the need to create
more protected areas, as a way to preserve nature. In order to solve or mini‐
mize the environmental crises, the creation of conservation measures, man‐
agement plans, and environmental education actions, are seen as alternatives to
tackle the increasing environmental degradation. Santa Maria Island is vulner‐
able to these environmental issues and in order to preserve its natural re‐
sources, it has thirteen areas within the Regional Net of Protected Areas, estab‐
lished by the Regional Decree 15/2007/A of 25th of June, and the Regional De‐
cree 47/2008/A of 7th of November, that creates the “Natural Park of Santa Ma‐
ria Island”. Natura 2000 net has also an important role on the protection of the
island’s biodiversity, where it covers an area of about 350 acres. Although na‐
ture‐based tourism is a source of wealth for local community, it must be ruled
by criteria defined on conservation management plans. According to Gil (2007)
one must manage the Protected Areas, with the same accuracy as we manage
enterprises, in order to be successful.
The planning and building of a pedestrian trail, has a great influence on the
success of the hike. But when it crosses natural areas, it may have impacts on
the environment, the greater the more visitors it receives. Changes upon the
local fauna and flora, water resources, soil compaction, litter dumping, are
some of the concerns with the tourist activity. Braga (2007) classifies the trails
according to their function, shape, difficulty level, resources of environmental
interpretation, and length. Information on suitability, according to safety and
vulnerability criteria, erosion, geomorphology, cultural and patrimonial ele‐
ments, complement this evaluation. Hiking along existing trails, is nowadays
one of the most searched recreation activity to be done in nature, which can
prevent an indiscriminate use of the territory and reduce the entrance in more
sensitive areas (Duarte 2007). Since ecotourism is growing worldwide, the sus‐
tainability of the activity is only possible when there is a balance between eco‐
nomic, cultural and environmental issues. In the Azores, ecotourism and tour‐
ism of nature have a great potential to take advantage of the unique Azorean
landscape for the development of the archipelago, but only if we aim a sustain‐
able development scenario for long term achievements. Santa Maria is the most
southeastern island of the Azorean archipelago, and during a week on July
2009, we conducted a scientific expedition on the island that aimed to charac‐
terize and evaluate the existing pedestrian trails, to ecotourism and tourism of
nature.
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METHODOLOGY
Santa Maria, with an area of 97 km2, is located at 28º08’ longitude and 37º43’
latitude, at the southeast extreme of the oriental group of the Azores (Fig.
1).The three groups of islands of the Azorean archipelago; Santa Maria is circled.

Research Papers

373

Santo Espírito – Maia
PR4 SMA

Pedestrian Trails
Entre a serra e o mar
PRC3 SMA

Pico Alto – Anjos
PR2 SMA

6.8 km
3h 00m

9.5 km
2h 30m

14 km
4h 00m

(Adapted from Morton et al. 1998).

An average annual temperature of 17.5ºC, with a range of 28‐14ºC (Agostin‐
ho 1938), and a mean insulation of 7/10 along most of the year, endows this is‐
land with a great potential for outdoor tourism. Of volcanic origin like all the
others, this island was the first to appear and is also the one that presents a
unique geodiversity with like, for instance, the presence of sedimentary rocks
with fossils (Nunes et al. 2007). The methodology followed consisted on walk‐
ing all along the three official trails on the island, during a week of July 2009,
along a total extension of about 30km (Table 1): PR4 SMA (Santo Espírito –
Maia) – this trail crosses some protected areas like the Protected Landscape of
Baía da Maia, Protected Area for Habitats or Species Management of Ponta do
Castelo, and Special Area of Conservation (SAC) of Ponta do Castelo. PRC3
SMA (Entre a serra e o mar) – while walking along the trail, and above the S.
Lourenço slope, one can see part of the Protected Landscape of Resources Man‐
agement of Baía de São Lourenço, and a significant part of the Protected Area
of Resources Management of North Coast. PR2 SMA (Pico Alto – Anjos) – this
trail includes the Protected Area for the Habitats or Species Management of
Pico Alto, and the Protected Landscape of Barreiro da Faneca.

Picture 1. Distances and Previewed Duration
Source: adapted from the Pedestrian Trails Classified by the Azorean Regional Government:
http://www.trails‐azores.com/.

Characterization of the Trails
This task was done in situ by conducting a survey on the cultural and patrimo‐
nial elements of each trail. On the path PR4 SMA, we chose to end the evalua‐
tion at Maia, since from here there are two alternative destinations; we chose to
go to the former whale factory, and did a general evaluation of this segment of
the trail. The trails were systematically surveyed every 100m, evaluated by the
steps method, and important locals were photographed.
Vegetation
A general evaluation of the flora was done locally, with the help of a field
guide (Schäfer 2005). Some rare or important species were photographed for
confirmation. Plants were grouped according to the following classification: (a)
endemic vegetation, the one that has evolved only on a certain region (Azores
or Macaronesia); (b) native vegetation, the one that occurs naturally in the
Azores; (c) exotic vegetation, the one that originates from other parts of the
globe, and was introduced in the Azores, either by accident or on purpose,
some of them having an invasive character (occupies large areas); (d) natural‐
ized vegetation, the one that escapes from cultures and now occurs naturally in
the Azorean ecosystems.
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Evaluation of the Trails
Location on the Landscape
(1) Top of the hill, corresponding to the higher altitudes with relatively
plane surfaces;
(2) Convex slope, normally located just below the top, presenting an in‐
crease on the land slope downhill;
(3) Straight hillside, the one that presents a slope relatively constant;
(4) Concave hillside, generally located on the lower portions, presenting a
reduction on the land slope downhill;
(5) Bottom of the valley, defined as a surface close to flood margins (e.g.
streams);
(6) Bed water streams.
Erosion
Erosion results from the action of external agents (air, wind, water, ice, live be‐
ings, etc.) on the soil. The parameters used to evaluate the degree of erosion
vary between 1‐5, and “M” when the soil is muddy (Table 1). We considered
the formation of steps and grooves, when we could visually detect soil erosion
mainly from the rain.
Table 1. Impact Values for the Erosion Intensity
Erosion intensity
1

Soil with first signs of erosion (no steps and no grooves)

2

Few and low steps and no grooves

3

Low steps and no grooves

4

Steps being gradually replaced by grooves, or grooves appearing without the presence of steps first.

5

Presence of grooves in almost all segment of the trail.

M

Muddy soil.

Source: Adapted from Vashchenko et al. 2008.

Suitability
The trails’ suitability was assessed according to the following criteria:
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Safety – presence of natural or anthropogenic structures that may
present danger to visitors.



Vulnerability – identification of sensitive areas for conservation
purposes.

Cultural/Patrimonial Elements
We searched for the presence/absence of these elements all along the paths.
FINDINGS
We now present the evaluation of each trail, according to the parameters de‐
fined in the methodology. In the Azores, due to its geological youth (Feraud et
al. 1984), the ecosystems were still forming when the first humans settled on
the islands around 500 years ago. For that reason, and if we account only with
the visible biodiversity, it is in the flora that lays the greater biological diversity
of the islands (Borges et al. 2005), and this is the main reason why our biologi‐
cal evaluation concerned mainly the vegetation.
PR4 SMA Santo Espírito – Maia
This is a linear trail (Table 1) with a degree of difficulty that varies between the
plane and slightly sloping, to undulating. It is almost all located at the top of
the mountain, runs for about 300m next to a water course, and ends on a con‐
vex slope of about 500m long. We found no grooves and very few steps. Ero‐
sion along the trail was considered low. This path has a beautiful landscape
with valuable biological and geological items, mostly located within the Natura
2000 area. Among the cultural and patrimonial elements found, we emphasize
the Santo Espírito church, a former traditional windmill and an ancient foun‐
tain, and also the whale factory ruins reminding the visitors of the former
whaling activity of the archipelago. Geological formations of basalt, like pris‐
matic columns, can also be seen along the path.
From a biological point of view, the path reflects the Azorean reality in
terms of alien species. Some of these species, due to their aggressive invasive
character, can be seen occupying large areas of soil. Some examples of invasive
species seen along the way are: Pteridium aquilinum (L.) Kuhn, Polygonum
aviculare L., Pittosporum undulatum Vent. and Acacia melanoxylon R. Br..
This situation is even worse in the more humanized landscape, whereas in
more isolated areas native species (e.g. Picconia azorica (Tutin) Knobl.) exert
some control upon the alien ones, preventing them to reach high population
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densities. Also the most important forests crossed along the path, are made up
of Cryptomeria japonica (L. fil.) D. Don, a tree that was introduced in the
Azores for wood production (Moreira 1987). Next to Aveiro stream, rustic
stone walls support some aromatic herbs like Mentha pulegium L., ornamental
plants such as Fuchsia magellanica Lam., but also a lot of blackberry bush (Ru‐
bus ulmifolius Schott). At the top of the mountain with a view on the waterfall,
looking downhill, one can see some interesting endemic and native species of
the Azores, like Festuca petraea Guthn. ex Seub. and Morella (Myrica) faya (Ai‐
ton) Wilbur. But this biological patrimony is menaced by the presence of inva‐
sive species like Crassula multicava Lem., Agave americana L. and Arundo
donax L. When we get close to sea level, we reach a group of rustic houses with
typical vineyards from Sta. Maria Island, although some of them are being
abandoned which leads to their deterioration due to the boost of invasive species.
Here the trail splits in two: one leading to the Aveiro cascade, and the other
going all the way down to the former whale factory, the latter being the longer
and also the most interesting segment of the trail, in terms of natural patri‐
mony. Nevertheless, and in spite the fact that this segment crosses a protected
area, we found some trash deposited along the way, probably left by regular
users of this trail (local fishermen). The presence of a rare endemic species on
the slope of this sector of the mountain (Lotus azoricus P. W. Ball), is a great
attractive for ecotourists that like to admire nature. However, and due to the
lack of environmental education actions to form the road menders, this popula‐
tion has been partially destroyed by herbicides, meant to keep the trail clean.
This is a Natura 2000 area, meant to preserve biodiversity within the member
states of the European Union, and as such, actions like this should be prevented
in the future.
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phalt roads most of the time. Still it is possible to have a cultural and natural
experience while hiking along this path, because we can see, from some loca‐
tions, the Baía de S. Lourenço, the Lagoinhas islet, the coastal area of Baía do
Tagarete, the Ribeira do Amaro valley, the Poço da Pedreira landscape, among
other natural beauties. The lack of signposting informing the tourists of these
interesting places may prevent them from experiencing their views.
It is along this path that we find the only Azorean church with the main
door facing north, the church of Nossa Senhora de Lourdes. Near this church
we met some artifacts that can endanger the tourists’ safety during the hiking,
like for instance the presence of electric fences to contain the cattle, because
they have to jump over to proceed. But it is close to the starting point of this
trail that we find a unique landscape, that results from a former inert exploita‐
tion that was abandoned, with a lake that appeared in the hole left on the
ground: it is called Poço da Pedreira (or Pedreira da Cantaria) (Nunes et al.
2007). The margins of this lake are now home of an interesting biological com‐
munity, made up, among other species, of Picconia azorica (Tutin) Knobl. and
Erica azorica Hochst. ex Seub. In general this is a good trail when we search for
a more humanized landscape, made up of agricultural fields and fences built
with exotic plants. While moving along the segment right after Vale dos Lagos,
we come cross some forests composed mostly of the exotic species acacia (A.
melanoxylon) and incense (P. undulatum), but where we can also find some
natives like beech tree (M. faya) and P. azorica tree, wild berry (Vaccinium cyl‐
indraceum Sm.) and heather (E. azorica). But the constant presence of exotic
species with an invader character along the trail (e.g. pokeweed ‐ Phytolacca
americana L., gorse ‐ Ulex europaeus L. ssp. europaeus, blackberry bush and
the fern P. aquilinum), are a permanent menace to the native flora, and as such
to the Azorean biodiversity.

PRC3 SMA - Entre a serra e o mar
This is a circular trail (Table 1) easily accessible to any person regularly fitted,
because it is plane or slightly sloping most of the time, with minor ups and
downs. Most of the trail runs at 290‐307m of altitude. At the beginning of the
path, in the direction of Canada dos Atoleiros, we run along 1500m of a convex
slope, followed by an undulating relief close to a small segment of a water
course. The degree of erosion of this trail was considered low, without the for‐
mation of steps and grooves in most of its extension. Some muddy segments
could be found along the way, one of them particularly difficult to cross located
close to Vale dos Lagos. This trail, that starts and ends at the church of Santa
Bárbara, is probably the less interesting from all three, since it runs along as‐

PR2 SMA - Pico Alto – Anjos
This was the longest of the 3 trails assessed and as such was done during two
days in a row: 1) Pico Alto to Barreiro da Faneca; 2) Barreiro da Faneca to An‐
jos. This is also a linear trail (Table 1) that initiates on the higher elevation of
the island, the Pico Alto (587m of altitude). It is a long and undulating trail,
with soft ascents and descents, except for the initial portion of the path where
there is a more or less steep descent, demanding a slightly better fitness from
the hikers. This trail is located partially on a mountain with convex, concave
and rectilinear slopes. The formation of steps and grooves is absent in most of
the trail, which presents a low degree of erosion and some muddy segments
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that make the descent a little slippery sometimes. There is a beautiful landscape
all along the trail, changing from the ancient laurisilva forest typical from Ma‐
caronesia, to a geological area made up of red clay, which only exists on this
island. In the laurisilva forest one can admire primitive ferns like Woodwardia
radicans (L.) Sm. and Asplenium scolopendrium L. (Fig. 2A), a species of a rare
endemic orchid (Platanthera micrantha (Hochst. ex Seub.) Schlecht.) (Fig. 2B),
among other native Azorean species such as: Myrsine retusa Aiton, V. cyl‐
indraceum, P. azorica, E. azorica, the holly Ilex perado Aiton ssp. azorica
(Loes.) Tutin, Viburnum treleasei Gandoger, and so on. Among the invasive
species found, the kahili ginger Hedychium gardnerianum Sheppard ex Ker‐
Gawl., one of the 32 worst invasive plant species of the world (Lowe et al.
2000), was the commonest. C. japonica continues to be the more common tree
in the forests and, at higher altitudes like in this mountain, these trees congre‐
gate Sphagnum spp. on the forest floor, a big moss that helps to retain humid‐
ity for the soil and prevents erosion.
When we arrive to the bottom of the mountain, the landscape becomes more
humanized with more invasive and less native, plant species. The maintenance
of the trail by road menders and the presence of introduced ornamental plants
like hydrangea, are also a sign of a greater human presence in this sector of the
trail. At the same time, Criptomeria trees are changed for eucalyptus (Eucalyp‐
tus globulus Labill.), cluster pine (Pinus pinaster Aiton) and acacia (A. mela‐
noxylon), while the moss is substituted by Selaginella kraussiana (Kunze) A.
Braun and P. aviculare. Nearby the road we found some trash and abandoned
machinery, probably left there by locals.

A
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the soil, left by a four‐wheel drive vehicle, demonstrating that a greater surveil‐
lance is needed in order to protect these fragile and unique ecosystems. An‐
other threat is the quick advance of some exotic species like the gorse (U. eu‐
ropaeus) and the cluster pine (P. pinaster), another two species listed as some
of the worst invasive alien species in the world (Lowe et al. 2000). It is also re‐
grettable to see some trash left on this beautiful scenery, meaning that the local
population does not yet value its natural patrimony, as well as they should. On
the other hand, the presence of endemic and native species of the Azores is
here mainly composed of Scabiosa nitens Roem. and Schult., E. azorica, P. azo‐
rica, Persea indica (L.) C. K. Spreng., Myrtus communis L. and M. retusa. Some
of this flora is very delicate (e.g. S. nitens) and as such vulnerable to people and
four‐wheel drivers, that pass along this segment of the trail.
Close to this trail we find another unique attraction in the Azores, the exis‐
tence of deposits of marine fossils. The closest one to the trail is located at Baia
da Cré (Janssen et al. 2008; Kroh et al. 2008). The land path in this area goes
along cliff slopes mainly infested by A. americana, and down on the valley near
Lemos stream, old refrigerators are used by farmers as water suppliers for
animals. Although incorrect from an environmental point of view, this is actu‐
ally common to find in all of the Azorean islands. Globally this segment of the
trail (Barreiro da Faneca – Anjos) is poorer in cultural and patrimonial ele‐
ments. In Table 2, we present the evaluation of the 3 trails concerning suitabil‐
ity criteria.
Table 2. Results of the Trails Assessment Concerning Their Suitability in Terms of Safety and Vul‐
nerability.
Suitability

PR4 SMA
Santo Espírito – Maia

PRC3 SMA
Entre a serra e o mar

PR2 SMA
Pico Alto – Anjos

Classification

Fair

Fair

Fair

Safety

PR4 SMA – Two segments of approximately 300m each, need further attention and care. These
undulated segments initiate at the top of the Aveiro stream cascade, and go all the way down to the
vineyards.
PRC3 SMA e PR2 SMA – In most of the length of both trails there are asphalt roads with some
traffic, which does not compromise the tourists’ safety.

Vulnerability

PR2 SMA/PRC3 SMA/PR4 SMA – From a conservationist point of view, the species of fauna and
flora of the three trails are not compromised by the tourist activity. Though some trash was found in
some segments of the trails, it was probably left there by local population.

B

Picture 2. (A) Example of ferns from the primitive vegetation of the Laurisilva forest; (B) a rare en‐
demic orchid that we can find at the beginning of the trail PR2 SMA, inside the forest.

The second half of the trail begins in the Protected Landscape of Barreiro da
Faneca, a wide arid area of a clay soil, only existent on this island (Nunes et al.
2007; Nunes et al. 2009). In spite of its legal status, we found recent marks on
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As to the marking of the paths, we have the following comments:
PR4 SMA Santo Espírito – Maia: The marking needs maintenance because in
some portions of the path is not visible while in others is absent. We only found
informative panels in two points, one of them at the beginning of the trail.
PRC3 SMA Entre a serra e o mar: The marking needs maintenance because
the marks are absent or hard to find. There is only one informative panel at the
beginning of the trail.
PR2 SMA Pico Alto – Anjos: There are only informative panels at the sight‐
seeing points and more visited locals, like Pico Alto and Barreiro da Faneca. In
the rest of the path marking needs maintenance and, in many points, needs re‐
placement since the absence of marks in certain points, makes it hard to pro‐
ceed in the right direction.
CONCLUSION
The island of Santa Maria represents, within the Azorean context, an island
with a great tourist potential due on one side to its culture and landscape, and
on the other to its proximity to the main island of São Miguel. The beauty of
this island is reflected on its unique geodiversity (Nunes et al. 2007) where we
can refer, as an example, the existence of fossils’ deposits, that have long raise
the interest of the international scientific community (e.g. Janssen et al. 2008;
Kroh et al. 2008). In order to explore this patrimony confined to this island, a
new hiking trail is being proposed to explore the potential tourists’ interest on
geological items (Medeiros et al. 2009). Another landscape attraction concerns
the biological communities, more or less well preserved, mostly due to a popu‐
lation density of only 57.5 inhabitants/km2 (an updated list on the Azorean
biodiversity can been look up at Borges et al. 2005). Due to the young geologi‐
cal age of the Azores, endemic species are hard to find except on the flora
community. On the other hand, the continuous introduction of species since the
establishment of a human population in the archipelago is endangering the ex‐
istence of this floristic patrimony. Silva et al. (2009) present a list of species that
are a priority for conservation, within the context of the archipelago. While hik‐
ing along the trails, it is possible to see some of these species (e.g. Lotus azori‐
cus, Woodwardia radicans, Platanthera micrantha), but we realize that some of
them may be menaced by the tourist activity itself (close proximity to the
trails), and/or the lack of interest from the local population. The latter is re‐
flected on the presence of trash at some points, or the unintentional, but delete‐
rious actions, meant to keep the trails clean of vegetation. Environmental edu‐
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cation actions are needed to prevent or minimize these situations. Also the con‐
trol of some invasive species should be considered, for conservation purposes.
The local fauna, although mainly introduced, still has some interesting spe‐
cies mostly for birdwatchers. Along the three trails we can watch the following
terrestrial resident birds: Buteo buteo rothschildi Swann (1919) (a small eagle);
the passerines Erithacus rubecula (Linnaeus 1758), Fringilla coelebs moreletti
Pucheran (1859), Serinus canaria (Linnaeus 1758), Motacilla cinerea patriciae
Vaurie (1957), and the rare Regulus regulus santae‐mariae Vaurie (1954), a sub‐
species endemic and confined to the island of Sta. Maria (Bannerman and Ban‐
nerman 1966; Martins et al. 2002); and also the endemic blackbird Turdus me‐
rula azorensis Hartert (1905). Along the coast, mainly at SAC of Ponta do Cas‐
telo, we can appreciate the presence of some migrant marine birds, such as Ca‐
lonectris diomedea borealis Cory (1881) (Coryʹs shearwater), and the sea terns
Sterna hirundo Linnaeus (1758) and Sterna dougallii Montagu (1813). Santa
Maria is a small island with only one municipality and few inhabitants, making
it a good candidate for ecotourism and conservation, two issues that must go
hand in hand in order to achieve sustainability. A certain number of sensitize
measures aimed at the local population are needed, in order to promote the
patrimony’s enhancement and protection.
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ABSTRACT
Building of tourist attractions should be accessible to all kind and category of tourists
and visitors, both local and international. With the Malaysian government’s promotion
of a caring society, these tourist attractions should also be accessible to the person
with disabilities (PWDs). Exterior and interior spaces of buildings should be accessible
to the general public and also cater to the PWDs.The study includes buildings of
known heritage value that need to be conserved as well as adapted to be accessible
for the PWDs. The research methods involved assessing the level of accessibility of
building of different conservation value i.e. Central market and Stadthuys. Both buildings are located in Malaysia and both are popular with local and international tourists.
PWDs were invited to participate in giving their personal experience with touring these
buildings. Interviews were also conducted with the building management to find out
how effective are their measures in ensuring that the building are accessible to PWDs.
Being building of different heritage value, it was found that, central market was upgraded to be more accessible than Stadthuys where it was not deemed feasible to do
major upgrading as it would involved major structural changes that would devalue is
heritage authenticity.
Key words: persons with disabilities, tourist attractions, heritage value.

INTRODUCTION
It has always been a concern that public buildings should be safe for all users,
more so if the users are with special needs. Building that house tourist attrac‐
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tion such as museums, and art and craft centres are sometimes becomes a draw
for the tourists (Ta 2009). A newly designed and built building should not have
a problem with accessibility, as it would have been designed to the latest re‐
quirements for person with disability (PWDS). It is however a different case for
the building that was built over centuries ago which have significant heritage
value. It is also pertinent to keep the authenticity of the building structure due
to the fact that the buildings also form part of the attraction, not just the build‐
ing functions and its contents.
The Need for Disabled Access
The disabled persons are persons with special needs due to their disability.
Their ergonomics (Bridger, 2003) are different from able bodied persons thus as
Malaysia is gearing towards a caring society, the government is looking at
ways to improve disabled persons access to public buildings. The study is to
determine the level of access for disable persons. Amenities and facilities for
the PWDs in public buildings should be adequately provided (Kwan 2009). Ac‐
cording to the OKU Act 2007, the definition of disable persons is “persons with
physical, mental and intellectual disabilities that hindered them from fully par‐
ticipating in a normal way in the community way of life.” (Malaysian Standard
2006a; Malaysian Standard 2006b). Their disabilities pose challenges to their
daily life. In order for us to provide better facilities for the disabled, we need to
know the level of access and facilities that should be provided to them and the
general public. The ergonomic and the anthropometry for the disables of vari‐
ous levels of disabilities should be considered during the design stage. When it
come to adapting existing building to this need the design stage become
slightly more complicated. However the situation becomes more complicated
when the existing building is of historical value.
RESEARCH OBJECTIVES
The aims of the study are to explore the design approaches for the adaptation
of public building that was intended for tourists into disabled friendly. This
study delimits the scope at the constructed projects that had been under vari‐
ous other studies before this. Three dominant objectives are:


To identify the accessibility levels of public buildings



To identify the categories of PWDs that have the greater difficulties



To identify the area of public building with heritage value that needs
to be upgraded for better accessibilities for PWDs
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RESEARCH METHODS
The techniques for the research use case studies approach with interviews, ob‐
servations and source documents. Interviews were conducted with the man‐
agement of building for the two case studies and also the PWDs participating
in the research. These include person on wheel chair, person with visual im‐
paired and hearing impaired and a person with crutches. Site measurements
and observation of the facilities for disables were also done during the research.
Background Studies
Precedent Studies
Museum of History and Ethnography is situated within Stadthuys buildings
complex, located in an area already proclaimed by UNESCO Heritage Site.
Thus the access for PWDs to be adapted should be sensitive to the existing
structure. Any drastic renovation to the building may mean that the status as
world heritage site may be revoked (Jason and Gomathy 2008). In the case of
Central Market, the building was built during the British occupation of Malay‐
sia and the Art Deco style of architecture is quite rare in this country, thus some
special consideration is also needed. Any adaptation must be carried out by
those with knowledge and expertise in conservation work. As precedent study,
Whitby Abbey North Yorkshire in Britain is a good example of adaptation of
heritage building for taking PWDs access into consideration. It is also a world
heritage site, visited by over 100,000 tourists a year. It is one of the oldest
churches in England and was built around 675 AD (English Heritage).

386

The 5th World Conference for Graduate Research in Tourism, Hospitality and Leisure

The renovation and the conservation work were carried out by the conserva‐
tion expert in Great Britain and sponsored by the English Lottery Fund (Lewis,
1998). The access to the ticket counter is by a ramp outside the abbey and uses
glass, metal and timber. The result is that it blends with existing structure and
landscape. A glass case elevator was built outside the Abbey to go to the upper
floor without touching or in contact with the existing building so that the visi‐
tor can experience the space and the texture of the old stones used in the build‐
ing. An information building with a small museum was built nearby.
Another example is The Royal Academy of Arts, London, whereby the
ramp was built with glass siding around the courtyard for PWDS access. Both
examples illustrate that PWDs access is taken into consideration as well as the
design taking the heritage of the building. Glass is used in order not to obstruct
the visitor views to the attraction.
Figure 2. PWDs Access at the Royal Academy of Arts London

Figure 1. Whitby Abbey, North Yorkshire, England

Source: Royal Academy of Arts, London

Source: www.english_heritage.org.uk

As a conclusion, for disabled access, the adaptation of the building must be
in a passive manner without drastic changes to the building structure. Among
other things to be considered are the simulation gallery for the visual impaired
and audio aid for the hearing impaired as provided in Cefn Coed Colliery Mu‐
seum, Wales. Large Braille touch screen (as in the Tate Gallery, London, smell
boxes, tactile images/plans, touch tour, infra‐red/ FM assisted listening devices,
audio tour with hearing loop and script. PWDs toilets are in the parking area of
Porchester Palace, United Kingdom) (Pottinger, G. & Russel, H. (2005).
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CASE STUDY NO: 1
Central Market, Kuala Lumpur
Central Market is located in Kuala Lumpur, the capital of Malaysia. The build‐
ing was built in 1888 by the British who were ruling Malaya at that time and it
was used as wet market for Kuala Lumpur citizens and tin miners. Further ex‐
pansions were made in 1889, 1895, 1920 and 1921. By 1933, the expansions to
the warehouse restore the market to its present size and maintained until now.
As Kuala Lumpur experienced its own development at a rapid pace in the
1970s, there were plans to demolish the site. The intervention of the Malaysian
Heritage Society proved timely as they successfully petitioned against its de‐
construction and the site was declared as a ʹHeritage Siteʹ.
It has since been classified as a Heritage Site by the Malaysian Heritage Society
and it is now a landmark for Malaysian culture and heritage. It is also strategi‐
cally located within public transport facilities. The Wet Market was very con‐
venient to the early city dwellers because it was within the vicinity of a bus
terminal, the hub of feeder bus service for Kuala Lumpur and the train station.
Figure 3. Main Entrance to Central Market, Kuala Lumpur

In 1985 the market was renovated into vibrant and colourful new style and on
April 1986 it was officially known as Cultural market until now. The walking
mall parallel to the main building (facing the shop lots) is noted for housing
street musicians or buskers. Central Market has created a corner to display
multi‐ethnicity and the stalls are zoned based on the features of each race. The
new zone therefore would consist of 3 lanes namely the Lorong Melayu, Straits
Chinese and Lorong India. The purpose of this new zone is to let the visitors
have an insight of the cultural difference of the various races in Malaysia.
There is also a Malacca Jonker street – a street featuring double‐storey
and single‐storey Baba‐Nyonya styled architectural buildings, a Batik Empo‐
rium which houses well‐known designer labels, with the best Malaysian made
batik items ranging from clothes, shoes, bags to home finishing. Central Market
is a one stop shopping centre for Malaysian products such as handicrafts, art,
kebaya, songket, batik and the wide variety of Malaysian cuisine. Efforts to im‐
provise and upgrade facilities in Central Market also include having a variety
of food & beverage outlets offering a variety of dishes from different ethnic
background. The colourful Malaysian Traditional Cultural and Arts events are
presented at the Central Market Outdoor Stage. Central Market celebrates all
the Traditional Festivals of each race in Malaysia. Moreover, Central Market
supports the local contemporary arts in The Annexe Gallery (Central Market)
CASE STUDY NO: 2
Museum of History and Ethnography, Stadthuys, Malacca Historical City
Malacca had been declared a historical city by the Malaysian government and
this recognition was endorsed when UNESCOs declared the city a World Heri‐
tage Site on 7th July 2008 along with Georgetown in Penang. As Malaysian we
should be proud of this acknowledgement and at the same time be vigilant to
the need of preserving the heritage site. The Malacca city was divided into two
zones under the world heritage site, first the Civic Zone comprising of St. Paul,
Bukit China, A Famosa and the Dutch buildings of the 16th century. The other
zone is the residential area and the commercial area of Malacca City (Museum
Melaka).

Source: Central Market

For this particular research the area of study is focus on the Civic Zone where
the Museum of History and ethnography is situated in Stadthuys building.
Stadthuys used to be the residence for the governor of the Dutch and admini‐
stration building in the year of 1650’s. The Stadthuys is a relic of the legacy of
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buildings left by the Dutch colonization of the Malacca. The building was
painted white originally, however it was then painted Salmon red to be similar
to the surrounding buildings (Lauren, V. 1998).
Museum of History and Ethnography Malacca located at Stadthuys building
is one of the 13 museum in Malacca. The museum is located on the second third
level of the building. The museum is located at the junction of Jalan Kota and
Jalan Gereja and a plaza called Dutch Square is situated in front of the building.
The Victoria fountain and a clock tower called Tan Beng Seng clock tower built
in 1886 can be found at the Dutch Square (Museum of Ethnography).
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On the second level, the exhibits include historical artefacts of the federa‐
tion of Malays before the independence and post independence Malaya and
later, Malaysia. The exhibit traces the arrival of Parameswara and the peak of
the sultanate of Malacca to the arrival of the Portuguese, the Dutch and the
English, right up to the present day government. On the third level the gallery
is dedicated to the time of Laksmana Zheng Ho that link Malacca to China in the
15th century.The museum is popular with the local tourists as well as the inter‐
national tourist. It registers approximately 48,000 visitors a year (Museum of
Ethnography).
RESEARCH FINDING & ANALYSIS

Figure 4. Main Entrance to the Museum of History and Ethnography, Malacca.

Accessibility for PWDs for on both case studies are discussed here base on the
facilities that are provided at site and in relation to the kinds of disabilities of
the visitors to the buildings
Pedestrian walkways
Central market has a few levels of pedestrian walkways and with a few drops
along the way although it is located on a fairly flat ground. These levels occur
between the inside and the outside of the buildings. Manholes along the ways
hindered mobility for PWDs. Stadthuys has more number of levels and steps
than Central market, as the building is situated on the side of a hill. It posed
some problems for the person on wheel chair. Both buildings lack guiding
block and textured pavement for ease for visually impaired persons.
Car Parking Area

The museum is divided into two sections, the first level is dedicated to the
earlier parts of Malacca history in the 15th century up to the independence the
while the ethnography sections showcase the culture of the various races and
ethnic group that resided in Malacca throughout the years. These include the
descendents of the Portuguese, the Baba and Nyonya and the Chetti and
Chitty. Some of the exhibits in the museum include the musical instruments,
the accessories and clothing used in a wedding, potteries, weaponries and the
currencies used in those eras.

At Central Market, no PWDs parking were allocated at the parking area in
front of the main entrance. At least 3 parking bays should be designated as
PWDs parking. Stadthuys also does not provide PWDs parking bays. These
inadequacies could easily be rectified by putting PWDs parking bays at the ex‐
isting parking area in front of both buildings.
Main Entrance
Central Market has a number of side entrances beside the main entrance. The
main entrance is a few steps above the street levels. Located next to the steps is
a ramp meant for wheel chair users. For the visual impaired person, the en‐
trance was not much of a problem, if there is assistance from the guard to help
him to the main entrance. However, this is the only ramp provided for the
whole building.
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Stadthuys is not accessible from the street level for person on wheel chair as
the main entrance is approached from a flight of steps consisting of 23 steps.
However the next level is accessible if they are taken by vehicles by road at the
side of the hill. For the visually impaired, assistance will be needed most of the
time due to the location of the main entrance and the different floor levels of
the building. Lack of guiding block is a hindrance for the visually impaired. A
portable ramp is provided at the main entrance and the management would
put it in place if notice that there is a need so such ramp is given in advance.
Door and Doorways
Central market has adequate number of doors and doorways which are open
all the time during the opening hours. The sizes of the doors are sufficient for
the PWD on wheelchair to pass through. Stadthuys being a museum, the en‐
trance are limited to one main entrance and the flow is design for visitors to
experience the exhibits in one continuous motion. Although the doors are open
all the time during opening hours, the different levels of the floors for the ex‐
hibit hindered movement for the PWDs, especially the person on wheel chair
and the visual impaired. Some of the levels are 300mm difference.
Vertical Transport (lifts & staircases)
Central market provided two lifts (elevators) for vertical transport to the upper
levels of the three storey buildings. Eight sets of staircases for public use and 5
set for services were also located at both end and the centre of the building. All
categories of PWDs have no problem with vertical transportation. However
there is no Braille buttons in the lift and no handrail. Stadthuys does not have
lift only staircases. PWDs with wheelchair have no access to the upper of the
museum. The different levels of the floor on the ground level are also posing a
multiple problem for the PWDs.
Toilets
Central market locates the toilets at all levels and is easily identified. However
the floor levels are not ramps for the PWDs with wheel chair. No textured floor
finish or guiding blocks were provided for the visually impaired. One PWDs
toilet is located next to the public toilet and the space had to be shared with
mother–care room. Stadthuys has only one toilet, to be shared for male and fe‐
male. To get to the toilet, one has to climb a set of staircase. Not only the toilet
is not adequate, the PWDs with wheelchair would not be able to use the toilet
as the toilet is 1400mm above the access level and has no ramp.
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Signage
Central market provides adequate signage but not in Braille. Stadthuys exhibits
lack signage in Braille thus visually impaired person will not be able to experi‐
ence the exhibits which are mostly in glass case.
Dining area
Central market has a food court on the second level and a number of retails
selling food and beverages on the ground level. They are easily identified and
located by users. The loose furniture for the dining area is of standard sizes.
Stadthuys does not have an eating area.
Public telephone
Central market public telephone were located on the ground level but not de‐
signed to be used for PWDS with wheel chair. It is located outside the building
and no signage to show direction to the public telephone booth. Stadthuys
however has no public telephones.
Waiting Area
Central market a few benches are located at the plaza facing the river where
visitors can rest. PWDs with crutches, visually and hearing impaired could use
them easily. Stadthuys provides fixed seating area near the main entrance.
However they are not enough when there is large number of visitors.
Information Counter
Central market information counter is located at the centre of the building. The
counter height is not suitable for the PWDs. Stadthuys placed the information
counter cum ticket counter at the main entrance. The counter height is not suit‐
able for PWDs on wheel chair. There is no Braille signage at the ticket counter.
The management inform that the PWDs were not charged for entrance into the
museum.
Praying Area (Musolla)
Central market provides a prayer room on the second level of the building.
There is a lift that enable visitors with disabilities to access this prayer room,
although the ablution area is not so disabled friendly. Stadthuys does not pro‐
vide a praying area for the visitors, thus visitors will have to find other alterna‐
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tives. A public musolla is quite a distance away from the Museum. A small
prayer room is available for the staff of the museum.
CONCLUSIONS & RECOMMENDATIONS
From the research it was found out that for disabled visitors to Central Market
Cultural centre and Stadthuys Museum, the first was made to be more disabled
friendly. This is due to the nature of the building where by the building was
less old than Stadthuys. Being less old, the building heritage value is not as
significant as Stadthuys. The building structure could be adapted to include
facilities such as ramp and the toilet for disabled. It is also located on a flat
ground where it is easily to build ramps for wheelchair bound. The building is
also equipped with lift for vertical transportation.
Stadthuys was built in the 16th century and Malacca city was declared
UNESCO world heritage site in 2008. Due to the great historical significance of
the building, the adaptation for the PWDs was not easy to be carried out. The
findings show that persons with mobility problem e.g. person on crutches and
wheel‐chair will have problems with access to the museum. This is mainly due
to the different levels of the floors to the museum gallery. The hearing impaired
will also have a problem in accessing information unless a sign‐language trans‐
lator is provided. The floor finishes are non‐slippery thus will not pose any
danger to the public. However different tactile finishes are necessary to differ‐
entiate the levels and also the walkway for the vision impaired. Guide block
and curbs cut /ramps should also be provided for easy access.
The lobby area is quite large and adequate for the disable to move about.
However basic facilities such as toilet, public telephone and prayer room
should also be provided. A drop‐off point should be clearly marked to avoid
any untoward accident and pedestrian walk area or path should be identified
with marking and signage at the parking area. Disable parking should be pro‐
vided close to the main entrance. Reception and information counter should
provide information in Braille as well especially for the information in the gal‐
lery. It is recommended that the building fabric and structure be left intact with
no major changes be done to accommodate the facilities for the disable. How‐
ever all facilities to upgrade the accessibility such as the toilet could be con‐
structed outside the building. This is to preserve the authenticity of the histori‐
cal building of Stadthuys. The staff and the management have so far provided
assistance to the disable persons on wheelchair although this could be seen as a
temporary measure. The different levels and floor heights need a flexible, me‐
chanical ramp whereby it could be used as and when needed.
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When it comes to building with heritage value, adaptation that needs to be
done very much depends on the historical significance of the building, the loca‐
tion, the building structures and the facilities to be provided. Being building
that is usually frequented by visitors who may be there for the first time; a
more thorough design process should be carried out to provide adequate facili‐
ties for the disable person. This was mentioned by the visually impaired person
that he will only know to move around within the building if he had been there
for the 10th times to get familiar with the lay out. Out of the four types of dis‐
abilities, person on wheel chair, person on crutches, hearing impaired and
visually impaired person, the person on the wheel chair has the most difficul‐
ties in accessing and experiencing the building and its content followed by the
visually impaired and then the person on crutches and then the hearing im‐
paired persons
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ABSTRACT
The government of Malaysia is increasingly looking at events as an important mechanism for enhancing tourism development in Malaysia. It is clear that events have the
potential to generate positive economic impact. However, a balanced appraisal of the
success of an event needs to consider the total cost/benefit package including social
impact. Additionally, tourism events are rationally viewed as economic and jobs generators. Regardless of its continued use in event assessment, cost-benefit analysis
has been abandoned in new areas of economic impact assessment in favor of more
thorough evaluation techniques. Therefore, this study conceptually investigates the
level of effectiveness of the events in attracting tourist to Malaysia based on the ‘Cost
Benefit Analysis’ in terms the cost, level of awareness and benefit obtained after intensive promotional campaign undertaken by Tourism Malaysia. The finding of the
study will be useful in the formulation of new policy, marketing strategies and action
plan, production of brochures and collaterals, publicity and advertising campaign for
tourism events in Malaysia.
Key words: tourism event, economic impact, cost benefit analysis.

INTRODUCTION
The government of Malaysia is increasingly looking at events as an important
mechanism for enhancing tourism development in Malaysia. It is clear that
events have the potential to generate positive economic impact. However, a
balanced appraisal of the success of an event needs to consider the total
cost/benefit package including social impact (Fredline, Jago and Deery 2003;
Hanafiah 2010). VMY 2007 has successfully attracted 21.0 million tourist arri‐
vals that generated RM46.1 billion of tourist receipts in 2007 and as such VMY
2007 is extended to 2008. This study will identify the success level of the five

396

The 5th World Conference for Graduate Research in Tourism, Hospitality and Leisure

selected events organized in the year 2009 namely 24th Sabah Dragon Boat Race
2009, Malaysia Mega Sales 2009, Penang World Music Festival and LIMA ’09 at
Langkawi. There is a need for the performance of events to be evaluated to as‐
sess the value of governments and businesses investments and to justify the
activities to different stakeholders, which includes sponsors, funding agencies,
economic and tourism development agencies, special interest groups and the
community at large. The finding of the study will be useful in the formulation
of marketing strategies and action plan, production of brochures and collat‐
erals, publicity and advertising campaign for tourism events in this country.
LITERATURE REVIEW
The consultant will undertake a comprehensive theoretical and conceptual
framework of tourist awareness, expectations, impressions and experience of
event visited. A literature search is to be conducted from previous studies and
databases for relevant material on tourist satisfaction and expectation in other
countries such as in United Kingdom, Australia, United States of America and
Europe. It can be a good source of reference for this study. Many marketing
literature indicates that satisfied customers are important for a long‐term suc‐
cess of business and there is a linkage between customer satisfaction and cus‐
tomer behavior. It is believed that when tourist is satisfied, it will result in posi‐
tive attitude and behavioral pattern such as a repeat visit, brand loyalty, word
of mouth communication and decreasing complain behavior. On the other
hand, expectation is formed prior to usage of the product or services and per‐
ception the customer evaluation of services. Special events provide important
recreational opportunities for local residents and in many destinations they
form a fundamental component of the destination’s tourism development
strategy. According to Getz (1994) whilst the expenditure profile varies accord‐
ing to the type of event, special event tourists have higher than average daily
expenditures than tourists.
The Importance of Event Evaluation
There is a need for the performance of events to be evaluated to assess the
value of governments and businesses investments and to justify the activities to
different stakeholders, which includes sponsors, funding agencies, economic
and tourism development agencies, special interest groups and the community
at large. Regular evaluations will enable a series of important questions to be
answered including:

Research Papers

397

The 5th World Conference for Graduate Research in Tourism, Hospitality and Leisure

398



Was the event better this year than previous years in terms of eco‐
nomic, social and environmental impacts?



Was there additional employment generated in the local community?



a.

Numbers of Visitors

How do attendance numbers relate to other years and other events?



b.

Types of Visitors and Types of Events

Which areas need to be improved for the next year event?



c.

Trip Duration

What types of events should be developed and promoted?



d.

Costs at the Host Destination

What types of events should the government support?

e.

Organizers and Sponsors

organizers, sponsors, media and all others as a result of staging the event.
These include:

Economic Evaluation of Special Events

Computable General Equilibrium Modeling (CGE Model)

Jago and Dwyer (2006) introduced the economic evaluation of special events
The first stage in undertaking an economic evaluation of an event is the identi‐
fication of the direct cash flows into and out of the region that are directly at‐
tributable to the staging of the event. The total new expenditure that occurs as a
result of an event is known as the ‘inscope expenditure’ used as the input to an
economic model to determine the total flow‐on consequences (indirect and in‐
duced) of this ne direct expenditure. There are two types of economic models
that are used, namely, Cost Benefit Analysis and Computable General Equilib‐
rium (CGE).

CGE models have a high degree of empirical content in the form of detailed
commodity flows, labour market data and national accounts data. They include
more general specifications of the behaviour of consumers, producers and in‐
vestors, than those allowed in I‐O models, thus permitting specific models to be
calibrated to actual conditions in a particular economy (Mc Dougall 1995). CGE
models consist of a set of equations, characterizing the production, consump‐
tion, trade and government activities of the economy, simultaneously. There
are four types of equation (Blake et al. 2001):

Figure 1 presents a diagrammatic representation of the manner in which the
economic impact of an event is determined.

a.

Equilibrium conditions for each market ensure that supply is equal to
demand for each good, service, factor of production and foreign cur‐
rency.

b.

Income‐expenditure identities ensure that the economic model is a
closed system

c.

Behavioral relationships give economic agents’ reactions to changes in
prices and incomes, determining consumers’ demand for each good
and service

d. Production functions determine how much is produced for any given
level of utilization.
Figure 1. The Economic Impact of an Event

Determinants of in scope Expenditure
In order to conduct an economic impact assessment of an event is an estimate
of the ‘new expenditure’ that is generated by the event (Crompton 1995; Dilpy
and Li 1998; Mules 1999). The term ‘new expenditure’ or in scope expenditure
(Burns and Mules 1986) refers to expenditure made by visitors, participants,

Cost Benefit Analysis (CBA)
It is important to assess more holistic impacts of events rather than simply rely‐
ing on economic dimension. Events have important impacts on the quality of
life of local residents, environmental impacts of event also need to be assessed
as with as other impacts such as business leveraging and destination image
building. Cost Benefit Analysis (CBA) is a more traditional approach to assess‐
ing the overall impact of an event, which does not rely on any single dimension
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such as the economic perspective. CBA is a useful tool for measuring and com‐
paring the benefits of a special event with the costs related to that event. While
the benefit of an event may be the impact on production levels, thereby primar‐
ily benefiting operators, the costs, such as traffic congestion and noise levels,
could be on the wider community. Cost‐benefit analysis is a valuable tool to
provide information and support decision‐making (Dwyer and Forsyth 1993;
Boardman, Greenberg, Vining and Weimer 1996).
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Table 1. Taxonomy of an Event Costs and Benefits
Event Costs

Event Benefits

• Bid costs

Direct Benefit

• Security

• Viewing pleasure of ticket audience

• Congestion externalities

• Television Spectacle (translates into

• Administrative costs

TV revenue)

• Translation costs

• “Promotion of current lifestyles”

• Promotion (i.e.: the torch relay)

• Positive externality accruing to

• Advertising

Locals who participate for their home country.

• Opening/Closing ceremony costs

• Accommodation services for tourist during the event.

• Insurance
Induced secondary effects of direct outputs
• Stimulated tourism demand (
• “Pride” externality accruing to citizens of the host
city/province/nation.
• Surplus accruing to volunteers who
Figure 2. Event and Infrastructure Costs/Benefits

enjoy the experience Intangible
• Sponsorship (local & international)

The following table uses this taxonomy to enumerate all the associated costs
and benefits. Some of these costs and benefits, referred to below, will be further
clarified in subsequent sections.
In CBA methodology, any cost (such as the Infrastructure Costs described
above) which cannot be associated with a single project is called a joint cost,
also known as a non‐separable cost. The published CBA guidelines of Califor‐
nia Transit (1999) have the following to say on the subject of joint and sunk
costs (in the context of transportation projects):
“There is no theoretically correct basis for allocating non‐separable costs.
However whatever method is used should stand the tests of reasonableness
and fairness. ...Reasonable approaches include allocating joint costs in propor‐
tion to other costs, in proportion to benefits, or in proportion to some combina‐
tion of these.”

Infrastructure Costs
• Construction of supporting transit

Infrastructure Benefits (Benefits thatcould be realized
simply by building the infrastructure and not holding the
events at all)

infrastructure (transit lines, highways, roads)

• Future public use of infrastructure

• Construction of venues

• Future transit use

METHODOLOGY
This project will adopt quantitative approach using self‐administered ques‐
tionnaire to be distributed to international and domestic tourists during the
events. The study is to conduct a survey by using questionnaires in order to
gather sufficient data to be analyzed statistically and infer findings to a larger
population. The questionnaires will be divided into different section namely to
measure the level of awareness, the effectiveness of the marketing and promo‐
tional campaign, factors influencing tourist to visit the event, profiles of tourists
that visit the events, assessment on visitors expectations, impressions and ex‐
perience of events visited and expenditure pattern. A pilot survey will be un‐
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dertaken to ensure that the instrument are understood by the respondents, the
wording and measurement are correct and appropriate. A revision of the ques‐
tionnaire will be made for any mistakes made based on the feedbacks received
from the pilot test.
Sample Population
The sample size of the study will vary for each of the four events based on
event subfields. The sampling procedure will be a combination of random and
convenient sampling. The consultant will check the survey data against avail‐
able census data of the study population in order to minimize sampling errors.
To carry out the questionnaire survey, the required sample will be calculated
based on the formula:
n = N / 1 + Ne2
Whereby,
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these studies differ in the approach they employ to identify event impact (cost
benefit analysis) and that most of them were based on sporting event. Even
though the impact of tourism event in Malaysia is not a unique issue, they
could prove difficult to investigate. Furthermore, it is important to identify the
reason tourist visiting other countries event despite rapid promotion on local
event at their places. This might give insight on the current local and
international Malaysian government promotion regime and why does it fail to
encourage locals attending local tourism events. Nevertheless, the above
conjectures have yet to be revealed from this study.
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Questionnaires will be developed, tested and refined before being distributed
to the samples. A draft questionnaire will be developed and sent to Tourism
Malaysia for feedback before the questionnaire developed is sent for pre‐
testing. The feedback will result in substantial improvements of measurement
and structure of the questionnaire and elimination of potential ambiguity.
CONCLUSION
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This study was conducted to investigate the interrelationships among a
Malaysian tourism event image, a destination image and participantsʹ
intentions to revisit the destination to participate in the leisure activity. This
study should portray that event image affected the image of the destination,
and this is similar to the findings of ( Kaplanidou 2006; Chalip et al. 2003 and
McCartney 2005), in which the impact of sport events or sport tourism events
on destination was shown positively in a sport activity. After a review of the
literature in research on tourism event evaluation method, it was noted that
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ABSTRACT
Ecotourism projects performance has need to identity it ,s regions. Therefore identify
ecotourism suitable locations of Syahkal region accomplished on the basis of its
ecological capability and natural status for three classify, suitable, semisuitable and
unsuitable and used vector and raster data, ecological tourism model and
geographical information systems (GIS) powerful technique for its analyst. Whereas
recreation time is for warm seasons in the Syahkal region therefor used warm
seasons information. After analysis, distincted geographical position and area of
ecotourism regions so that there are suitable regions in mountain(area; equal to
1186.35 hectare) and semisuitable regions in middle part(area; equal to 1893.68
hectare) and non suitable regions in the lower part of Syahkal region(area; equal to
8.56 hectare).
Key words: Syahkal, ecotourism, gıs, ecological model.

Herein, has been worked by different persons as (Longmatey et al. 2000) in
a GIS outlook regarding the management and development of tourism in Gha‐
na concluded that the tourism industry can to obtain foreign currency which
GIS can be an important role to create special database, storage, analysis and
display of tourist information for effective management and tourism de‐
velopment in Ghana. Studying tourism effect for income and the role of geo‐
graphic information system for promote tourism industry (Dondo et al. 2002).
Turk and Gumusay (2004) in their research on title ʺGIS and its application to
tourismʺ in Eminonu region of Turkey concluded that GIS save time and finan‐
cial via network analysis and Boers and Cottrell (2007) in their article that enti‐
tled ʺ infrastructure of sustainable tourism Planning with GIS approachʺ be‐
lieve that this type of planning is based on attractions framework, service and
transport facilities that can provide the management of protected areas for
those coming.
METHODOLOGY

INTRODUCTION
Syahkal region is one of the dominant tourism regions of the Iran that is located
in Guilan province southeast and has area of about 1048.6 square kilometers
that its height is between 15 meters to 2600 meters (Figure 1).
This research attempts using appropriate techniques and methods for iden‐
tify tourism ecological ability of Syahkal region because each area is source lim‐
ited and vulnerable of the tourism activities that without determination it,s eco‐
logical power results the loss of the environment. On the other hand can be an
effective role in creating job opportunities and economic growth for the reason
natural attractiveness.

In this research, used satellite data (A.D 2002) of the Landsat 7 ETM sensor for
extraction of vegetation density map, digital altitude model (DEM with 80 me‐
ters of spatial resolution) for extraction slope, aspect and hillshade maps and
finally digital layers like isotherm, isohyet, geological for local analysis of
Syahkal tourism regions. research methodology is based on ecological model
that include two types; intensive outdoor recreation that require the develop‐
ment, such as playground, motor sports and extensive outdoor recreation that
require no development, such as mountain climbing, nature watching and ei‐
ther on consists three classify, suitable, semisuitable and unsuitable. Obviously
will be different of ecological data criteria for determination of the mentioned
areas in different regions. Criteria listed in Table 1 considered on the basis the
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Syahkal regionʹs natural conditions and then ecotourism regions identified via
GIS overlay analysis (Ramazanipour 2009) then calculated it,s area.
Table 1. Ecological model data in the order of important
Extensive outdoor recreation

Intensive outdoor recreation

un suitable

semi
suitable

suitable

un suitable

semi
suitable

suitable

Slop %

>50

25-50

0-25

>15

5 -15

0-5

Geological

sedimentary
deposits

sedimentary
rock

volcanic
rock

sedimentary
deposits

sedimentary
rock

volcanic
rock

Aspect

southern
and western
in warm
season
eastern and
northern
in cold
season

northern in
warm
season
western in
cold season

eastern
in warm
season
sou
thern in
cold
season

southern
and western
in warm
season
eastern and
northern in
cold season

northern in
warm
season
western in
cold season

eastern
in warm
season
southern
in cold
season

Vegetation density
%

50

50

33.3

50

50

33.3

Precipitation(mm)

1100-1500

800-1100

500-800

1100-1500

800-1100

500-800

Tempreture(c0)

12.5-15

10-12.5

7.5-10

12.5-15

10-12.5

7.5-10

Sunny intensity

little

normal

intense

little

normal

intense

Ecological data

Figure 2. Intensive Outdoor Recreation Regions Position

Second, extensive outdoor recreation regions; figure 3 shows that in the
warm season, mountainous parts of Syahkal region acceptable for suitable of
extensive outdoor recreation more than everywhere for the reason non sultry
weather and non vegetation density specially for recreations like walking and
picnic the area of this regions calculated 1113 hectar. Semisuitable regions in‐
cluded middle parts of Syahkal that it,s area calculated 1882.38 hectare and
finally unsuitable is located in lower parts in other words foot of mountain of
Syahkal region that it,s area has been estimated 0.33 hectare.

FINDINGS
After overlay local analysis via GIS on the basis of extant data and tourism eco‐
logical model determined geographical position and area of Syahkal Intensive
and extensive outdoor recreation regions in the figure GIS maps that will be
visible via GPS on the earth. First, intensive outdoor recreation regions; figure 2
shows that in the warm season, mountainous parts of Syahkal region is avail‐
able to create the necessary conditions and equipments for suitable regions of
intensive outdoor recreation that it,s area has been estimated 53.35 hectare. Se‐
misuitable regions included middle parts of Syahkal that it,s area calculated
11.28 hectare and finally unsuitable is located in lower parts in other words foot
of mountain of Syahkal region that it,s area has been estimated 8.23 hectare.

Figure 3. Extensive Outdoor Recreation Regions Position

CONCLUSION
After analysis related maps distincted that mountain parts of Syahkal region
for warm season is suitable for intensive and extensive outdoor recreation more
than everywhere for the reason non sultry weather and non vegetation density
and geological resistant layers. Totally mountain intensive and extensive out‐
door recreation regions has area 1186.35 hectare that will be the best condition
for tourism projects performance and will be a important income source for
Syahkal residents and also to become distinct ecotourism regions has several
benefit such as to select best of locate for related projects performance and to
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recommend this regions at tourists for to decrease tourists costs of time and
monetary so to help at tourists to find favorite ecotourism regions. In other re‐
spects leading tourists at their favorite ecotourism regions has a importance
role in environmental conservation with decrease damaging natural phenom‐
ena so middle and lower parts of Syahkal region that classified at semisuitable
and unsuitable and has next importance class is desirable for jungle ecotourists
because in mentioned parts there are vegetation high density that totally it,s
area 1902.00 hectare.
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ABSTRACT
There is growing reliance on the Internet and Web sites for promotion of tourism. Until
relatively recently, travel agents have been key intermediary between travel suppliers
and consumers, with information as their primary stock in trade. However, changes to
information technology and the advent of the internet have the potential to allow
travel suppliers and consumers to interact directly, thus threatening the existence of
the traditional travel agents. In Malaysia, the travel and tourism industry has been
greatly affected by the rapid growth of the internet and e-business technology. This
paper examines the factors that influence travel consumers’ choices between using a
travel agent and/ or the internet when planning and arranging their overseas holidays.
Research employing a questionnaire survey was conducted in Kuala Lumpur International Airport (KLIA) and Low Cost Carrier Terminal (LCCT) in Sepang, Selangor, Malaysia. Findings from this study indicated the awareness and the usage levels of travel
agent and internet services. Moreover, the study indicated the satisfaction level of the
tourist on both services. Other findings suggested that travel agents could be become
more competitive through more effective use of information technology and that the
perceived value of the services required can influence consumer choices.
Key words: travel agent, internet, intermediary, service dimension, e-business.

INTRODUCTION
Information technologies (ITs) prevail in all functions of strategic and opera‐
tional management. As information is the lifeblood of tourism, ITs provide
both opportunities and challenges for the industry. Despite the uncertainty ex‐
perienced in the development of ITs in tourism, the only constant will be
change (Buhalis 1998). Travel and Tourism related products and services are
highly compatible with the internet with the result that travel and tourism is
one of the highest revenue‐generating sectors of the internet (Bennett and Chi‐
Wen 2005). The rapid growth of the internet is having an impact on the distri‐
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bution of travel services and has heightened speculation about the potential for
disintermediation of the travel agencies. On the other hand, the emergence of
the internet as a powerful means of both distribution and commerce has led to
much speculation and debate about the current and future role of travel agents
(Bennett and Chi‐Wen 2005). In particular, there have been suggestions that the
brick and mortar travel agent’s role being usurped by new e‐mediaries on the
one hand and principals are using the internet to communicate directly with
consumers on the other (Buhalis 2004; Bennett and Chi‐Wen 2005).
To the extent that the internet enables e‐travelers to easily arrange and pur‐
chase their own services/ products, the future of travel agencies – the tradi‐
tional intermediary – become uncertain. In the travel and tourism context, the
topic of disintermediation, i.e. the elimination of the middleman by using the
internet in the traveler‐agent‐destination/ suppliers network in the travel in‐
dustry, has been debated by different tourism researchers. The accessibility of
online travel website reduces the importance of travel agencies, and might ul‐
timately result in travelers bypassing travel agencies altogether (Buhalis 1998;
Barnett and Standing 2001; Law et al. 2004).
However some researchers argue that a key strength of travel agencies is the
ability to provide personal information and advice to travelers continuously
(Palmer and McCole 1999; Law et al. 2004). The role of travel agencies would
consequently remain secure if their advice‐offering capability were strength‐
ened 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).
While some researcher have investigated the views of suppliers and travel
agencies (Fong 2001; Law et al. 2001, 2004) and academics and consultants (Bu‐
halis and Licata 2002) on the issue of disintermediation.
Much of the recent literature about the industry had focused on the future
role of travel agents. The advent of internet reduces the importance of travel
agents and might ultimately result in travelers by passing travel agencies (Bu‐
halis 1998; Barnett and Standing 2001; Law et al. 2004). In addition, the advent
of the internet has potential to allow travel suppliers and consumers to interact
directly, thus threatening the existence of the traditional travel agent (Cheyne
et al. 2005). Even so, according to statistic from The Ministry of Tourism, Ma‐
laysia as at 31 July 2009, there is an increase of 165 travel agents in 2008. This
shows that, Malaysian travelers still support the traditional intermediaries
businesses rather than internet, yet there is no attest to support this notion.
Empirical studies have tended to look at the issue from the perspective of tra‐
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travel agencies rather than the travel consumers (Chyene et al. 2005). Therefore,
this study will looked to the perspective of travel consumers, because there is
very little information about which travelers might choose to use travel agents
instead of internet in Malaysia.
This study is conducted to investigate Malaysian travelers’ choices using ei‐
ther travel agent or internet when planning, gathering and arranging their
overseas holidays. As few researches have been made on this particular topic
in Malaysia, the researcher has the intention to contribute to the body of know‐
ledge on the scenario happening in tourism industry in Malaysia. The finding
from the study can be used by the government agencies or private sector espe‐
cially to the travel partners to enhance and improve their operation to achieve
competitive advantage locally and globally.
METHODOLOGY
The study seeks to find cause/effect relationships between the given variables.
The purpose of this research is to investigate Malaysian traveler preferences
and influence in using either travel agent or internet to gather information in
their planning and arranging their overseas holiday and what influence their
choices. The sampling method was based on non‐probability sampling using
convenience sampling. According to Sekaran (2005), convenience sampling re‐
fers to the collection of information from members of the population who are
conveniently available to provide it. A total of 250 samples of Malaysian travel‐
ers were obtained during the field survey conducted at Kuala Lumpur Interna‐
tional Airport (KLIA) and Low Cost Carrier Terminal (LCCT) for 3 weeks. Ac‐
cording to Roscoe (1975), rules of thumb determine sample sizes larger than 30
and less than 500 are appropriate for most research. The calculation based on
Krejcie and Morgan (1970), suggested a reliable minimum sample size of 250
respondents are sufficient from a population of 700 populations. Hence, the
planned sample size for this study is considered large enough to conduct statis‐
tical analysis.
A questionnaire was developed that include four (4) sections, Section 1 for
demographic information; age, gender, education level and income levels. The
questions in the second section attempt to determine awareness levels of the
range of services that are available through travel agents and on the internet.
Third section, focused on determining what internet and/or travel agency ser‐
vices respondents had used when gathering, planning and arranging their
overseas holiday. Fourth section, concentrate on identifying the satisfaction
level of respondents towards the service dimensions when gathering informa‐
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tion, planning and arranging overseas holidays. The sections were divided into
travel agent satisfaction and internet satisfaction. The questionnaire also con‐
tained predominantly closed‐ended questions.
Data from the questionnaire was analyzed using cross tabulation in SPSS.
The descriptive statistic was then used to compare responses for demographic
groups. Descriptive statistics (numbers of observations, means and standard
deviations, were also used to analyze data pertaining to demographic. To test
the hypothesis, Pearson Correlation r with the p value of 0.05 or below was
taken. In order to test the relationship of the independent variables and de‐
pendent variables, Pearson Chi‐Square test were used to look at the significant
and the relationship of both variables. the reliability test is used to assess the
homogeneity among the items and the goodness of the measure. According to
Sekaran (2005), the reliability of a measurement indicates the stability and in‐
ternal consistency of each item measure under the same underlying construct.
The results depict the reliability coefficient of the awareness variable in gather‐
ing information, planning and arranging overseas holiday that shows the value
of 0.966 that the questionnaire. According to Hair et al., (2006) and Pallant
(2005), suggested that the ideal Cronbach’s alpha coefficient of a scale should
be a above 0.70 to indicate high internal consistency.
FINDINGS
Table 1 below shows that 60.40% of the respondents are male and 39.60 % are
female and majority of the respondents are between the age 25 to 35 years old
(37.6 %), followed by 18 to 24 years old (30 %) and respondents are below 17
and above 56 years old contribute between 1‐3%. As for education back‐
ground, 67.2 % of the respondents are university graduates between the aged
of 25 – 35 years old, 35% are travelers with an income less than RM10, 000 per
year, this is followed by 22% between RM10, 001 to RM20,000 per year. This
shows that the highest income level of the respondents are less than RM10, 000
as many of the respondents are still young and just started their working life.
The first three questions in the survey were designed to establish levels of
awareness of services available via the travel agents and the internet when
gathering general information, planning and arranging for respondents over‐
seas holiday. Table 2 shows the results for these questions. In summary, more
respondents were aware of the services provided by both the travel agent and
the internet, rather than being aware of only one source. However, in the area
of awareness of service availability, the results shows that in gathering infor‐
mation, many of the respondents were aware on currency, packages and ac‐
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commodation. These three services are provided by the internet as the informa‐
tion is easily available via the internet. In planning overseas holidays, the re‐
spondents are more aware that internet provides information on the accommo‐
dation services, followed by packages and car hire. The mean result shows that,
in arranging overseas holidays, the respondents are more aware that internet
can provide tours services, followed by currency and accommodation. Majority
of the respondents were aware that all the services under the three categories,
and this is in line with the research objective and have answered the research
questions
Table 1. Respondent Gender (N = 250), Age Groups (N = 250), Highest Level of Formal Education
(N = 250) and Income Levels (N = 250)

Table 2. Number of Respondents Who Were Aware of Services Available via Each Channel
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Table 3, shows more respondents used the services provided by travel agent
instead of the internet. Three highest services rating used in gathering informa‐
tion categories and need to give attention are packages (mean = 2.784), tours
(mean = 2.768), and car hire (mean = 2.764). Consequently, this shows that re‐
spondents mostly preferred travel agents in gathering information on those
three services. The result shows that travel agents are still the channel of refer‐
ence and information resources in Malaysian. This notion is supported by the
result of some 100,000 visitors thronged the MATTA (Malaysia Association of
Travel and Tour Agencies) Travel Fair , the number one travel fair in Malaysia,
in search of travel bargains over the weekend, almost double the number that
visited the fair in September last year ( The Star, March 2010). In contrast, a cur‐
rency service is the least popular as many traveler will use internet to check the
latest currency exchange rate in any banking website.
At the same time, three services at the highest rating used in planning cate‐
gories and need to give attention are packages (mean = 2.716), flight (mean =
2.7040) and accommodation (mean = 2.688). Therefore, this shows that respon‐
dents still used travel agencies in planning their overseas holiday in those three
services. Packages are the utmost services that respondent used because travel
agents give a good deals of travel packages and it can be custom made accord‐
ing to the consumer needs and wants. Flights also are important services that
respondents choose because sometimes customer found different flight classes
that internet do not offered to the public. This is because; many of travel agents
are using ticketing reservation system, such as Abacus, Amadeus, or Galileo
where they have the ability to view several class that internet do not offers with
cheaper fare. Again, the result shows that currency is the least services needed
by respondents for their traveling. This is because many of the travelers will go
straight to the money changer after they know the currency value of the coun‐
try they are going.
The three services at the highest rating used in arranging categories and that
need to give attention are accommodation (mean = 2.600), packages (mean =
2.584) and flight (mean = 2.580). Result shows that, accommodation is the ut‐
most important services when respondents want to arrange their overseas hol‐
iday. This is due to, the capabilities of travel agents which have contact with
their travel partners in other countries. Based on researcher experiences in the
industry, outbound travel agents will come to Malaysia, to expand their net‐
working with inbound travel agent during their sales mission meeting that
been organized by the Ministry of Tourism or Malaysia Travel and Tours Asso‐
ciation (MATTA). In this kind of meeting, many Malaysian travel agents have
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the opportunity to have direct contacts and product update from their counter‐
part. Moreover, this travel partner will bring new innovation of packages to be
promoted within Malaysian market. As a result, packages are the second im‐
portant services needed by the respondents to arrange their overseas travel.

Table 3. Number of Respondents Who Were Usage of Services Available via Each Channel
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that many of travel agents really give their best in delivering the information to
the customer. At presence, the information is all at the finger of consumers, as
the technology become vital in information communication technology make
the whole world become smaller with all information only in one click. Thus,
this phenomenon still not threats the capability of travel agents to compete
with internet in given of information. This was supported with the reliability
and assurance of the services by the travel agents, which shown that respon‐
dents was undoubted with the capabilities of travel agents in giving assurance
of their services. Additionally, other five dimensions in priority order are good
deal, empathy, security, handling complexity and unbiased advice.
In contrast, there are a small number of respondents that dissatisfied on the
five dimensions which are in (unbiased advice, security, responsiveness, han‐
dling complexity and accessibility). This might happened when the travel
agents is new in the industry. Some other factors are when the company re‐
cruits new staffs with less experience in handling customers and giving advice.
More over product knowledge of tourism product is a crucial element when
giving an unbiased advice to the customer. It so happen when new staff lack on
product knowledge be sitting in the front line to entertain customer, will giving
an information that he/ she doesn’t confident on what he/ she said. All of these
factors will distract the satisfaction level of customer and end up with no return
or bad comment about the company.

Table 4. Number of Respondents Who Were Usage of Services Available via Travel Agent

The result shows that many of the respondents are using travel agent ser‐
vices for gathering information, planning and arranging their overseas holiday
trip. The results clearly shows that majority of the respondents used travel
agents in all the services under the three categories, and only certain services
from the internet. This is in line with the research objective and the research
question: Is there any relationship between Malaysian travelers’ usage levels
towards traveler choices?
Table 4 indicated all the service dimensions on satisfaction towards travel
agent have been listed in the highest mean score from 2.028 and the lowest at
2.304. Overall, the results suggested that the five most important dimensions
that the respondents were satisfied when planning and arranging their over‐
seas holidays are Information, reliability, assurance, accessibility, and respon‐
siveness. In view of the facts, respondents were very satisfied with the informa‐
tion that has been given by travel agents to them. Hence this can be assumed

Based on table 5 below, all service dimensions on satisfaction towards inter‐
net have been listed in the highest mean score from 2.052 and the lowest at
2.528. Overall, the results suggested that the five most important dimensions
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that the respondent satisfied in internet services when planning and arranging
their overseas holidays are, in priority order: Information, accessibility, good
deals, empathy and unbiased advice. Information services have become the
highest ranking in the respondent’s satisfaction as internet becomes the crucial
reference sources, communication method and online businesses in tourism
industry.
Accessibility is the second ranking in the dimensions of the internet in term
of easily contact to the provider and the transaction process. Obviously, in the
world today, people are using the e‐commerce business as where consumers
now can negotiate, purchase and made payment via electronic transaction in
the internet. Moreover, many of the customers now like to communicate with
their suppliers through medium of communication like Yahoo Messenger,
Skype, Live Messenger, and many more that are available in the internet. Fur‐
thermore, customers can interact with the suppliers directly through internet
call via this medium, and it give benefit to the consumer by reducing the cost of
phone call.

Table 5. Number of Respondents Who Were Usage of Services Available via Internet
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HYPOTHESIS TESTING
There are three (3) hypotheses to be tested if there is a relationship towards the
dependent variables. Pearson Correlation Coefficient analyses were used to
analyze the relationship between independent variable and dependent vari‐
ables. The correlation is because it is suitable to describe the strength and direc‐
tion of the linear relationship between two variables. Pearson correlation coef‐
ficients (r) can only take on value from ‐1 to +1. The positive correlation means
the two variables are moving in the same direction and vice‐versa for negative
correlation. The hypotheses are as follows:


H1: There is a relationship between Malaysian traveler’s awareness
levels to the traveler choices.



H2: There is a relationship between Malaysian traveler’s usage levels
and traveler’s choices.



H3: There is a relationship between Malaysian traveler’s awareness
levels to the traveler choices.

Overall the result shows that, there are relationships on all independent va‐
riable towards the dependent variables.
DISCUSSION

The next dimension is a good deal, as many of tourism intermediaries such
as airlines, tour operator, and hotels are giving special internet booking rate if
the consumer made a booking payment through the internet. This kind of ser‐
vice characteristic has made the consumer reduce their time to deal and queu‐
ing in the bank to make the transaction. However there are intermediaries that
still implement the traditional method of business transaction. Malaysian are
not ready to use the method of transaction, because of some of the travel com‐
pany didn’t have the facilities to provide the transaction process.

It has been argued that there is a diminished place for travel agent in today’s
technological environment, that the internet can provide travel consumers with
more information, cheaper prices and quicker responses than travel agents.
However, the results of this study suggest that there are several factors that
influence Malaysian traveler choices between the internet and the travel agents,
including consumer knowledge of the overseas holiday destination, perception
of the value of a number of the key dimensions and evaluation of travel agents
and internet delivery of these services. This study failed to establish a clear re‐
lationship between participants’ awareness of the various services available via
travel agents and the internet and subsequent usage and evaluation of services.
Nonetheless, analysis indicated there are several areas that significant in gen‐
der towards awareness levels of services available through both the travel
agent and the internet. The Pearson Chi‐Square shown that there is significant
relationship within gender towards traveler choices in gathering information
on car hire with an associated significant level of 0.010. Meanwhile there is one
area only that significant within gender and awareness. In arranging currency,
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the chi‐square tests indicate the relationship with an associated significant level
of 0.045.
In contrast with gender towards usage levels, there is no significant rela‐
tionship of gender and usage levels in gathering information, planning and ar‐
ranging respondent overseas holiday. Therefore, gender doesn’t influence re‐
spondents in usage of services available via travel agent and internet. Other‐
wise gender do influence on car hire and currency in gathering information
and arranging. Conversely, with age towards awareness levels, the Chi‐Square
tests shown that there are significant relationship within age towards aware‐
ness levels on flights with an associated significant level of 0.014, on currency at
significant level of 0.010 and tours at 0.030. Nonetheless, there is no significant
association between age and awareness level in planning and arranging re‐
spondents’ overseas holiday. Meanwhile, there is one only significant relation‐
ship between age and usage which is on currency in planning and arranging at
significant level of 0.046 and 0.011.
Consequently, there are significant association of education toward the
awareness levels in gathering information and planning. Meanwhile, there is
no relationship on education toward planning in awareness. Overall in gather‐
ing information and planning, in contrast of the income level towards the trav‐
eler choice in usage, the Chi‐Square tests indicate that there are some areas that
significant within income. When planning destination and currency, there is a
significant relationship with an association significant level of 0.053 and 0.055.
Whereas, in arranging car hire, flight, currency and tours, there is a significant
relationship with an association significant level of 0.012 (car hire), 0.038
(flight), 0.002 (currency) and 0.042 (tours).
CONCLUSION
In summary, this study show that awareness levels of the various service of‐
fered by both travel agents and the internet are generally quite high among the
respondents in Malaysia. While respondents in this study tend to use travel
agents more than the internet, limited conclusion can be drawn from this as a
similar proportion of respondents recommend both sources for making ar‐
rangements for two key services: flights and packages. Nonetheless, this study
offers clear insights into the different factors that impact on traveler respondent
satisfaction toward the choices between using a travel agent and/ or the inter‐
net. Based on the Pearson Correlation values of satisfaction towards choices
indicated the positive relationship have been established between both vari‐
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ables. In particular, although some overseas holidaymakers may be price sensi‐
tive; many value the positive and lasting relationship that can be established
with a travel agent. The service dimensions that most satisfied by the respon‐
dent are reliability, good deals, assurance, responsiveness, information, acces‐
sibility and empathy. The three least dimensions in travel agents satisfaction
are unbiased advice, security and handling complexity because most of the re‐
spondents have neutral satisfaction on these dimensions.
Whereas, for the satisfaction levels of internet, the service dimension that
most satisfied by the respondents are information, reliability and unbiased ad‐
vice. Others dimension shows that respondents have natural satisfaction levels
towards them. Moreover the result of the study shown that, there are possibili‐
ties that respondent will used certain services provided by the travel agent and
others by the internet. This demonstrates that there is potential for travel agents
to utilize the internet to add value to this relationship by consolidating and
synthesizing the data available on the internet into meaningful information for
their clients. As in other industries, the emerging of challenges is to use inter‐
net to exploit the core competencies of the travel agent, and support the ability
to transform easily available data into information that provides competitive
advantage by creating new knowledge.
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ABSTRACT
Tourism and its effects are seen primarily in the southern Aegean and western Mediterranean regions of Turkey. The faster social, economic and environmental changes
from tourism in the coastal towns and cities of Turkey are particularly important—with
the towns of Antalya, Muğla, Aydın and İzmir provinces providing important examples.
Significant socio-economic changes have appeared in these areas during the last 3040 years as a result of tourism development. Before that time, the above-mentioned
provinces were small agricultural and fisheries towns. It is clear that direct and indirect factors of general economy, such as global economic fluctuations, supply and
demand factors and structural problems of tourism in Turkey, have affected the social
and economic structures of these cities. The impacts of tourism development are
multi dimensional and include economic, social and environmental impacts. Since
there is already abundant research on the economic impacts of tourism development,
this study will focus more on the social and the environmental impacts as they relate
to Turkey; it will also offer some suggestions towards improving these impacts.
Key words: social impacts, environmental impacts..

INTRODUCTION
Tourism is one of the most widely disseminated social and economic phenom‐
ena since World War II. Tourism and its related activities, such as per capita
income and socio‐economic welfare, have witnessed enormous growth in the
twentieth century. Each year more and more people are going abroad and visit‐
ing other countries, even other continents. It is expected that approximately 700
million tourists will visit Europe by the year 2020. Turkey is a provider‐country
in term of tourism, and is an important example of global tourism develop‐
ment. Its EU membership and close proximity to greater Europe makes Turkey
a main player in both the global and European tourism markets.
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TOURISM: DEFINITION AND CONCEPTION
Tourism is one of the most well‐known free‐time and recreational activities in
modern society. It is a temporary displacement of people for health, sport, en‐
tertainment, travel and holiday (Lanquar 1999). ‘A geographical mobility‘ is
therefore operative, making travel an important part of tourism. But an opera‐
tional definition of tourism places less emphasis on travel and more emphasis
on accommodation and hospitality. So, even though tourism today is generally
considered as free‐time and recreational activity, the wider perspective is that
travel for health, business, sport and scientific congress and meetings also fits
the broader tourism definition.
All components of tourism should be considered in order to gain the fullest
picture of the concept. When looked at from the economic perspective, for ex‐
ample, tourism is a service sector that has production and consumption dimen‐
sions. In other words, there are ‘producers‘ and ‘consumers‘ of the tourism ser‐
vice. The ‘producers‘ are the managers, owners and workers within the tourism
sector; the ‘consumers‘ are the tourists. There is an economic exchange between
the consumers (tourists) and the producers (workers within the tourism sector).
Or, when viewed from a sociological perspective, tourism is a social interaction
between the host community and the guest community (Apostolopulos 1996).
It is the contention of this study that the societal dimension of tourism deserves
at least as much consideration as the economic dimension; therefore, the socie‐
tal and, along with it, the environmental dimensions of tourism development
in Turkey are the main focus of this chapter. Social relations, the concept of
‘tourist satisfaction‘, and social and cultural changes (and the impacts of these
changes on the local community as a result of tourism development) will be
discussed.
While normally discussed primarily in economic terms, it should be clear
that an understanding of tourism based solely on the economic point of view is
insufficient (and ultimately un‐economical). Behind its economic dimension,
tourism is a social interaction in which persons who otherwise would most
likely never meet come together in personal face‐to‐face interaction (Apos‐
tolopoulos 1996; Cohen 1996). The quality of those interactions is, therefore,
crucial and impacts the economic dimension, whether the interactions are be‐
tween two individuals, two groups, two nations, or two different cultures.
These interactions, therefore, also have both national and international tourism
implications.
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If we look at tourism from the group or societal level, two different groups
of people, society, nation; a wider perspective even two different cultures come
together and get interaction especially in term of international tourism. Two
groups of people get in a social interaction that most likely their language, re‐
ligion and cultures are different. The socio‐cultural backgrounds of the tourist
and the host determine the structural inside of the interaction. The quality of
interaction between the tourist and the host affects the economical dimension
of tourism. If we look at the tourism activity from an economic perspective,
two sides of the economical exchange –the producer and the consumer‐ should
be satisfied (Baudrillard 1998; Swarbrooke and Horner 2001). On the other
hand; if it has been looked at the tourism activity from a societal perspective,
two sides of the social interaction –the host and the guest‐ should be satisfied
within the social interaction. Accordingly, a proper tourism activity is depend‐
ing upon a healthy economic activity. Then a healthy economic activity is de‐
pending upon a proper social interaction between the consumer or tourist
community and the producer or host community.
The societal dimension of tourism has been discussed so far; then, a short in‐
itial discussion will be given on the environmental dimension of tourism which
is the second major subject of this chapter. A number of different perspectives
are possible to evaluate environmental dimension of tourism. The most radical
perspective is possibly the eco‐tourism perspective which implies a totally
different viewpoint about the tourism activity. According to this perspective
the tourism activity or the tourism development should totally be planned
within the ecological principles. Another perspective about the environmental
dimension of the tourism activity is about the developed tourism areas. The
major point of above mentioned perspective is that tourism should be changed
more environmentalist way or environmentally sensitive way in the developed
tourism areas.
DIMENSIONS OF TOURISM
As it has been mentioned earlier, tourism is not only an economic activity, it
has social and environmental dimensions as well; therefore, tourism should be
accounted as a multi dimensional phenomenon. Tourism is accounted as a ser‐
vice sector in the general economy and affected so many factors. These factors
affect the quality of service and productivity of the sector and finally the in‐
come generated by the sector. The demands and expectations of tourists
changed and the form and structure of tourism has been changed as well for
last few decades. Therefore, natural, environmental, historical, cultural, artistic
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and social factors have become as unavoidable factors for new tourism trends
(Weale and Williams 1992; Hildebrand 1992; Judge 1992: 3‐5). The natural envi‐
ronmental factors, cultural and historical values of the destination areas are
major preferences for tourists. Therefore concepts of preservation of the natural
environment, the environmentally friendly tourism products, touristic facilities
within the natural environment and the sustainability come on stage for the
new tourism trends (Mowfort and Munt 1998).
Eco‐tourism is the first concept for a sustainable tourism development. The
concept of ecological tourism means that the ecological principles should be
accounted as the main principles of the tourism development. In other words,
the ecological principles should be considered as main values and the natural
resources used with in a sustainable way for all stages of tourism development.
(Inforegio/Panorama 2002b).The principles of ecological tourism are not only
considered for new tourism areas, they should be accorded with traditional
tourism areas and facilities as well. The European Union as a main tourism
market of Turkey has a tendency that the ecological principles should be the
main principles of tourism development. The EU Regional Committee held in
21 November 2001, Florence, Italy and discussed that all rules and regulations
related to the tourism development should be accorded with sustainability and
ecological tourism principles (Inforegio/Panorama 2002a).
Turkey should consider EU‘s tendencies about tourism development for
two reasons. Firstly, the EU countries are the main tourism market of Turkey
and, secondly, Turkey is a associate member of the EU. Therefore changing
Turkey‘s tourism structure to more ecological and sustainable way appeared as
an unavoidable necessity. Accordingly, major structure and infra‐structure of
tourism must be changed within the process of the EU membership in Turkey.
Therefore an evaluation of social and environmental impacts of tourism devel‐
opment in Turkey ‐particularly the Southern Aegean and the Western Mediter‐
ranean regions‐ is an important necessity to understand the future of tourism in
Turkey. This evaluation also provides an important understanding of possible
tendencies about the future of tourism development in Turkey.
The Social Dimension of Tourism
If tourism is evaluated from a wider perspective, it has a number of social im‐
pacts as well. Accordingly, the social changes as a result of tourism develop‐
ment grouped as following two major points:

Research Papers

425

1.Demographic impacts: A general increase and changing structure of popula‐
tion in term of age, gender and education in a given tourism area.
2. Economical impacts: Changes in production and consumption forms.


Changes in consumption forms: The consumption forms changing
from the traditional, local forms to the national and international
forms. An emergence of consumption forms that popular in the
global market.



Changes in production factors: Changing human resources using and
demanding new technologies; educational, occupational and lin‐
guistic changes.

3. Cultural impacts: The cultural production and consumption forms of the soci‐
ety have been changed. The traditional life forms and customs have been
changed to more modern forms.


Changes in norms: Traditional social tests and preferences have been
changed. The social behavior that was not accepted by society be‐
fore the tourism development; however, it has been accepted after
that.



Consumption the culture: Entertainment, religious rituals, marriage
ceremonies, local arts and literature that are framed by the tradi‐
tional culture and custom have been changed to more national and
international forms.

4. Impacts on the natural environment: A degradation of the ecological, historical
geographical resources and fauna and flora. A general pollution in the natural
environment (particularly pollution on air, soil and water).
Additionally, if the demographic, economic and cultural impacts of tourism
identified as social environment in general, the impacts of tourism on the envi‐
ronment can be divided up as two subjects; impacts of tourism on the natural
environment and impacts of tourism on the social environment. In so far as the
social environment is just nested in the natural environment; in other words,
the natural environment comprehends the social environment. Therefore, the
policies to minimize the negative impacts of the tourism development on the
environment give a priority to a specific protection of the natural environment.
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The Environmental Dimension of Tourism
The environment might be defined as natural and artificial factors that are de‐
termining human life. The environment has multi dimensional factors. These
factors are biological, physical and social‐cultural categories. Human beings
always tried to maximize usage of natural resources for all history. Therefore,
human societies created an artificial environment on the natural environment.
If it has been looked at from a historical perspective; the usage and manipula‐
tion of the natural environment was so limited in the hunting and gathering
societies and the agricultural societies. However, it has been reached a maxi‐
mum level in the modern industrial societies to maximize economical benefit
and social welfare (Benton 2001). Therefore, there is a competition between the
natural environment and the artificial environment to maximize economical
benefit and social welfare in the modern industrial society (Tuna 2006).
There are so many negative impacts on the natural environment in the
modern industrial society. These impacts are mainly health problems and
deaths as results of air, water and soil pollution; global warming, global climate
change and climate polarization. These environmental problems give so many
negative effects on the natural environment and the social environment. There‐
fore, these global environmental problems are not just accounted as physical
environmental problems anymore; they should be accounted as societal prob‐
lems. Most of these environmental problems are related to the social behavior
of human beings in the modern industrial society (Tuna 2006). Above men‐
tioned problems might be evaluated as a reaction of the natural environment
against to its over usage, manipulation and exploitation. Tourism activity is
also one form of social behavior in the industrial society that affects the natural
environment.
The degradation of the natural environment and the artificial environment
are related to modernization and industrialization in the modern age. In other
words, certain extend the reason of the mentioned degradation was modern‐
ized worldview. Moreover, exploitation and manipulation of the natural envi‐
ronmental resources has been legitimized by modernization ideology. As result
of that the society is alienated to the natural environment and especially the
relationship between the natural environment and the society was weakened
and almost broken down in the modern industrial society (Tuna 2006). This
situation defined as alienation of the society to the natural environment. The
environmental problems such as alienation of the society to the natural envi‐
ronment, degradation of the natural environment, environmental pollution and
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related problems reached the maximum level in the second half the twentieth
century and these circumstances threatened the existence of human beings
(Tuna 2006).

1. Wetlands: Rivers, streams, seas, coastal zones and other water resources,

Therefore, some intellectual tendencies appeared to solve above mentioned
environmental problems and to establish a peaceful relationship with the natu‐
ral environment in the modern industrial society. This tendency called as ‘back
to nature’ movement (Tuna 2006). Eco‐tourism and re‐exploration of the natu‐
ral environment by tourism are accounted as concrete examples of ‘back to na‐
ture’ tendencies.

4. Social environment: All social activities (Lanquar 1999).

The tourism development as a multi faceted socio‐economic activity is
mostly based upon a wider usage and manipulation of the natural environ‐
ment. The relationship between the tourism development and the natural envi‐
ronment has two main dimensions. On the one hand, the natural resources are
main and the most critical resources to create a touristic destination; on the
other hand, the tourism development gives so many negative impacts on the
natural environment. Moreover, usage and consumption of natural resources in
the tourism processes have been changed the basic structure of the natural en‐
vironment (Weale and Williams 1992; Ceylan 2001: 170). The tourism potential
of a country is related to its social, historical and cultural resources. Tourism is
one of the most popular and economically most valuable sectors of the XXI
Century; however, the tourism development especially mass tourism is not so
sensitive to the natural environment in the developing countries and the devel‐
oped countries. As result of disregard of the environmental impacts of tourism,
the tourism development give so many negative impacts on the natural ecosys‐
tem with threatening historical, structural and natural resources of the area.
Especially faster tourism development and mass tourism disqualified the natu‐
ral environment. The faster tourism development gives so many negative im‐
pacts on the environment. These impacts are the buildings not compatible with
the natural environment, destruction of coastal zones, esthetic pollution, insuf‐
ficient infra structure, swage system and garbage collection, sea pollution, dis‐
position of historical areas, degeneration of traditional social life. These impacts
give greater and impact on the natural environment such as changing land use,
loosing agricultural lands and fauna and flora, degradation of the natural envi‐
ronment. The tourism development use much more environmental resources
than any other economic sector. The natural environmental resources are un‐
avoidably important for the tourism development because they are not renew‐
able and they also take tourist interest. The OECD report published in 1980,
pointed out particularly important four environmental resources:

2. Natural areas: Soil, forests and air,
3. Architectural areas: All architectural areas take tourist interests,
Tourism is constructed on above mentioned resources. Moreover, an ap‐
pearance and development of tourism in a certain area impacts above men‐
tioned resources as well. Therefore, an environmentally friendly and naturally
sensitive tourism development use the natural resources with more sustainable
way and make tourism more sustainable (Mowforth Ian Munt 1998). Therefore,
the protection of natural resources as essence of the tourism development re‐
quires a high level of environmental sensitivity and environmental conscious‐
ness. Increasing demand of environmentally friendly tourism products has be‐
come prime determinant of the travel and holiday planning and destinations.
The mentioned environmental motivation has become a main economical de‐
terminant of the tourism entrepreneurs. More over private tour operators, local
and international authorities and even local communities have become more
environmentally sensitive than before. Because most of the actors of tourism
recognized that the future of tourism is depending upon the protection of the
environment (CE 1993: 4).
The tourism demand has been enormously increased since 1970s. Of course
there are both some positive and negative impacts of this demand. The devel‐
opment, management and preservation of natural resources and cultural val‐
ues of local communities have become major priorities for tourism develop‐
ment for last few decades. There is also a tendency to make these resources for
marketable factors to the tourism development. Because tourists want escape
from stressful working conditions and boring daily life of crowded metropoli‐
tan cities such as alienated life style, over crowded population, traffic and park‐
ing problems and noise pollution. Then they want to spend their holiday in a
peaceful atmosphere, nested in a natural environment. Therefore a natural at‐
mosphere is a basic demand for tourists and the tourism development (Mow‐
forth Ian Munt 1998). Degradation of environment results with loosing com‐
petitiveness and resources related to tourism. It is expected that a global de‐
mand for the environment is going to be increased in the near future. The envi‐
ronmental awareness of tourists is increasing and they more likely prefer envi‐
ronmentally friendly tourism products than others (CE 1993).
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SOCIAL AND ENVIRONMENTAL IMPACTS OF TOURISM
An enormous progress has been seen in term of tourism development in Tur‐
key for last three decades. While just few hundred thousand foreign tourists
had visited to Turkey in the early 1970s, the number of foreign visitors reached
more that 26 million year 2008. Additionally the tourism sector generates close
to 22 billion USD economical values and hundreds of thousands jobs in Turkey
(www.kultur.gov.tr). These basic figures present how fast and how big the
tourism development in Turkey is. The positive economic impacts of the tour‐
ism development are of course enormous. Turkish society enjoys this economic
development and socio‐economic welfare generated by the tourism sector.
However, there are so many unintended and unwanted social and environ‐
mental impacts of this development in Turkey which are not frequently inves‐
tigated. There is a wealthy literature on evaluation of the tourism development
in Turkey (Korzay 1994; Tosun 1999; Göymen 2000; Işıkçı 2002; Karaman 2002;
Karamustafa 2002; Tuna 2006; Tuna 2007). Most of these literatures look at the
tourism development from an economical perspective and some of them look
at an environmental perspective as well. However, the social impacts of the
tourism development in Turkey are not commonly investigated.
Social Impacts of Tourism Development in Turkey
Initially, if it has been looked at from a sociological perspective, the social struc‐
ture of the tourism cities shows interesting facts. The first and probably the
most important point should be mentioned about the social infrastructure of
the tourism in Turkey is the education level. The education level of the tourism
sector workers is not so high. The research shows that one third of working
force only has a basic level of education, another % 40 has high school level and
only one forth of them has higher education (Tuna 2007). Additionally, most of
the tourism workers never had any occupational training course related to
tourism. Therefore, some of the workforce has no idea about basic fundamen‐
tals of tourism such as tourist satisfaction, environment and sustainability
when they begin to work in the tourism sector (Tuna 2006; Tuna 2007). This
low level of education is one of the most important problems of tourism sector
in Turkey. This circumstance has direct effect on the tourist satisfaction and
sustainability of tourism development in Turkey. Therefore, an improvement
of general level of education appears as basic necessity for a more sustainable
tourism development.
The second point should be dealt with social structure of the tourism of
Turkey is environmental sensitivity of the tourism sector workers. The envi‐
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ronmental sensitivity and consciousness of the tourism workers are so low in
Turkey (Tuna 2007). Not only workers but also managers of the tourism sector
not so much knowledge about the environmental dimension and the environ‐
mental impacts of the tourism development. This is also related to the general
level of education. As general level of education of the tourism workers are so
low, their environmental knowledge, sensitivity and consciousness are so low
as well. Much more problems might be mentioned about the social structure of
tourism in Turkey; however, above mentioned two problems crosscut all oth‐
ers‘. Therefore only two of them are mentioned in this context. It is possible to
notice so many positive and negative impacts of tourism development in Tur‐
key; however, most of the research points out positive impacts (Korzay 1994;
Tosun 1999; Göymen 2000; Işıkçı 2002). If it has been looked at impacts of the
tourism development in societal level; Turkish society most likely points out
positive impacts of the development as well (Tuna 2007).
Additionally, public perception on the tourism development shows contra‐
dictory results. Some socio‐cultural changes as a result of tourism development
accounted with both their negative impacts and positive impacts simultane‐
ously. For instance dissolution of strong family ties and social solidarity both
approved and disapproved by the same group of people (Tuna 2007). On the
one hand, Turkish society disapproves the dissolution of strong family ties and
social solidarity because of acceptance of these values as the distinctive features
of the traditional societies and Turkish society is still somewhat traditional. On
the other hand, Turkish society approves the dissolution of strong family ties
and social solidarity. Because these changes accepted as indicators of the indi‐
vidual freedom, modern family life and the modern life style. Turkish society
accepted these values as an indicator of individual freedom as a modern soci‐
ety (Keyder 1998). This circumstance might be acknowledged as an indicator of
a dual social structure or a social change from a traditional social structure to a
modern one (Harrison 1995). Moreover, tourism is a main catalyst or agent of
the social change or the dissolution process (Apostolopoulos 1996; Cohen 1996)
However, the dissolution of strong family ties and social solidarity have not
been easily accepted as social changes by the individuals of Turkish society. On
the one hand, strong family ties and compassions about social solidarity are
being dissolving as major social institutions of the traditional society. On the
other hand, counter institutions such as community clubs, youth clubs, family
clubs and veteran clubs and advisory boards and value systems of these insti‐
tutions have not been established and institutionalized synchronically as major
institutions of modern society. Therefore individuals in the society feel like
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normlessness, valuelessness and even alienation. The social control mecha‐
nisms have become ineffective. These sorts of problems have been experienced
in Turkish society related to a swift increase of income as a result of tourism
development. The relationships between the family members, especially the
parents and the youngsters are being dissolving. There is a tendency through
alcoholism, drug usage, underage sexual intercourse in Turkish society that is
not legitimately acceptable behaviors in a traditional society (Tuna 2006). All
these social changes might be acknowledged as a socio‐cultural cost of a swift
tourism development in a traditional society (Apostolopoulos 1996; Cohen
1996; Dann and Cohen, 1996).
Therefore, the problems of the erosion of traditional social values with the
tourism development and lack of compensation of these values with new mod‐
ern social values not always explicitly have been seen. However, these prob‐
lems culminated with a passionately dissatisfactory feelings in Turkish society.
The community consultation centers should be established in order to resolve
above mentioned problems. The local governments, occupational associations
and non‐governmental organizations may play initiative roles to establish these
organizations. Additionally universities play an advisory role to institutional‐
ize these consultancy services.
Environmental Impacts of Tourism Development in Turkey
Most of the tourism areas have been established on the productive agricultural
areas in Turkey. The coastal tourism areas of Turkey are located on the agricul‐
turally productive the Mediterranean and the Aegean Regions. So many agri‐
cultural lands had been eaten by the tourism development to build up new
tourism facilities. Therefore, productive agricultural lands have been switched
tourism areas in these regions. Therefore agricultural potential of Turkey also
decreased related to the tourism development (Çağatay et al. 2001; Dindar
2002).
The tourism development also affected the urban and rural structure, espe‐
cially in the coastal areas of Turkey. Small agricultural and fisheries tows have
become large tourism centers for last 20‐30 years especially in the coastal areas.
The wetlands, foresters, lakes, rivers and seas have been deteriorated. The
building construction enormously increased, many touristic facilities and
houses have been constructed in considerably small areas and the carrying ca‐
pacity has passed for this period. This over intensive construction results with
so many infrastructural problems such as insufficient roads, water systems,
and swage systems. The construction of these infrastructures needed huge
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amount of budgetary and financial resources. Because of the lack of financial
resources these basic infrastructures are insufficient. Especially insufficient
swage systems results with water pollution in the sea and other water re‐
sources. The over intensive urbanization in the touristic city centers also cre‐
ated parking problems, air pollution, esthetic pollution and noise pollution
(Tuna 2007).
Therefore, in order to change tourism structure to a more sustainable way, a
strict control over new urbanization tendencies is a fundamental necessity in
the tourism areas. No more building permit will be given to control over inten‐
sive construction in the city centers. New tourism development and rehabilita‐
tion plans should be designed if it is necessary in the tourism areas. Some of the
tourism areas already announced as specially protected areas in Turkey. How‐
ever, because of the inefficient control mechanisms of related institutions and
lack of cooperation among the public and private stake holders such as local
governments, local branches of central government, NGOs and tourism organi‐
zations mentioned protection plans not effectively being applied. Therefore,
initially an effective cooperation among the mentioned institutions should be
institutionalized. Then these areas should strictly be protected for a sustainable
tourism development in Turkey. General, regional and local environmental
protection plans should be designed and applied for a sustainable tourism de‐
velopment in Turkey. The objectives of regional and local environmental pro‐
tection plans as follows:


Prevention of sea pollution,



Prevention of algae and dead seeds in the sea,



Crime control and prevention,



Prevention of high population density and over crowded population,



Prevention of noise pollution,



Distinction of tourism areas and non‐tourism areas,



Distinction of rural areas,



Prevention of over construction and over urbanization in the tour‐
ism areas,



A restoration of negatively urbanized areas.

Local level and regional level Environmental Management Systems should
be institutionalized to realize above mentioned objectives. These are the princi‐
ple of Environmental Management Systems:
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Formulating of environmental policy,



Ensuring total commitment of all in the organization,



Carrying out environmental review,



Determination of responsibilities within the organization,



Preparing a register of environmental effects,



Establishing objectives and targets,



Implementing management systems,
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ABSTRACT
There are a number of hot spring resorts in Japan. Some do well in gathering tourists.
However, there little has been known why. This paper describes a cognitive chronoethnography study that has been done at a hot spring resort, Kinosaki-onsen. We assumed that there should be several styles of visit, e.g., some would enjoy hospitality,
others would stick to the constituents of hot spring. We assumed also that those who
have different styles would show different activities in terms of the kinds of places
they visit and the order of visits. 21 groups of tourists with different visiting styles partici-pated in the study. Each group arrived at Kinosaki-onsen early afternoon and was
asked to tour Kinosaki-onsen as they liked. They were asked to carry a GPS and a
digital cam-era for recording their activities. We conducted an interview on the next
day with the recorded behavioral trajectories and photos. By compiling the data, we
identified four types of activities, theme-park type, shopping type, hot spring type, and
hotel and meals type. Each type has its characteristic behavioral pattern. This is useful
for designing ser-vices that match the individual activity patterns.
Key words: cognitive chrono-ethnography, hot spring resorts, activity patterns, GPS.

INTRODUCTION
A sightseeing spot is a place that tourists visit to leave aside their daily lives for
pleasure. Memory of their experience may sway them to return in the future.
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However, not all tourists enjoy the same site in the same way. For example, at a
spa resort, some tourists enjoy the hot springs, some focus on the regional food,
some are there for the ac‐commodations and amenities, and others enjoy the
hospitality, but all of them expect to have good experiences there. Their evalua‐
tion is based on how well their expectations are met. This paper introduces a
study implemented for the purpose of exploring the characteristics of tourists
who visit sightseeing spots. It applies Cognitive Chrono‐Ethnography (CCE), a
technique that we developed to analyze people’s selection of ac‐tivities (Kita‐
jima, Toyota 2010). CCE is used to investigate the process by which an in‐
dividual selects an activity, using an observation study (ethnographic study) at
the site where that activity is performed. Activity data are recorded and col‐
lected, and retros‐pective interviews are conducted to clarify participants’ ac‐
tivity selection at the site. Examples of CCE studies can be found in Someya et
al. (2009) for spectators behavior of professional baseball games, Kitajima et al.
(2009) for human navigators who try to provide useful information for the
drivers, and Kitajima et al. (2005) for passengers who try to find their ways at
unfamiliar train stations by utilizing signs.
Description of Kinosaki
We selected Kinosaki, a spa resort in Hyogo Prefecture, as the object of this
study. Ki‐nosaki dates back to the Heian era, more than 1300 years ago. As
Naoya Shiga’s novel At Kinosaki indicates, Kinosaki is famous not only in the
Kyoto‐Osaka‐Kobe area but also as a congenial spa town with various forms of
amusement. Sea bathing in summer and crab dishes in winter attract many vis‐
itors. More than 30 events, including festivals of each season, are held
throughout the year. However, what actually attracts visitors remains rela‐
tively unknown, and events are currently planned and executed based on intui‐
tion and experience. Therefore, it is important to obtain knowledge about the
fac‐tors that attract new and repeat visitors, in order to enable the efficient and
effective management of spa facilities.
CONTENTS AND STUDY RESULTS
We implemented a CCE study to determine what tourists enjoy about spa re‐
sorts. For this study, tourists visited Kinosaki in a manner that was typical of
sightseeing trips to spa resorts and recorded their activities during their stay;
their records were then re‐viewed. It was important that the trip be typical.
What activity was selected for the visit depended greatly on the context in
which the event was executed. Selection varied with individual cases (e.g.,
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traveling alone, with a group, or with family including children). Having all
participants act naturally in a typical context for them will hopefully help de‐
termine an accurate description of spa resort visitors.
This study was implemented under the following study design. First, a sur‐
vey for objec‐tively understanding the diversity of spa resort visitors was im‐
plemented. Based on the results, we selected 20 groups (hereinafter called mon‐
itors) with different attributes of visiting spa resorts, and had them visit
Kinosaki in their usual manner for a trip to a spa resort (e.g., as a married cou‐
ple, parent and child, or group of friends). The study was conducted during
crab season in autumn (November) or winter (January), when Kino‐saki is most
attractive to tourists. However, the weather and the activities in autumn dif‐fer
considerably from those in winter. Monitors recorded their activities on their
first day in Kinosaki and on the next day. After the monitor checked out of the
hotel, an in‐terview was conducted using those records. In the interview, the
monitors were ques‐tioned about their trip to the spa resort: their reason for
selecting the hotel, their reserva‐tion method, how they spent their time there,
where they had gone before visiting Kino‐saki, where they were going after
leaving Kinosaki, and where they would have gone if they had not come to Ki‐
nosaki. They were also asked to describe their lifestyle. The re‐sults of the in‐
terviews were summarized, an activity movement outline was extracted for
each group, these outlines were integrated, and several activity models were
configured in order to derive the characteristics of spa resort visitors. Proce‐
dures are detailed in the following sections.
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the questions was used to investigate the attributes of visiting. Figure 1 pre‐
sents the questions that were used for the analysis. What the responders con‐
sidered when selecting a spa resort (Q13), when selecting a bath and hot spring
(Q14), and when selecting a hot spring hotel (Q15) were addressed in general,
regardless of whether or not they had ever visited Kinosaki. Those who had
visited Kinosaki were asked to specify the places they had visited (Q22) and
why they decided to visit Kinosaki (Q23).

Q13, Q14, and Q15 were answered by all applicants for participation (229).

Selection of the Monitors
For this study, it was necessary to select diverse monitors who enjoyed spa re‐
sorts in different ways (attributes of visiting spa resorts). Therefore, a Web
questionnaire about hot springs was implemented, and the monitors were se‐
lected based on a response pat‐tern indicating attributes of visiting spa resorts,
as well as the number of companions and the monitor’s relationship with them.
The Web questionnaire was distributed to 7,000 potential monitors from 8:00
p.m. on Oct. 3, 2008 (Fri.) to 10:00 a.m. on Oct. 8, 2008 (Wed.). The question‐
naire included questions about awareness of, degree of inter‐ests in, and inten‐
tion to participate in a wide range of hot springs and was not limited to the spa
of Kinosaki. There were 1,649 responses, of which 1,337 were considered valid.
The responses of 229 applicants that were considered valid were then analyzed.
The ap‐plicants who had characteristics typical of spa visitors were then se‐
lected as monitors. For selecting monitors, cluster analysis of the responses to

Q22 and Q23 were answered by only those who had visited Kinosaki (111).
Figure 1. Questions to Classify the Ways Respondents Enjoy Spa Resorts
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who had visited Kinosaki. The total number of combination patterns of clusters
was 756 (4×3×3+4×3×3×4×5), of which 79 patterns were actually analyzed.
For responses to Q13, Q14, and Q15 by those who had never visited Kino‐
saki (118), the top three patterns are ACA (35.30%), AAA (22.19%), and CCA
(20.17%), accounting for 65% of the total. The fourth pattern is ACC (5.4%). The
top pattern, ACA, represents those who select standard or major spa resorts;
they place importance on hot spring/bath, air/atmosphere, accommodations,
dishes/special products, and richness of nature/environment (A); prefer genu‐
ine hot springs and natural hot‐water spring, quality and effects of the hot
spring, and outdoor baths (C); and select a hotel based on cost and service (A).
The second pattern, AAA, represents those who focus on facilities (e.g., the
type of bath, outdoor bath, size of bathtubs, and unique bathtubs) rather than
genuine hot springs. The third pattern, CCA, represents those who prefer un‐
explored areas/nature rather than major facilities when selecting a spa resort.
Using the results of this cluster analysis, monitors were selected on the basis
of the fol‐lowing points.
(1) They could attend on the specified study day and interview day.
(2) They could participate in the study in a group of two or more persons,
includ‐ing companions.
(3) The combined clusters were balanced.
(4) Age group, gender, type of companions, experience of visiting Kino‐
saki spa, and place of residence were balanced.
Although 24 groups were selected, three groups cancelled; therefore, the fi‐
nal number of groups participating in the study was 21. Among the partici‐
pants, twelve groups had visited Kinosaki before, while nine groups were visit‐
ing for the first time.
Tourist Activity Study
Figure 2. Cluster Analysis of Responses Used For Selection of Candidates

Figure 2 presents the results of cluster analysis of 229 applicants’ responses
to Q13, Q14, Q15, Q22, and Q23. Four clusters for Q13, three clusters for Q14,
and four clusters for Q15 were identified for all participants. Four additional
clusters for Q22 and five additional clusters for Q23 were identified for those

Two sessions of the study were implemented. The first session was from Nov.
19, 2008 (Wed.) to Nov. 22 (Sat.), and the second session was from Jan. 9, 2009
(Fri.) to Jan. 12 (Mon., holiday). Figure 3 outlines the study process. Each moni‐
tor received a briefing of the study after arriving at Kinosaki and then went
sightseeing, carrying a digital camera and a GPS. The investigator retrieved
these devices at 9:00 p.m. at the monitor’s location, plotted the GPS data on a
map, and printed the digital photos in preparation for the interviews. Each
monitor participated in a 90‐minute interview on the following day at a speci‐
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fied place (Kinosaki Literature Museum for the autumn study and the hotel
information office of the Kinosaki Tourist Association for the winter study).
Monitors answered the questions while looking at records (GPS data and pho‐
tos) of their activities, and prepared their own activity movement outlines from
their arrival at Kinosaki until their arrival at the interview site, in collaboration
with the investigator. This collaboration helped to clarify the tracks, reasons,
and background of each monitor’s activity selection. Figure 4 presents an ex‐
ample of a monitor’s movement outline, drawn by summarizing the results of
the interview.
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Characteristics of Spa Resort Visitors
By examining the monitors’ activities collected through the interviews, we
found that the following six activity categories would be useful to characterize
each monitor’s cha‐racteristics as spa resort visitors:


Hot spring activity: Taking public baths frequently



Hotel activity: Having a lot of interest in hotel selection; enjoying indoor
bath‐ing at the hotel



Eating activity: Having a lot of interest in dining at the hotel; enjoying
dining out



Strolling activity: Strolling the streets; high interest in streets



Entertainment activity: Use of service facilities/tour areas outside Kinosaki



Shopping activity: Visiting souvenir shops, purchasing souvenirs, eating
at var‐ious restaurants.

A matrix that represents the differences among the six activities was created
and ana‐lyzed by means of the Hayashi’s quantification method, type III. The
results indicated that the differences could be explained by two‐dimensional
coordinates, with the first axis representing “Static vs. Dynamic” and the sec‐
ond axis representing “Shopping‐Oriented vs. Bathing‐oriented” and the moni‐
tors would be classified into four categories. The results are plotted in Figure 5.
Figure 3. Study Process

Figure 5. Two‐Dimensional Plot of Ways to Enjoy Spa Resorts

Figure 4. Example of a Monitor’s Activity Movement Outline

Theme‐park type: People in this category fully enjoy a well‐balanced hot spring
trip (e.g., eating, shopping, and bathing). Their activities are diverse, with some

444

The 5th World Conference for Graduate Research in Tourism, Hospitality and Leisure

groups (A‐01, A‐05, and A‐06) enjoying relaxation and others (A‐02, A‐10, W‐
04, W‐07, and W‐08) preferring to move about. These tourists feel that a two‐
day trip with an overnight stay is insufficient because of the shortage of time.
Many arrive at Kinosaki early, before check‐in, and depart late, after the check‐
out. When traveling by car, they enjoy sightseeing. Furthermore, because of
these tourists’ comparatively vigorous desire for consumption and experience,
their feeling of satisfaction may be improved by introduc‐ing ways to help
them enjoy the whole day fully and/or by providing services that make them
want to return.
Shopping type: Tourists in this category spend more time shopping than taking
public baths. The main purpose for some may be to look for souvenirs; how‐
ever, analysis of the study results also indicated some passive reasons for shop‐
ping, such as bad weather (W‐06), long lines or crowds at the public baths (W‐
09), and “more enjoyable than bathing because it will not cause any trouble if
we are taking children” (W‐09). While these tourists may not buy many sou‐
venirs, they may be dissatisfied with the spa resort if they find few attractive
special products or only a few souvenir shops or goods.
Hot spring type: Tourists in this category spend more time taking public baths
than shopping or dining at local restaurants. Although they do stroll the streets
and go sightseeing, their main purpose during their stay after check‐in until
check‐out is taking public baths. The sole purpose of some tourists (W‐01 and
W‐10) is bathing in the hot spring. They may have time to buy souvenirs after
check‐out, but they may spend this time having lunch at a restaurant, due to
limited time. They may be dissatisfied with charges for public baths after
check‐out (A‐08 and W‐01).
Hotel and meals type: Tourists in this category are not as active in taking public
baths but do enjoy indoor baths and dinner at the hotel. Some may visit Kino‐
saki before or after check‐in on their way into or out of the prefecture (A‐07 and
A‐11). Therefore, they do not engage in activities for full enjoyment of the Ki‐
nosaki spa (e.g., public baths), but they do enjoy spending quiet time at the ho‐
tel (A‐03 and A‐07) or strolling the streets (A‐11, W‐03, and W‐05). This cate‐
gory includes tourists who are accustomed to traveling (A‐03, A‐07, and A‐11)
and those who return to Kinosaki spa (W‐03 and W‐05). Because the cost of an
overnight stay accounts for nearly the entire cost of the trip, these tourists tend
to evaluate meals and services severely and are highly aware of the cost. Fur‐
thermore, tourists in this category tend to use such high‐class hotels as Ni‐
shimuraya (A‐07 and W‐03) or were considering it this time (A‐11).
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CONCLUSION
Kinosaki organizes various events and successfully attracts tourists. However,
how visi‐tors perceive these services has not been analyzed. The plan‐do of a
plan‐do‐check‐act (PDCA) cycle has been performed without the check‐act
process. Results of the CCE studies in this study indicate that visitors to Kino‐
saki spa can be classified into four types, based on their expectations. Thus, it is
finally possible to complete the PDCA cycle, and we can examine whether or
not the currently provided services meet visitors’ needs and expectations.
Quantitative analysis of participants is necessary to estimate how many be‐
longed to each of the four types. Such analysis allowed quantitative pre‐diction
of the effect of the services provided. We have used CCE studies to configure
activity models of people who accept each type of customer service not only at
spa re‐sorts but also at baseball stadiums (Someya et al. 2009) and movie festi‐
vals (not availa‐ble in English). We do not stop here. We have been conducting
projects for designing innovative services based on the activity models of ser‐
vice receptors. They should im‐prove the productivity of services because they
are targeted to heterogeneous individual customers. We believe that CCE is a
powerful device for effectively carrying out the PDCA cycle.
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visitors. It is an important competitive advantage for old wine world countries.
Especially cultural and historical aspect of a wine region attracts wine tourists.
Wine was a valuable commercial product during centuries in Anatolia.
After Islamic religious had been dominated Anatolia wine production had been
mostly produced by Non‐Muslim communities. Today Cappadocia not only
with wine production but also with historical wine and winery heritages is an
important wine tourism region in Turkey.
This paper divided into three sections. Firstly a review and discussion of
structure of wine tourism regions will be conducted. Secondly, an overview of
viticulture in Cappadocia will be determined and thirdly a general review of
wine history in Cappadocia will be discussed. Finally cultural and historical
aspect of wine tourism in Cappadocia will be discussed.

ABSTRACT
Wine tourism is a hybrid industry that combines wine and tourism industries. For
many wine regions, wine is important tourism attractiveness. Furthermore wine is an
important primarily motivation factor for visitors. Many wine lovers visit wine region to
taste local wine and to experience local culture. One of the other attractions for a wine
region is wine history of a region. Turkey has an important wine history. Many civilizations have been founded in Anatolia. Before spread of the Islamic religion in Anatolia,
large amount of wine had been produced in Anatolia by many civilizations for instance
Hittite, Phoenician and Lydia. The aim of this study is determine to historical aspect of
wine tourism. Due to cultural aspect of wine tourism, history and traditions about wine
of a region attract many wine tourists to region. Cappadocia has a critical place in
wine history. In ancient times many civilizations used wine both holy and commercial
product in the region of Cappadocia. Therefore Cappadocia is an important wine producer region in Turkey.
Key words: wine tourism, historical wine tourism, Cappadocia

INTRODUCTION
Wine tourism is used an effective way to market of wines by regions especially
New Worlds of wine. Tourism products have both physical (tangible) and
human (service related) elements. The wine tourism experience of a product is
based on agricultural land use and the production of wine that appeals to the
senses of taste, smell and sight. Wine tourism demonstrates a symbiosis
between tourism and agriculture that provides potential for their mutual
benefit (Carmichael 2005: 186). Furthermore wine history of region increased of
wine tourism experience quality. Old wine world countries still use their
historical wine attraction to attract visitors to their region. They produce wine
with traditional ways and they sell this experience as a tourism product to

WINE TOURISM
Wine tourism is a relatively new tourism product and, as such, is confronted by
a range of critical development issues, which have the potential to adversely
affect its sustainability and long‐term profitability (OʹNeill and Charters 2000).
Wine tourism is acknowledged as a growing area of special‐interest tourism
throughout the world, and it is an increasingly important tourism component
of for many wine‐producing regions and encompasses a wide range of
experiences built around tourist visitation to wine outlets, wineries and wine
regions (O’Neill and Palmer 2004; George 2006). There are many definitions
about wine tourism that concern both consumer experience and destination
development. Wine is more than just agricultural activity and, part of the way
of life for many countries on the Mediterranean shore; it is an essential element
in expressing the regional cuisine, not only within the Mediterranean, but also
throughout the world (Hall and Mitchell 2000: 445). According to Getz (2000)
wine tourism is travel related to the appeal of wineries and wine country, a
form of niche marketing and destination development, and an opportunity for
direct sales and marketing on the part of the wine industry. Also wine tourism
can be defined as; visitation to vineyards, wineries, wine festivals, and wine
shows for grape wine tasting and experiencing the attributes of a grape wine
region as the primary motivation factor for visitors (Hall et.al. 2002).
Visit to vineyards have been a part of organized travel at least since the time
of the Grand tour, and likely even since the times of ancient Greece and Rome.
However, it was not until the mid‐nineteenth century that wine began to
appear as a specific travel interest. Several factors came together at this time.
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First, the transport revolution created by the development of railways enabled
greater ease of access. Second, a social revolution occurred in terms of the
growth of a new middle class that began to seek quality wine along with
aristocracy. Finally the publication of the 1855 Classification of the Wines of the
Gironde for the first time explicitly and officially gave wine, and wine growing
regions, a declinational identity (Hall et al. 2002: 2).
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Recreational and social activities to expand visitor’s experiences
Authentic regional architecture and heritage attractions
Access to local culture lifestyle.

Wine tourism will depend on identification and management of unique
issues pertaining to use resources (i.e. the land and water, labour, capital, and
infrastructure inputs necessary for grape growing and wine making).
Moreover, specific forms of wine tourism development (e.g. visitor facilities
and events at wineries, wine‐themed interpretation and information centres,
wine museums, wine‐themed villages, wine country tours), and the specific
impacts caused by wine‐related tourism (such as increased traffic on rural
roads, development of services and facilities in agricultural areas, and new and
increased spending patterns) affect development of wine tourism in a region
(Poitras and Getz 2006: 427). Wine‐related tourism is a significant factor in
sustainable rural development, most obviously through the creation of jobs and
the sale of local merchandise. Wineries are the archetypal small business in
rural economies, where small‐scale businesses, which are affected most by the
effects of economic restructuring, dominate (Hall and Mitchell 2000: 449).
In addition, wine tourism involves various tourism concepts such as
cultural tourism, agriculture tourism, history tourism and special interest
tourism (Getz 1998). The wine industry and tourism industry are often
colocated within regions and therefore share commonalities to do with
geographic, economic, social and resource assets (McRae‐Williams 2004). Getz
(1998) claims that there are some core elements that help to developed wine
tourism in a region. These elements are;
 Resources e.g. Climate, soils, moisture and drainage
 Grape production
 Wine making
 Accessibility to the region and its wineries and wines
 Essential visitor services: transport, accommodation, dining
information.
Moreover, these core elements; there are several elements that increase
attractiveness of basic product;
 Interpretation of the region, wine making and wines,
 Tours to and within a wine region

Figure1. Critical Features of Wine Tourism from Perspective of Customer
Sources: Getz and Brown 2006: 156

Winery visitors want from a wine‐related travel experience, combining a
core wine product, essential destination features, and related cultural
experiences. Core wine products involve friendly wineries, knowledgeable
winerystaff, wine festivals, and familiar wineries. The culturl product concsist
of accomadation, regional character, fine dining gourmet restaurant and
tradational wine village. “Core destination appeal” contains attractive scenery,
climate, accomodation, easy information and well posted wine trails. In this
model cultural aspect is suplementary part of wine tourism experinces.
VITICULTURE IN CAPPADOCIA
Cappadocia or province of Nevsehir in Turkey is located in the middle of high
Anatolian Plateau at an average altitude of 1200 m. The climate in the region is
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continental with winters cold and summers hot. The average temperature in
the region is 9‐10 degrees with lowest temperature in January which falls until ‐
24 C0 and rises until 37 C0 in July. Humidity is very low in Cappadocia with
only 220 mm/year as the average rain, and Cappadocia receives 1306 hours of
sunshine above a temperature 10 C0 in a year which is actually very close to
Bordeaux in France. The soil is of a volcanic nature in Cappadocia very rich in
minerals and it gives a very special aroma especially to the white grapes grown
in the region. There are a lot of underground cities and small chambers under
every house carved in the rock in Cappadocia.

Research Papers

451

is nearly 27000 hectares (about 5 % of Turkey) with a total production of grape
of about 200,000 tons (4 % of the production of Turkey). There are
approximately 30 different sorts of grape of which 18 are white and 12 are red
varieties in Cappadocia. Only three or four types of grape are used in the
production of wine. Grape of Cappadocia are produced in the region are used
for, 55 % is consumed as table grape and raisin, 35 % is used to produce grape
juice, grape past, pekmez (sort of grape jam), and 4 % is used to produce wine.
HISTORY OF WINE IN CAPPADOCIA
Among the objects found as grave gifts in Alacahöyük royal tombs in Northern
Cappadocia which are exhibited today in Anatolian Civilizations Museum in
Ankara, golden goblets and wine pitchers are dated to Middle Bronze Age in
3rd millennium BC. These cups give a clue regarding the use of wine in
Anatolia almost 5000 years ago and their beautiful shape shows the importance
given to wine. There are many heritages that symbolize ceremony of wine
presentation to Gods in Cappadocia. A few centuries later in Assyrian Trade
Colonies Period the cylinder seal imprints with scenes of drink offerings to the
gods were produced. Last discoveries on the same site revealed that wine and
grapevine were considered as instruments of trade and they even determined
some trade and financial rules. During Konya‐Karahöyük excavations the
remains of grape seeds have been discovered in the first level dated to Early
Hittite Period (around 1750 BC). During this excavation conducted in West of
Cappadocia vessels shaped like clusters of grapes were also found. The most
beautiful of these examples were used as drinking cups. The ones that consist
of a large, central cluster of grapes surrounded by many others were used as
lamps. Some of them were hung on the walls from their handles by means of
nails and used as wall lights. This kind of lamp is prototype of today’s
chandeliers and wall lights. (Doğer 2004: 158)

Figure 2. Cappadocia Map

The temperature in these chambers rise until only 20 C0 in mid‐summer and
falls only to +12 in the coldest period of the year in January ideal condition to
preserve wines. In the province of Nevsehir the total area covered by vineyards

Wine in Cappadocia became more important with Hittites who ruled in
Anatolia and in a large portion of Middle East between 1650‐1200 B.C. At that
period Anatolia was also called ‘Wiyanawanda’–land of wine. A lot of artifacts
and relieves are depicting rituals of Hittites have been discovered during the
Archaeological excavations conducted in the sites like Hattusa‐ the capital of
Hittite Empire which include in Greater Cappadocia, in Alacahoyuk again in
the same region, also in Kayseri or Caesarea, the old capital of the Kingdom of
Cappadocia. These objects are exhibited today in local archaeological museums
in Corum, in Kayseri and also in the museum of Anatolian Civilizations in
Ankara‐ the capital of Turkey (The visit of these museums is included in most
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of our programs). In Hittite period Zu‐winasa (Avanos) was one of the main
grape growing centres in Central Anatolia and the wines produced there were
carried to the capital of the kingdom through Kizilirmak (Red River) which is
the longest river in Turkey.
There are no evidences about the continuation of viniculture in Cappadocia
after the collapse of Hittite Kingdom in about 1200 B.C until the Roman Period.
It is fact that early Christians who took refuge in Cappadocia during the
persecutions considered wine as the blood of Jesus Christ and they continued
to grow the wine grapes that they used in their religious rituals. It can even be
said that one of main factors which draw Christians to Cappadocia was that old
culture of vitiviniculture and the favourable climatic conditions that helped to
grow grape and make wine.
In ‘Geographika’ written by Strabo‐the Geographer who lived in 1st century
a special emphasis was made especially to the wines of Eastern Cappadocia,
Melitene (today’s Malaya) for their high quality. By 4th Century A.D St Basil of
Caesarea taught the monastic style of life to the people in Cappadocia. Thus
religious centers like Goreme, Zelve, Prokopi, Cavusin, and Avanos appeared
on the scene as large Christian communities which adopted the style of life in
large families between 30‐50 people. It ensured an important development and
increase in the production of wine grape in the region. At this period not only
wine but also the grape and the grape leaf became considered sacred and local
people depicted the grape motifs on the walls of the rock churches. Today in
the region there are a lot of churches called ‘church with grapes’ some of the
most famous of which are the churches with grape in Zelve valley, Red Valley
near Ortahisar and in Cavusin. Many other rock dwellings and churches
although not called with this name are decorated with the grapes and grape
leafs. This high increase in the production of grapes reached its peak in 11th
and 12th centuries when Christianity in Cappadocia lived its most prosperous
period.
Turks who started to settle in the region did not bring such a high threat to
the production of wine unlike the Mongolians of Genghis Khan who raided
Cappadocia in 13th Century and who devastated the vineyards as well as the
villages and the cities. During the Mongolian invasions Muslim Turks and
Christians defended their land together against Mongolians. Two different
sects of Islam, the Mevlevi Order in Konya (so called the order of whirling
Dervishes) and Bektashi Order which is also considered as the basis of the
Ottoman Philosophy in Hacibektas in Cappadocia did not prohibit the
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consumption of wine, but on the contrary especially Bektashiʹs placed wine in
their religious ceremonies.
Arabic Traveller Ibni Batuta who visited to Cappadocia in 14th century did
mention about the vineyards of Cappadocia and European Traveller of 15th
century and Derschwamm wrote about high quality wines produced by Greeks
in the region. The viticulture kept its status together with the religious practices
of Christianity all through the Ottoman Period from 15th to 19th centuries.
Ottomans did not intervene in the religious beliefs of Christians in Cappadocia
and the production of wine did not become confronted with a restriction
during this period. The Ottoman Prime Minister of Tulip Era Ibrahim Paşa
mentioned the importance of grape growing for the region and ordered to
Cappadocian local authorities to use an important portion of land as vineyard
in 18th century. With Tanzimat Decree of 1839 non‐Muslim Cappadocians
gained more freedom in their way of life and of course wine has been
positively affected by this atmosphere. Especially after 1850’s some wineries
have been established in the little Greek town of Sinassos.
The sharp decrease in viniculture occurred in 1920’s with the foundation of
Turkish Republic in 1923 after the independence war. Turkish and Greek
governments made a treaty according to which the peoples would be
exchanged between the two countries. Therefore Between 1923‐1925 the Greeks
left Cappadocia to go to settle in Greece and they were replaced by Turks who
came to Turkey from Thrace region in Greece where they had lived for long
centuries. The replacement of the Christians by Muslims caused a decline in
viticulture as well as in the production of wine. Although some of these new
comers continued the tradition many of them destroyed the vineyards because
of religious reasons and created cereal fields instead. Many of those who
continued to grow grapevine preferred to benefit from the nutritional
properties of grapes not from alcoholic side. The ‘Renaissance’ of wine making
in Cappadocia did not delay. ‘A wine lover president of republic’ Mr. Ismet
Inonu who became the second president of Republic of Turkey, wineries
started to be built in different parts of the country. President Inonu visited to
Cappadocia in the year 1942. Thus, the construction of Tekel Wine Factory
started in 1943 and the factory was ready for receiving the product of the year
1946 and the same year the wine was produced too. This factory would operate
until the year 2004 when closed down after the privatization of Tekel
Company. Again in 1943, primary school instructor Hasan Turasan found
Turasan Winery with a capacity of 3000 liters at the beginning. Cappadocia
region together with Niğde and Kayseri provinces benefited in 1950’s a lot
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from the boom of wine consumption in Turkey. However in 1960’s the picture
became flu and wine consumption in Cappadocia declined with the rise of
conservatism. The great push to wine industry in Cappadocia has come in the
beginning of 1980’s. With this development in both quantity and quality
ensured that Cappadocia started to be known in the world as a touristic region.
It was an opportunity for wine producers that most tourists who came
Cappadocia were from the leading wine consuming countries of the world
such as France, Italy and Spain. This fact pushed them to produce better wines.
For improving the quality they even carried high quality wine grapes like
Okuzgozu and Bogazkere from Eastern Turkey and produced wine in the
wineries in Cappadocia.
There is little research identifying the historical aspect of wine tourism.
Wine history of a region, is main part of wine tourism experience. Primarly
motivation factor of a wine tourists are to taste local wine and to visit local
wineries. Secondary wine tourists are interested with local culture, history and
community lifestyle. Wine tourism has recently developed in turkey. Most
winery visits are a part of tours, not main aim. Therefore, cultural tourists
mostly visit Cappadocia, instead of wine motivated visitors. Wine tourism can
be developed cultural and historical based in Cappadocia. Most wine tourism
region especially new world wine countries conduct their wine tourism
product on wine and grapes. For that reason wine history and cultural aspect
of wine constitute a competitive advantage for Cappadocia.
CONCLUSION
The fact that Cappadocia is one of the oldest wine regions in the world since
4500 years ago should be considered as a very important factor for developing
a new tourism concept that called Tourism of Culture and History of Wine.
There also are a large number of rocks carved monuments in the region that
display the ancient wineries and an important number of wall paintings as well
as reliefs which depict wine and bunches of grapes as the symbol of
Christianity in rock churches of Cappadocia. Together with all these historical
advantages, two big wineries in Cappadocia continue to produce wine at an
acceptable quality. Furthermore, the service level in the restaurants and
accommodation possibilities in Cappadocia which extend from small pension
style hotels to 5 star establishments and to the beautiful cave hotels are other
advantages of Cappadocia for accommodation. There exist two airports in
Cappadocia. First one is Kayseri at a distance of approximately 70 km and that
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of Nevşehir‐Cappadocia located at 30 km from the region are advantages for
Cappadocia. Further studies, wine history interests of wine tourists can be
searched. It is significant that determining visitors’ perspective of historical
wine tourism ensure to enhance wine tourism experiences in wine tourism
regions.
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ton, Lemon and Verhoef 2004). Besides these relational benefits, it has been
proposed that there are also relational costs or switching costs for customers as
a result of maintaining a relationship with a service provider.
For airline companies frequent flyer programs, which are part of relation‐
ship marketing strategy, represent 100 million people collecting the 500 billion
miles that 130 airlines distribute annually (Dreze and Nunes 2004). However, it
has been found that repeat purchases as a result of frequent flyer programs are
not an indicator for customer commitment and relation (Whyte 2004). The pur‐
pose of this research is to study the effect of frequent flyer programs on cus‐
tomer relational benefits and costs for airline passengers. The specific objectives
of this study are; to study the effect of frequent flyer programs on customer
relationship quality, to find whether relational benefits and costs differ for fre‐
quent flyer passengers and non‐frequent flyer passengers for the relationship
quality and to determine which relational benefits are important in airline
business.

ABSTRACT
Relationship marketing is an important part of today’s business strategies in order to
develop and maintain a long-term relationship with the customers and to build
customer loyalty. Loyalty programs, which are part of relationship marketing, serve as
the marketing tool to provide relational benefits to customers as result of maintaining
a relation with a service provider. For airline companies, it is the frequent flyer
programs to develop and maintain their relationships with their passengers. The
purpose of this research is to study the effect of frequent flyer programs on customer
relational benefits and costs for airline passengers. This study would contribute to
understand the effect of loyalty programs on relational benefits and costs for airline
industry. It would also find out whether frequent flyer programs are effective to build
relational ties with airline passengers by comparing frequent flyer passengers with
non-frequent flyer passengers for relational benefits and costs.
Key words: relational benefits, relational costs, frequent flyer programs.

INTRODUCTION
Relationship marketing is an important part of today’s business strategies. The
term was first used in 1980s in order to criticize transactional approach in mar‐
keting. Berry (1983) argued that marketing efforts should be directed to devel‐
oping relationship with customers rather than attracting them. He first defined
relationship marketing as “attracting, maintaining and enhancing customer
relationships”. The reason why customers want to develop and maintain rela‐
tionship with service providers, is the perceived relational benefits that encour‐
age customers to build and maintain relationship with service providers (Bol‐

LITERATURE REVIEW
Relationship marketing is an important concept in today’s business world for
the competitive strategy of many businesses. It is about to develop and main‐
tain long‐term relations with customers and to boost customer loyalty in the
long‐run. The term was first used in 1980s in order to criticize transactional ap‐
proach in marketing. Berry (1983) argued that marketing efforts should be di‐
rected to developing relationship with customers rather than attracting them.
He first defined relationship marketing as “attracting, maintaining and enhanc‐
ing customer relationships”. One of the main objectives in relationship market‐
ing is to boost customer loyalty for products or services in the long run so that
relationship could work for the benefits of both businesses and customers. One
strategy is to offer loyalty programs for developing and maintaining long‐term
relations with customers. Rayer (1996) defined loyalty programs as “mecha‐
nism for identifying and rewarding loyal customers”. The mechanism is about
offering awarding points based on the amount of purchases by customers and
the points are usually accumulated in a membership card of customers (Wright
and Sparks 1999).
Today, most of the businesses including airlines, hotels, retailers or car
manufacturers, use customer loyalty programs to develop and keep relation‐
ship with their customers. Among the loyalty programs, frequent flyer pro‐
grams make up an important part of loyalty marketing with 100 million people
collecting the500 billion miles that 130 airlines distribute annually (Dreze and
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Nunes 2004). It was the 1980s, when American Airlines has first offered its fre‐
quent flyer program to increase the loyalty of its customers through relation‐
ship marketing (DeKay, Toh and Raven 2009). The question for the effective‐
ness of loyalty programs has been addressed many times in the literature.
However most of the research studied the effectiveness and benefits of loyalty
programs from business perspective (Mimouni‐Chaabane and Volle 2010). On
the other side of the issue, how members of loyalty programs perceive these
programs and which benefits they get are also an important issue to be ad‐
dressed (Kivets and Simonson 2003).
Bolton, Lemon and Verhoef (2004) suggested that perceived benefits might
explain why customers take place in such kind of programs so that they
strengthen their relationship with the company. In terms of relationship bene‐
fits, three kinds of relational benefits have been identified in the literature
(Czepiel 1990; Berry 1995; Peterson 1995). These benefits are; confidence bene‐
fits, social benefits and special treatment benefits. However, not only the rela‐
tional benefits but also the relational costs might explain why customers stay in
a relationship with companies. Besides, providing benefits to customers, rela‐
tionship programs also create costs to customer to make them stay with the ex‐
isting service provider. Patterson and Smith (2001) have found that finalizing a
relation with a service provider might result in relationship switching costs for
customers such as search and set‐up costs for a new service provider and sacri‐
fice of special treatment benefits. Therefore, loyalty programs offered by com‐
panies are made up from both relational benefits and relational costs for cus‐
tomers. On the other hand, there are doubts whether these frequent flyer pro‐
grams really provide perceived relational benefits for customer. It has been
found that repeat purchases as a result of frequent flyer programs are not an
indicator for customer commitment and relation (Whyte 2004). Therefore, fre‐
quent flyer programs for airline may not be necessarily resulting in relationship
quality and relational ties with airline companies.
METHODOLOGY
This study would be a cross sectional descriptive study. The relational benefits
and relational cost will be measured with the scale and questions adopted from
a previous study of Gwinner, Gremler and Bitner (1998) and Patterson and
Smith (2001). The items for relational benefits and costs will be measured on
five‐ point likert scale ranging from total disagreement to total agreement. On
the other hand, the scale to measure relationship quality will be adapted from
DeWulf et al. (2001). The questions will be extracted from a previous study of
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Mimouni‐Chaabane and Volle (2010) and the questions will be asked on a sev‐
en‐point likert scale.
The data will be collected from two different groups of passengers through
a structured self‐administered questionnaire. The research is limited to study
the effect of frequent flyer programs on relational benefits and costs for U.S.
leisure travelers. Therefore, the population would be the U.S leisure travelers.
The survey will be conducted through sending the survey instrument via e‐
mail and participation for the survey will be voluntary. Two types of statistical
analysis, which are ANOVA and multiple regression, would be employed to
analyze the data. Analysis of variance (ANOVA) will be also used to compute
mean differences of frequent flyers and non‐frequent flyers and to compute
differences for different kinds of benefits. Additionally multiple regression
analysis would be used to understand which benefits or cost best explain rela‐
tionship quality for airline business.
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areas in order to protect biodiversity and other ecological services (Chase et al.
1998). It is hoped that tourist dollars can generate income for local populations
and contribute to the financial self‐sufficiency of protected areas (Hearne and
Salinas 2001). To ensure sustainability of tourism, existence of attractive tour‐
ism area should be necessary and conservation and protection of these areas
gain importance in this term. To ensure protection, some investments have to
be done. Especially in developing countries government funds are inadequate
for these investments. Increasing tourist population and tourism income can be
a tool for such investments. Here, tourist satisfaction becomes highly important
to make some investments and to sustain these areas. The Göreme National
Historical Park with its natural and cultural values is one of the absolute pro‐
tected areas and important world heritage. To ensure sustainability of Göreme
Historical National Park, tourist preferences and so tourist satisfaction should
be taken into consideration in the management and planning. Tourism income
can be used besides limited government funds. And so, to protect hence to
provide sustainability, the aim of this study is determining the tourist profile
and their preferences for the research area.
METHODOLOGY

ABSTRACT
Tourism has become one of the key global economic activity as expectations with
regard to use of leisure time have evolved, attributing greater meaning to free time.
Because of this reason tourism sustainability is an important activity. Nowadays, for
supplying the sustainability tourism issue, alternative tourism types were developed in
the rational land use planning concept. This land uses determined with the land
properties and land users preferences. The objective of this study is determining the
tourist profile and their preferences for Göreme Historical National Park to lead
greater tourist satisfaction and so to lead sustainability of the area. Within the context
of the study, the effective variables on the recreational and tourism demands of
tourists’ on Göreme National Historical Park were determined. Lastly, socio-economic,
cultural and demographic profile of tourists visiting Göreme Historical and National
Park was investigated.
Key words: tourist preferences, tourist satisfaction, Göreme Historical National Park.

INTRODUCTION
Sustainable tourism is one of the main concerns of tourism policies in many
countries to promote the dual goals of conservation of resources and income
generation. Many are expanding their systems of national parks and protected

Göreme Historical National Park is selected as the research area. The main ma‐
terial of the study established from the face to face surveys that applied to the
selected tourists through random sampling method. 594 surveys applied be‐
tween 04 and 08 July 2007 for determining tourist profile and their preferences.
The number of surveys was determined according to the statistics of domestic
and foreign tourists who visited the province of Nevşehir in 2005. Surveys were
applied in 7 different languages (Turkish, English, German, Japanese, Spanish,
Italian, and French).
The survey instrument was a closed ended questionnaire. There were
questions related to demographic and behavioral information of the tourists as
well as many relevant survey studies about this subject (Atauri, Bravo and Ruiz
2000, Oğuz 2000, Roovers, Hermy and Gulinck 2002, Akpınar et al. 2008 ). The
quotas have been constructed on the basis of various demographic
characteristics like age, gender, occupation, income. The questionnaires were
done face to face to ensure the authenticity of information provided by the
respondents. The questionnaires were pre‐tested to check the confidence and
other aspects and thereafter suitably modified. The data was evaluated by SPSS
15.0 statistical program to form the database for the statistical analysis. To
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determine the interact rates for variables, that affect tourist preferences,
crossing was done with the help of SPSS.
STUDY AREA
The Göreme National Historical Park with its natural and cultural values is one
of the distinguished potential areas where recreation and tourism activities can
be carried out. The Park covers 40 square kilometers area between Nevşehir
province and Avanos and Ürgüp district in the Central Anatolia. Göreme Val‐
ley is a worn plateau which is on the formerly active volcanic areas in the re‐
gion. In 1985, UNESCO World Heritage List included Göreme Valley (Anony‐
mous 2005). Göreme Historical National Park is the only national park that
Turkey has been declared outside the forest regime.
Göreme Historical National Park exposed to permanent settlement from 4th
century to 13th century and quite compatible rural view has emerged from the
area. Especially conical mounds and rock surfaces called “fairy chimneys” is
formatted for churches, chapels and places used for various functions. This
carves has been used for sheltering, housing and worshiping in The Christian
religion prohibited period. Despite all protection and improvement cautions,
water, natural erosion and earthquakes remains a big threat on the church and
chapels wall paintings. Especially destruction is more remarkable on the
difficult reached areas (Anonymous 2007).

Table 1. Demographic Characteristic of Tourists
Demographic
Characteristics
Gender

Age

Education

Profession

Natural formations and fairy chimneys, underground cities, churches and
other religious places are the basic aspects worth visiting in the region for the
tourist. Although viniculture and wine facilities are one of the important prop‐
erties of the area, these facilities are not in the interest of the tourists (Table 2).

Demographic Difference

Monthly income

Percentage
284

Female

47.8

310

52.2

Between 18 – 24

73

12.3

Between 25 – 34

109

18.4

Between 35 – 44

88

14.8

Between 45 – 54

136

22.9

Between 55 – 64

116

19.5
12.1

Older than 65

72

Primary Education

24

4.0

Secondary Education

60

10.1

High-School

155

26.1

University

290

48.8

Graduate/Ph Degree

65

10.9

Unemployed

93

15.7

Retired

81

13,6

Student

69

11.6

Public Official

136

22.9

Private Sector Job

215

36.2

87

14.6

Between 751–1.500TL (401 €/501$-790€/1000$)

124

20.9

Between1.501–3.000TL(791€/1001$-1600€/2000$)

156

26.3

Between3.001–5.000TL(1601€/2001$-2600€/3300$)

123

20.7

Between5001–10.000TL(2601€/3301$-5300€/6700$)

74

12.5

10.001TL and more(5301€/6701$)

30

5.1

Turkey

146

24.6

Japan

151

25.4

69

11.6

6

1.0

87

14.6

Italy
England
Nationality

Frequency

Male

Less than 750 TL (400 €/500$ )

DETERMINATION OF TOURIST PROFILE
When tourist demographic structure examined, it is confirmed that male and
female ratios are practically equal. The respondents’ age status showed that
middle aged and elder rates are in a majority. A high percentage of respon‐
dents are high school and university graduates. Majority of them have a pro‐
fession in the public or private sector and the income level is middle and high.
When the nationality of the respondents examined, it’s determined that Turk‐
ish, Japan, Spanish, French Korean and Italian visitors are in a majority (Table 1).
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Spain
Germany
France

7

1.2

30

5.1

Russia

1

.2

Korea

53

8.9

Other

44

7.4

Research Papers

465

Tourists’ opinions asked about the facilities in the study area. 44.9% of the
respondents want accommodation facilities to be developed, 34.3% want cafes,
restaurants to be developed. 50.5% of the tourists want restored houses to be
opened to tourism. 60.4% of them want the lack of infrastructure to be com‐
pleted, 66.7% want facilities like WC, telephone cabin, signs, lighting elements
to be completed. 53.4% of the tourists draw attention to the lack of entry control
points and information desks. 34,3% of the respondents want the development
of bicycle paths, while 49.3% of them want development of walking trails.
24.1% of the respondents draw attention to jeep safari activities. 32.2% of the
respondents highlighted riding activity. Balloon trips wanted by 41.6% of the
tourists (Table 3).
Table 2. Basic Aspects Worth Visiting in Cappadocia
Demographic Characteristics
Natural formations and fairy chimneys
Churches and other religious places
Underground cities
Areas of picnic and walking
Viniculture and Wine facilities

Demographic Difference

Frequency

Percentage

No

56

9.4

Yes

538

90.6

No

179

30.1

Yes

415

69.9

No

136

22.9

Yes

458

77.1

No

542

91.2

Yes

52

8.8

No

522

87.9

Yes

72

12.1

Table 3. Tourist Aspects about the Facilities in Cappadocia
Demographic Characteristics

Unnecessary

Necessary

F

%

F

%

Accommodation facilities to be developed

195

32.8

267

44.9

Cafes, restaurants to be developed

241

40.6

204

34.3

Restored houses to be opened to tourism

161

27.1

300

50.5

Lack of infrastructure to be completed

107

18.0

359

60.4

Facilities like WC, telephone cabin, signs, lighting elements to be completed

87

14.6

396

66.7

Lack of entry control points and information desks to be completed

141

23.7

317

53.4

Bicycle paths to be developed

226

38.0

204

34.3

Walking trails to be developed

157

26,4

293

49.3

Jeep safari activities to be developed

286

48.1

143

24.1

Riding activity to be developed

243

40.9

191

32.2

Balloon trips to be developed

197

33.2

247

41.6
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When the satisfaction level of tourists examined, 56.6% of them indicate satis‐
faction level as high and 40.2% of them indicate as sufficient. The tourists pay
10 TL (5.5 Euro / $7) entry fee per person. 58.1% of the tourists indicate their
satisfaction level enough according to entry fee (Table 4).
Table 4. Satisfaction Level of Tourists
Demographic Characteristics

Demographic Difference
Low

Your satisfaction level of your trip to Cappadocia

Frequency Percentage
19

3.2

Enough

239

40.2

High

336

56.6

71

12.0

345

58.1

119

20.0

Low
The entrance fee to Göreme open air museum is 10 TL /
€ 5,5 / $ 7. Specify your satisfaction level in accordance Enough
with the entrance fee.
High

Entrance fees are used for investments to protect the area. Tourist prefer‐
ences asked to determine investments. 29.1% of the tourists specified that the
entrance fee should be used for taking geological and technical precautions to
keep the sustainability of the park for the use of future generations while 26.6%
of the tourists specified that the entrance fee should be used to promote resto‐
ration projects and their implementation. It is specified that the entrance fee
should be used to develop education, awareness and promotion activities by
the 19.5% of the tourists. 28.8% of them want to be used entrance fee to take
precautions against vandalism.
DETERMINATION OF TOURIST PREFERENCES
To determine the interact rates for variables, that affect tourist preferences,
crossing was done with the help of SPSS. Depending on whether the visit fre‐
quency changes from the origin of the country, it is examined that local tourists
visited the area more frequently. Foreign tourists mostly visited the area only
once (Table 7). One of the reasons for this can be the promotion of the Cappa‐
docia region by tour operators as only a resort center and organization of daily
trips. Also there aren’t enough investments that attract tourist. However, natu‐
rally, historically and culturally, the study area is very rich. Frequency of tour‐
ists can be increased with highlighting these features. For example, area is ide‐
ally suited for viticulture and wine tourism. However, this is not explored and
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Table 7. Relationship between Income and Satisfaction

advertised at a sufficient level. The activities like festival, congress, etc. may
increase the number of visits and tourists. In this context, investment should be
done to Göreme Historical National Park to provide a well known place
throughout the world and national and international support should be pro‐
vided within the framework of government policy.

Monthly income

Number of visit
2

From another region in Turkey

253

61

13

28

355

From my country

158

10

8

5

181

52

5

0

1

58

463

76

21

34

594

From another country
Total

3 More than 3

Total

1

Satisfaction

High

Total

8

9

47

23

87

Between 750 – 1.500 TL
(401 €/501 $-790 € / 1000 $ )

16

28

59

21

124

Between 1.501 – 3.000 TL
(791€/1001$-1600€ / 2000 $ )

20

16

99

21

156

Between 3.001 – 5.000 TL
(1601 € / 2001 $ - 2600 € / 3300 $ )

10

11

78

24

123

Between 5001 – 10.000 TL
(2601€/3301$-5300€/6700 $ )

4

7

42

21

74

10.001 TL and more(5301€/ 6701$)

1

0

20

9

30

59

71

345

119

594

Country
Enough

High

Total

Primary Education

1

12

11

24

Secondary Education

1

17

42

60

High-School

3

48

104

155

10

130

150

290

4

32

29

65

19

239

336

594

Total

Enough

Table 8. Relationship between Country and Entrance Fee Evaluation

Low

Graduate/PhD Degree

Low

When the relationship between the entry fee due to satisfaction level and
origin of the country of tourists examined, foreign tourists express that entry
fee is at a reasonable rate.

Table 6. Relationship between Education Level and Satisfaction

University

No answer

Total

When the influence level of education to satisfaction examined, it was iden‐
tified that educational status did not affect the satisfaction degree. Visitors’ that
conducted survey, satisfaction levels are high (Table 6).

Education level

Satisfaction level according to the entrance fee.

Less than 750 TL (400 €/500$ )

Table 5‐1. Relationship between visit frequency and origin of country
Country
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The Göreme Open Air Museum entrance fee is determined as 10 TL (5.5
Euro /7$) by the Ministry of Culture and Tourism for the year 2007. When the
relationship between satisfaction and income examined by taking into consid‐
eration the entry fee, higher income peoples’ satisfaction degree have been
identified high or enough (Table 7).

Entrance fee evaluation according to satisfaction level
No answer

Low

Enough

High

Total

Turkey

11

8

49

78

146

Japan

16

9

113

13

151

Italy

9

5

52

3

69

England

0

0

6

0

6

11

4

64

8

87

Germany

1

0

5

1

7

France

7

0

15

8

30

Russia

0

0

0

1

1

Korea

10

3

22

18

53

Other

5

2

28

9

44

Total

70

31

354

139

594

Spain
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On contrary local tourists think the opposite. The income difference be‐
tween countries constitutes this difference (Table 8). In addition, determina‐
tions of tourists are depending on the expectations of visitors from the area.
Low‐cost facilities should be made to provide local tourists’ satisfaction. Public
transport should be encouraged to reach the area. Also the pensions can be en‐
couraged to reduce accommodation fees. These will reduce the number of ve‐
hicles in the area and also with the development of the pensions, local economy
will be supported. Development of the pensions and crafts should be provided
for the participation of the local people in the sustainability process. In this re‐
gard the local population should be supported and the necessary training ac‐
tivities should be established.
Some investments need to be done urgently in the field to ensure the satis‐
faction of tourists. The elimination of lack of infrastructure in the region should
be provided with supporting the municipalities in this regard.
National Park Area is suitable for tourism with its natural beauty. Some ar‐
rangements have been made in the promenade area in the field use, but this
regulation is inadequate. Promenade area oriented tourism will be developed
and the number of accommodation facilities and overnight stay in a provincial
basis shall be increased with the planned appropriate facilities for this area.
Development of souvenir sales units in terms of quality and quantity in the
field would be a work which enhancing tourist satisfaction.
There are various panoramic view points in the area. But these points are
not explored and managed at a sufficient level. These areas must be opened to
visitors with some special regulations. As the name Cappadocia means ʺa
beautiful horse countryʺ, providing organized horse‐riding tours in the region
can be an interesting activity. In addition, hiking trails and bicycle routes can
be developed to add another attractive activity. Beside of these points, there are
no information desks and direction indicators throughout the area. If these
lacks will be completed, the visitors can access to the area comfortable and
ensure adequate knowledge about the area.
CONCLUSION
Many nations promote nature‐based tourism in order to promote the dual
goals of nature conservation and income generation. To be most effective in
providing services that facilitate achievement of these goals, decision makers
will need to understand and incorporate tourist preferences for nature appre‐
ciation, infrastructure, use restrictions, and other attributes of national parks
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and protected areas. This paper presents preferences of national and interna‐
tional tourists in relation to the development of Göreme Historical National
Park in Turkey.
Cappadocia is an important religious center in the world. If site planning
and management for historical structures, completion of restoration work will
be done and supported with daily facilities religious tourism for this region
will reach to the desired level. All these should also be supported with adver‐
tisement policies. In this context, beside of the natural beauties that come from
past to present, the importance of religious, social, cultural knowledge and life‐
style understanding must be understood. The studies on the historical churches
in the area should be done in cooperation with the public, private sector and
universities under the state policy to make the region more attractive.
According to Ministry of Culture and Tourism 2007 annual report and State
Planning Organization data on the year 2007, the investment amount for Cap‐
padocia is 2,190,000 TL. (€1.168.000 / $1.460.000). In 2007, according to data
from the Directorate of Nevşehir Museum, the number of visitors of Göreme
Historical National Park in one year is 577,929 people. If we assume that tour‐
ism income is limited with the entrance fees, 1‐year tourism income will be
equal to 5,779,290 TL (€3.082.288 / $3.852.860) for the year 2007. Also, for the
year 2007, there is 7,969,290 TL (€4.250.288 / $5.312.860) investment income for
the area. If investments will be made according to the specifics of the area and
tourist preferences, which were estimated with this study, tourist satisfaction,
so tourism income will be increased.
Opportunities have to be established with considering resource conserva‐
tion and use balance for Cappadocia region. Göreme Historical National Park
is an important tourism center with its unique, natural and cultural features for
the country the tourism and economy. In consequence, tourists’ preferences
should be taken into consideration in the investments.
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ABSTRACT
Second homes, or summer houses, hold an important place in the tourism landscape
of every country, but are also indicative of periods of detachment from urban life.
Gaining importance for domestic tourism with the high-income section of the urban
population in the 1970s, ownership of second homes in coastal Turkish villages and
towns by the end of the 1990s was beginning to shift to international tourists coming
to Turkey. This study will attempt to evaluate, in a sociological context, changes in
rural life due to environmental factors and the interaction between second homes and
tourism, using research conducted in the Muğla region between 1996 and 2009.
Key words: second homes, transformation of rural structures, second home tourism.

INTRODUCTION
Tourism, with the organisation of working life, rise in prosperity due to mod‐
ernisation, and the increase of leisure time has gained meaning and emerged as
an organised construct. A strong connection between tourism and change can
be made when beginning with the idea that the acceleration of social change
has increased with the modern age. Institutions, values and relationships in
traditional societies going through the modernisation process begin taking on
characteristics of more contemporary societies. Society, as a synthesis of social
and cultural systems, is in a state of constant change due to domestic and ex‐
ternal dynamics. Tourism, as one of the social dynamics which creates this
process of change, primarily transfers values, behavioural patterns, technolo‐
gies and lifestyles of the urban‐industrial society, within the cultural diffusion
process, to various regions throughout the world. Traditional rural society thus
experiences important structural changes due to the effects of tourism.
Tourism creates differentiation in the production techniques of closed off
rural and developing societies. Differentiation in production has the power to
change and convert social structures. Positive and negative life practices such
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as; opening up the rural structure to the common market, becoming part of the
service sector and using distinctiveness as an economic tool, job opportunities
becoming widespread, the family unit becoming smaller or completely being
dissolved, reduction in migration from a region and growing density of popu‐
lation, increase in distribution of work and professions, individualism, and
creativity all boost the speed at which traditional structures break down. In this
way, tourism brings together the cultures of modern and traditional society.
This interaction both changes the culture within traditional society and affects
the lives of the visiting tourists.
After the end of the Second World War, the 1950s brought an increase in po‐
litical stability, developmental leaps in technology and created a safe environ‐
ment for international travel. Industrialisation shortened the working day, and
according laws increased paid holidays from six days in 1936 to two weeks in
1950. Travel was now not only for an elite group but, with paid holidays, be‐
came widespread and took its first steps in becoming an organised sector. Rises
in the populations of cities and the decrease in living space meant that people
became more inclined to travel to larger, natural areas. The “sun and sea” ideal
was largely apparent in southern Europe and warmer developing countries,
where the surrounding natural habitat and the authenticity of the region’s cul‐
ture had not been tainted and distorted by industrialisation. This meant that
tourism gravitated from developed countries to ones still developing.
TOURISM
From a sociological perspective, tourism is seen as a social phenomenon closely
tied to modernisation. According to Cohen, tourism should be viewed as a
modern Western phenomenon (Cohen 1972:165). Travel for the reason of relig‐
ion, culture, education and health have been known since the very beginnings
of human history, Nash imparts that travel for such reasons can be differenti‐
ated from modern tourism in terms of motivations, roles, and institutional
structures (Nash 1981:469). As a concept which is affected by changes in eco‐
nomic, political, social and cultural environment, modern tourism can be seen
as both a leisure‐time and an organised work activity. According to Urry, the
fact that an activity which can be categorised as both free‐time and work re‐
lated turns into an organised system is indicative of modern social structures.
Only as an outcome of modernisation can the individual experience a transition
in organised, specific place and process in the tourist role after working for a
specific wage (Urry 1999:2).
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It is generally accepted that tourism is an important tool for social progress
in developing countries. While it is inevitable that the international tourism
market will continue to grow, it is developed countries which put developing
countries, owing to their natural resources and manpower, in the position of
producer and manufacturer within the tourism market. Developed countries
both consume tourism and monopolise its organisation. The tourism market
today has become a mass mobility and consumption phenomenon, especially
with the development of mass communication tools, people today test the lim‐
its of their imaginations, and bank balances, aiming to reach ever more chal‐
lenging destinations. Urry says that tourism has become a consumer phenome‐
non determined by its producer; the consumer, in a producer and marketer
dominated globalised world, is only free to choose their holidays like a com‐
modity from a limited number of options of seasons, trends and hobbies (Urry
1990:15). Developed countries which choose and market this commodity, use
the developing country’s natural environment and change intrinsic traditional
structures within them.
TOURISM AND SECOND HOMES
Areas in and around cities, in both developing and developed countries, are
becoming increasingly commodified, and in times of economic recession these
areas are seen as a way to overcome financial difficulty. It is for this reason that
as city areas are continually decreasing the commodification of other areas is
on the increase, with paid vacations and newly formed areas of consumption
the consequence of city life. Capital accumulating in cities initially encouraged
the consumption of new commodities brought by the use of cars and other new
technologies. With middle‐class urban car owners suddenly able to travel a lot
more easily, escaping from the crowded cities to more natural, open settings
became part of everyday life. This in turn meant that the construction sector,
beginning with housing and infrastructure moving on to schools, health care
services, and shopping centres, grew to rival the industrial sector, with new
investment and consumer areas, outside of residential areas, being constructed
throughout the country. As Harvey and Lefebvre emphasize, industry and cul‐
ture cannot continue to exist without cities and the establishment of new areas
and the accumulation of capital can only increase and repeat itself within the
urban structure (Lefebvre 1998: 54‐58; Harvey 1987 cited in Oktik 2007: 26‐27).
Modernisation after 1950 picked up speed with the technological develop‐
ments of the cold war. Together with paid holidays becoming widespread and
the lowering of public transportation costs, it became considerably easier for
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people to get from one place to another. The individual feeling trapped in the
confines of the city could travel to destinations further away where the sense of
freedom would be a more prominent and where both the natural environment
and the climate would be more generous. This new trend put subjects from the
modern high‐income group in a position where they were able to holiday in
new spaces that they could call their own. The possibility of freedom for the
modern subject became a reality with the discovery of new spaces to escape
from the congestion of the city. Thus, new larger and cheaper spaces had to
become the areas where free‐time was utilised. Capital which accumulated in
cities was used to create new housing and leisure spaces for the middle and
upper classes, with investments made mainly in coastal regions. With concur‐
rent investments in inexpensive countries becoming ever more frequent; in Eu‐
rope areas in Mediterranean countries became this consumer culture’s new
commodity. Cheap labour and low land prices, due to most land being publicly
owned or agricultural, meant that these countries provided profitable invest‐
ment opportunities for those with an accumulated capital. Industries which
supported the needs of the construction sector developed quickly and became
these countries’ driving forces for development. The new consumer culture
made it certain that regions containing these untouched coastal towns would
soon be developed to be able to serve every need of the modern subject, first
hosting time‐share housing, and then becoming areas for second homes. Social
mobility has become more dynamic in touristic areas and has rearranged the
lives and relationships of the people in these regions.
After 1980, with the acceleration of globalisation, coastal towns began cater‐
ing to more than just the upper‐middle classes with more housing being con‐
structed to pull in buyers from across the income spectrum. Apart from the
suitable climates and the speed at which tourism was developing in these re‐
gions, time‐shares, soon followed by second homes, soon had international
buyers as well as regional ones and the whole sector was restructured to ac‐
commodate this change. The modern subject can today own or rent property in
any climate, in any part of the world. For the modern subject, the second home
has become an almost every day commodity like a car or a first mortgage. Most
second home owners make their property purchases in instalments through
housing trusts where payment plans can last for many years. These types of
properties are also seen as long term investments for families. These properties
are sometimes seen as “second homes” and sometimes as “summer houses”,
though the intention when purchasing is never to live in them permanently,
but to use them as “nests” during holiday periods (Oktik 2007:28‐30).
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As time progressed, second home owners began seeing their coastal sum‐
mer houses as more of a nostalgic place to “spend their retirement”. As Wil‐
liams points out, for those who spend a period of every year holidaying in their
second homes, this property, over time, slowly becomes a permanent address
for the owner (Williams et al. 2000).
SUMMER HOUSES IN TURKEY
In the 1960s, construction of second homes in Turkey began on the Marmara
coast. These properties were built primarily so that those in the high income
bracket could reach their summer houses with relative ease. In the 1980s, with
Turkey being added to the global market, second homes became more popular.
After this period, for those in Turkey living in big cities and receiving regular
income, tourism started becoming an essential activity, with the second home
industry being supported and simplified by the large number of housing trusts
that were established. In Turkey’s ever changing socio‐economic landscape,
purchasing summer houses, especially through housing trusts, became a good
investment option for the middle income group, even though payments would
sometimes take many years. It was also seen as a sign of “prestige” to own a
summer house on the Aegean or the Mediterranean coast. Being miles from the
beach, or discovering that your housing trust property is worth much less than
you had had to pay over the years did nothing to diminish this feeling of pres‐
tige. In fact families with second homes on the Marmara, the Aegean or the
Mediterranean were seen as part of the privileged few. With the right to own
property now given to foreigners as well, feelings of prestigiousness have taken
an international leap. In areas where there is a high density of tourism and
housing trusts, preservation of the lifestyles and values of the local population
is of the lowest priority. In the Muğla region, especially on the Bodrum Penin‐
sula, there was a huge rise in the second home market between 1980 and 2000.
Most home owners purchased second homes through housing trusts during
this period. After 2000 almost no second homes were purchased through hous‐
ing trusts, with a large majority of properties bought by foreign nationals.
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“Yalıkavak Social Life” between 2004‐2007



Structural Characteristics of 5 Chosen Areas in the “Muğla National
Protected Area”



The 2007‐2008 “Being a Local or an Outsider in Small Towns: Qual‐
ity of Life in Old Age, Life Expectations and Problems



The 2008‐2009 SMAPIII Gökova Integrated Coastal Management
Project “Sociological Report”

FINDINGS
Although the precise number is not known, due to the large area that is cov‐
ered, numbers given by local councils approximate 75,000‐100,000 registered
second homes within the Muğla County borders. A majority of these proper‐
ties are empty for 10 months a year and are constructed parallel to the coast
creating a “forest of buildings”.


Change in this region began after the 1980s. Up until then, coastal
towns were made up of villages with 20‐30 households. Towards
the end of the 1980s the region began receiving migration from dif‐
ferent regions in Turkey proportional to the development of tour‐
ism. Locals currently make up only 25% of the regional population.



The primary source of income in the region until the 1980s was live‐
stock breeding, agriculture and forestry, while today these practices
have all but stopped and trade, construction and the service and
tourism sectors have taken their places.



Currently, approximately 5%‐7% of second home owners in the re‐
gion live as partially settled residents, living in their city homes for
a brief period during the winter months.



Foreign property buyers are also generally on the market for a semi‐
permanent second home.



Over 90% of second homes are part of housing estates comprised of
housing trusts constructed at different times. These housing trust
estates began appearing rapidly after the mid‐1980s with the rise of
housing trust popularity.



In the 1980s, the Muğla coast, especially Bodrum and Marmaris, at‐
tracted the attention of educated middle‐income earners from big
cities. Housing trusts based in Ankara, İstanbul and İzmir began the

METHODOLOGY
This evaluation study is based on the results of the following projects carried
out between 1995 and 2009:


1995‐1996 The Structure and Problems of Forest Villages in the
Muğla Region



Tourism and Rural Change between 1996‐1999
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While second home owners are the majority, less than 10% of those
staying in summer houses are seasonally renting tenants.

The all important factor when purchasing a second home was not
whether the house had a view or was close to the beach, rather,
housing trusts were able to sell their properties on the sole factor of
being near one of the tourism centres, like Bodrum, Güllük, Mar‐
maris, Datça or Fethiye. After years of construction housing trust
members would accept the sense of disappointment when they fi‐
nally began using their properties and realised the poor standard of
construction, distance to the tourism centres, lack of a view, etc.
They believed that their summer houses “differentiated” them from
the general population, and they were above all content in the
knowledge that they had full ownership of the house.



In Turkey summer houses are seen as profitable investments. But in
recent years, prices in general have fallen below the cost of con‐
struction. There is currently an upward trend in house value due to
an influx of foreign buyers.



Some housing trust members confessed to “paying instalments for
years without actually seeing the property.”



When monthly costs and maintenance payments are taken into ac‐
count, it is clear that for a property that is not used very often, the
costs and effort needed to maintain a second home is astronomical.



As most second homes are empty for most of the year, they fall into
disrepair very quickly and are criticised by the local populations for
creating visual pollution.



Second homes modernise the area where they are constructed, de‐
veloping infrastructure, sewage systems, roads and turning villages
into small towns.



The service and trade sector in newly formed touristic towns thrive
with migration for jobs from the east and southeast of the country.
Large supermarket chains have also recently shown an interest in
these towns, with even very small areas housing at least a couple of
supermarkets.



Relationships between neighbours in areas containing a large
amount of summer houses have been seen to generally be pleasant.
Relations with villagers for second home owners who first move
into an untouched area are friendly, though following waves of sec‐
ond home owners generally have more distant relationships with
the local population.



Second home owners do not generally feel a sense of belonging for
the region they inhabit for their yearly holiday. Second home own‐
ers, who have limited interaction with their holiday environment,
generally only communicate with the locals on a “service user” level
as people who clean their homes, look after their gardens, or work
as security for the housing estates. They also tend to fulfil their
daily needs from supermarkets rather than local businesses.



Recently second homes have been changing hands very rapidly; the
first wave of second home owners, who are more affluent in rela‐

Purchasing a second home through a housing trust is a long proc‐
ess. People which own a summer house generally already own their
own primary residence and are past middle age. For this reason
second homes are, for the middle‐income group, a sanctuary in the
summer months and into retirement, and a tool for differentiating
themselves.
The idea behind these properties is not to use them as a permanent
residence, but to “nest” in them during holiday periods.



Second home ownership characterizes a prestigious lifestyle, where
a surplus income and the belief that a holiday and a regular change
in scenery are a necessity. Most second home owners and their
other occupants are university graduates.
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construction of thousands of whitewashed terraced, semi‐detached
and detached houses with small gardens.
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Women and children in young summer house owning families,
along with those over middle age, generally stay at their second
homes for almost all of the summer season, while working women,
and those with children who have started school, can only holiday
for an average of 3 weeks.
The use of second homes comprises the 2‐2.5 month period between
the closing of schools at the end of June, and the end of August.
Generally 2‐4 family members use the property in this period. The
average number of summer house residents during the peak holi‐
day season is 7. Although the number of house guests that stay dur‐
ing the season can reach 20‐30. The percentage of second home
owners hosting guests who stay for at least one night is 60‐65%.
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tion to following buyers, have begun purchasing homes in the same
region that are closer to the sea and more luxurious than their initial
summer houses.






The schooling rates in these regions, which are already higher than
the Turkish average, have risen with the introduction of tourism.
Local women have especially been affected, first working in peo‐
ple’s second homes, and then moving on to work in the tourism sec‐
tor.
The fact that second homes are unused for long periods has brought
up the argument that they actually detract from a region’s touristic
potential, though second home owners argue that to be able to leave
their house empty for ten months in a year and not open it up to
tourism is a major part of the idea of freedom of property. When
you consider the importance of family sanctity and privacy of the
home in Turkish culture, it becomes obvious that these values are
also apparent when it comes to second homes. There have not yet
been any widespread projects to take summer houses from their 10
month idle states and use them to bolster tourism throughout the
year.
Information gathered from housing estate workers shows that most
estates have their own waste water treatment systems, as local
councils do not generally provide this service. Using their own
treatment plants, housing estates water their own green areas and
dispose of their solid waste by tipping it in the sea far from the
shore in the winter months, when there are a lot of waves.



Locals from the rural areas of the Muğla region which contain sec‐
ond homes sold their land to developers for a temporary increase in
wealth. In areas where second homes are not in abundance, gener‐
ally due to environmental protection laws, local consensus is to
change said laws to “save” their land from protection so they can
also receive a short‐term prosperity enhancement.



Though most second home owners plan to permanently move into
their second homes, local councils in tourism based areas currently
have no projects to support these plans.



Second homes help to economically develop rural areas. Houses
built on these unused areas of land add to a region’s trade and ser‐
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vice sector, both while under construction and in the following
stages of occupancy.


Members of local populations who work in second homes (as gar‐
deners, cleaners and guards) emphasize that working in summer
houses is more comfortable than working in other more commer‐
cially active touristic facilities.



Second home owners and locals from the Muğla region come to‐
gether in the activity of tourism, with local men working in gardens
and local women working within the home.



The local population generally approves of second home tourism,
due to the fact that interaction with second home owners is easier
than that of short term tourists, and that they increase the market
size for local produce (fruits and vegetables, milk products, eggs).



Unplanned urbanisation, environmental and water pollution, and
the rise of crime rates are almost non‐apparent in second home
tourism as a community of people who know each other within the
housing estates generally rapidly develops.



Residents of second homes do not believe that local councils are in‐
terested in their problems. They feel that local councils do not give
enough importance to matters concerning environmental conserva‐
tion and pollution and, in fact, steer town agendas towards un‐
planned urbanisation.



The ability of local councils, with a limited work force and budget,
to cater to the needs of populations which rise over 20 times in the
summer season is another point of concern.



Most second home owners try to spend at least two weeks in their
summer houses, a large part of which is spent searching for builders
and carpenters for maintenance of their property. Some do not even
get the chance to visit the beach as the amount of work is so exten‐
sive.



Foreign nationals also enjoy life on Muğla’s coast; some try and
learn the language while others are already fluent in Turkish.



The subject most foreign second home owners complain about is
that, “Turkish people do not know the value of their natural envi‐
ronment and the sea.” Further stating that there is a distinct need
for environmental awareness, due to a lack of education on the sub‐
ject. Foreigners are the first to point out that housing estate adminis‐
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trators and local councils do nothing to stop the dumping of “poi‐
sonous waste water and septic tank contents” into the sea by hous‐
ing estates in the winter months.
CONCLUSION

transform into modern tourist towns. Structural town improve‐
ments generally begin at the start of April and continue into June
and are made to cater only to tourism and not the needs of the local
population.


International second home owners all bring a part of their own cul‐
ture to the region. With different cultures intermingling, a multifac‐
eted cultural structure has begun to emerge in the region.



With increased global mobility people have the chance to choose the
climate and geography in which they are most comfortable. This
has put areas like the Muğla region in a popular position. When the
natural environment and the history the region hold is taken into
account, the emerging form becomes a considerable sociological
challenge.



With the participation of the home owner, unused second homes
can be opened up to tourism (the Cleconfort System, see Serengil).



Both Turkish and international settlers to the region agree that the
tolerance of the local population to different cultures makes the
Muğla region a comfortable place to live. The low crime rate and
peaceful local community add to the appeal of the region, with
these attributes pointing to the inevitable increase in housing and
immigration.



Second home owners and locals alike do not feel that the construc‐
tion of “all inclusive” hotels is beneficial to the region.



Second home construction, which began in the 1980s, is currently in
decline. There are serious concerns about the fact that most of these
homes, which house people from the full spectrum of class, status
and race, are not built up to earthquake and general construction
standards.

Since 1995 studies taking place in the Muğla region have yielded the following
general results:






The Muğla region is an ideal getaway location, and has become
a centre for natural tourism and yachting. It is currently under a lot
of pressure from second home construction catering to both na‐
tional and international buyers. This pressure is leading to un‐
planned urbanisation, density of population and buildings con‐
structed for short term use leading to environmental instability,
immigration and infrastructure problems.
Uncontrolled second home construction in the region has
meant that natural habitats and traditional lifestyles cannot be pre‐
served. Local councils have a lot of responsibility to control these
factors. Taking into account the negative environmental impact of
second home tourism, it is imperative that plans to create a touristic
environment which takes natural factors into account are made and
that construction of further property is conducted in a way which
minimises harm to natural and historical resources.
As it has happened in other regions, seasonal changes in population
will eventually mean that problems concerning water will be ap‐
parent in the Muğla region. It is important that lasting solutions be
made, taking into account projected population increases.



New policies concerning tourism and second homes must be cre‐
ated to account for the twenty‐fold seasonal population increases.



The regions agricultural land is being sold to construct hotels and
second homes. Farmers are being given incentives to sell their land.
As the local work force is not equipped to cater to the construction
sector, migration from poorer Turkish regions is encouraged.



Most of the coastal towns in the region are neither village‐like nor
are they anything like modern coastal settlements: in the winter
they behave as very small villages, in the summer months they
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When the middle‐aged and older groups decide to permanently reside in
these touristic regions, there will be a distinct lack of available public services.
Most touristic regions currently don’t have year round transportation services
and infrastructure development is still not a priority. The population potential
as seasonal visitors slowly become permanent residents is immense, and plans
to accommodate the needs of future residents are a top priority.
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ABSTRACT
Based on an interpretative and comparative analysis of 48 long interviews, carried out
in the Southeast of Portugal to young residents, the paper explores how diverse
backgrounds and situational contexts influence the travel decision-making (TDM).
Findings confirm that the individuals’ life context, and in particular diverse travel
experiences, triggers an interaction of both facilitators and constraints, making the
path to the emergence of diverse decision-making styles, which shape a leisure travel
participation option. More experienced interviewees tend to perceive fewer constraints
and engage in no-tough or emotional decisions; while those who are less experienced
are more rational, intuitive, compliant or hesitant, and they perceive more constraints.
Furthermore, study results also suggest that people do not necessarily need to go
through a sequential decision process, as options may derive from different
antecedents.
Key words: travel decision-making, facilitators, constraints, decision-making styles.

INTRODUCTION
Tourism, and tourist products, is a complex and integrative activity; which,
until recently, has been restricted to a small number of individuals. Due to its
historical conditions and characteristics, tourist behaviour researchers have
been assuming tourist options as involving a non routinezed decision; and
therefore, travel decision‐making (TDM) has been mainly interpreted, and stu‐
died, as a time consuming and sequential ordered process. Crompton (1979),
van Raaij and Francken (1984), Moutinho (1987), Mansfeld (1993), Mathieson
and Wall (1992), and Correia (2002), among others, have proposed models that
anchor on the assumption that individuals go through a process‐time ordering
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of phases that is initiated by a a desire to travel. Tourists need then to collect
information and assess different alternatives, ending up with an option, which
leads to a cumulative experience that will influence subsequent decision‐
making. These models have supported numerous researches that, from a posi‐
tivist perspective, analysed separate sub phases of the decision‐making process
or individual variables that account for it.
While tourism has became a leading economic sector with an increase in the
number of people travelling, specially with the Low Cost reality in the airline
industry, also recent studies highlight that TDM cannot be explained in a sim‐
plified and linear manner, due to the complexity and dynamism of the phe‐
nomenon and the environments within which it occurs (Stevenson, Airey and
Miller 2009; Smallman and Moore 2010). Furthermore, consumers are hetero‐
geneous (Papatheodorou 2001), and so are their decisions (Decrop and Snelders
2004, 2005; Woodside, Caldwell and Spurr 2005). Naturalistic or ecological ap‐
proaches to TDM evidence that a multitude of factors (Silva and Correia 2008;
Woodside, Caldwell and Spurr 2005) shape a plurality of decision‐making
processes (Decrop and Snelders 2004, 2005). Moreover it is time to enhance the
knowledge of how actually tourists decide instead of merely identifying which
reasons and variables account for destination choices (Decrop 2010; Smallman
and Moore 2010).
In accordance with recent suggestions, this paper aims at detailing how
young residents in the Southeast of Portugal form their travel decisions. The
study takes on a naturalistic/ecological approach as it anchors on the Ecological
Systems Theory (EST) (Bronfenbrenner 1979; Bronfenbrenner 1992) and the
Causal Historical Wave (CHW) proposal (Woodside et. al 2006) in order to ana‐
lyse how diverse contexts, present and past, trigger the interaction of different
facilitators and constraints and account for individuals decision‐making styles.
In this way the paper contributes to the overall understanding of TDM.
LITERATURE REVIEW
Most researches carried out in the field of Tourism (Correia 2002; Crompton
1979; Mansfeld 1993; Mathieson and Wall 1992; Moutinho 1987; van Raaij and
Francken 1984, Woodside and Lysonski 1989, among others) assume that TDM
is a process. This meaning that decisions are individual, made by the self and
for the self, and that tourists are problem solvers; i.e., in face of a desire to
travel, tourists gather information that enable them to evaluate different alter‐
natives, choosing the better one, or at least the one considered to be good
enough.

Research Papers

487

Based on these models numerous researches have focused on step by step
approaches, analysing separate sub phases of the decision‐making process,
with a special emphasis on destination choice (Money and Crotts 2003; Um and
Crompton 1990, 1991; Woodside and MacDonald 1994) and information search
(Bargeman, Joh and Timmermans 2002; Vogt and Fesenmaier 1998). Other au‐
thors have also identified the variables that account for tourists’ decision‐
making, especially in what concerns motivations (Correia and Crouch 2004;
Correia, Valle and Moço 2007; Kozak 2002) and socio‐demographic or socio‐
psychographic features (Mottiar and Quinn 2004; Nicolau and Más 2005; van
Raaij 1986).
With independent research focus, instead of interdependency, previous
studies are partial, answering mainly the question of why people decide in a
certain given way or chose a certain given destination. Research on how people
actually decide is required (Smallman and Moore 2010) in order to complement
the existing body of knowledge among the topic of TDM. As Richie (1994) ar‐
gued, there is a need to develop a comprehensive framework which attempts to
describe the components, the processes and the contexts involved in TDM.
Richie’s suggestion has been adopted as a theoretical reference for this pa‐
per (Figure 1), which assumes that:


The components of the TDM are the factors that shape the decision,
thus the distinction between facilitators and constraints is proposed
on the conceptual model;



The processes of the TDM are the mental strategies tourists embrace
in their decision formations, and so the notion of decision‐making
styles has been adopted, according to the definition of Arroba (1977:
150) for whom decision‐making styles are the ʺways of approach‐
ing, responding to, and acting” under diverse choice situations.



And the contexts of the TDM which are the settings in which it oc‐
curs, therefore the study analyses both the micro and macro system
of the individuals and their personal history (cf. the EST and CHW).
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Travel Need

Contexts

Travel Decision

Decision-making
styles

Facilitators/Constraints

Figure 1. Conceptual Model

A travel need implies a travel decision, and both situations emerge from the
contexts in which individuals exist. This assumption relies on the EST (Bron‐
fenner 1979, Bronfenner 1992) which is a theoretical‐methodological approach
that states that human development and behaviour derive from the settings in
which the person interacts or has interacted. This is also the assumption of the
CHW proposal, suggested by Woodside et al. (2006) which assumes that both
the present and past (personal history) of individuals hit a tourist whenever a
travel decision is required.
Bronfenbrenner (1979) distinguishes two kinds of context: the micro and the
macro system. Being the former the immediate settings that surround the per‐
son, with a great emphasis in the case of adults for the family, work and living
conditions; and the later system is the broader setting in which the individual
functions and it integrates belief systems and other structures of the society and
its institutions. The personal history includes the person’s life background and
lived experiences, with a great emphasis on the travel experiences in the case of
tourism behaviours (Woodside et al., 2006).
In brief, it is assumed that different life contexts trigger diverse factors that
individuals consider in their travel decisions and it also accounts for shaping
the way individuals mentally behave and think over their tourist options. Be‐
fore proceeding, the concepts of facilitator, constraint and decision‐making
styles are deepened.
FACILITATORS AND CONSTRAINTS
A recent perspective that has been incorporated in the field of Tourism from
the Leisure studies is the one that distinguishes the factors, or conditions, that
are assumed by researchers and perceived or experienced by individuals to en‐
able/promote or limit/inhibit the formation of leisure preferences and which
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encourage/enhance (facilitators) or inhibit/prohibit (constraints) participation
(Jackson 1997; Raymore, 2002). McGuire, Dottavio and O’Leary (1986) also
suggest the distinction between limitors and prohibitors; being the former con‐
struct related to the factors that reduce participation below desired levels, and
the later associated to the conditions that are responsible for cessation or non‐
participation in a given activity.
Previous researches (Daniels, Rodgers and Wiggings 2005; Gilbert and
Hudson 2000; Nyaupane, Morais and Graefe 2004; Pennington‐Gray and Ker‐
stetter 2002; Woodside, Caldwell and Spurr, 2005, 2006; Woodside et. al. 2006)
in Tourism assumed facilitators and constraints to be tri‐dimensional, as Craw‐
ford and Godbey (1987) proposed; being grouped as intrapersonal, interper‐
sonal and structural. Intrapersonal factors reflect psychological states, personal‐
ity traits and psychographic characteristics and beliefs, while interpersonal fac‐
tors derive from the interactions and relations individuals establish with others.
Structural factors are related to a broader context, outside the tourist, and in‐
clude physical and social institutions, organizations and belief systems associ‐
ated to the society to which a person belongs to.
The majority of the previous studies have, however, analysed only the con‐
straints of travel participation. McGuire (1984), Blazey (1987, 1992) and Fleisch‐
er and Pizam (2002) have focused on the senior segment, while Daniels,
Wiggings, Rodgers (2005) addressed the disabled tourists. Other studies have
reviewed the restrictions associated to nature based tourism (Nyaupane Mo‐
rais, Graefe 2004; Pennington‐Gray and Kerstetter 2002) and ski participation
(Gilbert and Hudson 2000). Woodside, Caldwell and Spurr (2005, 2006) sug‐
gested a more holistic approach on leisure travel participation, and analysed
also the facilitators of this kind of options, as so does this study.
Psychological perceptions and individual fears, travel companion, time and
money, and health in the case of older tourists, were the main factors identified
by previous researches.
DECISION-MAKING STYLES
Decision‐making styles give an account on the way people decide, i.e. it is the
“mental orientation” (Sproles and Kendall 1986) and strategies one embraces
whenever a decision is required. From an empirical enquiry on career decision‐
making, Arroba (1977) identified six decision‐making styles: emotional, ra‐
tional, intuitive, no‐tough, hesitant and compliant. Emotional decision‐makings
are based on subjective preferences or feelings that a person is aware of, while
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rational decisions are neutral, objective and logical. Intuitive decision makers
are inner‐oriented, not pursuing a consistent weighing of alternatives; which is
also true for no‐tough decision‐makings, but in this case decision‐making is
based on routine and/or frequently encountered situations/options. The hesi‐
tant decision‐making style is characterized by an inability to make a decision,
being expressed in either delay, postpone or avoid behaviours (Cho, Kang and
Chen 2006; Wong and Yeh 2009). Finally, compliant decisions are the ones that
are made in accordance with others expectations and/or advices.
The six decision‐making styles defined by Arroba (1977) concur with the ty‐
pology of Decrop and Snelders (2005), who identifies six profiles of tourists de‐
riving from their vacation planning attitudes: hedonic, rational, adaptable, ha‐
bitual, constrained and opportunistic. Hedonists are very enthusiastic and high
involved both with the tourist experience and its’ planning. The rational deci‐
sion‐maker is also highly committed when it comes to making a careful plan‐
ning; decisions are well thought‐out but these tourists are very realistic and not
at all daydreamers. The adaptable deciders are flexible, and to some extent also
spontaneous as they do not use well‐defined decision strategies; being this also
the case of the habitual tourists who follow decision rules in an unconscious
way, not requiring to much information or planning. The constrained decision‐
maker is negatively influenced by contextual factors, being unsuccessful when
making decisions and passive when it comes to information search. Few plan‐
ning and information gather is also a characteristic for opportunistic deciders,
who mostly rely on others.
From the literature a conceptualization of decision‐making styles can be de‐
rived, as presented on Figure 2. It is assumed that involvement is an unobserv‐
able state of motivation, arousal or interest; and that planning commitment is
associated to the extent of information search and trip preparation. According
to Reid and Crompton (1993) types of searching, information‐processing and
decision‐making are a consequence of involvement; but in this study involve‐
ment was analysed under a dual tenor concept, which incorporates the inter‐
est/ego importance and pleasure/hedonic or rewarding value for tourists (Lau‐
rent and Kapferer 1985, op. cit. Gross and Brown 2006).
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Intuitive/Adaptable
No-tough/Habitual

Emotional/Hedonic

Hesitant/Constrained
Compliant/Opportunistic

Rational

Low

High

Interviewees’ narratives were object of an interpretative and comparative
analysis in order to discover analytic categories and behaviour patterns, follow‐
ing McCracken’s (1988) recommendations.
FINDINGS

Planning commitment
Figure 2. Decision‐making Styles in Tourism
Source: Adapted from Arroba (1977) and Decrop and Snelders (2005).

METHODOLOGY
Anchoring on the EST that states that to fully understand individuals, re‐
searchers need to deepen their life contexts and backgrounds, this study ap‐
plied the semi‐structured long interview method. Forty‐eight interviewees
were carried out with young (20‐35 years old) residents in the South‐east of
Portugal who had embraced at least one trip in the previous two years, either
inside the country or abroad. A theoretical and snowball sample was used. In‐
dividuals were approached by reference of previously interviewed people and
considered to belonging to one of eight profiles, as shown in figure 3. All inter‐
views were recorded, and then transcribed in a verbatim way.

Four major determinants are identified as the components that tourist mostly
think about when they need to answer the question of whether or not to travel.
These factors, which are motivation, travel companion, time and money, are
perceived and felt by individuals as either facilitators or constraints in face of
their own contexts of living. Also, these factors interact with each other, in such
a way that constraints may be overcome by facilitators or mental strategies. The
contextual setting of the individuals also call for different involvement inten‐
sity and planning commitment, therefore diverse decision‐making styles
emerge from different contexts. Support for this assumption is provided by the
five cases presented below and summarised on Table 1, which illustrate how
five interviewees’ contexts, facilitators, constraints and decision‐making styles
interact and trigger a travel decision. The examples referred below have been
chosen because they are remarkable illustrations of diverse TDM. In fact, study
findings highlight that each person takes in his/her own forms of coming up
with a travel participation decision.

Table 1. Travel Decision‐Making of Five Interviewees
Case /
Profile

Age

Civil status

Single/separated
or divorced

Childhood/adoldescence
tourist experience
or inexperience

Living conditions

Alone
With parents

20-35
Married/Living
together

Companion/Wife/Husband
Companion/Wife/Husband
children

Figure 3. Sample Stratification

and

Travel Need

Profile

Experience

A

Inexperience

B

Experience

C

Inexperience

D

Experience

E

Inexperience

F

Experience

G

Inexperience
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H

1/E

2/F

Annual trip
with family

Started two
years ago

Contexts

Sociologist with
dependent full-time
work; living with
boyfriend in own
house.
Travel experience:
39 trips

Married and living
with husband; fulltime dependent
worker as a salesperson.
Travel experience:
11 trips

Facilitators

Constraints

Decision-Making
Style

Travel decision

Need to socialize
with family
Boyfriend’s
interest for
Europe

Time (period
of the year
and vacation
timeframe for
the whole
family)
Travel costs
(overcome by
looking
strongly for
promotions)

Emotional
Triggered by
personal feelings and knowledge
Collects info
long before
traveling

9 days to
Prague, Vienna
and Budapest
with family

Need of togetherness/love and
relax
Money

Money
(overcome by
saving for a
year; restricts
destination
choice)
Time availability and
accord with
husband

Rational
High personal
involvement and
travel desire
Close attention
to all possibilities
Information
search (in both
travel agencies
and internet
websites)

7 days to Cape
Verde with
husband
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Friends’
invitation
(two months
prior to
departure)

3/D

Friends’
invitation
(one week
prior to
departure)

4/C

5/F

Talking with
friends

Girlfriend’s
wish

Money

Compliant
Invitation by
friends who
already has all
the plans,
reservation
scheme and
knew both the
activity (ski) and
the destination

5 days to Sierra
Nevada with
friends

Psychological
well-being
Participation of
friends – Travel
companions
Money (group
participation
enhances reduces costs)
Desire to know
and experience a
new culture

Not evidenced

Intuitive
“It was just like
that! In two days
I made my
decision and a
week later I was
backpacking”

15 days in
Morocco with
friends

Need to relax,
escape and be
with friends
Money

Time
Money
(restricts
destination
choice)

No-tough
“Usually the
decision is like
this … ok, I’m
going!”

12 days to
Tunisia with
friends

Need to know
(his own country)
Travel companion

Money
Time
Adverse
psychological
state (“Before
I can travel
[abroad] I
need to set
up my mind”)

Hesitant
“I don’t have a
desperate desire
to travel! (…)
And I really think
about it …
before I make up
my mind…”

5 days in Portugal with girlfriend

Adverse psychological well-being
– need to relax
Participation of
friends – Travel
companions
Time availability
Single female; living
in mothers; full-time
dependent worker
in a hotel.
Travel experience:
6 trips

Single male; living
in mothers; entrepreneur - demanding job.
Travel experience:
34 (18 abroad)
Living with girlfriend; Freelancer
designer.
Tourist experience:
6 (4 with girlfriend in
the latest 4 years)
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The year she was interviewed this woman had only 10 days off work for va‐
cation, and she had to decide whether to travel with the family and boyfriend
abroad or not. In this case, the interviewee undergoes an emotional/hedonic
decision. Because she is very close to the family, especially the mother with
whom she is used to travelling, and as she is now living 500kms away from her
parents (context), the need for their annual trip and socialization moments are
the main drivers for travelling (facilitator). Her decision is a high involved one,
triggered by personal feelings of belonging and bringing the family together.
She searches for information because she likes to imagine the destination before
living home, but also to get everybody’s agreement, as this case evidences also
a collective decision, rather then an individual one.
Case 2

Case 1
The interviewee on case 1 begun travelling abroad since very young, and she
has been to many original and exotic destinations such as Turkey, Thailand,
Morocco, Egypt and Colombia. So she is very aware of travelling arrangements
and benefits and she is very enthusiastic towards travelling. Along the inter‐
view she details the smells and colours of Thailand, the exoticism of Turkey or
the turmoil in Colombia; and she describes her as a traveller:
Interviewee: “I really like travelling and I think Iʹm an adventurous person, but
my adventure is a reflected one! I like knowing what I’m going to do, even if I do not
like to know everything beforehand, because I like discovering new things and new ex‐
periences... but I like to go prepared. I always do my sightseeing tour long before leav‐
ing home...”

Married for two years and with no vacations with the husband since their hon‐
eymoon, this interviewee emphasises the need for love and relax as major mo‐
tivations for travelling. This woman did not use to travel with her parents dur‐
ing childhood/adolescence, with the exception of a trip to England and another
one to Eurodisney. After very positive trips after graduating and the honey‐
moon, this woman became aware and found of travelling, and that’s why she
has been looking for a “second honeymoon” for two years. She started to save
money a year before the actual travel and, when in August she and her hus‐
band managed to get free time for vacations, she made up her mind in what
concerned the travel participation decision. Next question for the couple was
where to go, and so the interviewee initiated her pursuit, both at travel agen‐
cies and internet websites, in order to opt for a destination, bearing in mind
that although she had the money, the amount was limited and so was the cou‐
ple’s time availability. Two possible destinations were carefully assessed: Brazil
and Cape Verde. The interviewee opted for the last destination due to a promo‐
tional package for a 5 star hotel.
In this case, a high desire for travelling and the existence of a travel compan‐
ion (facilitators) faces money and time limitations (constraints) which derive
from working and living conditions (context) of the interviewee; who manages
tough to overcome her limitors, paying close attention to all possibilities and
looking after information on the available alternatives. This woman is aware of
the factors affecting her decision and shows a logical behaviour towards her
travel option, evidencing a rational decision.
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Case 3
This interviewee presents two styles of decision in different occasions. For this
woman, who is still single, lives with her mother and was not used to travel
with parents during childhood/adolescence (context), money and the existence
of a travel companion are major determinants in her travel decisions.
The last two trips embraced were triggered by friends’ invitation, meaning
that in both cases the interviewee had someone to travel with (facilitator); she
had the money (facilitator), possible due to her living and working conditions
(context). The desire to travel emerges tough from distinct psychological states.
In the first case, it’s an adverse psychological situation, deriving from work
pressure, which enhances the desire to relax and be with friends outside her
daily life. In the latter case, her psychological well‐being reinforces her deci‐
sion, embracing an immediate option, as she highlights:
Interviewee: “I was feeling very positive! (…) I was very eager to travel… and I
thought it was the right time to make the travel. It was one of those instinctive
things…so I took the decision in two days, and I’m a person who usually thinks over
everything, or at least in what concerns travelling…”
In both cases however, this woman had no need to search for any informa‐
tion or make any planning as all the travel arrangements were already in pro‐
gress and since she was going with friends who already knew the destination
she had no need for any trip preparation; she had just to decide whether to go
or not. In the first situation she followed her friends’ advice, being a compliant
decision, while in the second case she went by impulse, presenting an intuitive
decision‐making style.
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Interviewee: ʺUsually the decision is like this ... Ok, I’m going! Then Iʹll see if I
actually have the money…if I do not have it, I’ve always the ʺBank of Portugal” [the
mother] which finances my holidays, and then I pay her back.ʺ
The interviewee own words confirm the no‐tough behaviour in what con‐
cerns deciding the interviewee travels; which can be explained by the habit and
travel experience he has, as well as, by the way this man faces the factors affect‐
ing his decision: only time is perceived as a limitor.
Case 5
This is one of the respondents who have less travel experience and so he is in‐
secure and not enthusiastic at all about travelling. He feels that travelling
abroad requires a great effort of planning and preparation, also he is afraid of
getting lost and not having the necessary budget to feel comfortable at the des‐
tination. In fact this man evidences a lot of psychological fears that act as barri‐
ers for travelling. Moreover, once he is a freelancer now living with his girl‐
friend (context) also time and money are constraints for this man, who evi‐
dences these components a lot:
Interviewee: ʺ(...) Sometimes I think, now I have a few money aside, I may go trav‐
elling, but then I say to myself… so I may travel or I can buy something for the com‐
puter, and maybe the thing for the computer … I mean I buy it and I give it a use,
while spending money for travelling, I get to know the country, but ...ʺ.
This is an example of a hesitant decision, calling for resistance on the deci‐
sion formation and low commitment to tourist planning. For a ride in the Alen‐
tejo, his last trip, this man didn’t need to make any reservations, nor did he
need to gather any information on the destination.

Case 4
Still living with his mother, who works for a travel agency, this man has been
to all sun and sea destinations, in particular in the Caribbean, travelling with
the family since childhood. By the moment he was interviewed he was working
for his own company, which provides services to a hotel. This is a very de‐
manding job that asks for having a break and relaxing once in a while (context).
A high need for travelling for physical and psychological rest combined with a
high travel experience (context) explain an unconscious decision‐making style
for this interviewee, who says that when it comes to decide whether to travel or
not the decision is always yes.

CONCLUSION
Travel decisions are unique and complex. Each life setting and background dic‐
tates a diverse nature of acting and behaving when a travel decision is re‐
quired, as well as a different form of dealing with four major factors affecting
the decision itself: motivations, travel companion, time and money.
More experienced interviewees tend to perceive fewer constraints and en‐
gage in no‐tough or emotional decisions; while those who are less experienced
are more rational, intuitive, compliant or hesitant, and they perceive more con‐
straints. This suggests that individual personal history, in particular previous
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travel experience, influences the way individuals form their decisions, i.e.
which factors and processes shape and characterize their options.
Furthermore, emotional and no‐tough deciders are the most enthusiastic
and highly involved ones, evidencing deeper interest in traveling and recogniz‐
ing its rewarding value. This revealing that these type of tourists are more
benefit seekers (Decrop and Snelders 2005) than problem solvers. The differ‐
ence between the two relies on personal characteristics: while the hedonic plan
their trip in detail because they like it, the no‐tough deciders are more informal
and unaware as their decisions derive from habits. Personality traits and psy‐
chological feelings are also suggested to influence the decision and the TDM.
Concerning the planning commitments, findings support figure 2 as evi‐
dencing that it is the emotional and rational deciders who commit themselves
to more planning. The former due to the pleasure of doing it, while the latter
because they need to logically assess different opportunities. Other types of
decisions are preparation effortless, either due to habits, opportunities or per‐
sonal fears.
Albeit this study has focused merely on Portuguese young tourists and pre‐
purchase decisions, calling for a more extensive and integrative analysis on
TDM, it shows that different contexts raise different TDM. Nevertheless more
research is needed to confirm these results and to enhance TDM heuristics.
The paper contributes to the literature in three ways. First, it relies on a
naturalistic/ecological perspective of analysis thus allowing for a holistic over‐
view of TDM, and not a sectarian one. Secondly, as diverse contexts, factors
and decision‐making styles that shape a travel decision are underpinned, a
deeper understanding of TDM is obtained. Finally, it also contributes to tour‐
ism behavior literature in such a way that it raises evidences that people do not
necessarily need to go through a sequential decision process, as decisions call
for different personal involvement and commitment.
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ABSTRACT
In the tourism and leisure sectors, there is a growing realisation that the key to sustainable competitive advantage can lie in providing unique and memorable experiences. For example, restaurateurs need to provide more than just an acceptable meal
to satisfy their customers. Whilst word of mouth has always been significant, blogs
have recently become a popular way for communities of consumption to share information, and marketers need to consider so-called word of mouse. Grab Your Fork is
the food writing and photographs of a Sydney, Australia, woman who shares her restaurant experiences with a world-wide community of fellow food-lovers. The Memorable Meals section of her blog covers fourteen extraordinary meal experiences from
fine dining to retro cafes. This paper uses netnography and discourse analysis to analyse how these experiences are reported and discussed within the foodie community.
Key words: Netnography, food, experience

INTRODUCTION
This article explores how a community of leisure consumers, known as
ʹfoodiesʹ, creates meaning, understanding and identity through discussing their
experiences of eating in restaurants on an internet web‐log. By sharing their
views they also provide a ʹuser‐generatedʹ alternative to professional media
reviews, which presents new challenges to leisure and hospitality management
and marketing in what has been termed the age of Web 2.0. Foodies is the col‐
loquial name given to people (Barr and Levy 1984) for whom, food is an art, to
be appreciated for its presentation and taste, not just its sustenance. They will
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travel great distances (Long 2006), simply to eat a meal cooked by a particular
chef (The Independent 2006), made with certain ingredients, or in a particular
location (Ross 2003).
LITERATURE REVIEW
In the post‐modern view, society is composed of a network of ever changing,
fluid micro‐groups where people find a sense of identity and belonging
through strong emotional links based on consumption patterns or lifestyles
rather than social status based on class(Cova 1997; Patterson 1998).
The postmodern person is in “perpetual social motion” (Cova 1997: 304) on
a “never‐ending identity quest” (p. 305). They seek products and services for
their “linking value” rather than their use value (Cova 1997: 307) ie for their
ability to establish and reinforce the bonds between people that have devel‐
oped as “a free emotional choice” (Cova and Cova 2001: 29). Individuals con‐
struct their own lives in a weaving of life and consumption, and the goods and
services which are valued are mainly those which support social interaction
(Cova 1997).
For Cova and Cova (2001: 70) this results in the formation of tribes based on
“ shared experience, interpretation, representations, discourse and action.ʺ The
individuals in a tribe possess a common interest and “create a parallel social
universe (sub‐culture) rife with its own myths, values, rituals, vocabulary and
hierarchy” (Cova and Pace 2006: 1089). These tribes increasingly are likely to
exist in cyberspace (Cova and Cova 2001; Cova 1997).
This article explores one such tribe or community of consumption, the
foodie. The term foodie was coined by Harpers & Queen magazine (Barr and
Levy 1984: 25), but came to prominence in The Official Foodie Handbook: Foodies
are the ones talking about food in any gathering – salivating over restaurants, recipes,
radicchioFoodies consider food to be an art, on a level with painting or drama. (Barr
and Levy 1984: 6). Barr and Levy saw foodies as younger people “from the am‐
bitious classes” (1984: 6) as opposed to a gourmet, who was an older, upper‐
class gentleman.
In contrast to traditional subcultures based on social class, occupation or
age, subcultures of consumption tend to be self‐selected, and share a unique
ethos around a particular type of consumption activity (Schouten and McAlex‐
ander 1995) – in this case, eating in restaurants and food. These people are in‐
terested in the social links and identities that come with consumption (Cova
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and Cova 2001). There is no snobbishness implicit in the term foodie, as there
might be in terms like epicure or gourmet – anyone can be a foodie according
to Weston (2006). To call one‐self a foodie requires no formal membership,
rather it is a free emotional choice.
Serious Leisure & The Amateur
According to Stebbins (1992), a serious leisure activity is distinguished by per‐
severance; the existence of a career, or development, in a participant’s in‐
volvement in their leisure activity; significant personal effort based on the need
to gain skills, knowledge or training; durable benefits, including self‐
actualisation and feelings of accomplishment; the development of a unique
ethos within a sub‐culture; and a strong identification by participants with this
sub‐culture (Rojek1993). These skills are often developed and displayed
through the sharing of the experience within a community of like‐minded peo‐
ple. People who are devoted to a Serious Leisure activity usually see it as a
Central Life Interest (Stebbins 1996) that forms their personal and communal
identity.
Serious leisure is further segmented by Stebbins (1992) into amateurs, hobby‐
ists and volunteers. Stebbins suggests that ‘the term “amateur” should be used
only with those activities that also can constitute, for others, a professional (his
italics) work role’ (1992: 41‐42). Amateurs undertake the activity purely for the
love of it but have the time and ability to develop the knowledge and technique
necessary to become skilled, in comparison to “superficial participants” (Steb‐
bins 1992: 42).
Blogs, Web 2.0 and User-Generated Content
Online journals, known as web logs (or blogs), have been around for over a dec‐
ade (Johnson 2007). Some blogs are so sophisticated as to be almost indistin‐
guishable from professional websites Berne (2005). Blogs can be seen as an
early example of what OʹReilly (2005) called Web 2.0. As Middleton et al (2009)
explain, in this second phase of the development of the internet, software de‐
velopments allow any computer user to contribute content to webpages with‐
out the need for any great technical expertise, time or expense ” (Masie 2006).
Whereas in the first phase of the internet information was mainly provided by
commercial websites, in Web 2.0, this marketing material can now be compared
with, and challenged by, accounts contributed by users of their own experi‐
ences with the products or services. This user‐generated content can take the
form of reviews, photographs, music or even software applications shared with
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other interested users around the world. OʹReilly (2005) calls this the harness‐
ing of collective intelligence, a characteristic illustrated in its fullest extent by
the on‐line collaborative encyclopedia, Wikipedia.
As a result, the values of many consumption communities are no longer
dictated by ‘experts’ broadcasting on mass media, but are advocated by ‘self‐
appointed’ on‐line, critics (Semenak 2007; Rayner 2007). Indeed, “the once‐
genteel discipline of restaurant reviewing has turned into a free‐for‐all, cele‐
brated by some as a new‐world democracy but seen by others as populist tyr‐
anny” according to Berne (2005). Bloggers can be seen as “citizen journalists”
(Bruns 2007), Some professional restaurant critics clearly feel that “there is a
great divide” (Rayner 2007) between the standard of the reviews of amateurs
and their own work (Berne 2005; Semenak 2007) Other, well‐respected profes‐
sionals, however point out that their expertise has only come with time and
exposure to and a growing understanding of food – which could easily apply
to foodies as well (Gill 2007; Rayner 2007). Rayner, food writer for The Ob‐
server admits that: ‘newspaper restaurant critics are … employed to sell newspapers,
and what editors therefore need from us is the ability to write a readable, entertaining
column week in week out… Food knowledge or an understanding of restaurants comes
a distant second’ (2007).
If, as Semenak (2007) suggests, “restaurateurs say that word of mouth has
always been the best promotion”, then a review by an ardent foodie is merely
the latest form of this –“word of mouse” (Gelb and Sundaram 2002) or e‐WOM
(Litvin et al. 2008). Although traditionally newspaper restaurant critics have
been the ones with the power to make or break the reputation of a chef, the
internet now gives the skilled amateur foodie a strength that has not been ac‐
knowledged in the past. As Voase suggests, “a population which considers it‐
self ‘expert’ is less easily led” (2002: 394). The author of the food blog
www.doshermanos.co.uk was named by The Evening Standard as one of the
1,000 most influential people in London. (Walker 2009) What foodie communi‐
ties based around skilled amateur reviews illustrates is the democratisation of
criticism. This would appear to free the enjoyment and discussion of fine food
from the old of social status, class and ethnicity to create communities based
solely on a common interest in food for food’s sake.
The Dialect of the Tribe: Discourse and Narrative
Like any community or sub‐culture, foodies develop their own ways of ad‐
dressing each other and discussing the details of their restaurant experiences.
These ways of talking about and understanding the world or an aspect of the
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world (Philips and Jorgensen 2002) are known as discourses, socially‐
constructed systems of language to explain phenomena and express shared at‐
titudes and values towards them. In a post‐modern society, individuals are
called on to perform a number of different conflicting roles demanded by their
occupation, peer‐group, family, gender and other social contexts (Laclau and
Mouffe 1985). One solution is to accept the discourse of a particular group and
the identity that gives People make use of their leisure activities and allegiances
to give their lives greater meaning and satisfaction than those derived from
their work or domestic roles by developing a sense of identity and status
within a community.
Acquiring the language is an important part of developing this identity and
status. Discursive Psychology as developed by Potter and Wetherall (1987)
holds that people use discourses as flexible resources for social action. These
resources provide what they refer to as ‘interpretative repertoires’ for under‐
standing and talking about a subject. Discourse theory also holds that language
does not merely express experiences; rather that language constitutes experi‐
ences (Potter and Wetherell 1987; Philips and Jorgensen 2002).
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coherent sense of identity for the narrator. They do this through using cultur‐
ally‐available stories that place the narrator and reader in a shared social con‐
text (Somers 1994). All narratives are dialogues between a story‐teller and a
listener (Hermans 2001) and so the effectiveness of narrative will depend on
whether the hearer shares the narratorʹs perception of the significance of the
events. Meaning is created by the dialogue between narrator and the listener or
interpretant (Cobley 2001). According to Elsrudʹs (2001) research into back‐
packer stories, narratives not only serve to develop the individualʹs sense of
identity but to position themselves within the hierarchy of the community.
Through symbolic expression of their experiences they accumulate social capi‐
tal (Bourdieu 1984),”through which a hierarchical value system is maintained
in which the experienced... define the do’s and don’tsʹ for those who follow
them” (Elsrud 2001).
Blogs that describe a visit to a restaurant are examples of narratives which
weave a complex stream of events into a coherent story.
METHODOLOGY

We give meaning to experiences by virtue of the words which are available and the
resulting meanings contribute to producing the experience rather than being merely a
description of the experience .ʹafter‐the‐eventʹ (Philips and Jorgensen 2002: 103).

Kozinets argues that the mass adoption of networked personal computing has
led to new cultural formations that require new research methodologies. He
describes netnography as:

In this view, acquiring the language, the interpretative repertoire, is as
much part of the serious leisure career as acquiring the physical and mental
skills for the activity. If the Whorf (1956) hypothesis is correct, without this lan‐
guage the participants would be unable to experience all the nuances and de‐
tails of the activity. This article will attempt to show that ʹfoodiesʹ develop not
only knowledge of the ingredients and processes and the ability to detect subtle
differences in taste but also the vocabulary to express and discuss the experi‐
ence with an online community. Possessing this vocabulary means that their
experience of a restaurant is significantly different from that of a casual diner.

Ethnography conducted on the Internet: a qualitative, interpretive research methodol‐
ogy that adapts the traditional, in‐person ethnographic research techniques of anthro‐
pology to the study of the online cultures and communities formed through computer‐
mediated communications (CMC)(2006a: 193)

Bloggers are therefore examples of Stebbings’ (1992) amateurs. They become
self‐aware participants in their chosen activity and develop the ability to articu‐
late their emotions and express their opinions. They use these ʹinterpretative
repertoiresʹ as resources with which to construct narratives from their experi‐
ences and assert their identity as skilled members of the community
Narratives are not just reports of events (Toolan 1988) they are attempts to
find or impose a meaning on the events (Smith and Sparkes 2008) and create a

The methodologies typically used to research experiences, such as inter‐
views, diaries and focus groups, have a number of drawbacks, including re‐
spondent inhibition (Elliott and Jankel‐Elliott 2003), researcher influence (Cur‐
tin 2005), and biases of self‐censorship (Arnould and Epp 2006). The advantage
of using blogs and other internet sources is it is not only less time consuming
and costly than traditional techniques, but also less obtrusive and provides a
window into naturally occurring behaviours in a context which is not fabri‐
cated by the researcher (Potter 1996; Kozinets 2002). Online interactions are of‐
ten automatically archived, and become part of permanent records which can
be accessed by researchers as they occur, or later (Hine 2000; Hookway 2008)
meaning that the researcher can easily return to the original, verbatim data at
any time (O’Reilly et al 2007). Kozinets (2006b) posits that the technique of net‐
nography can be easily adapted to study blogs, either purely as an observa‐
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tional method or involving the participation of the researcher. As consumers
are “socially‐connected beings” (Catterall and Maclaren 2001) ethnographic
study of groups of consumers can provide useful insights for consumer mar‐
keters.
Nevertheless, netnography based entirely on the observation of webpages
containing words and pictures is has limitations compared to the total insider
immersion and observations of gestures, actions and behaviour available to the
traditional ethnographer. It has been argued that as the research involves
mainly the study of written texts, it should be considered a form of content
analysis (Langer and Beckman, 2005) or discourse analysis (Catteral and Macla‐
ran 2001) rather than traditional ethnography (Morgan and Watson 2009).
DISCOURSE ANALYSIS
This study therefore seeks to identify the interpretive repertoires with which
the community expresses the shared understanding and values placed on ob‐
jects and events (Gilbert and Mulkay 1984; Potter 1996; Wetherell 2006). Such
interpretative repertoires, or discourses, are “part of the symbolic capital of
members of the relevant ʹinterpretative communityʹ and constitute(s) the tex‐
tual and interpretative codes available to them” (Hjørland 2006). Some com‐
munity members use these codes to produce texts for other members whilst
those members who make up the audience for such texts use their interpreta‐
tive repertoires to create individual meaning for themselves (Potter 1996).
Therefore, to uncover the meanings and structures underlying these reper‐
toires, we use a form of discourse analysis based on Muncie (2006), to identify
the key elements of the community’s discourse:
1. What does the text reveal about the author?
2. Who are the primary readers assumed to be? What assumptions are
being made about the audience?
3. Who and what are viewed as normal or legitimate? What alternative
readings might be possible?
4. What are the social and cultural conditions from which the text
emerges?
Data set: Grab Your Fork: Memorable Meals
In a netnographic study, the sample is a small and judgemental one, opportu‐
nistically chosen in order to achieve “rich” data (Elliot and Jankel‐Elliot 2003;
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Woodside et al. 2007; Fielding 2008). In this case, the posts of one blogger,
Helen Yee, have been chosen to study the foodie sub‐culture. Her blog Grab
Your Fork was the winner of a “Best Restaurant Review Blog” award in 2006
(Helen Yee pers.comm. 2009) and listed fourth in a world‐wide top 10 food
blogs by The Times (Majumdar 2008). It has been in existence since 2004. Four‐
teen posts identified by the blog author as “memorable meals” were chosen to
be studied for this article, which is part of a much larger study.
Grab Your Fork (http://grabyourfork.blogspot.com) is an almost daily journal
in which Helen Yee shares her experiences of restaurant visits, mostly in Syd‐
ney, Australia, with a community of like‐minded foodies from around the
world. This case study concentrates on meal experiences which Yee has classi‐
fied as her most memorable. The blogs involve not only comments regarding
the food but also high quality digital photographs of the food.
ANALYSIS
The blog posts and comments were analysed using the four questions for dis‐
course analysis identified above.
The author
The blogger as Narrator
In each blog, Yee sets the scene for her audience:
ʺWelcome to The Dark Sideʺ, the maitreʹd intoned with more than a hint of a smile
playing on his lips.. We were here to feast under cover of dark. Pitch darkness. Night‐
vision‐goggle‐wearing‐waiter‐type darkness.(Yee 2005c Lines 1‐4).
What gastronomic treasures lay beyond in this hidden fortress?, I would wonder as
I dawdled past. I felt like Charlie Bucket peering through the gates of Willy Wonkaʹs
chocolate factory, as I daydreamed about the delicious treats housed within. (Yee 2005b
lines 16‐19)
The references to well‐know stories ‐ the Dark Side of the Star Wars movies,
the adventures of Roald Dahlʹs childrenʹs tale ‐ firmly declare her claim to be a
story‐teller. She sets them in the genres of adventure stories or quest narratives
and so uses common story‐telling devices such as the opening call for attention
‐ the assertion of reportability ‐ and the creation of suspense (Labov and Walet‐
sky 1972; Toolan 1988). The story of Yee’s visit to Tetsuya’s restaurant, for ex‐
ample, begins by explaining how celebrated this restaurant is within the com‐
munity:
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At $175 a head, Tetsuya’s is perhaps seen as the gastronomic Mecca for Australian
foodies. “One day I’ll go”, is the repeated mantra. “It’s just so expensive…”(Yee
2005b lines 1‐3)
By telling her stories in this way, Yee is asserting her identity as a skilled in‐
sider capable of guiding others through the experience and in doing so passing
on valuable information and evaluation to them. The narratives are not a pri‐
vate diary of a personal experience but a self‐conscious construction of a story
that will entertain and influence its readers.
The blogger as Food Reviewer
In this respect her blogs serve the same functions as the reviews of restau‐
rants in newspapers and magazines, with the same aims as quoted earlier by
Rayner, of writing a regular readable and entertaining report. The language
used in Grab Your Fork often reads like a professional review:
Clean fresh flavours constrasting with the delicacy of the paper‐thin sesame wafers.
(Yee 2004 lines 24‐25)
As you bit into each shiny firm globule, the trout roe burst their briney goodness all
over your dancing tongue.(Yee 2005b. lines)
The accompanying sorbet provided much‐needed palate cleansing in between
spoonfuls. The white chocolate discs were delicately (and uniformly) thin and
presentation was perfect. A satisfying conclusion to a perfect meal.(Yee 2004 lines 64‐67)
Here the sensous detail and carefully‐chosen alliterative language shows a
sophisticated attention to the food and a well‐developed repertoire to express
the nuances to a discerning audience. Yee is through her language enacting the
role of a skilled consumer with the appreciative and evaluative powers that her
community values. The responses she gets from her readers confirms that she
has established her credibility as a trustworthy source to rival the professionals.
The blogger as Photographer
The authorʹs own explanation of her role is self‐deprecating and maternal:
Rather than consider this a restaurant review website, Helen likes to think of it as a
personal photo album of gastronomic memories. She clucks over each photo like a proud
mother, recalling each encounter with a wistful smile.(Yee 2005a lines 13‐16)
This is perhaps ingenuous. The traditional advantage of reviews from jour‐
nalists over paid‐for advertising copy has been that it appears to come from an
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unbiased source, written by someone with a love of the subject and a distinc‐
tive personality (Morgan 1996). Yeeʹs personality and evident enjoyment of her
visits are as important in establishing her credibility and readability as the
technical vocabulary and writing skills mentioned earlier.
Her audience comment on the blog, compliment her on her photographs,
and talk about how they feel when viewing them, sometimes using emoticons
to overcome the stilted appearance of a text‐based medium. Blog insiders use
Yee’s online pseudonym, AG, in these three quotes from Yee 2005b:
Sigh and sigh again. Whatever I eat for dinner tonight, it will taste bland, bland,
bland. Appreciate the writing and photos, AG.
Ooh, and aah, was all I could manage as I drooled over the pics and read your com‐
mentary. What can I say, AG? I’m speechless with envy. (Julia, 04 Jul 2005 in Yee
2005b)
The food looks soooooo good. grrrrr. I am so jealous! And such a wonderful effort of
taking each and every single course you guys had! *yum* :p.(pinkcocoa, 04 Aug 2005in
Yee 2005b)
The use of photgraphy and the ability to record feedback and enter into a
dialogue with readers are two further reasons why user‐generated review sites
are gaining in influence over traditional sources of information for consumers.
Who are the primary readers assumed to be?
Yee clearly assumes that her readers are other foodies with a skilled knowledge
of food. She uses a shared interpretive repertoire (Wetherell 2006) of culinary
terms, and does not explain unusual ingredients, or complex cooking methods.
The audience is clearly expected to understand the terminology used.
Ceviche of kingfish with lime, avocado and sesame tuiles. (Yee 2004 line 23)
Perhaps what is more distracting is the liberal and unnecessary use of italics for
various ʺforeignʺ words like ʺjusʺ, ʺpureeʺ, ʺconfitʺ and ʺbrisketʺ. The pedantic in
me wonders why Peccorino qualifies for italics but Reggiano does not. The purist in me
wonders why italics are needed at all. (Yee 2008 Lines 11‐15)
The risotto mare monti is a surprise revelation, the grains still slightly al‐dente,
with a sauce that is hearty with the flavour of fish stock and seafood.(Yee 2009 lines 45‐48)
Sharing knowledge within the community is welcomed by Yee, and many
blog readers show their skilled amateur status by contributing knowledge and
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advice on the comments page.The community share the task of interpreting the
mysteries of the work of their hero ‐ the master‐chef Tetsuya
We’re still puzzling over why this was called a confit when the ocean trout appeared
to be uncooked. (Yee 2005b Lines 60‐61)
…but who am I to argue with The Master. (Lines 64‐65)
noticed that you wondered about the ‘confit’ part of the confit of ocean trout
– tetsuya’s signature dish.. the waiter explained that it is ‘cooked’ for either 4 or
6 hours in warm (not hot) oil so that it looks like it is raw, but technically isn’t.
If ‘confit means long and slow, this certainly qualifies, but still even after the
explanation, I’m still amazed! (schmendrick 28 Jan 2006 in Yee 2005b)
Hi Schmendrick – thanks for letting me know. That does make sense now. I knew
Tests would never lie =)
Within any community, nuances of status and relationships become appar‐
ent as the researcher becomes familiar with the characters and language of the
respondents. There is a hierarchy at the top of which are the chefs themselves,
who are approached with awe and humility (Who am I to argue with the Mas‐
ter?). But within the community, the narrative is used to position the narrator
as an expert worth of attention. For example, Yee reinforces her own status in
the foodie world, by mentioning to her audience that not only does she regu‐
larly eat out at prestige restaurants, but that she also attends foodie events with
the intention of improving her own cooking.
Evidence that there are in fact different levels of community membership is
revealed in Yee’s responses to readers’ comments. In the majority of cases, the
community uses pseudonyms; on several occasions however, it is clear that Yee
has a different relationship with this person as she addresses them by another
name to the one appearing on their message: Outsiders are generally welcomed
into the community. In this example, an obvious outsider appears in the dis‐
cussion:
Hi AG, The food looks so delicious, but I highly doubt that I’d go out for a $175 per
head mealI think if I went to a place like that I’d be afraid to take pictures! (Reid, 04 Oct
2005 in Yee 2005b)
Rather than exclude him, she tries to bring him further into the community
by explaining the restaurant’s ethos, the food itself, and that:
…the flash was off so there was minimal disturbance to diners anyway.
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In another exchange Yee gives expert advice on what to wear and how to
prepare for the experience, again attempting to bring the reader within the
foodie sphere:
I wouldn’t worry too much about the dress code. Smart casual is fine or dark classic
evening wear. Just dress comfortably as your meal will take about 4.5 hours! The only
suggestion I would say is to be well rested. =) I found the complexity of presentation,
flavours and ideas with each course required intense scrutiny, consideration and
thoughtful deliberation (Helen (Augustus Gloop) 13th May 2006 at Yee 2005 b.)
Who and what are viewed as normal and legitimate?
Some comments suggest an alternative discourse which contests the underly‐
ing assumptions of the discourse of the blog ‐ that these restaurant meals which
to an outsider would be seen as conspicuous consumption are worth making
considerable sacrifice not only of money but also of time and effort to experi‐
ence
Her review of Ichi Ban Boshi illustrates this well. The restaurant only serves
15 bowls of its signature tonkotsu ramen per day, on a first‐come, first‐served
basis, and she had to wait until the time that orders were taken: it does make
sense to a fellow foodie, however:
Hah!! AG, I can totally understand how a foodie would take all the trouble and
patient just to wait for a bowl of great foodThe moment after so much blocking, and you
finally get to taste it... The feeling is wordless. Yum~~~ (Fish Fish 16 Aug 2005 in Yee
200d)
I tried the Tonkotsu Ramen after reading this review and it was everything AG said
it was. I had to line up for one hour though and I was afraid I would miss out. (Lahra
5th December 2007 in Yee 2005d)
An awareness of alternative views and a desire to defend the values of the
blogʹs discourse is evident in the concluding section of Yee’s visit to Tetsuya’s
(2005b) which gives her evaluation of the visit and the resolution of the quest
(Labov and Waletzky 1972). Her narrative began by conveying her excited an‐
ticipation of the promised delights of this meal and it concludes by expression
her satisfaction that it had lived up to her expectations. Foodie insiders, who
form the vast majority of her readership, will either experience the same antici‐
pation, or have done so themselves on a past visit to Tetsuya’s. But she still
needs to refer to the monetary and time cost involved, as a way of expressing
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that in spite, or because of these sacrifices, this extraordinary meal experience
was worthwhile.
Ten courses over four hours … who said this wasn’t value for money? (lines 101 ‐102)
The food was faultless and yes, we even saw Tetsuya who wandered into the dining
area (lines 113‐114)
Was it worth it? Absolutely. (lines 129‐130)
Perhaps her chosen pseudonym, Augustus Gloop, the fat child epitomising
gluttony in Dahlʹs story, is an ironic acknowledgement that some would find
her ʹfoodieʹ values wrong or undesirable. If so, it is typical of the postmodernist
tendency to make a joke of what was once an accepted part of the ʹmetanarra‐
tiveʹ (Watson et al 2008).
What are the social and cultural conditions from which the text emerges?
The on‐line foodie community comes about as a combination of the Internet
and consumer culture. In this postmodern world reality is contextual
(Venkatesh et al. 1993). Technological advances, especially in integrative com‐
munication technologies, have made “simulated presence and sharing of vir‐
tual spaces by people actually far away from each other” (Fullerton 1998)
commonplace. In the context of a postmodern, fragmented world, a foodie in
Oslo can vicariously share in the enjoyment of a meal eaten in Sydney by an‐
other foodie (Yee 2005b), and may have more in common with this person than
with other Norwegians. Whilst becoming more detached from her local com‐
munity, the Oslo individual feels an affiliation with a global tribe (Cova and
Cova 2001) of those interested in fine food. In many cases the linking value will
not have been intentional on the producer’s part (Cova and Cova 2001). Chef
Tetsuya Wakuda (Yee 2005b), for example, probably did not imagine that a
meal experienced by a group of Sydney diners on Wednesday 6th April, 2005
would be still be discussed, enjoyed and vicariously consumed all around the
world over four years later. The current generation of restaurant owners and
marketers will have to become very aware of the opportunites and the threats
that this new form of communication media presents.
CONCLUSION
The theatrical stage management of the service performance (Grove et al. 1992;
Pine and Gilmore 1999). by the restaurateur is evident in all the restaurants Yee
reports on. A number of elements are combined to create an original service‐
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scape (Bitner 1990) in which the meal is served; the skilled production and
presentation of the food, the design and ambiance of the surroundings and the
service provision by the restaurant are all necessary to create the experience.
However, as Morgan et .al. (2008) point out, the skilled consumer also brings to
the table knowledge and expertise about the ingredients and cooking processes
which allows them to experience the meal at an optimum level, as they have
developed the ability to distinguish the sensations, the vocabulary to express
and discuss the experience. The sharing of the experience with the community
gives additional meaning to it as a symbol of shared values and identity. The
existence of the community to whom the experience will be reported alters the
nature of the experience before, during and after the act of consumption.
As the analysis shows, Yee approaches the meal not just as a diner but as a
reviewer seeking to evaluate the experience for others, as a story‐teller collect‐
ing impressions and incidents to entertain her readers, and as a photographer,
recording the dishes before consuming them. The experience does not end
when she leaves the restaurant but is reflected on and shaped into a narrative
which becomes a dialogue with her readers through the blog discussion. The
internet technology allows her to develop her serious leisure career, and estab‐
lish an identity as a skilled reporter in the eyes of her community of consumption.
Such communities facilitate the emergence of citizen journalists, amateur
reviewers who have changed the way in which consumers obtain information
as part of their decision‐making process. In many fields of consumption, web‐
sites relying on user‐generated content are rivalling those produced by market‐
ing managers as the main source of consumer information. The credibility of
the new sources depends on a number of factors. The relationships that build
up between regular contributors to the community discussions create the
knowledge of the personality and expertise of the review, encouraging trust in
their evaluation of the products. In Yeeʹs case, the quality of her story‐telling,
her knowledge of the ingredients and processes, and her ability to convey her
enjoyment through poetic use of language, all make her blog entertaining and
readable as well as creating verisimilitude, a sense of the physical and emo‐
tional truth of what is being described. It is these factors that have lead to Yeeʹs
reputation and the awards she has gained for her blog. This suggests that suc‐
cess in the new world of user‐generated democratic criticism still has to be
earned by developing the traditional skills and relationships that make any
writer both readable and trustworthy.
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The emergence of Web 2.0 websites based on user‐generated content pre‐
sents marketers with the opportunity to interact with people who have re‐
vealed a strong interest in their product category (Middleton et al. 2009). Net‐
nographic methods such as those used in this article can provide companies
with rich data on what it is that consumers value about the service experience
and the part they play in its co‐creation. In the case of the foodie community, it
might suggest the need to appeal to the desire for insider knowledge and de‐
velopment of discriminating taste through informative menus, knowledgeable
staff and cookery demonstrations in the restaurant or at other events, which let
the consumers into the secrets of the trade. However, the case study also shows
the importance of stimulating community discussion of how special effects
were achieved and of maintaining a dramtic sense of surprise and mystique.
Marketers can also communicate with communities of consumption
through sponsorship, advertising or affiliate marketing links with blog and re‐
view sites. They can also create opportunities for user‐generated reviews on
their corporate sites (eg Dell and Amazon) or commercial review sites (eg Tri‐
padvisor). However, since as we have seen, the value of these website reviews
is that they come from trusted members of the community any overt marketing
activities from commercial interests are likely be quickly detected, critically de‐
constructed and, if of no value, dismissed by the community members. Build‐
ing relationships with the traditional media reviewer was usually the responsi‐
bility of the Public Relations function of an organisation. As Middleton et al
(2009: 269) say, the democratisation of criticism in the new media makes the
task much more complex, but the best source of positive public relations re‐
mains good qualtiy products that will be recommended by satisfied customers.
In leisure services such as restaurants, good quality products are those which
provide a unique and memorable experience.
This paper demonstrates the insights into communities of skilled consumers
that netnographic analysis of user‐generated reviews can provide academics
and practitioners. There is scope for further development of methodologies us‐
ing discourse and narrative analysis to reveal the interaction between the lan‐
guage used and the experience itself. While this research has focused on blogs,
similar techniques could also be fruitfully applied to other forms of user‐
generated content such as commercial review sites, social networks such as
Facebook or the new phenomenon of Twitter where short, frequently updated
comments by well‐known or unknown individuals are read by those who have
chosen to receive them.
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ABSTRACT
This paper conceptualizes a three dimensional personality typology of tourists. The
Tourist Typology Predictor (TTP) model provides a three dimensional tourist typology
based on individuals venturesomeness, interactiveness, and level of sensation seeking. The model presented in this paper combines Plog’s(1974 2001) PsychoAllocentric model, Eysenck and Eysenck’s (1964) Personality Inventory, and a Sensation Seeking (Eachus 2004; Litvin 2007) dimension. A description of a ‘typical’ tourist
in each of the eight types is presented. Two examples of the potential capabilities of
the TTP include identifying different types of tourists for the food tourism niche market and the medical tourism niche market. Two substantial insights emerge. First the
marketing of destinations to target groups of tourist could become more effective with
subgroups more easily identifiable providing each tourist destination with the ability to
identify the type of tourists their promotions aim to attract. Secondly, as a strong research tool for further examination of tourists’ typologies and personalities in a field
were a growing number of niche groups are regularly emerging.
Key words: sensation seeking, venturesomeness, extroversion, psychographics, niche
tourism.

INTRODUCTION
This paper conceptualizes a three dimensional personality typology of tourists.
Tourism typologies are necessary to distinguish individuals, tourist behavior
and consumer decisions. The Tourist Typology Predictor model, a three di‐
mensional typology, is presented in this paper. The model presented in this
paper is an expansion of Jackson’s typology (Jackson, White and White 2001;
Jackson 2006). Jackson’s typology combines Plog’s(1974; 2001) Psycho‐
Allocentric model and Eysenck and Eysenck’s (1964) Personality Inventory. In
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addition to these two dimensions, this paper proposes adding a Sensation Seek‐
ing (Eachus 2004; Litvin 2007) dimension.
LITERATURE REVIEW
Several previous studies have examined the relationship between the dimen‐
sions developed by Plog and Eysenck and Eysenck. Lee‐Hoxter and Lester
(1988) found a correlation between Plog’s allocentrism and Extroversion (Ey‐
senck and Eysenck 1964). Jackson et al (2001) further developed this relation‐
ship by conducting a factor analysis of all the items from both Plog and Ey‐
senck and Eysenck’s Scales, which resulted in a two factor solution. The two
factor solution suggested that the two dimensions are independent of each oth‐
er. The addition of the sensation seeking scale contributes to the strength in dif‐
ferentiating between individuals and their tourist behavior. The three scales,
venturesome, extroversion, and sensation seeking complement each other in
many aspects as each one provides a different dimension into tourist travel be‐
havior. Combining the three scales will provide a clearer picture of potential
tourist needs, which would be valuable to tourism providers.
Sensations Seeking Scale
The sensation seeking scale, while originally used in the evaluation of risky
drug behavior in youth has been applied in a variety of settings. The scale has
been shown to be extremely versatile in the different areas it has been used.
The Sensation Seeking Scale is a personality measure characterized by “the
need for varied, novel, and complex sensations and experiences and the will‐
ingness to take physical and social risks for the sake of such experiences”
(Zuckerman 1979: 10). A revised version of the sensation seeking scale was de‐
veloped, the Brief Sensation Seeking Scale or BSSS (Hoyle et. al. 2002), and
many of the deficiencies of the original scale were remedied. The BSS scale is
much shorter, consisting of eight items compared with the forty items in the
original. The wording of the items was updated and a Likert scale format sub‐
stituted the forced choice format of either agree or disagree in the original scale.
While the BSSS has not been used in tourism research until recently, it has
been used considerably in marketing and other consumer related fields. This
history provides a starting point for the examination of the use of the sensation
seeking scale for determining specialty tourism groups. Studies have shown
once questions have been adapted for the context of the study the scale pro‐
duces exceptional results (Lee and Crompton 1992; Lepp and Gibson 2008;
Pliner and Melo 1997).
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While the BSSS has been primarily used on younger individuals and stan‐
dardized from 7000 respondents, all considered “young”, Eachus (2004) makes
a few hypothesis such as; the older a respondent is the lower a score in disin‐
hibited and thrill seeking which was found to be true but interestingly enough
a few of his hypotheses were not confirmed. Age had no correlation in indul‐
gent leisure activities even though older respondents have a greater disposable
income, which shows that even lower income tourists are interested in and
willing to spend more in these areas while on holiday. Eachus (2004) tenta‐
tively concluded that the findings reported in the study do suggest that the
BSSS may have wider applicability than what was originally envisioned, and in
the context of the study, would include the interface between psychology and
tourism research. The fact that income did not affect a tourist’s desire to experi‐
ence indulgent leisure activities shows that the scale performs seamlessly on
the tourist’s desires and interests without the burdening effects of economic
grades and shows versatility among different economic levels.
Lepp and Gibson (2008) explored how the sensation seeking scale could be
compared to Cohen’s (1972, 1979) tourist typologies that differentiated between
the groups of drifters and explorers. Where Cohen’s (1979) typology of tourist’s
“modes”, which sought to explain the drives of why tourists go on vacation,
were shown to be able to exist simultaneously. The BSSS takes into account the
different drives or “modes” tourists may have in choosing destinations based
on personal and internal desires. While providing a distinction between the
different groups Cohen identified. The study showed that the BSSS accounted
for these different types of tourist modes accurately and even goes beyond that
of adventurers and pilgrims and into mass tourists.
These studies have shown that the BSSS is an important tool capable of pre‐
dicting tourist’s destination selection and to an extent a their personalities and
activity choice. Even though the original use of the scale was intended for eva‐
luating risky behaviors, the BSSS offers another use for determining how tour‐
ists feel about their leisure and even more so within the predictability of deter‐
mining a tourists destination and activities. The Brief Sensation Seeking scales
provides a look into the internal desires of the tourists as they select a destina‐
tion that will either peak their interest and stimulate new experiences or leave
the tourist relaxed and clam from familiar surroundings and non‐anxious situa‐
tions.
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Venturesome Scale
The venturesome scale was developed by Plog (1974), and is a cornerstone of
tourism research. The scale uses personality indicators to determine the level of
arousal desired from a destination, where active arousal is typically desired by
the allocentrics or venturers and a passive arousal is desired by the psychocen‐
trics or authentics. While the venturers prefer more escapist trends from tour‐
isty destinations and a desire to experience outside cultures, the authentics pre‐
fer a more touristy feel to the destinations they chose as well as a feeling of
safety and familiarity. While Plog’s scale was originally designed for the use in
the evaluation of destination success and decline, the scale has been effective
for establishing tourist typologies. Recent applications include (Nickerson and
Ellis 1991; Eachus 2004; Andreu et. al. 2006; Ignatov and Smith 2006; Litvin
2006; Everett and Aitchison 2008). What makes the venturesome scale so bene‐
ficial in the inclusion of the complete Tourist Typology Predictor model is that
first, like the BSSS, the venturesome scale is also independent of income (Plog
2002) and shows a strong relationship to the number of trips taken within a
year adding to the overall model’s predictability of frequency of trips. Sec‐
ondly, the venturesome scale also demonstrates that psychological factors play
a primary role in tourist’s destination choice as well as in selecting which lei‐
sure activities are favored (Plog 2002). The venturesome scale provides a look
into the tourist’s psyche and shows what the preferred behavior is for the tour‐
ist and what they require from a physical location.
Extrovert/Introvert Scale
Jackson, White, and White’s (2001) model initially combines Plog’s venture‐
some scale with that of the extrovert/introvert scale. This is a useful combina‐
tion as when compared to the Big Five personality traits, openness,
conscientiousness, extroversion, agreeableness, and neuroticism (Tupes and
Crystal 1961), a cornerstone in psychology research, the venturesome scale ac‐
counts for both the Conscientiousness and Agreeableness aspects within a
tourist experiences. While the Extrovert trait is expanded upon through its
separation. What is left over from the comparison from the Big Five personality
traits is that of Openness and Neuroticism, both of which can be represented
through the sensation seeking scale within the tourist experience. It is
important to note that these traits have been found to organize personality at
the highest level, and so they are most helpful as a conceptual organization for
lower‐level personality traits. However, because the Big Five traits are so broad
and comprehensive, they are not nearly as powerful in predicting and
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explaining actual behavior as are lower‐level traits. Many studies have
confirmed that in predicting actual behavior the more numerous facet or
primary level traits are far more effective (Mershon and Gorsuch 1988;
Paunonon and Ashton 2001)
This is were the Tourist Typology Predictor Model (TTPM) is able to create
a personality predictor through the comparison of the Big Five psychological
model and create a psychological model specifically for tourist qualities and
personalities.
Theextrovert/introvert aspect provides tourism research with many uses.
Understanding how tourists travel and who they travel with not only gives a
strong marketability for destinations but also provides an understanding of
which destinations are attracting larger groups and why. The scale shows
individuals that fall on the extrovert side tend of be energized by being within
large groups, are vey assertive, and quite quick to decisions. Where the
introvert side is more contemplative about decisions, are energized through
personal time separated from the group, and prefer to watch before “jumping”
into an activity. Misconceptions about the scale are that introverts are shy and
timid individuals, while these are traits sometimes associated with introversion
they are not apart of it. Many introverts will have a small group of friends but
are closely linked to these friends and introverts will also be interested in tak‐
ing part in dangerous activities as long as there is evidence of a level of safety.
Carrigan’s (1960) paper provides a historical review of the different tests
and uses of the extrovert/introvert dimension since Eysenck’s (1953) review of
the scale. While the scale had fallen out of use in the years prior, Eysenck’s re‐
view has brought the scale back into the main stream. Carrigan’s review of 32
different articles showed that while some methods of testing for extro‐
vert/introvert was not appropriate, such as the researcher’s own perspectives of
how subjects would be classified to forced answer questionnaires that left in‐
troverts underrepresented. There was a set of questionnaires that managed to
have a strong legitimacy when compared and tested by Carrigan, those based
on a Likert scale and detailed reoccurring interviews. Overall the scale is found
to have great potential in but the author warns that the scale did fall out of use
and if adjustments were not made it would again fall out of use.
Since then the extrovert/introvert scale has become increasing more popular
and has been adjusted to perform adamantly in all aspects (Digman 1990;
Goldberg 1993). The Extrovert scale provides a look into the social interaction
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desired from the tourist and expands the other scales used providing greater
detail to their results as well as it’s own.
By combining the destination selection predictability of the adventuresome
scale with the scale of social interaction and the scale of internal desires of the
brief sensation seeking scale the model is able to observe a complete view of
eight distinct tourist personality types that are well established as well as iden‐
tifying a predictability pattern.
MODEL
Figure 1.
Immersionists

Experience Seeking

Introversion

Allocentric
Explorer

Guided

Adventurer

Groupie
Extraversion

Psychocentric

Familiar Seeking
Generalist

A description of a ‘typical’ tourist in each of the types presented in Figure 1
is presented below. Each description provides a basic description and an ex‐
ample tourist destination and activity.
Guided Immersionist: Psychocentric, Introversion, and Experience seeking
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Tourists that want to experience the culture but are either afraid or hire a
guide to show them the cultural significant places. Prefer a more one‐on‐
one/personal experience. An example would be a personal guided tour of The
Taj Mahal.
Explorer Immersionist: Allocentric, Introversion, and Experience seeking
These are the people that enjoy being “air‐dropped” into a culture and liter‐
ally leave everything about themselves behind so they can fully integrate them‐
selves into the culture to experience it. Such as traveling to a remote village and
joining the village as a member of the society. These individuals seek to escape
from tourists.
Adventure Immersionist: Allocentric, Extraversion, and Experience seeking
These groups of people are those that run across Africa together, hike Ever‐
est together, and enjoy doing everything the Explorer Immersionist does but
chooses safer environments and believes in the safety in numbers mentality.
The members of “Running the Sahara” and Peace Corps members would fit
into this category.
Groupie Immersionists: Psychocentric, Extraversion, and Experience seeking
People that enjoy going on group trips and prefer locations that are tourist
hot spots, but still would like to see how different cultures are. This group can
be thought of as Americans that go to Hawaii to experience the Polynesian cul‐
ture
Groupies Generalist: Psychocentric, Extraversion, and Familiar seeking
These are the type of tourists that seek out other tourists and popular tourist
locations that they themselves are familiar with and travel within a group.
Fisherman’s Warf in San Francisco, Time Square in New York, Cancun and
Hollywood Walk of Fame are type of locations this category will typically
travel to.
Guided Generalist: Psychocentric, Introversion, and Familiar seeking
Much like the Groupie Generalist they prefer to travel to familiar environ‐
ments but are willing to try some new experiences on their own and take calcu‐
lated risks. Weekend road trips to undetermined destinations are common
practices for this category.
Explorer Generalist: Allocentric, Introversion, and Familiar seeking
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Explorer Generalists can be thought of as those tourists that are casual sky
divers, scuba divers, and back country skiers. They enjoy challenging them‐
selves but will never over challenge themselves. They consider themselves ad‐
venturesome but really prefer to stay in their comfort zone.
Adventure Generalist: Allocentric, Extraversion, and Familiar seeking
These tourists are social and enjoy activities were each individual is in‐
volved. A week of mountain biking with colleagues would fall into this cate‐
gory. Adventure Generalists are generally willing to try anything once as long
as there is some kind of safety system in place first.
DISCUSSION
The growth in the tourist niche market groups shows that tourism research is
growing and that previous ways of identifying tourist groups have to adapt
and include more adjustable means for identifying segments and the segment
needs. One of the benefits of the Tourist Typology Predictor model is its cus‐
tomizability. Two examples of the potential capabilities of the TTP include
identifying different types of tourists for the food tourism niche market and the
medical tourism niche market.
For the food tourism niche market group, the hemispheres of the model can
be divided into the northern half being classified as “foodies” and the southern
as “non‐foodies”. To attract more foodies into the destination four categories
are established to identify potential tourists; explorer foodie, guided foodie, adven‐
turer foodie, and groupie foodie. The explorers could chose to stay with locals and
eat what they eat at family meals and do not shy away from any culinary op‐
portunities, while the guided foodies might ask the front desk or concierge
where the best place to get a certain food item is in trying the region’s take on
the dish. The adventurers travel outside of the tourist area seeking the hole‐in‐
the‐wall local favorite, and the groupies seek out restaurants which are famous,
important to be seen at, or highlighted in a guidebook were exclusivity and/or
reputation is apart of the food experience. Using the TTP model to understand
the dimensions of these segments of food tourists could be useful for destina‐
tions and business in positing themselves, understanding the particular market
at their locale, and assuring that their market’s needs are met.
For the medical tourism niche market group, the hemispheres can be di‐
vided as well but with the southern half identifying tourists as those seeking
locations familiar to their home country and style of medicine, i.e. an individ‐
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ual from the United States would look for destinations such as New Zealand,
The United Kingdom, Canada, France, Germany, etc. The northern hemisphere
would be individuals seeking out exotic locations and/or treatments.
The next step in the process of the Tourist Typology Predictor Model is to
establish multiple destinations and activities that fall into the different catego‐
ries of the model. This is both a strength and weakness for the model, since
there are destinations that are generally accepted as either a tourist trap or
touristy and those accepted as secluded and isolated from the world, there are
areas where the perception of the destination varies greatly both within and
outside of the host nation. This is the challenge the model faces, how crowded
is too crowded? Adventurous compared to what? At what point does some‐
thing become familiar rather then novel?
Establishing a baseline for the study would help to standardize the model
but even this undertaking has some challenges. Leisure is thought of very dif‐
ferently from culture to culture and this is the gap in tourism research today.
Western ideals do not relate perfectly to eastern views and because of the scales
used in the model were developed in and through western means leaves the
model unable to be generalizable globally and only useful in targeting western
tourists. The scales are also individually focused, as the individual response to
what they want and feel while there is no accountability for the group decision
process. While the model does show the desire to be within a group it does not
account for individual compromises while within a group. This limitation is
most evident in family travel since the goal of the trip itself may just to be
around each other not all needs and desires may be meet but the trip is still en‐
joyable and reoccurring.
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marketing of destinations to target groups of tourist becomes increasingly ef‐
fective and subgroups easily identifiable, with each tourist destination able to
identify which category their promotions are attracting. Secondly, as a strong
research tool for further examination of tourists’ typologies and personalities in
a field were a growing number of niche groups are being discovered regularly.
With this information these destinations are able to either strengthen the areas
they wish to promote more or discontinue wasted efforts in areas not attracting
the type of tourist desired.
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ABSTRACT
People interact with Information Technology (IT) applications everyday and no hotel can maintain it’s competitiveness without the assistance of IT applications. The richer the customer information stored inside the database, the more comprehensive services can be provided, and
higher customer satisfaction can be achieved. However, with majority of the computer servers
were attached to the Internet, the opportunities of the customer data being unauthorized accessed by intruders have increase dramatically. Moreover, the virus and worms’ attack could
create security flaw for hackers to gain access to hotel customers’ confidential data such as
credit card information. To protect these valuable information, IT managers must ensure their
system is well-protected. Furthermore, hotel operations are now heavily IT-dependent, so good
disaster recovery planning can ensure the business continuity during system downtime. This
study invited 32 Hong Kong Hotel IT Managers to share their hotel’s current IT security policy
and disaster recovery preparation.
Key words: hotel network security, password management, disaster recovery, drp, network
protection.

INTRODUCTION
The traditional hospitality industry emphasized human touch with customers.
However, with the popularity of information technology (IT), customer service
quality further extended to computer‐based services standard. IT can improve
service quality, reduce costs and enhance operational efficiency (Law, Leung,
and Buhalis 2009). Customers not only look forward to personal caring services
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from operational staff, but also expect effective and efficient responses from the
IT systems. In order to provide personalized services, customers’ preferences
and personal information were stored in the CRM (Customer Relationship
Management) database. Moreover, marketing staff could make use of this da‐
tabase to carry out marketing campaign to selected customers. To speed up the
reservation and check‐in process, repeated customers’ credit card and passport
information can be retrieved from the previous visit history records. As hotels
are holding increasing volumes of personal data, which is vital for sales activ‐
ity, marketing campaigns, customer service, and transactional processes, pro‐
tecting this valuable information has become one of the most important objec‐
tives for the hotel IT Managers.
Currently, the Internet becomes the most important tools in our daily life. A
majority of application servers are connected to the Internet so protecting valu‐
able business data exposing to the public is the top priority among of data se‐
curity issues. In addition, hotel employees depend heavily on IT applications to
complete their daily tasks. Therefore, in order to maintain business continuity
during system downtime, a well‐planned and well‐tested disaster recovery and
contingency plans must be in place. In order to understand the current hotel IT
security issues in Hong Kong, this study invited 32 hotel IT Managers to share
their view point on their hotel’s existing security policy and disaster recovery
planning.
LITERATURE REVIEW
System Security
Internet currently acts as a boundary‐free marketing channel and resource cen‐
ter. However, crackers (viruses) and intruders (hackers) are all over the Inter‐
net and business information could easily be leak out via security flaw
(Stallings, 2007). Especially for hospitality industry, so many valuable custom‐
ers’ information such as credit card numbers, birthdays, passport numbers
were stored in the server, any security holes could makes hundreds of thou‐
sands hotel clients data exposed to the public. The hotels should have policies
in place to ensure that the users’ privacy will be protected and their personal
information will not fall into the hands of people for whom it is not intended
(Ackerman and Mainwaring 2005). There are various ways to protect internal
network from data exposure to intruders. Firstly, to protect customers’ infor‐
mation for intruders, the most widely used authentication method is the user‐
name‐password combination. Only authorized person with username and
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password could gain access to those protected information. In order to make
effective use of the username‐password protection, using strong passwords
could resist guessing and cracking by unauthorized person (Vu et al., 2007).
Secondly, good password management such as the length of the password
(Wagner and Goldberg 2000), and the frequency of changing passwords could
strengthen the level of security (Villarrubia, Fernandez‐Medina and Piattini
2006). Prior research indicated that if users can freely choose their own pass‐
word, majority of them will pick short and less complicated password (Adams,
Sasse and Lunt 1997) therefore IT managers should setup proper password
management to ensure the user selected password is secure.
Malicious software (malware) is the software that intentionally included or
inserted in a system for a harmful purpose. Among all malware, computer vi‐
rus is the most common one that can affect the system stability and reliability.
Normally, by installing antivirus software, computer viruses, worms, Trojan
horses, adware, and spyware can be prevented, detected, and removed (Johns‐
ton 2009). Malware can easily be infected via user email attachment, or dishon‐
est websites. With the increasing number of entertainment websites available
online, users’ workstation can easily be attached with the malware by visiting
those dishonest websites. To prevent this, implementing web filtering can block
the users from accessing them. By setting up firewall, managers can setup rules
so as to filter out websites by categories. Firewall can either be a hardware de‐
vice or software application, or a combination of both. It is a device that be‐
longs to a computer system or network that is designed to block unauthorized
access, and can configured to permit, deny, encrypt, decrypt, or proxy all
communication traffic between different security domains based on a set of
predefined rules and criteria (Stephens 2005). Furthermore, web filtering also
can prevent cyberslacking.
Cyberslacking
Communicating via Internet is now the most cost effective and efficient chan‐
nel. Hotels can save a lot of long distance telephone call cost when they com‐
municate with overseas customers via Internet phone. Many travel agents also
use MSN as their main communication tool when they communicate with their
overseas partners. Nowadays, computers not only act as a tool for business, but
also as an entertainment center. However, many people visit entertainment
website during office hours. Cyberslacking refers to “the activities involved in
wasting time on the Internet while people are supposedly at work” (Mills et.al.,
2001, p. 34). Generally speaking, seven most frequent cyberslacking activities
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including game playing and gambling, job hunting, watching streaming media,
stock trading, personal emails, perusing pornography and cybersex, recrea‐
tional surfing, and shopping. Cyberslacking activities not only decrease em‐
ployee productivity (Mills et al., 2001) but also degrade the network perform‐
ance (Stewart 2000). Prior research indicated majority computer‐using employ‐
ees access Internet for personal use during work hours, especially for highly
paid managers and professionals (Garrett and Danziger 2008). Social network‐
ing sites (SNS) is used heavily in the organization and many company execu‐
tives agreed SNS affects employee productivity; spanned company firewall and
could disclose confidential information (Skeels and Grudin 2009). Furthermore,
many these non‐commercial websites have attached with malware and visiting
these websites could create security flaw to the hotel network. Hackers could
easily get into the servers via this security flaw and customers’ confidential in‐
formation might leak out. As a result, these activities should be prevented in
the hotel network.
Disaster Recovery Planning (DRP)
The aim of IT disaster recovery plans is to minimize financial and reputation
losses of services’ interruptions (Wiboonrat 2008). Currently, hotels depends
heavily on IT in order to maintain their daily business operations, including
customer check in and check out, billing, marketing activities, and inter‐
departmental communication. Hotel employees now rely greatly on IT when
they carry out daily tasks. If the system fails, they might not know how to
manually handle the operation. In order to maintain business continuity, a DRP
should be well‐prepared so that employees can work properly during system
downtime. Furthermore, the DRP must be tested regularly so that the DRP
matches with the latest operation procedure and the latest technology. Con‐
tinuous testing is needed because hardware, manpower, and operation proce‐
dures changes overtime, so it is to ensure the DRP remain consistent overtime
(Chow and Ha 2009).
METHODOLOGY
In June 2009, a total of 96 invitation letters were sent out to the Hong Kong ho‐
tel’s general managers. All these hotels are the members of Hong Kong Hotels
Association. These hotel’s IT Managers were invited to take part in the IT ap‐
plication survey. The survey collected each hotel’s current IT situation in five
main areas including hardware and software application in use by the hotel,
users and manager behavior to IT applications, system security, IT services
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provided by business center and guest room, and the IT Manager’s back‐
ground. The interviews were conducted in July and August 2009 and each in‐
terview took around 30‐45 minutes to complete. The questionnaire included
both open‐ended and close‐ended questions. By the end of the data collection
period, 33 IT Managers were interviewed with a participation rate of 34%. One
of the interviewees was the Group IT Manager working in corporate office and
he did not belong to any hotel. As a result, 32 hotels participated in the sur‐
vey,among which, four were 3‐star hotels, 19 of were 4‐star hotels, and nine
were 5‐star hotels.
FINDINGS
Intruder Prevention
To strengthen the security level of the hotel network, a majority of hotels have
policies for controlling the length of the user password. One 3‐star hotel did not
implement any password rule so the minimum password length of this hotel is
only one character, the remaining hotels require their user passwords to have
six to eight characters long. The password can be numeric, alphabets or combi‐
nation of both.
Table 1. Password Change Frequency among Different Hotel Types
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tain period of time. Hata! Başvuru kaynağı bulunamadı. shows that all 3‐star,
5‐star hotels, and most (14 hotels, 74%) hotels change the user password at least
once a quarter. One 4‐star hotel changes the passwords every six months and
another 4‐star hotel changes the passwords annually. However, there are three
hotels that never change their user passwords.
Malware Prevention
In this study, all 32 hotels are aware of the importance of preventing systems
from virus attack. All of them have installed antivirus software in both system
servers and users’ workstations with daily update of virus defination files. In
addition, to prevent the system being attack by unauthorized personnel, all 32
hotel networks are protected by software firewall bundled with Microsoft
Windows operating system. In order to provide comprehensive protection, 13
hotels have installed hardware firewall. Among them, four were 5‐star hotels,
and eight were 4‐star hotels. None of the 3‐star hotels installed hardware fire‐
wall (Hata! Başvuru kaynağı bulunamadı.). The cost of the hardware firewall
is the main reasons why hotels did not adopt it. Many hotel owners and execu‐
tives cannot identify the difference between hardware and software firewall.
They feel that the software firewall included in Microsoft Windows is already
good enough to protect their system, and believe having a hardware firewall is
duplicating purchase.

Hotel Types
Table 2. Adoption of Firewall among Different Hotel Types

5-Star Hotels

4-Star Hotels

3-Star Hotels

Total

Every month

2

4

0

6 (19%)

Firewall

Every 2 months

0

2

0

2 (6%)

Every 3 months

7

8

4

19 (60%)

Every 6 months

0

1

0

1 (3%)

Every year

0

1

0

1 (3%)

Never

0

3

0

3 (9%)

However, none of the hotels require user password to contain special charac‐
ters such as “*”, “#”, and “+”. Furthermore, in order to prevent password
guessing, most of the hotels require users to change their passwords after cer‐

Hotel Types
5-Star Hotels

4-Star Hotels

3-Star Hotels

Total

Hardware

5

8

0

13

Software

9

19

4

32

Website Filtering
The results in this study indicated many hotel managers are well aware of cy‐
berslacking. Over 80% (26 hotels) of the hotels have control their employee’s
access to certain categories of websites such as pornography, social networking,
instance messaging, investment, gaming and gambling, web mail, and online
movie (Table 3). Only six hotels were not filtering any Internet websites, three
of which were 3‐star and another three were 4‐star. Among those 26 hotels, 25
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of them filtered the pornography; 62% of them filtered social networking sites
such as facebook and instant messaging application such as MSN. Around one‐
third of them filtered web mail so that employee cannot use their personal
email to transfer hotel’s confidential information to outside, and also to prevent
them from sending out personal emails during office hours. Investment web‐
site is also filtered in office network because monitoring the stock market could
directly affect the employees’ productivity, so around one‐third of the hotels
filtered these websites. For gambling websites, there were five hotels (19%)
which filtered and prevented employee access. These rules only apply to hotel
internal network but do not apply to the Internet service for hotel guest. Main‐
taining a good working atmosphere, concentration and productivity are the
main reasons why hotels apply web filtering.
Table 3. Website Categories that were filtered to Prevent Employee Access
Hotel Types
Total*
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in the contingency plan policy and procedure so employees can follow during
system failure. However, when they were asked if the DRP has been tested out
or not, seven hotels (five from 4‐Star and two from 3‐Star) stated they had
never tested it. The schedule of the DRP testing conducted by hotels varies
from monthly test to biennial test. Over 68% of the hotels conducted the test
once a year, and two hotels did not have a fixed schedule for the DRP test (
Table 4).
Table 4. Frequency for Contingency Plan Drill
Hotel Types
Total

5-Star Hotels

4-Star Hotels

3-Star Hotels

Never

0

5

2

7 (22%)

Monthly

1

0

0

1 (3%)

Semiannual

3

8

1

12 (38%)

5-Star Hotels

4-Star Hotels

3-Star Hotels

Pornography

8

15

2

25 (96%)

Annual

3

5

1

9 (28%)

Social Networking

3

11

2

16 (62%)

Biennial

1

0

0

1 (3%)

Instant Messenger

4

10

2

16 (62%)

No fixed schedule

1

1

0

2 (6%)

Web Mail

2

7

1

10 (38%)

Total

9

19

4

32 (100%)

Investment

2

5

1

8 (31%)

Gambling

0

4

1

5 (19%)

Game

1

0

0

1 (4%)

Movie

0

1

0

1 (4%)

* Total no. of hotels: 26

For those seven hotels which did not carry out DRP test, four of them have
stated the reason. A 3‐star hotel stated that “We have backup systems linking
with other sister hotels so we don’t need the test”. For the other three 4‐star ho‐
tels, one stated that they did not have enough man‐power to carry out the test;
one stated that the operational staffs were so busy and they are not supportive
of the tests; and one emphasized on their hotel was concerned that the test will
disturb the customers and affect customer services. As a result, these hotels feel
that conducting the tests will create inconvenience to both hotel staffs and cus‐
tomers.

Disaster Recovery Planning
Among all 33 hotels, all of them have DRP for IT system downtime. The opera‐
tion procedures for the operational staff during downtime were clearly stated
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This study has examined the Hong Kong hotels’ IT security practice. The result
indicated that the majority of IT managers are aware of the importance of sys‐
tem security. All hotel networks are protected by firewall, and antivirus soft‐
ware. User password must be changed regularly and must be complicated
enough to prevent password guessing by unauthorized personnel. To increase
the password complication, IT managers should encourage users to use special
characters such as “*” “#” or “$”. Furthermore, over 80% of the hotels have cre‐
ated certain website filtering rules to prevent cyberslacking. However, the find‐
ings also indicated due to budget constraints, many hotels only use software
firewall to protect their network but the protection power is not as strong as the
hardware one. Furthermore, around 28% (9 hotels) of the hotels do not regu‐
larly test their contingency plan. These hotels (six 4‐star and two 3‐star) feel
that conducting contingency plan testing/drill wastes time and manpower, and
will disturb the customers. Hotel manager should be aware that the exposure
of customer personal information to outsiders could damage a hotel’s reputa‐
tion, therefore, addition network protection such as hardware firewall is critical
to network security. Furthermore, whenever there is system failure, the quicker
the operation procedures resume or switch from automated process to manual
process, the faster the customer can be served. As a result, the customer satis‐
faction rate could be maintained. Therefore a proper training and regularly
testing of DRP could help free the employees from panic and resume operation
procedure as soon as possible.
This study has several limitations. First of all, the sample size is relatively
small and only focused on Hong Kong; only one‐third of the members of the
Hong Kong Hotels Association participated in the survey. There was a lack of
3‐star hotel since only four participated. Therefore, the results generated in this
study may not represent the general situation of the hotel industry. Secondly,
this study only focused on the policy applied to internal network security, the
security policy for online reservation, email, and wireless network were ex‐
cluded in this study. To have a more comprehensive understanding of the hotel
security policy, these areas should be examined in future studies.
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ABSTRACT
The concepts of brand, brand image and brand personality are well documented in
marketing literature but their application to tourism and tourist destinations is
relatively new. Destinations need to create a brand to help its positioning and
emphasizing the uniqueness of the place. As branding is considered one of the most
powerful tools in marketing, this paper examines the concepts of brand image, brand
personality and its applications in the field of tourism, in order to understand the
common ground as well as the boundaries between the two constructs. From the
comparative analysis of concepts of brand image and brand personality a model is
suggested to explain how those concepts interrelate.
Key words: brand image, brand personality, destination branding.

INTRODUCTION
Although branding has been a concept used by marketers since the late 80s,
tourism destination branding is a relatively new development. It combines
marketing products and services and the commoditization of people’s culture
and environment. Lack of research regarding destination brand measurement
indicates that conceptualizing how tourists evaluate a destination brand is
complex (Boo, Busser and Baloglul 2009). The complexity of this issue requires
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a particularly focused effort by tourism researchers since it comprehends “a
multiplicity of concerns needing a multidisciplinary response” (Gnoth 1998: 759).
Destinations offer an amalgam of tourism products and services, which are
consumed under the brand name of the destination, providing an integrated
experience to tourists but, a destination can also be a perceptual concept, which
can be interpreted subjectively by consumers depending on their travel experi‐
ence, cultural background, purpose of visit and psychographic and demo‐
graphic characteristics (Buhalis 2000). The complex process of brand destina‐
tion formation appears to be correlated with the desirable image of the destina‐
tion, the experience of the destination and consequent differentiation between
destinations. Although there has been a proliferation of ‘branding’ and ‘desti‐
nation image’ studies during the past three decades, ‘destination brand person‐
ality’ still needs further research (Ekinci and Hosany 2006).
When ‘brand’ is associated with ‘image’, it relates to the set of feelings, ideas
and attitudes that consumers have about a brand. When ‘brand’ is associated
with ‘personality’, it refers to the human characteristics of a brand which dif‐
ferentiate it from its competitors. While ‘destination image’ is a multidimen‐
sional construct comprising of two primary dimensions: cognitive (beliefs and
knowledge about the physical attributes of a destination) and affective (ap‐
praisal of the affective quality and feelings towards the attributes and the sur‐
roundings environments) (Baloglu and McClearly 1999), ‘destination personal‐
ity’ is viewed as a multidimensional construct and is defined as the “set of hu‐
man characteristics associated with a tourism destination” (Hosany, Ekinci and Uy‐
sal 2006: 639).
This paper will focus on ‘destination branding’, ‘destination brand image’
and ‘destination brand personality’ in order to provide a deeper understanding
of the importance of those concepts to tourism marketing strategies. Also, some
avenues for future research are suggested.
LITERATURE REVIEW
The Use of the Term ‘Brand’
“In the world a brand denotes a name or a mark that is associated with a product; in the
mind, it denotes a mental representation, an idea or a consumer’s perception of psycho‐
logical meanings […]” (Stern 2006: 219).
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Stern (2006) argues that the survival of ‘brand’ is a signal of its vitality as it
is one of the more ancient words in the English language. The earliest use of the
word ‘brand’ dates from the late fifth century and was a synonym for ‘sword’
which associates it with war and weapons vocabulary, reproduced in modern
connotative marketing metaphors such as ‘marketing warfare’, ‘battle of
brands’ and ‘killer brand’. Thus, in addition to the literal meaning of the term
as a real world identity, there is also a connotative meaning on metal associa‐
tions in metaphors such as ‘brand image’. In fact, that is one of the older meta‐
phor used in branding, dating from 1958, when it was defined as the impres‐
sion of a product in the mind of potential users and consumers (Mayer 1958).
Over the nineteenth century, the meaning of ‘brand’ as a physical burn
mark expanded to include a visual‐verbal mark as a sign of quality that refers
to a trademark affixed by burning or other means. In 1960, the American Mar‐
keting Association suggested that ‘brand’ can be defined as “a name, term, sign,
symbol, design or combination of them which is intended to identify the goods and ser‐
vices of one seller or group of sellers and to differentiate them from those of competi‐
tors” (Kotler 1991: 442), who stressed the idea that a brand’s logo and visual
features were the basis for differentiation.
The classification of ‘brand’ as either an entity or a process is based on the
fact that it can be used as either a noun or a verb. As a noun, it refers to entities
such as people, places, things and ideas; as a verb it refers to processes in‐
cluded in a firm’s effort to make products and services meaningful (Calder and
Reagan 2001). Such efforts include naming the product, targeting, positioning
and communicating the benefits. When analyzing the literature about ‘brand’,
it can be argued that this term, being mainly used in mass marketing and con‐
sumer relationship, has became over defined and that its meaning assumes dif‐
ferent perspectives. Some researchers claim that ‘brands’ consist of the visual
and verbal representations associated with firms and services while others de‐
scribe ‘brands’ as images in consumer’s minds of functional and psychological
attributes (Martineau 1957). Example of a current metaphor used in marketing
is ‘brand personality’ which compares brands and people in terms of their
unique traits (Aaker 1997).
Destination Branding
Destination branding can be defined as “perceptions about a place as reflected by
the associations held in tourist memory” (Cai 2002:273). Such a concept serves to
enhance destination marketing by providing potential tourists with informa‐
tion that allows them to identify a destination, differentiate it from its competi‐
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tors and build expectations about the likely holiday experience offered by the
destination. Furthermore, a destination brand can assist tourists in consolidat‐
ing and reinforcing their perceptions of the destination after their travel experi‐
ence (Ritchie and Ritchie 1998). Cai (2002) further conceptualized destination
branding as “selecting a consistent element mix to identify and distinguish [a destina‐
tion] through positive image building” (2002: 722). In the literature, ‘destination
branding’ has also been considered synonymous with (re)positioning (Gilmore
2002), image‐building (Curtis 2001), image‐reconstruction (Hall 2002) of a des‐
tination and analogous to corporate or umbrella branding, whereby a destina‐
tion functions like a company that produces various product/service brands
(Gnoth 2002; Papadopoulos and Heslop 2002). Furthermore, the key for desti‐
nation branding is to develop an emotional link with tourists (Morgan, Prit‐
chard and Pride 2004).
Destination Image
Several statements emerge in tourism literature about ‘destination image’. For
instance Blain, Levy and Ritchie (2005) suggested that ‘destination image’
should be included in the definition of ‘destination branding’; Cai (2002) con‐
sidered brand image building to be an important component in the formation
of a destination branding model. Building a destination brand image essen‐
tially means identifying the most relevant associations for the destination and
strengthening their linkages to the destination brand (Keller 1993).
When establishing a parallel between the concepts of ‘brand image’ and
‘destination image’, it is noticeable that ‘brand image’ include elements such as
‘symbolism’, ‘personification’ and ‘meaning and messages’ (Dobni and Zink‐
ham 1990), whereas ‘destination image’ definitions tend to emphasize mainly
‘perception’ and ‘cognitive or psychological elements’. According to Baloglu
and McClearly (1999), the cognitive component can be interpreted as beliefs
and knowledge about the physical attributes of a destination. Those elements
are common to definitions of both ‘brand image’ and ‘destination image’. Table
1 summarises ‘destination image’ definitions.
The destination image is then linked to the tourist’s self‐image. This connec‐
tion between self‐image and destination image is consistent with arguments
that lifestyle and value systems are key elements in destination choice proc‐
esses (Ekinci 2003). It has been proposed that consumer decisions are often
based on whether or not a product fits into their lifestyle and/or whether it of‐
fers a desirable experience (Morgan and Pritchard 2002). Such arguments have
also been made with respect to destination marketing. In particular, it is sug‐
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gested that travel is increasingly about experiences, fulfilment and rejuvenation
rather than about “places and things” (King 2002). The author states that travel
and tourism marketers need to focus on and confirm more of what the cus‐
tomer would like to see in themselves and their lifestyles, rather than on the
tangible properties of the product or service being promoted. This means that
destination marketing organizations need to place more emphasis on the crea‐
tion and promotion of holiday experiences that link key brand values and as‐
sets to the holiday aspirations and needs of customers (King 2002).
Table 1. Critical Review of the Definitions of ‘Destination Image’
Author
Hunt (1971)

Definition of DI

Emphasis Given

‘Impressions that a person or persons hold about a state in
which they do not live’.

Hunt (1975)

‘Perceptions held by potential visitors about an area’.

Phelps (1986)

‘Perceptions or impressions of a place’

Tourism Canada
(1986-1989)

‘How a country is perceived relative to others’.

Calantone, et al.
(1989)

‘Perceptions of potential tourist destinations’.

Gartner (1989)

‘A complex combination of various products and associated
attributes’.

Crompton (1977)

‘Organized representations of a destination in a cognitive
system’.

Lawson and BondBovy (1977)

‘An expression of knowledge, impressions, prejudice, imaginations and emotional thoughts an individual has of a specific
object or place’.

Crompton (1979)

‘Sum of beliefs, ideas and impressions that a person has of a
destination’.

Fakeye and
Crompton (1991)

‘Image is the mental construct developed by a potential
tourist on the basis of a few selected impressions among the
flood of total impressions’.

Kotler et a.l (1994)

‘The image of a place is the sum of beliefs, ideas, and impressions that a person holds of it’.

Parenteau (1995)

‘Is a favourable or unfavourable prejudice that the audience
and distributors have of the product or destination’.

Gartner (1993),
(1996)

‘Destination images are developed by three hierarchically
interrelated components: cognitive, affective, and conative’.

Perception

Meanings and messages

Cognitive or psychological elements

Source: Adapted from Gallarza et al. 2002 and Echtner and Ritchie 2003.

In spite of the growing importance of destination brands, most conceptual
and empirical research has focused on destination images (Cai 2002; Hall 2002;
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Hankinson 2005; Papadopoulos and Heslop 2002; Prebensen 2007; Pritchard
and Morgan 2001; Tasci, Gartner and Cavusgil 2007). For instance, it has been
suggested that, despite the pivotal role of visual image in brand evaluations,
other brand assessment dimensions should be considered (Hankinson 2004;
Konecnik and Gartner 2007).
Destination Brand Personality
Despite the growing body of literature on ‘destination branding’, there is little
empirical evidence that visitors can and do associate brand personality charac‐
teristics with destinations and that they can differentiate destinations on the
basis of perceived personality and brand identity. Tourists receive and inter‐
pret the various messages sent by destinations and build a representation of the
‘behaviour’ of the destination. Personality traits can be associated with a desti‐
nation in a direct way through citizens of the country, hotel employees, restau‐
rants and tourist attractions, or simply through the tourist’s imagery, defined
as the set of human characteristics associated with the typical visitor of a desti‐
nation (Aaker 1997). In an indirect manner, personality traits can be attributed
to destinations through marketing programs such as cooperative advertising,
value pricing, celebrities of the country and media construction of destinations
(Cai 2002).
Accordingly, Ekinci and Hosany (2006) argue that, similar to consumer
goods/brands, tourism destinations are rich in terms of symbolic values and
personality traits, given that they consist of a bundle of tangible and intangible
components (e.g. the visitor attractions, the hotels and the people) associated
with particular values, histories, events and feelings. Adopting Aaker’s (1997)
research, Hosany et al. (2006: 639) view ‘destination brand personality’ as mul‐
tidimensional constructs defined as “the set of human characteristics associated to a
tourism destination”. The authors also argue that ‘destination image’ and ‘desti‐
nation personality’ are related concepts: “Brand image seems to be an encompass‐
ing concept and brand personality is more related to affective components of brand im‐
age” (2006: 641). The lack of research regarding destination brand measurement
may be an indication of the complexity involved in understanding how tourists
evaluate a destination brand.
‘Destination brand personality’ has been measured using the brand person‐
ality scale originally developed for consumer goods. Consequently, personality
traits found so far for tourism destination may not fully reflect all the personal‐
ity characteristics of a destination. It is also hoped that continued work will
lead towards both the development of brand personality conceptual frame‐
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work more suitable for tourism destinations and a better understanding of the
influence brand perceptions have on destination choice when compared to oth‐
er factors influencing perceptions and visit. Similarly, there is a need for a
destination brand measure (Blain et al. 2005; Deslandes 2003;, Kaplanidou and
Vogt 2003; Ooi 2004; Ritchie and Ritchie 1998).
Research has suffered from the lack of a common theory and of a consensual
taxonomy of personality traits used to describe products. The validity of the
early product personality scales, based on human personality, was questioned
because human and product personalities might have different antecedents. As
a result, some dimensions of human personality might be mirrored in brands,
whereas others might not (Kassarjian 1971; Pereira, Correia and Schutz 2009).
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However, while ‘brand image’ is centred on ‘perception’, ‘imagery’, ‘repu‐
tation’, ‘impressions’ and ‘relationships’, ‘brand personality’ is centred on ‘per‐
sonification’, ‘human characteristics’ and ‘psychological values’, being “the soft,
emotional side of brand image” (Biel 1993 cited by Ekinci and Hosany 2006: 131)
which implies consumer experience. Only after establishing a relationship with
the brand, the consumer can assess its personality, in other words, ‘brand per‐
sonality’ is the consequence of the ‘brand image’ held about a brand. Further‐
more, characteristics are projected from the self‐images of consumers in an at‐
tempt to reinforce their own personalities.
Figure 2 illustrates how the elements presented in ‘brand image and ‘brand
personality’ relate to each other and the boundaries between the concepts.
Brand Posi‐
tioning

TOWARDS THE CONVERGENCE OF THE CONCEPTS
Figure 1 show the interaction between the concepts of ‘brand image’ and
‘brand personality’. It is noticeable that a significant number of elements are
present in both concepts (‘meanings and messages’, ‘symbols’, ‘self‐concepts’
and ‘associations’), turning a clear distinction between the concepts a difficult
goal to achieve.

Perception
Imagery
Reputation
Impressions
Relationships

Meanings and Messages
Symbols
Self-concepts
(self image)
Associations
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Human
Characteristics
Personification
Psychological
Values

Communication
strategies

Percep‐
tions

Meanings
and mes‐
sages

Self‐concepts
Brand Image

Symbol‐
ism

Personifica‐
tion

Brand Per‐
sonality

Figure 2. ‘Brand Image’ and ‘Brand Personality’ Interrelation

A component of

Brand Personality

Brand Image

Figure 1. The Common Ground Between ‘Brand Image’ and ‘Brand Personality’ and Its Specific
Elements

When a brand establishes its positioning (how it wants to be perceived),
several communication strategies (mentioned earlier) are used to create a
‘brand image’. From the definitions of ‘destination image’ found in the litera‐
ture it can be concluded that the concept includes ‘cognitive or psychological
elements’, such as feelings, ideas, attitudes, mental construct and expectations
about a destination. ‘Perception’ is another constructs present in most of the
definitions and sometimes used as a synonym of impression which corre‐
sponds, at a first stage, to the interpretation of messages at a sensory level, and
at a second stage, to the attribution of meaning to the perceived reality. ‘Mean‐
ings and messages’, which involve distinguishing one destination from another
based on the massages communicated, follow the former construct. Those mes‐
sages generate meaning and help the interpretation of the destination which is
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reflected by its symbolic meaning, and “consumers establish relationships with
brands based on their symbolic value” (Ekinci and Hosany 2006: 128). Therefore,
‘symbolism’ appears as an implicit construct in the definition of ‘destination
image’ as it is strongly related to ‘meanings’.
As far as ‘personification’ of a brand is concerned, this construct is the base
of the definitions of ‘brand personality’ and ‘destination brand personality’,
and two different perspectives are possible to find: ‘personification’ refers to
the description of a brand as if it was a person (suggesting that it has a distinct
personality), or to the association of consumer’s personality (or self‐concept)
with the image of the brand. Accordingly, ‘personification’ and ‘self‐concepts’
(namely self‐image) are related once, from a psychological perspective, con‐
sumers can develop relations dyads with brands that are “humanized” by
communication strategies and brand positioning (Fournier 1998). Reinforcing
this idea, De Chernatony (2001) argued that personality features are the most
fruitful ingredient in designing an appealing brand positioning and are readily
translatable into appealing communication imagery.
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tify dimensions of ‘destination brand personality’ reveals to be necessary. A
tourist destination can be potentially be perceived as a brand, however it con‐
sists of a set of tangible and intangible components which makes destination
branding a more complex task. Furthermore, the holiday experience has an he‐
donic nature and given that tourism destinations are rich in terms of symbolic
values, it is believed that the concept of brand personality can be applied to
tourism destinations. Given that ‘branding’, in its true sense, entails more than
logos and slogans, and must, as alluded to earlier, address the notions of val‐
ues, personality and emotive links, the debate on ‘destination branding’ can
only advance if further analysis of these key concepts and their applicability to
‘places’ occurs. As such, Aaker’s (1997) brand personality scale might be ex‐
tended to gauge personality traits that tourists ascribe to destinations. Further
research is needed to refine and develop a brand personality model that is va‐
lid and reliable for tourism destinations.
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ABSTRACT
Ecotourism is nature-based travel that embraces principles of sustainability, and thus
is managed to conserve the natural environment on which it depends, provide economic benefits to the local community and the industry, and to educate and satisfy
the tourists. Given that hotel accommodation is an activity linked to its physical location, preserving and improving environmental quality and natural attractions are an
essential factor in tourists’ determining their holiday destination. This study examines
the role played by the accommodation sector in ecotourism management, conservation and sustainable development in Gros Morne National Park, a World Heritage Site
in Newfoundland, Canada. The results were analyzed using SPSS version 17. The findings indicate that the role of accommodation sector in ecotourism management is
still relatively unexplored in this area, however, they are positive in their approach
even though attitudes and reactions of individuals change in time depending on the
tourism development in an area.
Key words: community, ecotourism, heritage, impacts.
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secondary component; also the interaction between the tourists and the envi‐
ronmental attraction should be based on education, learning, and appreciation;
ecotourism should be environmentally, socio‐culturally, and economically sus‐
tainable (Anderson 2009).
Ecotourism initially was promoted by Hertzer (1965) who endorsed ‘eco‐
logical tourism’ by identifying four criteria to measure ecotourism activities:
minimising environmental impacts, respecting host cultures, maximising bene‐
fits to hosts, and maximising tourist satisfaction. Following its invention, early
definitions emphasised mainly the nature‐based elements of ecotourism
(Blamey 2001). Similarly, ecotourism is nature based, advancing conservation
and sustainable development (Khan 2003; Ayala 1996; Boo 1990). It has been
called nature tourism, alternative tourism, cultural tourism, soft tourism, ad‐
venture tourism, responsible tourism, or green tourism (Boo 1990; Eagles 1992;
Wight 1993). Now ecotourism has various definitions and synonyms such as
green, sustainable, nature based, alternative, and adventure tourism; others
include elements of environmental education (Ceballos‐Lascurain 1987). Cebal‐
los‐Lascurain defines ecotourism as travelling to relatively uncontaminated
natural areas with the specific objective of studying, admiring, and enjoying the
scenery and its wild plants and animals and any cultural manifestations (both
past and present) found in these areas. Similarly, Cater (1994) argues that ecot‐
ourism achieves two‐in‐one: providing direct economic benefits and minimis‐
ing negative environmental and socio‐cultural impacts.
Ecotourism Impacts

INTRODUCTION
One of the essential elements of true ecotourism according to various scholars
is the participation and involvement of local stakeholders (Boo 1990; Drake
1991; Brandon 1993; Ceballos‐Lascurain 1996; Wallace and Pierce 1996). In view
of that Wallace and Pierce (1996) refer to ecotourism as a type of tourism that
maximizes the early and long‐term participation of local people in the decision
making process that determines the kind and amount of tourism that should
occur. Hence, ecotourism aims to conserve biodiversity, sustains the well being
of local people, includes learning experience, involves responsible action on the
part of tourists and the tourism industry, requires lowest possible consumption
of non‐renewable resources, and stresses local participation, ownership, and
business opportunities, particularly for rural people. According to Blamey
(1997), to be ecotourism‐oriented, the attractions offered should primarily in‐
volve the natural environment, with associated cultural elements constituting a

While ecotourism sounds comparatively benign, one of its most serious im‐
pacts is usurpation of ʺvirginʺ territories national parks, wildlife sanctuaries
and other wilderness areas which are then packaged as green products for
ecotourists (Buckley 2001). The impacts of ecotourism depend on what ecotour‐
ism is. Definitions and characteristics have been reviewed extensively by sev‐
eral authors including Buckley (1994), Fennell (1999) and Honey (1999). The
critical issue, however, is that ecotourism should involve deliberate steps to
minimize impacts, through choice of activity, equipment, location and timing,
group size, education and training, as well as operational environmental man‐
agement. Under these circumstances, which are regrettably more of an ideal
than a practical reality in most cases, the impacts of ecotourism should there‐
fore be those of nature tourism and recreation which incorporates best practice
environmental management (Buckley 2001). Hence, with the tremendous ex‐
pansion of commercialized ecotourism, environmental degradation, including
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deforestation, disruption of ecological life systems and various forms of pollu‐
tion, has in fact increased.

world heritage sites very often serve a sightseeing role and are an attraction for
visitation to them and surrounding areas (Hede 2007).

Even its proponents concede that ecotourism is far from a panacea for envi‐
ronmental destruction. Lindberg (2001) notes that there are two related, but
distinct, economic concepts in ecotourism: economic impact and economic
value. Even a small number of jobs may be significant in communities where
populations are low and alternatives are few. The economic impact can in‐
crease political and financial support for conservation. A common ecotourism
goal is the generation of economic benefits, whether they are profits for com‐
panies, jobs for communities, or revenues for parks. Ecotourism plays a par‐
ticularly important role because it can create jobs in remote regions that histori‐
cally have benefited less from economic development programmes than have
more populous areas. Protected areas and nature conservation generally, pro‐
vide many benefits to society, including preservation of biodiversity, mainte‐
nance of watersheds, and so on many of which are intangible (Lindberg 1996,
2001). Hence, the benefits associated with recreation and tourism in protected
areas tends to be tangible. Ecotourists have high levels of environmental con‐
science. Their internal environmental philosophy dictates that nature must be
protected and celebrated within a natural context, resulting in a superabun‐
dance of environmental protection rules, policies and laws (Eagles 1995).

Many other examples envisaging the role of WH designation in increasing
or controlling tourism visits, effective visitor management, added conservation
measures and community development can be noticed in almost all the coun‐
tries that have signed the WH convention (Goodwin 2000; Turley 2000; Mure‐
san 2000; Ryan 2000, 2005; Pedersen 2002; Buckley 2004b; Walters 2004; Yama‐
mura 2004; Harrison and Hitchcock 2005; Leask and Fyall 2006). Although it
has been observed that WH designation does initiate conservation measures
besides promoting tourism in many cases, there is some controversy about sus‐
tainable tourism development in WH sites (Tunbridge and Ashworth 1996;
Hall 2000; Shackley 2000; Wall and Black 2004). Buckley (2004b) argues that the
WH designation was not originally intended to be a marketing device, but has
often been used that way. National tourism organizations have to attempt to
accommodate notions that are suitable for their own community and resource
base to enhance the positive benefits of tourism while minimizing the unfavor‐
able ones. This is not straight forward, however many ecotourism products rely
on protected areas where environmental impacts are of particular concern
(Buckley 2004a).

Significance of World Heritage Site Status
Hall and Piggin (2002) stated that the bestowing of World Heritage Sites (WHS)
status on a heritage attraction is a significant factor on the basis of the inherent
qualities of the property. It is evident from the contemporary heritage tourism
literature that the World Heritage (WH) designation adds value to tourist at‐
tractions and offers other advantages (Reddy 2009). For example, Shackley
(2000) stated that the significance of the designation is such that it will act as a
magnet and the majority of the visitors to these sites are, predictably, motivated
by an interest in heritage and culture although this motivation may not be
matched by any prior knowledge of the site concerned. WH sites offer several
practical advantages to the tourism industry as they possess many of the fea‐
tures that create a successful tourism attraction (Hall 2000) and may well ex‐
plain their relative popularity (Peleggi 1996). Besides generating more visitors,
the WH sites constitute extreme examples of global–local interactions and
stakeholder involvements (Wall and Black 2004; Reddy 2009). Hall and Piggin
(2001) assert that increased visitation to heritage attractions as a result of WHS
status is somewhat tenuous. In saying this, however, they acknowledge that

Ishwaran (2004) admits that tourism, particularly, ecotourism, is promoted
as the promising industrial partner for nature conservation and protected area
management. Yet, the number of protected areas of more than 44,000 has been
recognized worldwide, in which the WH Centre have been able to demonstrate
benefits for both nature conservation and local communities, are a few. The
scarcity of success stories apply even for the subset of protected areas desig‐
nated as WH. This underlines the fact that WH sites in protected areas also
need sustainability assessments and constant attention from local governments
(Reddy 2009). In addition, the involvement of local communities is important in
achieving sustainability for Gros Morne National Park. While the primary aim
of the WHS management plan is to protect the core values of the site, the prin‐
cipal secondary aim focuses on the local implications of WH status and the
need to identify policies and actions that will benefit the local economy (Coch‐
rane 2007; World Heritage Team 2003). One of the key indicators of success is
that new activity amongst local communities and businesses should be inspired
by WH status (World Heritage Team 2006). The concept of heritage enshrined
in the World Heritage Convention of 1972 has developed over two or three cen‐
turies (Lyon 2007).
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Role of Accommodations
The accommodations and facilities of an ecotourist operation set the tone for
the guest experience. They are the structure that enables the business to pros‐
per and guests to enjoy themselves. They are an integral part of the backdrop
and stage set of the total combined experience. It is essential that facilities are
well considered in all respects and that they inform, and are informed by, the
operations of the property, and are harmonious with the culture and natural
landscape of their environment. Ecotourism facilities are in a uniquely advan‐
tageous position since they are inherently more diverse than traditional hospi‐
tality products. Gardner (2001) notes that a wide range of options is available
when folding cultural activities with contemporary, vernacular or historical
building forms and applying them to the activities that are promoted in each
facility. The ideal of an ecotourism development concept is to marry a vision of
the experience with environmental sustainability and the constraints of a suc‐
cessful business venture in such a way that the enterprise can function prag‐
matically. Given that hotel accommodation is an activity linked to its physical
location, preserving and improving environmental quality and natural attrac‐
tions are an essential factor in tourists’ determining their holiday destination.
This reason becomes more important particularly when the tourist attraction is
based on the physical and natural characteristics brought together in a specific
spot: sun, beach, landscape and climate.
Furthermore, tourists are becoming more demanding in terms of the envi‐
ronmental quality of holiday destinations; proof of this is the drop in tourists in
places affected by environmental or even natural disasters and the growing
importance of factors related to contact with nature as a travel motive (main or
secondary). When studying the measurement of environmental performance in
the hotel sector, we should highlight two approaches: measuring the environ‐
mental performance of each hotel taken individually and measuring and com‐
paring environmental performance of various establishments. As regards the
first approach, there is a high degree of consensus on the suitability of envi‐
ronmental auditing as a tool to help determine the impact of the hotel on the
environment. However, in spite of this consensus in using environmental au‐
diting, Goodall (1994) points out that even in hotels that expressed their inter‐
ests in environmental aspects, less than half actually carried out formal envi‐
ronmental audits. Likewise, Brown (1996) affirms that, although some hotels
recognised that they altered their practices in order to protect the environment,
few of them included environmental objectives in their reports.
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With regard to the second approach‐measuring and comparing environ‐
mental performance among different hotels, we should point out that, as the
number of hotels under study rises, environmental auditing becomes a proce‐
dure that is difficult to apply.
STUDY AREA
Gros Morne National Park (Fig.1) is the second highest peak on the island of
Newfoundland, located on the west coast of the island of Newfoundland, Can‐
ada. Gros Morne is a truly magnificent place with a rich variety of scenery,
wildlife and recreational activities. With its landscape of mountains, fjords and
scenic coastline, it offers world‐class outdoor adventure opportunities such as
hiking, camping and wildlife watching. Because of its geological significance,
Gros Morne was designated a World Heritage Site in 1987 by UNESCO.
METHODOLOGY
The purpose of this study was a survey of accommodations’ role in ecotourism
management. In order to gather information, a survey was developed and re‐
search was conducted by the author and one student assistant between April
and October 2009. In addition to questions on type, age and size of accommo‐
dation facilities, the final survey predominately posed questions on whether
facility managers implemented a series of environmental initiatives. There were
no set criteria for choosing these initiatives other than their common citing in
the above literature. The survey also questioned respondents’ perceptions of
barriers to future implementation of such initiatives. The study area and target
population for the survey was 15 tourist accommodation facilities around Gros
Morne National Park.

The 5th World Conference for Graduate Research in Tourism, Hospitality and Leisure

558

Research Papers

559

ethics which was listed on their website. However, these results do not repre‐
sent the establishments’ concern for the environment in the region. Even if
aware of environmental issues through membership and readership, little evi‐
dence was found that environmental concerns translated into actions.

Table 1. Marketing Facilities

Figure 1: Map of Gros Morne National Park
Source: Parks Canada http://www.pc.gc.ca/pn‐np/nl/grosmorne ‐ Retrieved Nov 27th 2009

FINDINGS
This section of the study will deal with the different aspects of the accommoda‐
tion facilities in Gros Morne. Fifteen accommodation managers responded to
the survey. One accommodation facility was established in 1970 while the oth‐
ers are fairly recent 1991‐2008. In terms of gender (Table 1), the females (n=9)
represented 60% which is a good sign for more females participating in ecot‐
ourism ventures. The respondents age was high in the bracket of 51‐60 years
old (M=2.80, SD=1.08, SE=0.28). The education level with a higher percentage
completing high school.
The type of facility ranged from hotel to private home with bed and break‐
fast having the highest share (n=7) with the average mean for all establish‐
ments. The establishments had a combined total of 150 employees in both per‐
manent and temporary/seasonal positions which are a good indicator for com‐
munity development. Marketing is an important aspect of tourism in general
and the respondents were asked as to how they marketed their facility. Word
of mouth (n=13) and the internet (n=13) in Table 1 were ranked the highest
mode of marketing followed by brochures (n=11) and friends and family (n=8).
Interestingly, none of the establishments made use of the media such as televi‐
sion and radio. The establishments also belonged to conservation, environment
or outdoor recreation organization (SD=0.35) and read environmental, nature
or wildlife magazines (SD=0.52). Only one establishment had a stated code of

Type

N

%

Type

N

%

Word of mouth

13

87

Friends and family

8

53

Brochures

11

73

Environmental organizations/clubs

2

13

Newspapers/ magazines

3

20

Travel guides/books

10

67

Internet

13

87

Television/radio

NA

NA

Travel agents/tour operators

3

20

Other hotels/motels/lodges

4

27

Environmental Performance
The main efforts aimed at comparing the environmental performance of hotels,
according to De Burgos‐Jiménez et al. (2002) have been made with the proposal
of identifying the standard values of a company’s partial efficiency indicators
(use of productive resources such as energy, water and other factors). In this
sense, it is assumed that these efficiency indicators are related to the impact on
the major environmental areas. The developments in environmental protection
and performance initiatives since the late 1980s reflect growing awareness by
governments, industries and the community (Lim and McAleer 2005). Collec‐
tive responsibility (Okech 2004; Okech 2009a; b) is definitely the key to success‐
ful biodiversity conservation and sustainable development. It has therefore
been increasingly important for hotel managers all over the world to demon‐
strate that not only their understanding but also their investment strategies and
daily operations should be sustainable, because the basic question of environ‐
mental performance (EP) in the service industry is the ecological and economic
existence in long‐term (Karagozoglu and Lindell 2000; Mensah 2006; Leslie
2007; Erdogan and Tosun 2009). The respondents were also asked if their facil‐
ity implemented environmental initiatives. Twenty‐four initiatives were listed
(Table 2). Goods purchased in bulk; recycling facilities; energy efficient equip‐
ment and buying environmentally‐friendly products seem to be highly rated as
environmental initiatives that the accommodation establishments took. Nine
other areas included in the initiatives table were not being performed and
hence there was no response even though very significant were: training in en‐
vironmental management; environmental policy; environmental management
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system; environmental auditing; waste water treatment unit; natural materials
for building; renewable power used; rainwater tank and power sourced from a
greener company.

Table 2. Environmental Initiatives
Initiative

N

%

Native plants planted

2

13

13

87

Goods purchased in bulk
Recycling facilities

9

60

Linen not washed daily

8

53

Energy efficient equipment

9

60

Buy environmentally-friendly or recycled materials/products

9

60

Reduced hazardous product uses

8

53

Waste, water and energy reduction programs

4

27

Guests encouraged to be eco-friendly

7

47

Garbage Waste

5

33

Employees have environmental responsibilities

4

27

Water efficient equipment

5

33

Green waste composting

4

27

Noise reduction encouraged

4

27

Advertise environmentally friendly tours

2

13

Community Relationships
The indicator that was selected for this principle of community relationship
was the rapport with which the local community had with the accommodation
facilities. The respondents were asked if they had a plan or strategy for engag‐
ing with the local community. Ten establishments did not have a plan/strategy
in place, however, tourists visited the craft shops, restaurants, hiking trails and
boat tours and in this way, fostered good relationships with the businesses. The
establishments (n=5) that stated they had did not however explain how the
plan/strategy was executed. The establishments however, contributed to the
development of community based tourism enterprise by working with Gros
Morne to manage and develop Gros Morne Gatherings, a tourism based mar‐
keting agency for the region. The communities also take pride in the fact that
international tourists are able to visit and stay at their establishments thus pro‐
viding support for small businesses. With any business in a community there
are always positive and negative impacts on the local population and culture.
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Respondents had a positive impact (n=5) because they educate tourists about
Gros Morne, have cultural entertainment that helps the communities accept
diversity and variety. In addition there is employment of locals which has
helped local culture in accepting tourism as a preferred industry in region. In
terms of negative effects, one establishment responded “there is still poor adop‐
tion of local culture”,“lack of appreciation for local design and architecture in new
building development”
Managements’ relationship with the locals is measured by the attitudes of
the local people (n=10, M=1.80, SD=0.79) and the results in this study reveal that
four accommodation had excellent and very good relationship with the locals
whereas (n=3) had good relationship with reasons being cited as having posi‐
tive feedback and word of mouth advertising for the establishments. The above
results could be used as management tools to control impacts through facilitat‐
ing increased community participation and involvement to ensure that they
can voice their opinions about the way ecotourism is impacting upon the com‐
munity. The accommodation management therefore needs to help promote the
function of Gros Morne to ensure that the community is aware of the individ‐
ual and community benefits of ecotourism.

Table 3. Measures for visitors’ enjoyment
Measure

Mean

SD

SE

x2

Educate visitors more about conservation

2.00

1.07

0.28

6.07

Provide more maps and signs for directions

2.07

1.03

0.27

7.67

Limit the overall number of visitors

3.53

1.64

0.42

2.33

Limit the use of natural area

2.40

1.29

0.34

3.33

Limit length of stay during peak periods

3.53

1.30

0.34

3.33

Provide more visitor facilities

2.40

1.29

0.34

1.23

Provide more staff

2.47

0.99

0.26

2.33

Limit number of vehicles in Park

3.47

1.25

0.32

4.67

(Scale: 1= Strongly agree‐2= Agree‐ 3= Neutral‐ 4= Disagree‐ 5= Strongly disagree)p<.05

The respondents in this study (n=8) revealed that there needs to be im‐
provements in signage on the roads, accommodation and walking trails in
terms of indicating the distances to be travelled to a particular turnoff for busi‐
nesses; public transit around the park; more wheelchair accessibility; promote
winter tourism; work with communities to have standards for waste manage‐
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ment, new developments, recycling and harvesting; harmonise any conflicts
between policies and practices of small businesses in ecotourism as well as
maintain ecological integrity. The respondents also commented on the meas‐
urements to make visitors’ stay more enjoyable (Table 3). The results support
the provision of more maps and signs for directions and education of visitors.
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tional and defensible tradeoffs between resource protection and visitor access
to these resources. Additionally, these frameworks can help to better integrate
local resource needs and systems of resource management into protected area
management.
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ABSTRACT
In 2007, the Research Center for Mekong Region Tourism (ReCMeRT), Khon Kaen
University carried out a survey to examine the sustainable tourism potential of , “Mor
Hin Khao” (in Thai means “white stones in a high land”), a number of large rock outcrops standing over 20 meters high in the area of Chaiyaphum Province in northeastern part of Thailand. The project was commissioned by the city governor. It involved
an expert group appoinment: geomorphological survey, topography mapping, flora
classification and taxonomization. Locals were advised on health and hygiene matters, villagers were interviewed to identify their ideas and needs for tourism development whilst an architect layed out the land to be used for sustainable tourism. The research team also required support from the government sector. Crucially, sustainability should be maintained by integrating local participation in the tourism planning and
organization of tourism groups to manage homestay and tourist services more effectively.
Key words: geological tourism, sustainable tourism, community- based tourism.

Research Papers

567

INTRODUCTION
Tourism is an important industry in Thailand which raises a large amount of
revenue for the country. The government has a policy to support the tourism
industry and decentralization of Thailand’s government policy means that
every province has to strengthen their own planning to improve the quality of
life of the people in their province. Tourism is an important mean to increase
income at the provincial level thus the majority of tourist destinations are com‐
petitive, therefore, the provinces have to improve quality of service and main‐
tenance for these destinations. New tourism areas, referred to as “Unseen” des‐
tinations, are becoming more valuable. Chaiyaphum is one of the poorest prov‐
inces in Thailand, situated near the central mountain range it has only one well
known tourist destination where plants of the Zingiberaceae family flower dur‐
ing May to June to attract tourists.
In 2007, the Governor of Chaiyaphum Province, Thailand was informed by
the local people that a number of large rock outcrops were found in a place
called “Mor Hin Khao” (in Thai Mor=hill, Hin Khao=white stone). There are six
large rock outcrops of more than 20 meters high, standing among numerous
other rock formations. The governor commissioned the Research Center for
Mekong Regional Tourism, Khon Kaen University to survey and planned to
develop the area to be a tourist destination with sustainable management. The
result of this study is reported in this paper.
METHODOLOGY
A group of researchers from the Research Center for Mekong Regional Tourism
(ReCMeRT) carried out a survey in the area and found Mor Hin Khao lies at
the top of a hill, 800 meters above sea level (mASL). The hill slopes are ap‐
proximately 10°‐15°. About 20% of the area is covered with forest and the rest
consists of eucalyptus plantation and grassland containing three groups of rock
outcrops of different size and shape. These types of rock outcrops had never
previously been found in Thailand, so it is possible for the area to be categori‐
cally described as an “Unseen” tourist destination. The eastern side of the area
is covered with plants of the Family Orchidaceae and the Family Zingiberaceae.
Nearby is a village of fifty seven households where the villagers plant cash
crops such as cassava, sugar cane, jute, along with some fruit trees. During dis‐
cussions between the researchers and the villagers, it was realized that Mor Hin
Khao could be developed to become a new tourist destination. An expert geog‐
rapher and geologist surveyed, identified geomorphological features and
mapped the topographical landscape; a botanist classified forest formations
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and taxonomized flora; paramedics advised on health and hygiene for the local
people; a social scientist together with a tourism expert interviewed villagers to
identify their ideas and views on how the area would be developed as a tourist
spot; an architect sketched the lay‐out of the land that would be included in the
tourism plan; a tourism expert would train the villagers on how to run a service
business. The researchers also discussed how the concept of this study for Mor
Hin Khao, should be based upon the eco‐tourism concept with respect to the
numbers of visitors within a community‐based tourism project. The local peo‐
ple will participate in all aspects of the surveying, planning, designing and the
hosting of visitors.
FINDINGS
Mor Hin Khao lies on the western corner of the Phulandka National Forest
Reservation, Northeast Thailand. The area is situated in Chaiyaphum Province,
about 300 km. northeast of Bangkok as shown in Figure 1. The area lies be‐
tween grid UTM zone 48 of 1778660 to 1778700 N and of 815860 to 817670 E of
the Royal Thai Surveying topographic map scale 1:50,000 series L7018 sheet
5341II. It covers about 300 ha. including three main groups of rock exposures.
Mor Hin Khao in Thai means “white stones in a high land”. The name of the
area has been long established by local residents because the sandstone reflects
the moonlight at full moon revealing a fascinating natural phenomenon of
white light glimmering in the dark. During the day time, the variety of shapes
in the geological landscape and panoramic views from the high land area also
make this a remarkable destination for all visitors.
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Mor Hin Khao was a dense Tropical Rain Forest. The villagers came to this
area to gather non‐timber products; mushrooms, honey, bamboo‐shoots and to
hunt wild pigs (Chaiyaphum Provincial Office 2007). In 1978, a timber com‐
pany got a concession to cut trees and subsequently, constructed an earth (dirt)
road for carrying timber from the high land. Using this road, the villagers went
to Mor Hin Khao and expanded their agriculture crops, they planted jute and
corn. Increasingly, people came to plant cash crops in the area until in 1981
when some farmers started to build homes by cutting down trees around the
area planted with cassava. The steep angle of the slope caused soil erosion to
become a factor, especially in the rainy season. After a while the soil quality
was degraded to a great extent and this lead to the productivity of the land be‐
ing decreased and the soil consequently became infertile. On the high slopes,
the farmland changed to become grassland. Nowadays, there is 20 % of dip‐
terocarp forest and approximately 10 % of scrub forest of the Family Orchida‐
ceae and Family Zingiberaceae.
Landforms
The denudational mountainous landforms contain fragments on their struc‐
tural surfaces, gently sloping to slightly undulating terrain, flat topped hills
and pediments. The area lies on the edge of the Khorat Plateau. The elevations
of these areas range from 800 to 840 metres above mean sea level (mASL). The
area consists of both mountainous and low lying land. The low lying area has a
gentle slope (2‐3°) and is located at the bottom of the catchment. The slopes
gradually increase until they reach hill ridges. Hill slopes are approximately
10°‐15°.
It is known that land clearing affects the hydrological balance. Without
vegetation intercepting the precipitation, the result is less transpiration and
high surface runoff, water can easily infiltrate to subsurface storage. The excess
water will rapidly flow down slopes. These factors bring about severe soil sur‐
face erosion and encourage the water table to rise. The high evaporation result‐
ing from the bared surface causes soluble salts in groundwater to accumulate
on the surface ground.
The area is covered by the sedimentary rocks of the Khorat group. The ma‐
jor rocks are sandstone, siltstone and shale (Geological Department 2001). The
sandstone ridge has an elevation at the top of hill ridges of about 800 mASL.
Outcrops occur mainly on top of hill ridges and slope areas which are about 6%
of the total area.

Figure 1. Geographical map of Thailand and location of Chaiyaphum Province
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Meteorology

Geology

The climate of the study area is classified as tropical savanna and thus has in‐
fluence from the northeast and southwest monsoons. The northeast monsoon
brings cool and dry weather from continental China during November to Feb‐
ruary. In contrast, the southwest monsoon from the Indian ocean brings warm
and moist weather during May to September. During the wet season, there are
also depressions from the Pacific and the south China sea. About 80% of total
rainfall occurs during May to September. Pacific tropical cyclones also con‐
tribute erratically to the rainfall. Furthermore, dry spells and delays in the start
of wet season usually occur during May to June. The changing of wind pat‐
terns in the pre‐monsoon season from March to April brings dry weather with
high temperatures. Rainfall data was taken from several stations located at alti‐
tudes of 160‐200 m. in Chaiyaphum City. The average annual rainfall was
about 1,100 mm. The average maximum temperature is 33°C in April. The av‐
erage minimum temperature is 20°C in January. The average temperature
throughout the year is 26.5°C. The annual potential evaporation ranges be‐
tween 1,557 and 1,776 mm. with an average of 1,653 mm. The highest potential
evaporation period is in from February to June with the rate of 850 mm.,
whereas, during the rainy months of July‐October an average potential evapo‐
ration rate of 120 mm./month was recorded (Chaiyaphum Provincial Office
2007).

The geological survey followed the contour lines with contour intervals of 2.5
meters using a Topography Map 1:50,000 and Aerial Photographs 1: 25,000
from the Royal Thai Survey Department, Ministry of Defense as a basis for the
research. A field survey was performed to locate and classify the rock expo‐
sures. The exposed rock is mainly sandstone of the Phra Wihan formation. The
sand grains are composed mainly of white quartz sandstone, thin laminated
red siltstone, some feldspars and iron oxide cement material. The Phra Wihan
Formation was deposited in braided streams in the Lower Cretaceous period
(Geological Department 2001). Rock exposures can be found throughout the
area. The formations in the ridge‐forming terrain consist mainly of massive
layers of light colored, resistant, thick, coarse‐grained sandstone intercalated
with pebbly sandstone, conglomerate and siltstone. The thickness calculated
from the outcrop pattern is 142 m. Cross bedding and associated internal struc‐
tures indicating paleocurrents in the south or southwest direction are well ob‐
served. The sandstone beds are oriented north‐south dipping 15°‐20° east‐
wards. The uppermost sandstone portion shows a very irregular top surface
with polygonal and shallow incised erosional cracks as well as pot holes of
various diameters. The weathered sandstone is also a source of colluvial de‐
posits of milky quartz gravels along the dipping footslope portion.
There are several features of exposed rock resulting from the geological
processes i.e. weathering and erosion processes. Weathering is the term used to
describe changes in the composition and texture of rocks and minerals as a re‐
sult of exposure at the Earth’s surface. Weathering processes affect the exposed
outermost parts of rock masses. The changes occur in a place within the range
of temperature and chemical conditions found near the Earth’s surface. The
work of lichens, algae and fungi are capable of carrying out both biophysical
and biochemical weathering. The products of rock weathering are often re‐
moved from the points where they are produced by the process of erosion.
Once, soils were removed and transported by water or wind, then rock col‐
umns were exposed and from geological features (see figure 2).
Flora

Figure2. Rock Outcropings and Rock Forms at Mor Hin Khao

A botanist researcher joined with a local herbalist in this region for the field
survey. They found that there are 5 forest types: The most common forest‐cover
is a dipterocarp forest with Dipterocarpus obtusifolius Teijsm. ex Miq., a do‐
monant plant and Gluta laccifera Ding Hou, Phyllanthus emblica L., Lithocar‐
pus harmandii A.Camus, Cratoxylum formosum Dyer subsp. Formosum, Po‐
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Polyalthia dubia Kurz, Amorphophallus spp., Vietnamosasa pusilla Nguyen,
Leea indica Merr. The villagers often gather their leaves, flowers and seeds as
food.
The second is deciduous Forest consisting of Gluta laccifera Ding Hou, Ho‐
larrhena pubescens Wall. ex G.Don, Bombax anceps Pierre, Hopea odorata
Roxb., Irvingia malayana Oliv. ex A.W.Benn., Afzelia xylocarpa Craib, Senna
siamea Irwin & Barneby, Pterocarpus macrocarpus Kurz, Polyalthia dubia
Kurz, Decaschistia sp., orchid and fern. The third type is dry tropical rain forest
with Spondias pinnata Kurz, Baccaurea ramiflora Lour, Ficus sp, Nephellium
hypoleucum Kurz, Rauvofia cambodiana Pierre ex Pit., Fagraea ceilani‐
caThunb., Hedyotis corymbiformis Geddes, Musaenda sanderiana Roxb., Boe‐
senbergia spp. At the river‐site the species found were Melastoma malabaricum
L., Alpinia malaccensis Roscoe, Lasia spinosa (L.)Thwaites and on the bare rock
there was Fagraea ceilanicaThunb, Sonerila griffithii C.B.Clarke, Syzygium gra‐
tum S.N.Mitra.
The survey found that there are more than 129 species and 65 Families that
are as follows: 14 Family Leguminosae, 7 Families of Euphorbiaceae and Ru‐
biaceae, 6 Families of Orchidaceae and Zingiberaceae, 5 Family Moraceae, and
4 Family, Anacardiaceae, Apocynaceae, Guttiferae, Labiatae and Myrtaceae.
Particularly in the northern part of the Mor Hin Khao area, there are bare rocks
covered with Family Zingiberaceae. These plants flower in the rainy season
and Family Orchidaceae flower during the winter season. These plants will at‐
tract tourists to visit Mor Hin Khao which is rich with a wide plant diversity.
Some common plants found in this area are shown in Figure 3.

Figure 3. Some Indigenous Plants Commonly Found In Mor Hin Khao

1. Garcinia fusca

2. Clero dendrum kaempferi

3. Clero dendrum paniculatum

4. Clero dendrum schmidtii

5. Uraria acaulis

6. Chassalia curviflora

7. Centranthera siamensis

8. Torenia fourmieri

Development Plan
The architect gathered all related information from geological field research,
the landscape and visual quality survey, and site topography, the botanist sur‐
vey on indigenous plants and the land use as well as community development
guidelines (Ashworth 1991). The Tourism Development Plan mainly uses natu‐
ral topography; valley, waterline, trees and land use to define the boundary of
the tourist area. The Development Plan (Figure 4) has proposed five zones of
different degrees for development including (1) natural conservation area, (2)
tourist attractions area, (3) tourist camping and facilities area, (4) reserved area
for future expansion and extended tourism routes, (5) buffer zone for fire pro‐
tection and community reserved forest.
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tunity, and Threat. The villagers also discussed the change from the village life
in the past which focused on village settlement, land use and the environment
to the present day in terms of aspects of society, economy and culture with the
influence of globalization. The future plan will emphasize on how they want
their community to be developed as a tourist destination, analyzing the poten‐
tial of Mor Hin Khao and related stakeholders in the village, understanding
and discussing the steps and processes of how to prepare for and manage a
tourism service within the concept of community‐based tourism. The commu‐
nity experts and local authorities participated with the researchers in the geo‐
logical survey, identified plants and shared ideas on the location of the local
tourist attractions site.

(1) natural conservation area, (2) tourist attractions area, (3) tourist camping
and facilities area, (4) reserved area for future expansion and extended tourism
routes, (5) buffer zone for fire protection and community reserved forest.

The villagers concluded that they could organize a village committee to be re‐
sponsible for community‐based management and set up social groups to pro‐
vide services for tourists as follows: Women’s group to take care of food prepa‐
ration, Home‐stay group for those who wish to provide accommodation, Cul‐
ture group who are identified as being able to provide a window to local cul‐
ture and lifestyle by performing folk music, arranging cultural events and agri‐
cultural activities (Homestay 2006). Pupils would be trained as youth guides
who would take care of tourists and explain about the geological layout, plant
formation, village development, way of life, and village culture. Community
group members organized two study tours to the most successful community‐
based destinations in Thailand to learn how to become ‘good hosts’. They had
the chance to learn, share ideas and discuss the route to success in this field of
tourism.

Community Participation

CONCLUSION

Wang Kum Kaen village lies 3 km. away from Mor Hin Khao, with 238 inhabi‐
tants and 57 households. The village has a kindergarten and primary school.
There is a health station and high school at the district level (Chaiyaphum
Province 2004). Villagers generally had no experience with tourism activities
but they offered a very warm welcome to all potential tourists who would visit
to experience Mor Hin Khao. The researchers tried to encourage the villagers to
participate with tourism activities using the concept of community‐based tour‐
ism. They conducted interviews in relation to the development of settlement,
land use and traditional culture. The tourism expert provided a tourism con‐
cept based upon management and service. Villagers had a ‘brain storming’ ses‐
sion concerning the potential for a responsible tourism business conducted by
themselves with SWOT analysis‐ to analyze their Strength, Weakness, Oppor‐

At the beginning of 2009, the village committee participated with the Governor
at the district level to find out how to protect the environment and to manage
the waste water and garbage created by the visiting tourists. The village com‐
mittee had also made a request to the Governor at the provincial level to sup‐
port and facilitate infrastructure at Mor Hin Khao such as electricity supply,
upgraded road development (from earth road to asphalt), and water supply.
Unfortunately, by mid‐ 2009, the Tourism Authority of Thailand had promoted
Mor Hin Khao as an incredible tourist destination on television and in many
other media. It is a very important factor to bear in mind that as a result of this
promotion, huge numbers of tourists have been accessing this area, especially
during last winter. In reality, community participation is just at the beginning
stage as they try to organize themselves to follow the concept of community‐

Figure 4. Proposed Development Plan
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based tourism. This poses a substantial challenge for all parties involved to de‐
termine if it is possible for the community to regulate all the tourist services.
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ABSTRACT
This research is focusing on the marketing strategy in leisure and recreation sectors
for Otaku. The researchers choose of Taiwan's most popular field of eight Otaku studies, collected and recalled Otaku leisure and recreation marketing and other related
documents, which referred to the Otaku lifestyle, recreation specialization, consumption conduct, industry life cycle and leisure marketing positioning, so as to "marketing
mix 4P" and "3C structure" for the leisure marketing strategies for Otaku to explore in
depth. The research found that Otaku on specific areas with a high degree of enthusiasm and expertise, it is willing to spend a considerable amount of time and money
into them, with the potential market opportunities and rich, will become the financial
tsunami, the socio-economic structure of the new trend of change, its economic effect
is bound to gradually fermentation, contributing to create a blue ocean as a fuse. The
researcher proposed leisure industry in Taiwan not to ignore this group of people, it
should carry out market segmentation, to identify target markets and market positioning, so that there is another domestic economy on a new era to come.
Key words: Otaku, leisure and recreation marketing, home economic, marketing mix
4P, 3C structure.

INTRODUCTION
“I am either at home or in the cafe. If not, I am surely on the way to cafe. This
statement quoted from one artist in Vienna well demonstrates the lifestyle in
the early 20th century. In the early days when access to information was limited,
cafes became means of exchanges on information among artists. Nowadays,
globalization making the world flatter than ever. People access to information
has spread from text to graphics, motion pictures, and even to the cyber world.
As the world is getting flat, the interaction among people in the cyber world is
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feasible. The culturally diversified society brings about more segmented
groups among people. Thus, we could rephrase the current lifestyle as “I am
neither at home nor in the café. Instead, I am in my proper domain.”
One cover story in the Common Wealth Magazine reported that Taiwan was
ready for the Otaku area. The term, Otaku, was first released in public in Japan
in 1983. It used to be defined as a sub‐culture, and was quoted in a negative
way by the Japanese media to describe those who stayed all day at home and
dressed slovenly. In early 90’s, a Japanese scholar who was once a Japanese
mange producer, claimed that the Otaku was a new ethnic group. He further
deliberated that Otaku was more advanced that Fan group and Mania group,
and that Otaku is highly interested in the sub culture which was not compati‐
ble to the common‐known mainstream culture, and devoted themselves to spe‐
cific subjects. They are good at observation with the talent of gathering and
analysis on information. Based on their observation, more deliberations such as
exchanges of views, publication were expected. Moreover, the purchasing
power is tremendous.
As Taiwan is close to Japan geographically, the cultural exchanges between
Taiwan and Japan are frequent and close. “Otaku” is also frequently quoted
and used as a jargon among the young generation. Since the definition of
Otaku has been diversifying, newly developed phenomenon causes the atten‐
tion from researchers. One U.S. researcher, Kelly and Godbey (1992) claimed to
define the leisure activities as social dimension where created the linkage be‐
tween personal intimacy and family members/friends. As the advances of tech‐
nology and social environment, the increase time for leisure activities and the
frequent access to information lead to more diversified recreation activities
such as camping, cycling, canoeing, travelling, bird‐watching and fishing. This
Paper is to focus on the development of marketing strategy planning for Otaku
in recreation activities. It’s clear that the mapping of the marketing strategy not
only to satisfy the personal meds of Otaku, but also to establish the social net‐
work with other groups. This Paper also plans to explore the recreation behav‐
ior pattern of Otaku.
Otaku walked out of their domain and engaged contacts with people. Otaku
might even play as an opinion leader in certain sectors. Otaku in Taiwan ex‐
tends its spam and diversifies into different sub cultures. Under the research
named as “Sport Addition, we can see the demonstration of consumer power
from Otaku in certain highlighted fields. Otaku in Taiwan is no longer passive
receiver but plays an active role in perspective of consumption. Otaku even
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plays the role as opinion leaders, and influence the decision‐making of non‐
Otaku. The further deliberation on the identification of Otaku and the interac‐
tions between Otaku and services providers leave much room for exploration.
With the great talent of information gathering and analysis, the consumer mar‐
ket for Otaku has been growing in a rapid speed followed by the maturation of
the society and the diversification of the sub cultures. The purchasing power of
Otaku attracts the attention of the enterprises.
Otaku in Taiwan belongs to the age group under 40. They are the key player
for the daily consumption and lead the fashion trends. Those enterprises such
as IKEA, BMW and Adidas, are mapping our marketing strategy specialized
for Otaku. Otaku around the world take the leads in the cyber world. The easy
access to Internet and Webs are also the main factors to push forward the flour‐
ishing of the Otaku phenomena. Cyber world enables the Otaku to overcome
the physical distance, and enhance the interaction with other groups. Thus, the
trade volume of e‐commerce reached 140 billion NT$ (New Taiwan Dollar) in
2010. The marketing for recreation for Otaku has been highlighted. The cliche
for Otaku in Taiwan has been shifted from the negative impression to the eth‐
nic group with efficient message distribution capacity, strong purchasing
power, and mainstream leaders in consumer market. The common grounds for
Otaku are: generosity and no hesitation in purchasing. They are the cash‐cow
segment for recreation industries. In this regard, the studies on the current
situation and marketing strategy for recreation industry in Taiwan are the third
motive of this paper.
With two dimensions (research on Otaku and marketing for recreation indus‐
try), this Paper is aiming to reach the following three objectives.
1.

Definition and characters of Otaku;

2.

Life style and recreation pattern for Otaku;

3.

Marketing strategy for Otaku in recreation industry and its influence
on Taiwan as a whole.

This Paper is to study the marketing on recreation for Otaku. The author
make reference to the existing documentation publisher from various peri‐
odic, newspapers, magazine and forums in different websites by different re‐
searchers in Taiwan and Japan. This Paper contains the definition and char‐
acters of Otaku, the life style and recreation pattern of Otaku, and the map‐
ping of marketing strategy on recreation for Otaku, where consumer behav‐
ior, marketing mix, marketing structure and positioning are covered. From
this Paper, we can understand the impact of Otaku in term of economy.
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Otaku in Taiwan carries no longer the negative cliché. It turns into an eth‐
nic group with hyper consumption power and with specialization in certain
sectors.
Otaku in Taiwan mainly comes from the users in diffract sub sectors like
Internet, web game, mange, cartoon, technology, train fans, cyclists and travel‐
ling. The author targets the Otaku from the above‐mentioned 8 sub groups
from the Internet communities (websites, Blogs, BBS, Web Forums, etc.) for fur‐
ther deliberation and research. The largest 3C Web Forum in Taiwan is “Mo‐
bile01” with monthly visitors up to 90 millions.
METHODOLOGY
This research theme divides into and resists the Otaku to construct the face
with the rest marketing of the recreation trip greatly two times, by probing into
the justice, specialty, recreation type attitude of resisting Otaku and visiting
such contents as the rest behavior and recreation trip rest marketing, etc., un‐
derstand the relation between the two, and then understand that resists the in‐
fluence on the present situation of Taiwan of rest marketing o f recreation trip
of the Otaku, can apply to the domestic management of industry of recreation
trip rest.
Research Approach
Neuman (1997) Point out that studies and presents such respects as way, sur‐
vey tools, source of the materials and form, research procedure and analytical
method, etc. with quantization in the purpose, theory concept in quality, there
are obvious differences. It is a reason that the researcher must consider study‐
ing nature, in order to determine that adopts the quality or quantization re‐
search approach. This research aims at probing into the recreation trip rest
marketing which resists the residence clan, belong to the discussion the initial
stage of the orbyespecific phenomenon, it is still unable to turn each relevant
concepts into accurate parameters of weighing. In addition for analyze in
depth, is it probe into to register with the proper authorities example to be little
now phenomenon to want, can only carry on research to the real case of the
specific field. So, this research is not suitable for making proving analysis and
supposing examination with the big sample. From this research motive and
purpose, concept and materials, etc., the researcher adopts the quality research
approach to study.
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The quality is studied to let the researcher obtain a large amount of informa‐
tion from one or several cases, and then enter the depth discussion. Moreover,
development comes out in the quality theory studying is collected from the ma‐
terials, through sum up relatively materials, researcher and among the materi‐
als on theory back and forth, build the theory from the materials to construct
out progressively, the quality theory studying is implanting in the materials,
and it is to go on (Strauss and Corbin 1997) mutually at the same time that its
materials are collected with analysis. The researcher depends on the actual
need, will use the following research approaches to go on:
Carry on the discussion on documents to the theme of studying in studying
the plan. It is a kind of simplest exploratory research approach, namely pass
othersʹ research results, document, relevant materials and network information,
etc., analyze its result of study and suggestion, collect the part about theme of
studying among them, become the foundation of this research, and then reach
the purpose to study, but documents during studying are probed to and ana‐
lyzed, the foundation that can set forth oneʹs views as the researcher talks
about the reference of the outline with visit.
Source of this list of references of research, including resist documents of ex‐
perts of books, periodical, newspapers and magazines materials, scholar, net‐
work communityʹs forum, BBS standing and clan dose related to rest marketing
of the recreation trip, etc. of the residence clan. In the part of thesis documents,
the researcher passes national rich masterʹs thesis websites, with the result in‐
quired for the key word, learn about resisting Que Ru of pair of thesis of the
residence clan at home. So, most of this research chooses the content of resist‐
ing the residence clan and connecting with of closing with rest marketing of the
recreation trip and carries on research from it according to the existing list of
references of Japan. In addition, will observe and will not resist the playground
of the residence clan with the field on the spot too, what has been looked over
for the materials will be used.
Second, depth interview .It is usually a purposeful talk between two people
to mention interview, with the researcherʹs guide, collecting the language ma‐
terials of the research object, its purpose lies in understanding idea and feeling
in the heart of research object, get more abundant materials. Fine jade of the
stone (2003) The purpose to think depth interview is to encourage interviewees
to state their suggestions by oneself, offer inspiration to a researcher, avoid the
meditation in the ivory tower of the nest.
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This research adopts depth interview, its reason is three: 1. This research
purpose lies in understanding in depth that resists the recreation trip rest mar‐
keting of the residence clan, so should be to resisting the definition, specialty,
living type attitude of the residence clan and visiting rest behavior and relevant
factors to carry on the discussion, it is obviously comparatively suitable to use
the interview law of the depth; 2. Each intervieweeʹs personality specialty and
content of the taste are not the same; 3. This research department understands
that resists the view of the residence clan, pass its subjective description, in or‐
der to understand the fact is really like with the influence factor, in order to
grasp materials source and quality, so adopt depth interview on the research
approach.
The interview of this research is divided into two parts of formal interview
and unofficial interview. Formal interview to is it go on to come by half inter‐
view way of structure, analyze through preliminary documents first, put for‐
ward several interview problem, form interview outline at the same time, avoid
in is it talk about Cheng deviate from question consciousness to visit mainly,
explain the theme that a researcher wanted to study to the research object first
before interview begins, with the parts talked about at the time of interview.
The theme of this research belongs to the living topic, in the course of inter‐
view; the researcher does not need the answer of excessive restriction inter‐
viewees, only keep the open talk attitude, lead interviewees to answer the spe‐
cific problem that a researcher has. Unofficial interview in the time for inter‐
view, when keep in touch with the research object, put forward the problems
met under study for action at any time, the answer making it unrestrained,
neednʹt worry to some extent, interviewees are in such unofficial interview,
will often reveal the problem that a lot of researchers never think of in advance
in advance, and offer sizable thinking space to a researcher, enable studying
new view.
Research Object
This research aims at probing into the recreation trip rest marketing which re‐
sists the residence clan, and the resisting the residence clan of Taiwan regards
network, on‐line game, cartoon, caricature, science and technology, railway,
bicycle and travel field as the main distribution ethnicity. So, the researcher will
be from these 8 fields, it is the research object to look for it to resist the resi‐
dence clan each.
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The Researcher's Awareness and Pondering Over
Researcher engaged in quality research, its oneʹs own awareness and ponder‐
ing over is an important job, because quality study department think world
through eyes of person studied, but not the researcherʹs subjective conscious‐
ness look at problem, it is so canʹt and canʹt ponder over through awareness of
researcher, it make not studying not it is be just and objective to become more
and more (the yellow and clear and abundant 2003). So, it is aware and will
think, narrate it like 2 the following points separately that this festival will be
divided into:
First, aware
As the quality researcher, while putting the documents and materials in order,
must possess the deep pen work, is it clasp same heart observe and learn state
of development of case by experience, could is it come out to appear concrete
research results in this way to need at the same time, unlikely to become the
powerful and unconstrained style, this studies the part that canʹt relatively be
realized for quantization.
Second, think
The researcher enters and studies the field land, must prove to several pieces of
phased criterion:
1. Before enter and study the field land
Through studying the course of reading of the relevant documents of ethics,
understand the item needing to pay attention to, seek so that the consent of the
research object carries on interview at the same time, tell the interview content
in advance, prove all materials contents will be dealt with by way of anonym‐
ity, will not cause influence on its life.
2. Collection stage of the materials
Observation or interview place trying oneʹs best to mention with the research
object, the source collected as the materials, in the course of analysis, if the re‐
searcher has any doubt, keep in touch with research object at any time, in order
to carry on materials than right and revising.
3. Stage when and annotate in analysis
The researcher discusses with the counselor and classmate of book club of the‐
sis regularly, so as to ensure the state that the researcherʹs materials can corre‐
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spond to reality to annotate, avoid the drop to some extent with the realistic
state.
4. Write stage in thesis
The last while appearing in the research paper, give and protect the name of
the research object and dependent event anonymously carefully. It needs to
look out for the choice of word of choice of words too to write the course in the
thesis, avoid causing unnecessary puzzlement.
FINDINGS
Otaku of Taiwan regards network, on‐line game, cartoon, caricature, science
and technology, railway, bicycle and travel field as the main distribution eth‐
nicity. So, the researcher looks for its representativeness personage to carry on
depth interview each from these 8 fields, sum up the relevant results of study.
Resist the Definition and Specialty of the Otaku
Otaku from Japan, have zealots of precise research specially very to the culture
some times; Taiwan in a large number of contact ʹ Otaku culture ʹ too, and then
develop into the own resisting residence clanʹs culture of Taiwan, but Taiwan
resist Otaku culture adopt to resist Otaku in the majority culture Japan basi‐
cally. It was a kind of negative meaning that resisted its representatives for a lot
of people of residence clans, and the symbol of a kind of estranged culture,
namely give oneself to the network world all day, not doing on oneʹs own au‐
thority with peopleʹs communication, communicating, and a group of untidy
persons, some resists the Otaku and is even suspected and suffered from ʹinfe‐
rior then Burgerʹs disease (Asperger Syndrome)ʹ. In addition, are visiting and
talking about Cheng Zhong, interviewees say frankly the health problem ap‐
pearing most frequently is ʹ the constipation ʹ, because it is in static life of times
of the computer to resist clan elder of the residence one, lack sport, life work
and rest unusual and food enter fiber to be getting enough, cause the stomach
function to lack proper care then cause the constipation.
The basic definition of Otaku is: ʹ Otaku persistently to a certain people,
thing, thing ʹ, ʹ resist the Otaku in a extreme way, concentrate consumption on
at target this time and money ʹ and ʹ Otaku have abundant knowledge and
creativity for target this, it and will engaged in information of disseminating
and create activity of ʹ. Resist the characteristic including this group of peopleʹs
appearance of one word of residence clan, unique communication type atti‐
tude. Resist the community taking shape of the residence clan, will produce
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strong companionʹs consciousness between members, show the action that each
other shares the information or cooperation, makes concerted efforts. But on
the other hand, will there is competition consciousness on the number of
knowledge, technological level, quantity of collecting between each other, form
several kinds of classes. This research will resist the Otaku and define: Persis‐
tent to at a certain thing, must is it collect, create, propagate information not to
is it reach ideal first people of realm to come to consume completely. That is to
say, we are actually the field that a certain oneself have a partiality for probably
ʹ Otaku ʹ.
There are three items mainly in the specialty of Otaku:
First, ʹ new ethnic group emerging in century of century known as ʹ image (new
type).
Second, is it search people, reference material of ability highly to have, they
stand in vision evolving first that carrying first Group of people, possess the
materials search capability of stepping the field, have the original creatorʹs crea‐
tion alone at the same time special connoisseurship.
Third, have never satisfied wanting to setting oneʹs heart and self‐expression.
They like bringing different works make comparisons, analysis and under‐
standing, it combine then share and not discuss as person having the same
habit or completely
Pass the special irrigation ditch to publish.
Resisting the behavior of the Otaku and consumer behavior also has
three characteristics:
First, keep high‐level consumption: Compared with general consumer, resist
the neck having a partiality for oneself of Otaku.
The expenditure of what the land things will be put into and analogous to
the proportion is on this consumption field, even this goods or the price of the
service is slightly high, the input that they will be positive is bought, and the
lasting constantly one disappears the fee goes down.
Second, by creating, create new value: It resist last consumption commodities
or services residence, as to domain things which they have a partiality for, will
understand in oneʹs own and unique way, and pay attention to these solve sys‐
tematized and theorize, and some people will further to produce conduct of
creating to thing, make use of in order to place oneʹs own creation idea and
idea on things that should be keen on.
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Third, transmit information actively in the community: No matter the entities
or the network communities all will be used to resist the Otaku to collect,
propagate the media of information, the forming of the community has stimu‐
lated the Otaku of resisting and paid close attention to it every activity of the
field, including can transmit, upgrade and share information each other, it is
more likely to produce and interdependent among the members of community
or the emotion of seeking the higher stratum is sent hold benefit when the soul
aspect.
Resist the Recreation Type Attitude of the Otaku and Visit the Rest
Behavior
Originally discover the participation behavior type of Otaku is the following
three items, the participation behaviors of the in order to collect, creation and
community respectively.
First, collect and participate in the behavior
Will be bought, collected positively to fond of the product sing while resist‐
ing the residence clan, in addition, collection and possession that information,
information, peripheral products correlated with the products, etc. will all try
oneʹs best too, can produce between sense of superiority and ʹ I leading desire
since ʹ this to have a partiality for thing of field have one doses of appraisal of
having to oneself of oneʹs own and see from it during t he process of collecting
Solve, they, no matter how other people think about, everything one is judged
according to oneʹs own idea, so, the collection that they will do oneʹs utmost
has a partiality for the targetʹs information and information, and through insist‐
ing on affirming oneself to the understanding which have a partiality for the
target.
Second, create and participate in the behavior
It is mainly to reflect that resists ʹ the desire to display ʹ of the Otaku to create
and participate in the behavior, in resisting the participation activity of the
residence clan, if this goods are the products in immature state, or leave and
create the products of the leeway, but the speech is that creativity and partici‐
pation exciting them give the course of the new value of the products to resist‐
ing the residence clan, and the ready‐made products than among the work‐
shops of looks have greater glamour. To carrying on the transformation or ex‐
tending out and creating the behavior to the products that are fond of, and then
give play to the original intention, let the products be made and had unique‐
ness and glamour even more by this.
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Third, participate in the behavior in the community
Resist the Otaku and organize or join the specific communityʹs group by one‐
self, will produce strong companionʹs consciousness each other, and will share
the information and cooperation. Because members of the community will
produce strong companionʹs consciousness on the other hand, will share in‐
formation or cooperation each other, it is specialty grade to especially look on
as this information, it will be very difficult to obtain if have not joined the
community, in such cases, the existence of communityʹs organization has ne‐
cessities.
This research according to the interview result, find and resists the recreation
type attitude of the Otaku and visit the rest behavior in some degree and
speech, lie fallow conscientiously ( Serious leisure) Meaning. Stebbins (1982)
Whether is it lies fallow to be conscientiously to define. ʹ individual has the sys‐
tematic one that is engaged in the activity of a kind of spare time, hobby, will
worker. What they put into like undertaking is absorbed, take this opportunity
and obtain and represent the special skill, knowledge and experience, this
makes participants have very substantial and interesting feeling. ʹ is it lead of
goal to lie fallow conscientiously, during the process of pursuing, person who
invests recreation can have different goal with development, career of stage, is
it produce different skills to develop, become the interest throughout oneʹs life.
Lie fallow activity regard as weight of life, in free recreation of the time, would
like to cast aside professional title or identity status in the society of the job
market of the job temporarily, like in oneself, and in the recreation activity
making oneself fascinated, through devoting oneself, challenging oneself con‐
tinuously, and then affirm value and meaning existing oneself from it, reach
the ideal that oneself realizes.
3‐3 Resist the recreation trip rest marketing and influence on the present
situation of Taiwan of the Otaku. Resisting the prosperity of Otaku culture, it is
individuals that receive and send messages in a large amount but form ʹ the
personal liberalism and democratic under the environment of the network ʹ.
The external world, for resisting the cognition of the residence clan, by past ʹ
market district of niche separate, be in small scale and have priority degree low
ʹ change into ʹ influence power heavy, play a which lead the market role ʹ al‐
ready. Resisting the Otaku can propagate high‐level information, have super‐
string purchasing power, and the community formed has already developed
into the mechanism that information is stockpiled, propagated, the market
leads the role.
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Originally discover that it is completely different to resist the consumption
characteristic of the Otaku and general consumer, resist the Otaku high to ac‐
ceptance degree of the new goods, have a strong consumption will and con‐
suming capacity too, form a considerable resisting the residence market. Some
enterprises think that can run resisting the Otaku and examine the market as
one, observe and resist new consumption pattern and surtax value of new item
that the Otaku creates, and then put out the new goods improved to general
consumers. But must consider several questions while examining the market
before regarding resisting the Otaku as: How to spread to the general con‐
sumer market to resist the result of the residence market? Resist Otaku and
general information transmission of consumer way the same? Different result
of linking up of media is to resist Otaku and general consumer the same? And
does the business opportunity of resisting the residence market like Japan exist
in Taiwan? The interview result shows Taiwan has difference of showing to
highly resist characteristic ethnicity and general consumerʹs result of linking up
of the Otaku on enterpriseʹs website and forum, namely Taiwan really exists
like Japan resists the similar ethnicity of the residence clan. Is it resist Otaku
and general information transmission way of consumer and link up result for
difference to know, so examine enterprises on the market while making the tac‐
tics of linking up before proposing regarding resisting the Otaku, can pay more
attention to the influence power of the on‐line forum, think how to resist the
information in the market and spread to the question of the general consumer
market.
As resist the Otaku meanings in which its back represents are a group of new
developing consumption expertʹs ethnicities, they it can be rated assess to be
most nitpicking amateurish expert, have resisting Otaku develop characteristic
and competitiveness among field that have a partiality for their more and more
too, especially their materials are collected very capable and having sheer sharp
outsight to the image, have a kind of one that never to the specific things that
have a partiality for satisfied to study intensively the heart, in addition, they
have strong self‐expression that want, and the positive one shares the works
and achievement with the person having the same habit and waits. At Taiwan,
even it is at the whole world, like this ʹ resist residence ʹ life style spreading not
coming fast, because such a life style expand constantly and life surrounding
area of us too, is it resist Otaku form new developing light all consumer mar‐
ket, allow light look consuming capacity to resist Otaku long‐range general
consumer too to impel, focal point lie in they to had a partiality for by it thing
can possible keeping high‐level consumption, even product this unit price
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slightly high, they will is it should have a partiality for expenditure of product
separate from expenditure of other products to treat and calculate to buy, if the
family property person can resist this consumption characteristic of the Otaku
and can obtain the excellent advantage on the market as soon as possible.

sons having the same habit is and definite, so that they can produce the fulfill‐
ment from it; In addition through exchange, community of activity can share
information and creation to is it resist residence clan can obtain important fac‐
tor of fulfillment to make too each other each other.

CONCLUSION

Participate in behavior have difference nature too each, collect behavior is it
watch to come, resist residence clan participate in behavior face upward here,
pursue ʹ sense of achievement ʹ the value also mainly, this on the basis of resist
residence clan have a partiality for relevant information of thing have first want
thorough psychology that understand collecting, while making them collect the
realm of getting and approving of by oneself, the sense of achievement will rise
of itself. Otaku and create the behavior part and pursuing a kind of unique
value to experience, and resisting the residence clan may be said it is thorough
that the behavior that all try oneʹs best in creating the behavior gets, experience
in order to pursue a kind of unique value. In addition, Otaku while participat‐
ing in communityʹs behavior, wish eagerly to pursue ʹ belongs to and admits ʹ
value separately, this too enough to is it resist residence clan construction in
interpersonal relationships to show and a method worked by oneself to have
here on getting along, under such a way, can all take what one needs each
other among the persons having the same habit, its can be further from obtain‐
ing ownership and acceptance among the organization, person having the
same habit too.

ʹOtaku ʹ although one word has already widely known by the people, most
persons still incline to the meaning and cognition by it for the negative view
more, and seldom have to the relevant research of resisting the residence clan
in the domestic academia at present; So this research regards resisting the resi‐
dence clan as the research object, and the further one probes into its customerʹs
value intension, in addition, to resisting the development course of the resi‐
dence clan and meaning contained in the middle all than past studying more
exhaustive explanation, expect to lead out the new scene and style and features
in order to Otaku through this research. This research looks uses the qualitative
research approach to explore and observe out more plural phenomenon and
result from the materials relatively to the generally quantitative research ap‐
proach, sometimes, the results of these incomes are the part that consumerʹs
heart really minds; And with the gradual progress of time, the new phenome‐
non that often observes can remedy the passing quality and study the deficient
place on academy.
It is a group of new developing consumption experts to Otaku, have higher
consumption to participate in more than general consumers, with the con‐
sumption knowledge that is accumulated, not only highly influence small all
markets but also bring the knowledge of the products to enterprises and face
higher challenge. Originally discover the resisting the residence clan is collect‐
ing, creation, value of participating in behavior of community are being pur‐
sued and faced upward, there is space that can be probed into further. First of
all, for resisting the residence clan, no matter put into He Xiang or participate
in the behavior, they all think and can emerge finally ʹ mood is made this value
target joyful ʹ, in other words, because they are all participating in the behavior
to the things bets liked of wholehearted complete purpose, so, they can all ob‐
tain mood and make this value joyful to experience during the course. And is
creating and participating in stratumʹs picture of the behavior with the com‐
munity, still can find this value is being resisted residence clan another goals
pursued devoted toed in ʹ the fulfillment ʹ, but the speech by creating the be‐
havior, resisting the residence clan can display its personal style and specialty
through different creation participation, and the praise that get among the per‐

Everybody may become resisting the residence clan of the field that oneself
has a partiality for, and it is to resisting in external world it transfer to not tend‐
ing towards too cognition not negative of residence to and positive attitude, in
addition, many people is it admit oneself to resist residence clan, looks resist
residence clan consumer market one pay attention to and indiscreet and negli‐
gent market on a past one relatively to dare more and more, this gang of grad‐
ual growth of force now, change the very great and market that the person hav‐
ing the same habit of relevant fields paid attention to deeply into a influence
power.
Research this to resist residence clan consumer market is it is it on sale
throughout tactics regard as enterprise reference while drafting the strategy
face to have several more following to propose.
1.

Expertʹs knowledge database: In respect to collecting the behavior,
the research perceives from it that resisting the residence clan can
be rated as expert grade this behavior, main reason can lie in they
carrying on materials collect very systemic, and will collect infor‐
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mation gather, put in order in order to exchange with person hav‐
ing the same habit, on resisting world of residence clan, total some
people in order to propagate information and with can learn first‐
hand information is it deposit in domains had a partiality for to go
on for driving force its, if the family property person can grasp the
specialty of the people, set up a platform of information inter‐
change, is it resist residence clan can set up expert knowledge da‐
tabase at platform this, let customer can seek necessary message
by platform this completely at any time to let, and family property
person can travel goods relevant information by this platform
completely too, can accelerate the visibility of the goods on the
market.
2.

3.

Memberʹs system: Another focal point of collecting information
behavior is to relate to ʹ the rate of exchange ʹ that the resisting the
residence clan will go on, resisting the residence clan will all have
a desire to collect to the goods that are had a partiality for, but in‐
finite because of the desire, under the limited situation of the
small bag, it still adopts the rational purchase decision while car‐
rying on the consumer behavior to Otaku, it mean they will
through various kinds of channel everywhere carry on rate of ex‐
change behavior, for can have utility of every fen spent until limit‐
ing, as to them, buy more anticipated cheap goods through the
behavior of rate of exchange, the cost saved virtually stimulates
them to use and buy the goods liked more, in view of this, the
persons who engage in can enclose the card of letter in reply of the
goods in commodity packaging, ask customers to fill in the infor‐
mation while buying, the family property person according to
construction memberʹs database, and make hierarchical system of
the member further, for example, let year spend the purchase
preference of enjoying franchised product of VIP customer most,
or because its consumption amount reaches certain datum, can
give the gift with a limit on quantity, or offer cash discount, etc.
directly, believe the above‐mentioned way of doing things for
family property person, can is it buy angry to increase income its
to stimulate first, foundation, member of system second can make
for follow‐up their in basis of considering in light of actual condi‐
tions to on sale throughout tactics.
Expedite the emergence of the new goods to develop: Otaku

goods that like have one important characteristic whether goods
this leave some creation space support their giving play to and
creating very, , resist residence clan can inject new element into
this goods usually, as if create new function or far more than for‐
mer factory wait for in appearance display too, the creation match
of proposing industry personʹs run‐up goods when being very in‐
definite, it is driven that there is achievement sharing and
achievement motive one because of resisting the residence clan,
will bring the fresh and new try for the persons who engage in to
have probably extremely in behavior that they create in the goods,
the family property person can take this opportunity and go on
the cooperation of item and contract with the creator doing well,
and is issued by the family property person, benefit which the
family property person can obtain from it, in order to save huge
goods development and design cost, in addition, appear with the
creatorʹs works and enable it to understand even more, press close
to the market to need at present.
4.

The persons who think take place in the marketing enterprise
planning of the goods: A lot of enterprises are not that oneʹs own
goods quality is problematic while carrying on the sale of the
goods, but unable to grasp to attract customers to buy in the effec‐
tive marketing thorough fare and tactics, and it is a group of con‐
sumption experts who can make the topic very well to Otaku it‐
self, can pour into new vigor and target on the enterprise planning
of the goods for enterprises through the intention idea that they
collect all peopleʹs strength.

5.

Become a goods spokesman: It is going beyond general consumers
to knowledge which has a partiality for the goods and apprecia‐
tion degree to Otaku, and systemic understanding that they will
even do all information of this domain goods totally, is it like this
field item resist persons having the same habit of the residence
clan too while being other to influence at the same time, they con‐
tact the community tissues formed each other each other, its part
of chaining the network is treated, it is in fact very considerable,
and on the other hand, the information dissemination which re‐
sists the residence clan plays up strength and is worth expecting,
many do not resist the consumption ethnicity of the residence clan
they will buy the goods recommended by it in accordance with
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following the step which Otaku, even if goods this popularity far
as famous goods of brand, via resist residence clan goods recom‐
mended walk back and forth Buddha just as gold‐lettered sign‐
board, praised highly very much; If enterprises can make the best
of this point, ones that attract in this field Otaku expert to speak
on behalf or endorse for the goods, believe that can obtain very
great echoing and interests from it.
6.

7.

Check on the enterprise goods: Resist residence clan to have a par‐
tiality for all goods include as if quality or pack specification wait
for, it is all very nitpicking to such detail factors as the part, etc. to
be small, they hope the goods liked by oneself are all almost per‐
fect, to this point, the proposing industry person can seek and ask
and resist residence clan to put forward the appropriate sugges‐
tion or improve the direction on this goods through communityʹs
organization before the good s go on the market formally, for ex‐
ample, the game software industry person can look for and Otaku
player and try playing etc.
Step the foot and manage the community tissue: Being borderless,
network make no one can making messaging from network fast,
and resisting the residence clan can become much more popular
fast, the network is right to Otaku and relation between the com‐
munities to be closer, say, completely by the exchange during the
person having the same habit of website of community, let them
make the latest information in resisting the residence clan, resist
residence clan borderless to influence power, community of or‐
ganization, who grasp the thorough fare pancake, equate with the
small bag which seizes this group of professional consumption
expert too, so, the proposing industry person can cultivate con‐
struction this one of communityʹs website actively.

Section Three Suggestion on Follow-Up Study
This research prosperity Otaku player for the interviewee most with 8 of Tai‐
wan mainly, in fact, resist type of residence clan have many kind, propose re‐
search of follow‐up can to resist residence clan go on relevant research other
field, should be able to appear and resist residence clanʹs more plural appear‐
ance and phenomenon from it. Second, develop the quantization questionnaire.
This research is to resist the studying of recreation trip rest marketing of the
residence clan with the quality research approach, although already there are
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some relevant conclusions preliminarily, will strengthen its extensive and suit‐
able and explaining, the way to propose all right quantization questionnaire of
development is extensive to resisting the verification which carries on objective
quantization of the residence clan. Because the development of the internet
network is fast, have stimulated the spread of communityʹs organization and
develop very high to acceptance degree of the original works in the way and
market, so is it can study direction towards resist community of residence clan
future to propose, behavior faced to create it studies to be main fact, for exam‐
ple: The community organization that probes into different attitude is to the
influence resisting the residence clan; Resist creation thinking and intension to
the original works of the Otaku ,etc., can all do for the theme of follow‐up
study.
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ABSTRACT
Tourism destination, as the framework for tourism products, is being perceived as an individual development unit, making destination management a crucial issue. The paper deals with
the problem of managing a tourism destination whose complexity arises from the large number of stakeholders whose interests must be harmonized. The paper explores the state of destination management in Croatian coastal tourism destinations and the state of the existing
level of cooperation between stakeholders. Based on stakeholder theory the study tries to verify that 1) the level of destination management development depends on the level of collaboration between stakeholders; 2) indicators of sustainable tourism are in a positive correlation
with collaboration between stakeholders; 3) the application of sustainable development concept is in a positive correlation with the existing level of tourism management. The research
results presented in the paper show that stakeholder collaboration is extremely important for
the success of tourism destinations in Croatia.
Key words: destination management, stakeholders, sustainable tourism, cooperation,
tourism development.

INTRODUCTION
Tourism, one of the most dynamic economic activities, is the driving force of
economic development in a great many countries worldwide. However, apart
from its economic effects, tourism development also leads to a variety of social
effects and environmental consequences. For several decades now, the tourist
destination has been perceived as the basic unit of tourism development. Nu‐
merous scientific and professional studies focus on the changes taking place in
tourist destinations. Due to the trends in tourism demand that reflect the di‐
verse changes in modern society and the concerns over sustainability and com‐
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petitiveness, destination management is a highly topical issue in scientific and
professional circles. In the last ten years or so, this issue has been the focus of
numerous researchers ‐ (Sautter and Leisen 1999; Buhalis 2000; Pechlaner and
Fuchs 2002; Ritchie and Crouch 2003; Schaumann 2005; Sainaghi 2006; Pre‐
senza, Sheehan and Ritchie 2005; Gretzel et al. 2006; Borhhorst, Ritchie and
Sheehan 2009). Common to all of their studies is the emphasis on the complex‐
ity of destination management, emphasis on the specific qualities of a destina‐
tion, and hence the need for a different approach to its management. This is
primarily because the tourist destination is an amalgam of a large range of
products and services provided by the private and public sectors. Complexity
is primary linked to the fragmented structure of offerings and the lack of lead‐
ership. “Management and marketing destination is challenging because of the
variety stakeholders involved in the development and production of tourism
product” (Buhalis 2000). Several management theories, such as the “stake‐
holder theory”, “network theory”, or the “learning organization” are being ap‐
plied to the tourist destination also.
The theory that is most frequently mentioned in the context of destination
management is the “stakeholder theory”. Stakeholder collaboration was con‐
sidered in tourism development planning (Jamal and Getz 1995; Bramwell and
Sharman 1999; Sautter and Leisen 1999), as well as advertising and promotional
activities (Robson and Robson 1996; Sheehan, Ritchie and Hudson, 2007; An‐
gela and Go, 2009). Moreover, it is increasingly being applied in destination
management for sustainability purposes (Timur and Getz 2003; Byrd 2007). The
stakeholder theory appeared in management literature in the 1980s with the
book “Strategic Management: A Stakeholder Approach” by Freeman (1984), in
which he defines stakeholders as “any group or individual that can affect or be
affected by a companyʹs purpose“(Byrd 2007). As for defining stakeholders and
their collaboration from the perspective of destination management organiza‐
tions, Jamal and Getz (1995) define collaboration in tourism development as “a
process of joint decision‐making among autonomous, key stakeholders of an
inter‐organizational, community tourism domain to resolve planning problems
of the domain...” Yuksel, Bramwell and Yuksel (1999) stress that despite its dif‐
ficulties, mutual participation is valuable as it tends to avoid the cost of resolv‐
ing conflicts in the long term, it is politically more equitable, and also helps
build the knowledge of all stakeholders. According to Tuscon (2006), “the pri‐
mary objective of collaboration is to create a power balance between the stake‐
holders”. Scientists underline the importance of developing a common vision
for tourism development, yet the instruments and methods of sharing visions
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and ideas in practice have not been identified. Regarding stakeholder collabo‐
ration in tourism planning, Bramwell and Sharman (1999) identify three key
issues: whether the participating stakeholders are representative of all stake‐
holders involved; the intensity of collaborative relations; and the degree to
which consensus emerges among the participating stakeholders.
Harmonizing the often conflicting stakeholder interests is a major challenge
in destination management. Like Buhalis (2000: 98) states: “Strategies and ac‐
tions should take into account the wishes of all stakeholders, namely indige‐
nous people, businesses and investors, tourists, tour operators and intermediar‐
ies, and interest groups.” Numerous are the challenges that face destination
planners. Thus, Gretzel et al. (2006) point out the six main issues facing tourism
organizations: adaptation to technological changes; management of tourist ex‐
pectations; transition from destination marketing to destination management;
confronting a new level of competition: identification of creative partnerships,
and finding of new success methods. It would be much easier to identify and
address these challenges if there were an effective collaboration in place among
the stakeholders in a destination, involving issues such as management, infra‐
structural enhancement, development vision, educational requirements or un‐
dertaking of various marketing activities.
The collaboration among stakeholders takes many forms and can be either
formal or informal, e.g. public discussions, focus groups, panel discussions,
workshops, etc. Byrd (2007) stresses that stakeholder involvement in the devel‐
opment process requires fairness, efficiency, knowledge, wisdom, and stability,
and that their involvement has multiple outcomes, the most important being
generation of new ideas, increase in trust, less conflict, cost‐effectiveness, and
promotion of shared responsibility. Robson and Robson (1996) argue that the
stakeholders need to be identified, and the relationships nurtured to ensure
that analysis of concerns, goals, values and responsibilities are understood and
synthesized into a strategic framework. When creating strategies for destina‐
tion development and its competitive growth in the modern tourism market it
is essential to consider and apply the sustainability concept. “This concept is
based on the premise that human development is sustainable if humans use the
natural resources they need for personal growth and well‐being in a manner
not limiting the options for future generations” (Kušen 2002). The starting
point of such an approach to tourism development is to recognize the extent to
which a particular area may be developed whilst not diminishing its opportu‐
nities for future development. The tourism sustainability principle itself in‐
volves three key elements: environmental protection, and the economic and
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social/cultural aspects of tourism development, between which a mutual bal‐
ance is essential. Many authors have dealt with the sustainability concept and
its relevance in a destination (Robson and Robson 1996; Ryan 2001; Timur and
Getz 2002; Choi and Sirakaya 2005; Byrd 2007). Sustainability in a destination is
supposed to improve the well‐being of the local population, preserve the natu‐
ral environment, and provide visitors a top quality experience. However, up to
now the practice of this concept has not been investigated much. Choi and
Sirakaya (2005) state that there are still no clearly defined national policies in
place or strategy reports on sustainability and its implementation. Moreover,
no management framework or indicators exist for the systematic monitoring of
changes in particular sustainability dimensions.
In light of the above‐mentioned, how is destination management becoming
an increasingly important issue facing all tourism planners in a destination. On
the one hand, it is necessary to monitor and respond to the emerging trends in
the tourism market, which imposes the need to not only improve existing but
also develop new products, and implement new methods of distribution and
communication with the market. On the other hand, it imposes an increasing
need to take into account tourism sustainability and embrace it as an essential
concept for achieving and maintaining long‐term competitiveness in the tour‐
ism market. The paper deals with the problem of tourism destination manage‐
ment in the function of tourism sustainability. Destination management is re‐
flected through the level of collaboration among stakeholders in a destination.
It starts from the assumption that destinations with a higher level of stake‐
holder collaboration will be more successful in management, i.e. planning of its
growth, development of new products, diverse marketing activities, and adop‐
tion of new knowledge.
RESEARCH OBJECTIVES AND METHODOLOGY
The aim of this research was to explore the issue of tourism destination man‐
agement and implementation of the sustainability concept, as well as gain some
insight into the status of management in Croatian coastal tourism destinations.
In addition, it aimed to investigate the correlation between destination man‐
agement defined by stakeholder collaboration and tourism sustainability in a
destination. The final objective was to examine whether the implemented sus‐
tainability concept was in positive correlation with the development level of
the destination management instrument. Tourism sustainability was measured
using the following indicators: tourist satisfaction with elements of the tourism
offer; percentage of return visitors, i.e. tourist loyalty; hotel capacity utilization;

Research Papers

599

and average daily expenditure in a destination. These are primarily indicators
of the status of tourism in a destination. The indicators of tourist satisfaction
and tourist loyalty reveal the social dimension of sustainability, while hotel oc‐
cupancy rate and average daily expenditure represent the economic parame‐
ters. This paper examines whether destinations with a higher level of stake‐
holder collaboration are more likely to have more advanced management in‐
struments, more satisfied and more loyal tourists that on average spend more,
along with a higher level of hotel occupancy rate.
For the purposes of this study, two initial surveys were conducted in July
and August of 2009. The first survey involved examination of management
status in tourist destinations. The sample consisted of all the directors of tour‐
ism associations in the municipals and towns of Croatian coastal counties
(n=157). The survey was conducted through a structured questionnaire request‐
ing the respondents to answer questions about the status of the destination
management according to the following instruments: planning in the destina‐
tion, development of new products, communication with the market and dis‐
tribution, monitoring efficiency, and adoption of new knowledge. Respondents
were also requested to grade the stakeholder collaboration status as well as the
implementation of the sustainability concept in the destinations. All questions
were closed type, while some offered a choice of lists, and others a scale of in‐
tensity. A scale of 1 to 5 was used for grading their opinion on the level of par‐
ticular management instruments in a destination. The questionnaires were sent
by post to the respective representatives of the tourism associations. A total of
123 completed questionnaires were returned, which represents a response rate
of 78%. Spearman’s rank correlation coefficient was used to measure the col‐
laboration among stakeholders, and the correlation between sustainability and
the management instruments. The significance level (alpha) for the statistical
test is 0.05. The P‐value of less than 0.05 is considered the indicator of statistical
significance.
The second initial survey investigated the stakeholder collaboration in a
destination. The survey was conducted on a selected set of destinations (n=19).
This was a non‐random, or convenience sample. It encompassed the following
stakeholders from the private and public sectors: tourism associations (public
sector), town and municipal government (public sector), hotel owners (private
sector), and tourist agencies (private sector). The set of destinations selected for
the survey were destinations having similar features, i.e. those selling the same
or similar products in the same or similar markets/segments. This survey was
also conducted through a questionnaire requesting the respondents to grade,
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on a scale from 1 to 7, the stakeholder collaboration status according to the des‐
tination management instruments. The contents of the survey included ques‐
tions about stakeholder collaboration by field, as in the first questionnaire, with
each field broken down further into sub‐fields. From the 76 questionnaires that
were sent out, a total of 53 were returned, representing a response rate of 70%.
Again, the Spearman’s rank correlation coefficient was used to process the data
of this survey. The purpose of the correlation analysis was to determine the in‐
tensity and direction of the relation between stakeholder collaboration and the
sustainability indicators. The variables used to analyze the correlation were as
follows: tourist satisfaction with the elements of the destination’s offer, % of
return visitors, average daily expenditure, and hotel occupancy rate. Data from
the TOMAS survey conducted in the summer of 2007 were used for the tourism
sustainability indicators (tourist satisfaction, tourist loyalty, and spending).
This is the only continuous research of the different characteristics of tourist
travel and stay in Croatia, which the Institute for Tourism has maintained since
1987. The main objective of this research is to determine the key advantages
and disadvantages of the tourism offer, market segmentation, determine the
spending characteristics, and continuously monitor domestic and international
trends in the tourism demand. The research is conducted from June to Septem‐
ber in seven coastal counties of Croatia. For the purposes of this study, we used
the data obtained in the surveys of hotel guests in 19 destinations. The fourth
indicator, hotel occupancy rate, was calculated using data from the Central Bu‐
reau of Statistics.
The tourist satisfaction is considered one of the key long‐term sustainability
indicators of a destination (UNWTO 2004). Tourist satisfaction is based on a
range of factors influenced by destination management, such as the quality of
accommodation, courtesy, etc. However, other factors that reflect the satisfac‐
tion or dissatisfaction with a a destination cannot be managed, such as the
weather. Assessing tourist satisfaction is an indispensable tool used to gather
information on a tourist’s opinion of a destination. The degree of tourist satis‐
faction in the TOMAS survey is based on the grading of thirty various elements
of the Croatian tourism offer. With the aim to summarize the large number of
graded elements, and in order to define a single indicator, a factor analysis was
performed on the thirty elements. As an indicator of tourist satisfaction, we
chose the first factor – tourist satisfaction with the non‐accommodation offer of
a destination. This factor consists of elements that are mostly under the influ‐
ence of the stakeholders regarding improvement of the tourism product, which
includes the quality of local transportation, quality designation of landmarks,
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presentation of cultural heritage, hospitality of the local population, informa‐
tion quality, and diversity of cultural events, entertainment, gastronomy, sport‐
ing facilities, as well as organized excursions, and shopping opportunities. The
tourist loyalty indicator reveals the frequency of a tourist returning to a desti‐
nation. For the purposes of this study, the indicator was used for two or more
visits. Variations in the number of loyal tourists indicate potentially important
changes, especially if compared with a higher or lower number of visits (UN‐
WTO 2004). A destination has multiple benefits from loyal tourists, the greatest
being a stable market share and thus reduced costs for promotion. The average
daily expenditure is an economic indicator of sustainability. For the purposes
of this study, we used indicators of costs realized in the destination itself, i.e.
transportation costs were excluded. The costs realized in the destination were
divided into expenditures for hospitality services, shopping, and other services.
Hospitality services include expenditures for accommodation, food associated
with the accommodation service, and expenditures for food and beverages out‐
side the accommodation facility. Shopping expenditures include purchase of
food and beverages, clothing, footwear, and other merchandise. Other services
include expenditures for sports, recreation and entertainment, culture, excur‐
sions, and such. The average daily expenditure was calculated as the ratio of
total costs of the stay per person and the number of nights spent at the respec‐
tive destination. Hotel occupancy rate indicates the degree to which the hotel
capacities were occupied. The degree of hotel occupancy rate is an indicator of
a hotel’s operation, and represents the ratio of actual and potential occupancy.
FINDINGS
Destination planning, as a management instrument, was examined with ques‐
tions about the existence and implementation of plans. Three types of plans
were taken into account: tourism development plan, tourism marketing plan,
and promotional activities plan. The plans were not presented hierarchically,
thus allowing for the existence of sub‐group plans.
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Table 1. Tourism Destination Planning
Number of
destinations/tourism
associations
surveyed

Destinations with
developed plans

Tourism Development Plan

123

Marketing Plan
Promotional Activities Plan

Plan Type

Grades of plan implementation
Arithmetic
mean

Standard
deviation

54.5

3,06

0.742

122

41.8

3.19

0.817

123

56.9

3.63

0.802

Source: Author’s research, 2009

The survey revealed that more than half of the destinations, 54.5%, had a
tourism development plan, 41.8% had a marketing plan, and 56.9% had a plan
for promotional activities. However, their implementation was graded medio‐
cre (from 3.06 to 3.63). The implementation level of the tourism development
plan was graded the lowest (3.5), which is not surprising because precisely the
realization of this type of plan requires collaboration among a large number of
stakeholders, as well as those directly associated with tourism development.
Marketing activities were graded in the mediocre range from 2.94 to 3.62, the
highest being the quality of promotional materials and Internet (3.62), while
travel agency offers and advertising were graded as the poorer elements of the
destination’s marketing activities.
In tourism offices, the efficiency of undertaken activities is mostly moni‐
tored through analysis of tourism performance (85.4), and tourist satisfaction
(52.0). Only a small number of destinations implement competitiveness analy‐
sis (25.0) and benchmarking analysis (22.9).
Table 2: Marketing Activities
Grades of Market Communication and
Distribution
Element
Advertising

Number of Destinations

Arithmetic mean

Standard deviation

121

2.94

0.859

Public relations

118

3.36

0.949

Promotional material

120

3.62

1.006

Internet

120

3.62

0.997

Agency offers

119

2.55

1.031

Source: Author’s research, 2009.
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Table 3: Efficiency Monitoring
Destinations implementing efficiency
analysis
Analysis Type

Number of destinations

n

%

Tourism performance

123

105

85.4

Tourist satisfaction

123

64

52.0

Competitiveness analysis

120

30

25.0

Benchmarking analysis

118

27

22.9

Source: Author’s research, 2009.

Further, continuous gaining of new knowledge is a fundamental tool for ef‐
ficient destination management. Gaining new knowledge and exchanging it is
also essential in recognizing and responding to trends in the tourism market as
well as tourism sustainability. However, the survey indicated that only 37.7%
of the destinations implement education for destination management purposes.
The implemented education was graded with an average of 3.24 points. The
most important field of education required was planning, followed by product
development, market communication and distribution, and efficiency monitor‐
ing. Due to the characteristics of a tourist destination and the specific quality
of the tourism product, stakeholder collaboration is recognized as the key pre‐
requisite for the efficient management of its development. This survey revealed
that stakeholder collaboration in the coastal tourist destinations of Croatia is
below average (2.83).
Table 4: Stakeholder Collaboration

Overall status of collaboration

Number of
destinations

Arithmetic
mean

Standard
deviation

119

2.83

0.886

DOMAINS
Planning

118

2.74

1.025

Product development

119

2.76

0.927

Marketing activities

119

2.87

0.935

Efficiency monitoring

118

2.58

0.964

Education

118

2.64

1.000

Source: Author’s research, 2009.
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The mean value of all grades of collaboration by domain ranged from 2.5 to
2.8, which indicates an especially low level of collaboration in destination man‐
agement. Collaboration in the domain of market communication and distribu‐
tion was graded slightly better (2.87), which other similar surveys have also
confirmed, thus indicating that collaboration in the domain of destination mar‐
keting is the most developed (WTO 2000). The lack of plan documents, ineffec‐
tive communication channels and the diversity of interests were singled out as
the main constraints in collaboration. These data were further analyzed. We
applied the Spearman rank correlation coefficient to test whether there a statis‐
tically significant correlation existed between the stakeholder collaboration
grades and the grades of plan implementation, market communication, educa‐
tion, and efficiency monitoring.

Table 5: Correlation between Stakeholder Collaboration and Management Instruments
Number of
destinations

rs

p

Plan implementation

94

0.43464

<.0001

Marketing activities

116

0.54501

<.0001

43

0.37589

0.0130

106

0.26458

0.0061

DOMAIN

Education
Efficiency monitoring
Source: Author’s research, 2009.

The results revealed a statistically significant correlation between collabora‐
tion and the grade of plan implementation (rs=43464, p<0.0001), marketing ac‐
tivities (rs=0.54501, p<0.0001), education (rs=0.37589, p=0.0130), and efficiency
monitoring (rs=0.26458, p=0.0061). Survey results also indicated that imple‐
mentation of a sustainability concept was generally graded 3.07. However, 49%
of the destinations responded that they do monitor sustainability indicators,
which most probably cover only a few fundamental indicators, such as basic
statistic about tourist performance. Ecology and environmental protection was
set apart as the most important field in defining indicators, followed by eco‐
nomic and social indicators.
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CONCLUSION

Table 6: Correlation between Sustainable Concept and Management Instruments
Number of
destinations

rs

p

Plan implementation

93

0.21574

0.0378

Education

43

0.22344

0.1498

DOMAIN

Source: Author’s research, 2009.

The results of the correlation analysis revealed a positive and statistically
significant correlation between plan implementation, especially development
plans, and the sustainability concept (rs=0.21574, p=0.0378). The instrument of
planning was also graded as the key instrument in implementing the sustain‐
ability concept which is basically long‐term, and cannot be achieved if not in‐
corporated into the development plan. It may be concluded that destinations
with a higher level of management instruments, primarily planning, are more
successful in implementing this concept. To examine the correlation between
stakeholder collaboration and the selected sustainability indicators, we also
used the Spearman rank correlation coefficient.
Table 7: Correlation between Stakeholder Collaboration and Tourism Sustainability Indicators

Number of destinations
(N)

rs

P

Tourist satisfaction

19

0.57920

0.0094

Hotel occupancy rate

19

0.32558

0.1738

% of return visitors

19

0.53883

0.0173

Average daily expenditure

19

0.61781

0.0048

Sustainability indicators
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Source: Author’s research, 2009.

Spearman’s rank correlation coefficient revealed a positive and statistically
significant correlation between the graded stakeholder collaboration and tour‐
ist satisfaction with tourism offer elements (rs=0.57920, p=0.0094), percentage of
return visitors (rs=0.53883, p=0.0173) and average daily expenditure (rs=0.61781,
p=0.0048). Hotel occupancy rate revealed a positive but statistically insignifi‐
cant correlation (rs=0.32558, p=0.1738).

Today, destination management and tourism sustainability is an extremely
relevant topic, yet there are no ultimate solutions that would enable destination
managers to adapt promptly to trends and implement the sustainability con‐
cept with all its parameters to its development. The survey of Croatian coastal
destinations has revealed that, still today, in a large portion of destinations,
tourism is developing spontaneously with no clearly defined products or vi‐
sion. Even the destinations that possess prepared plans are not implementing
them “sufficiently” due to countless constraints. Communication activities
were graded mediocre. Of all the instruments for monitoring activities, tourism
performance and tourist satisfaction are the most commonly monitored, while
more sophisticated analyses, such as competitiveness analyses or benchmark‐
ing analyses are much less applied. The level of education was also graded as
mediocre despite the expressed need for new knowledge. Stakeholder collabo‐
ration, both in general and by all management domains, was graded below‐
average in the coastal destinations. Such an extremely low level of collabora‐
tion reflects on the overall quality of destination management. Namely, be‐
cause collaboration has been graded so low, it is very likely that the destination
managers will encounter numerous problems, especially when it comes to im‐
plementing plans that demand collaboration among stakeholders. Further, both
marketing and infrastructural projects, especially those in the service of sus‐
tainability, most often require collaboration as well as joint action of the private
and public sectors. Lastly, the attitude toward implementation of the sustain‐
ability concept also revealed that this concept is not implemented enough, and
that the indicators that most urgently require monitoring are environmental
indicators, followed by economic, and social indicators. The analysis of the
graded management instrument quality in relation to the graded stakeholder
collaboration level revealed a statistically positive correlation, confirming the
fact that stakeholder collaboration is the key prerequisite for effective destina‐
tion management.
Analysis also revealed a statistically significant and positive correlation
among the grades of stakeholder collaboration and tourist satisfaction, percent‐
age of return visitors and average daily expenditure in a destination. The over‐
all level of stakeholder collaboration and hotel occupancy rate was also in a
positive but statistically insignificant correlation. This may be explained by the
fact that the hotel occupancy rate primarily depends on the efficiency of its
management, as well as by the fact that in Croatia there is still a deficient link
between the hotel and the destination. The grades of sustainability implemen‐
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tation were also in a positive and statistically significant correlation with the
grades of the plan implementation which indicate the importance of planning
destination development. Thus, the conclusion is that destinations that are
more efficient in planning and implementing their plans have a greater advan‐
tage in applying the concept over those destinations with insufficiently devel‐
oped management instruments. Croatian tourist destinations, as well as many
other destinations in our competitive environment are facing the challenge of
how to effectively manage a destination and respond to future development
challenges in order to position them in the global tourism market. The results
of the analysis reveal the importance of stakeholder collaboration in all do‐
mains of management. Therefore, it is important to know that effective destina‐
tion management requires: 1) involvement of all stakeholders in the manage‐
ment process; 2) establishment of mutual communication and coordination, as
well as implementation of the sustainability concept by monitoring sustainabil‐
ity indicators. The sustainability concept is essentially long‐term, and related
decision‐making can be based on continuous monitoring of environmental, so‐
cial and economic indicators. This research has pointed out the need to estab‐
lish effective management of tourism destinations, especially in the context of
implementing the sustainability concept. Communication among stakeholders
and their collaboration in all management instruments, as well as monitoring
of sustainability indicators as the basis of sustainability implementation, are
essential preconditions for attaining a competitive position in the global tour‐
ism market.
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facilitate diversification of tourist products and markets and sustainable tour‐
ism development”. The budget of the project is 32 714 044 EUR. Within the pro‐
ject the main pursued priorities are development of strategy for brand “Bul‐
garia” and brand management (budget approx. 1.41 million EUR). The specific
goal is development of regional brand for tourist region or sub‐region. This has
provoked me to research and demonstrate the importance of social role and the
need to consider general public appraisal as powerful sources in the process of
tourist branding. This paper represent the results of the he conducted study,
covering the tourist sub‐region Ludogorie, part of which is Municipality of
Razgrad (see Fig.1).

ABSTRACT
The paper is aims empirically to demonstrate the role of public involvement in destination branding within a concrete sub-region in Bulgaria (selected municipality). It is
considered that such surveys are vital for understanding the community position,
expectations and self-understanding. For all these reasons the destination branding
envisioning process should be publicly driven and based on stakeholder values and
shared agreement.

Figure 1. Main tourist regions in Bulgaria

Key words: host community, local stakeholders, destination branding, collaborative
process.

Danube
Old Bulgarian capitals

INTRODUCTION
Despite the fact that destination branding is recently widely explored from
marketing research (Aaker 1996; Randall 1997; Blackett and Russel 1999;
Pringle and Thompson 1999; De Chernatony 2001; Lury 2004; Kotler, Bowen
and Makens 2006), it is relatively unexplored field for Bulgarian Tourism au‐
thorities and practice at national and regional level. This is confirmed by the
fact that the passed years several technical assistance projects, international and
national experts have been involved in the field of national branding and desti‐
nation marketing. Unfortunately, the results are very insignificant, irrelevant
and/or stayed only in paper. During the past 2 years the official authorities
launched the idea for development of tourism regions and sub‐regions with
specific identity and brand, based in their uniqueness, value and essence. Cur‐
rently the Ministry of Economy, Energy and Tourism is running as specific
grant beneficiary under the Operational Program “Regional development” for
National Tourism Marketing.
The main objective is “To enhance the effectiveness and impacts of national
marketing efforts and related activities, market intelligence and transparency to

Stara planina
Black Sea

Sofia

Thrace

Rila-Pirin
Rhodopes
In Bulgaria, the municipalities have legislative power in respect of the devel‐
opment of local technical and tourist infrastructure, the planning of tourism
(and related planning of urban areas). Municipal expenditures in support of
tourism and recreation, however, are extremely limited (about 0.1‐0.2% of to‐
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tal). Of local municipality is required to develop a municipal strategy for tour‐
ism development which outlines the key objectives and guidelines for tourism
development within the area of the municipality.
Local authorities are key actors in planning and managing activities in tour‐
ism and in managing the consequences of the impact on him. They must work
in close cooperation with each other, the private sector and in line with the in‐
terests of environmental and social community. Some of the responsibilities of
the local authorities: to establish mechanisms and structures for developing
and implementing strategies for sustainable tourism development and associ‐
ated action plans to facilitate coordination processes and the formation of net‐
works (clusters) and ensure that stakeholders are awareness of sustainable de‐
velopment and to support them, setting the appropriate indicators and moni‐
toring the impact in implementing the principles of sustainable development,
provision and maintenance of the infrastructure and facilities at the municipal
level; to ensure effective planning of the use of tourism resources and their con‐
trol; working on relevant educational campaigns for sustainable development
aimed to local residents, tourists and tour operators; strengthening partnership
and cooperation between institutions of education and training, social partners,
regional and local authorities; destination marketing initiatives etc. Regional
and local authorities must play an important role in implementing the state
policy on tourism, regional marketing and destination branding, taking into
account the interests of tourism businesses, local social community, of institu‐
tions of environmental conservation and cultural monuments, transport au‐
thorities, professional associations (unions), local educational and training in‐
stitutions.
In this context the successful elaboration of tourism destination brand it is vi‐
tal to survey the general public in order to guarantee future support and en‐
gagement, to reflect the community attitude and expectations for development,
as main participants and hosts. It is important to say, that the host community
is one of the actors, part of destination system. It is very important to under‐
stand their appraisal, attitude and behavior in order to run and achieve coher‐
ent development of a destination. This is due to their participation and interac‐
tion with and within the municipality area. The key issue is to harmonize the
variety of interest (public, private, tourists, etc.) on one hand with tourism
products and on the other with the identity the destination and in order to cre‐
ate an integrated system of tourism supply. Making a destination system and
brand in particular work properly implies the identification of complex set of
public and private actors, their roles and competences. Public and private ac‐
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tors have different interests, responsibilities and meet different cost/benefits
during the “Use” of a destination.
The goal of current paper is to evaluate from general public attitude in order
to develop and harmonize local authorities’ effort at municipality level in the
field of tourism destination branding. The research object is Municipality of
Razgrad, situated on the central part of North‐Eastern Bulgaria on the Eastern
part of the hilly Danube valley. Tourism has been pointed as a priority and in‐
cluded in official strategy for development of the municipality. The cultural
heritage, natural resources, traditions and cultural events are the prerequisites
considered as possible to transform the municipality into attractive tourism
destination. Before the elaboration of marketing strategy and branding of des‐
tination, a research was conducted in order to reflect and define the general
appraisal of local (host) community and elaborate a vision for further devel‐
opment. The focus was on appraisal of cultural heritage, expectations and per‐
spectives for tourism development among host community and local entrepre‐
neurs.
Within the main common goal, three specific objectives were pursued:


To identify and assess the attitudes and appraisals of the local
(host) community for tourism development in the region;



To investigate and present a image, brand and vision for tourism
development in the region;



To outline the future expectations and plans for tourism devel‐
opment level

The research included the representatives of local social partners, citizens
and local stakeholders ‐ representatives of the tourism industry, cultural insti‐
tutes, NGOs, and local media. The target group in the study included residents
of Razgrad (60%), representatives from expert group (6%), employed in the cul‐
tural sector (6%), hotel industry (6%), restaurant industry (6%), business (4%)
and residents of villages with tourist attractions (12%). Scope of the study is
determining the attitudes, image and vision for tourism development in the
region.
METHODOLOGY
For the correct determination of the status and potential directions for devel‐
opment of tourism, the study aimed to outline the main features of the attitude
of the local (host) community. The ratio of population to tourism and its im‐
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pacts are studied and evaluated in the inquiry as a key method for collecting
primary information. The choice of target population is the method of random
sampling. Standard questionnaire was used in which the questionnaire is
strictly determined by the issues in order to ensure a representative and com‐
parable information. The poll was structured in order to assure parity between
respondents.

7.

Evaluation of marketing and promotional activities.

8.

Do you think that the region of Razgrad has effective ʺtourism brand of
destinationʺ?

9.

Specify one (if any) specific, unique features of tourism, which can be
used for the formation of identity, or to reflect the image of tourism for
the municipality of Razgrad.

The inquiry was conducted using two types of samples ‐ tier habitats and
simple random (stochastic) sampling. For those, employed in tourism or resi‐
dents linked to tourism industry tier areal sample was applied. Done on the
basis of a full list of travel companies, hotels and restaurants within the terri‐
tory of the region, random selection was applied on voluntary principle. For
the rest of the population is applied simple random sampling to ensure repre‐
sentative information. Street survey was used in public places with inquiry in‐
terviewer, previously trained for the purpose. The proposed questionnaire con‐
tained 13 control questions, of which 6 were open questions, 3 were mixed and
the remaining 4 were closed questions. Each question was evaluated on a spe‐
cific informative value. Answers to questions were measured at 5‐ball complex
ranking scale ranging form most important to irrelevant. Two types of ques‐
tions were included – first one, assessing the expectations for tourism devel‐
opment in the municipality and the second type of questions outlining the ap‐
praisal and expectations (plans) for development, entrepreneurial intentions
and willingness to participate in the development of tourism.
The first group of issues relevant to tourist development image and vision for
the municipality aims to assess the level of development of tourism, the main
advantages and disadvantages, and to identify the major problems impeding
the successful development. The poll included the following questions:
1.

How do you assess the current state of tourism in the municipality?

2.

What are the most important tourist sights (sites) are most typical (em‐
blematic) for tourism in Razgrad municipality?

3.

What, in your opinion, are the key tourism activities characteristic of
Razgrad municipality?

4.

What are the main factors that have a positive impact on tourism devel‐
opment in the municipality?

5.

What are the main problems for the successful development of tourism
in the municipality?

6.

What action to take your community to solve the above problems and
how to attract citizens to participate in solving them?

The second group of questions aims to outline the directions for future de‐
velopment. The poll included the following questions:
1.

Development of resources. What kinds of tourism should be promoted
in the future?

2.

Which tourist resources (attractions) have the potential to be developed
in order to increase tourist interest for the municipality?

3.

What services and what kind of support do you expect from municipal
authorities?

4.

Do you wish to participate in the public‐private partnership (PPP) initia‐
tives with municipal authorities such as joint initiatives or marketing?

5.

Suggestions for activities or projects for the successful development of
tourism in the municipality of Razgrad.

The sample included 500 total respondents from host community. The survey
covered representatives of all age groups over 16 years ‐ people with different
educational background and field of activity.
FINDINGS
For the purposes of this study 500 questionnaires were distributed, represent‐
ing 0.7% of the population of Razgrad Municipality. Received a 100% return.
The gender structure of respondents is in favor of women: 57 % against 43 % of
men. This is due to the fact that women are more willing to participate and ex‐
press their opinion. Lowest proportion of respondents with primary education,
with almost equal shares respondents with secondary and secondary special
education. It is noteworthy that the proportion of respondents with higher
education stands no drastic than those with secondary and secondary special
education. The employed (59.6%) are predominate share of all respondents,
what is favorable from point of view that they are active participants into eco‐
nomic life and have insights about tourism development in the municipality.
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The degree of involvement of respondents in tourism is very important
socio‐economic factor. Different and varying degrees of commitment among
the respondents (see Table 1). Although the proportion of directly employed
and those with more involvement in tourism is relatively low, this is under‐
standable because on one hand the total percentage of people employed in
tourism in Bulgaria is low (8‐9%), on the other hand tourism in the municipal‐
ity Razgrad is among the leading sectors of the economy.

Table 1. Levels of involvement of the target group in tourism industry (%)
Target group

Yes - Main activity

Yes, additional
(supplementary) activity

No, not involved at all

Municipal institutions

1.2%

6.0%

92.8%

Own business

2.2%

1.6%

96.2%

Working in private company

9.2%

6.0%

84.8%

Media

0.0%

0.2%

99.8%

NGOs

0.4%

0.0%

99.6%

The presence of a family member employed in tourism has other socio‐
economic factor that can affect the responses of respondents. Mostly (90,5%)
have declared an absence of a family member employed in tourism. As a con‐
clusion, the analysis of the respondents profile is showing coverage of all type
of social and demographic factors, defining the host community in Razgrad
municipality in terms of gender, education, occupation and degree of involve‐
ment in tourism. This largely ensures representativeness of the sample sur‐
veyed and aims to ensure accuracy of the achieved results.
The assessment of the status of tourism industry at municipality level is not
particularly high. The highest percentage of excellent ratings are for the histori‐
cal and cultural heritage (27%), natural resources (20%), cultural calendar (12%)
and the other (12%) give an excellent ranking for hotel and restaurant business.
As unsatisfactory, 27% of residents indicated the local efforts for tourist pro‐
motion and information, 16% believe that there are insufficient qualified staff,
14 % point out the poor transport accessibility to other destinations in the re‐
gion, while 13% considered that the tourist attractions and places for recreation
and relaxation are in poor condition.
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The natural resources are ranked as very good for 41% of all respondents;
some 28 % indicated that their condition can be defined as excellent and 18% as
good. This indicates that the local population as a whole apprises relatively
high the available natural resources of the municipality, putting them in second
place as a tourist resource after historical and cultural heritage.
The cultural and historical heritage is defined as very good by 44.2%, and for
others 37.4% as excellent. Given the fact that this resource is most appreciated
for its high status, high rates are quite adequate. This can be explained by the
fact that Razgrad municipality is extremely diverse in cultural and historical
sites that could transform the municipality into popular tourist destination.
Cultural calendar and events are estimated by 38.6% of all respondents as
good, 32.0% with a very good. This is due to the fact that the cultural calendar
is primarily important at the municipal, district and regional level. Few of fes‐
tivals and events have a direct impact on the development of tourism at the
municipality. The infrastructure was assessed as good from 39.6% of respon‐
dents, 23% very good, and another 18% as satisfactory. From these results it
can be concluded that the host community does not distinguish between infra‐
structure and tourist facilities (super structure).
The evaluation of infrastructure is very similar to the assessment of transport
accessibility as 33.6% evaluated the situation as good, 27.0% as very good and
19.4% as satisfactory. Although the municipality passes through first class road
Rousse ‐ Varna and the railway line, which are the most direct strategic link
between the river Danube and Black Sea, for tourism needs the infrastructure
have to be significantly improved. Accommodation facilities are evaluated as
good for 37.4% of the respondents, 31.4% ranked as very good and 16.8% as
satisfactory. These estimates differ significantly from the actual state of ac‐
commodation facilities, which can be defined as insufficient for the develop‐
ment of international tourism. The two and three star category of hotels is pre‐
vailing and is highly concentrated in the town of Razgrad, which does not cre‐
ate prerequisites for effective tourism development.
Restaurant industry is assessed from 46,8% of respondents as very good and
another 27.2% qualify it as good, about 16.0% only evaluate it as excellent. Be‐
sides the appraisal of the general public the fact is that the existing establish‐
ments in the municipality serve only the needs of the local population and
doesn’t create conditions for meeting organized tourist visits. The assessment
of tourist attractions and recreational resources is good for 41.6% of respon‐
dents, while other 20.8% rank it as very good and 17.4% as satisfactory. As‐
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sessment of availability of qualified personnel ranges between 20.8% for satis‐
factory, 29.8% for good and 26% as very good. This data doesn’t outline a clear
trend and shows a misunderstanding about the need of qualified personnel,
employed in tourism.
The assessment municipal and other related authorities’ efforts in tourist
marketing, promotion and information the respondents are united around the
satisfactory level for 33.0% form the target group. This data reflects the real
situation and the need of effective strategy and approaches. In order to outline
the most significant (emblematic) tourist sites in the municipality, the respon‐
dents clearly pointed the archaeological museum together with “Abritus”
(33,4%) and recreational area Pchelina (16%) as main attractions and key areas
(resources) for local tourism development. These results objectively reflect the
initiatives taken so far on advertising and promoting these two sites.
With reference to key tourism activities with the greatest importance for the
municipality the community didn’t show a clear vision and the responses were
spread among very and different attractions. The accommodation facilities
were assessed with great importance from 45.8% while other classified it as
most important. The relatively high evaluation of accommodation facilities (ho‐
tel establishments) in the region differ somewhat from previous results of the
evaluation of the base. The majority of respondents 56.2% determined the im‐
portance of restaurant industry as a factor of great significance. Combined with
the data received from the evaluation of current state of the restaurant estab‐
lishments in the region, the conclusion is that there is a lot to be done form pri‐
vate initiative. The offers from tour operators are evaluated as important,
which shows adequate expectation from tour operators and travel agencies for
local tourism development. The assessment of the intermediaries – the retailer,
or travel agency also has shown relatively high appraisal from the respondents.
Transport and supplementary services as tour guiding, coach trips were also
considered in the survey. The answers are outlining the transport in first place
(for 43%) and relatively high evaluation for guiding (31,4%). The majority of
respondents pointed the absence of brand, image of the municipality as a tour‐
ist destination (56%), while a relatively large number of respondents (38%)
were not familiar with the question at all. Outlining the unique features of tour‐
ism, which can be used for the formation of identity, or to reflect the image of
tourism for the municipality of Razgrad the data received were against diverse.
With main answers was pointed the specific ethnographic group Kapantsi
(17,4%) – their lifestyle, crafts, customs, folklore and traditions. The second
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place was for the Archaeological Reserve Abritus (12,8%) and thirdly all other
historical and cultural heritage (10,4%), together with the festival of folk arts
and crafts fairs and yogurt (5,2%).The strongest factors influencing tourism de‐
velopment were pointes transport accessibility, attractiveness of cultural and
historical resources, marketing and promotion. According to the host commu‐
nity as insignificant were classified the education and qualification of unem‐
ployed labor force, image of the destination and price levels.
CONCLUSION
The conclusions derived from the survey are very interesting because they re‐
flect the general understanding of the public and are quite distant from the real
meaning of these factors. As very important for more than 40% of respondents
were pointed location of the municipality, transport accessibility and attrac‐
tiveness of the tourist resources. Three major problems impeding the successful
development of tourism were outlined – insufficient financial funds (19,8%),
inadequate and poorly developed destination marketing and promotion
(15,3%) and lack of interest of local authorities (9,1%). According to the citizens
of the region, to be solved the above problems it necessary more attention from
local government (municipality) and initiatives for surpassing the shortage in
financial resources, specifically for tourism marketing and promotion. The
types of tourism, with the highest importance for the region, with highest po‐
tential for development are cultural, rural and ecological tourism. The other
outlined types, but with lower importance were golf‐tourism, religious tourism
and business tourism.
People expect their municipality and local authorities to focus on destination
marketing and promotion. To be elaborated a comprehensive strategy for tour‐
ism development in the region and to be supported cooperation with the pri‐
vate sector (public‐private partnerships). About willingness to participate in a
PPP with the municipality for the tourism development, joint initiatives, mar‐
keting, etc. the answers of respondent’s answers quite divided. About 41% of
the inhabitants of the area are willing to participate in public‐private partner‐
ship while 31% said they would not be involved in such initiatives, and other
29% percent were not interested and can not answer at all.
The survey showed very interesting proposals for the future successful tour‐
ism development in the municipality of Razgrad. Two proposals stand out: de‐
velopment of outdoor recreational area “Pchelina” and development of rural
tourism in Pobit kamak village. As main conclusion it may be stated that the in
the responses of respondents dominated assessments that reflect the personal
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views and perceptions of host community at the regional and local level. This is
very significant, since the development of international tourism is preceded by
the development of domestic tourism. The study presented a comprehensive
picture of the attitudes and vision of the local population in Razgrad munici‐
pality and expected future events and initiatives to overcome the problems
identified for tourism development.
The results derived form the survey are vital for understanding the commu‐
nity position, expectations and understanding. It is generally the consumer
(tourist) considered as main factor to be surveyed. This paper aims to show
that the collaborative process and consideration of public appraisal is ex‐
tremely important and should be done prior to any initiatives launching tour‐
ism development strategy or destination marketing and branding. When the
brand comes from outside, as a result of a expert work, sometimes it could be
very different form the host community self‐appraisal. The process of under‐
standing of whoa and what their home represents from tourist point of view,
also encourage shared vision and engagement for the future of the area. Not
less important is that such approach is also less challenging, manageable and
more likely to be sustainable and responsible when comes from “inside” and
involved in the process.
The collaborative process, based on local stakeholders, more specifically the
target group (public), linked to the tourism development and affected by the
taken decisions, in the branding process is a promise and prerequisite for any
“external” initiative. Most authors agree that such approach fosters ownership,
empowerment of the group and legitimacy of the process itself (Morgan,
Pritchard and Piggott 2003; Marzano 2006). I tried to demonstrate this in prac‐
tice for concrete tourism sub‐region in Bulgaria, and the empirical data from
the survey supports and proves my presumptions. I believe that this is the way
in the field of regional and sub‐regional branding where the public is more
compact and participative. Designing an image / brand for a region requires
not only knowledge about potential niche markets and visitor expectations, but
also intimate knowledge of the destination, its attractions and sensibilities, and
local people’s expectations for tourism activity and visitors. Branding a destina‐
tion involves a process of creation of meaning for the places being branded that
will impact not only through new tourist activity, but also on the way local
people see themselves and their places. For all these reasons the destination
branding envisioning process should be publicly driven and based on stake‐
holder values and shared agreement (Morgan et al. 2003; Marzano 2006).
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Compiling Regional I-Os and Tsas for Ireland
– A Bottom-Up Approach
Steve Macfeely
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Central Statistics Office, Ireland
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ABSTRACT
Regional policy in Ireland since the 1950’s has been ad-hoc, inconsistent and has
lacked cohesion. A succession of National Development Plans has identified balanced
regional development as a priority. Yet each subsequent plan has re-defined what this
means. I argue this situation has continued as insufficient regional data are available
to properly formulate and assess regional policy. Specifically, the lack of regional input-output (I-O) tables, prohibits the construction of robust regional economic models.
I construct regional (NUTS 2) regional SUT and I-O tables for Ireland, consistent with
the national tables and regional accounts. These tables are constructed using a bottom-up approach i.e. in the same manner used by national accountants when building
the national tables, rather than using location quotients. This approach yields a more
robust and credible set of tables. These tables are then used to compile regional Tourism Satellite Accounts (TSAs) for Ireland, again at the NUTS 2 level. The methodology
used and some key findings will be presented.
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vide a platform on which other work can be built, such as the construction of
other satellite accounts (environmental, transport etc.) and the development of
computable equilibrium models.
BRIEF OVERVIEW OF REGIONS IN IRELAND
Membership of the EU has led to the creation and adoption of the NUTS re‐
gions in Ireland. The RIO and R‐TSA will be constructed at the NUTS 2 region
level i.e. a two region model. The disadvantage of using NUTS 2 regions is that
they don’t correspond to any longstanding sub‐national cultural and economic
frameworks or institutions, as they were only adopted by Government in 1999
(see Map). As the RIO and R‐TSA correspond to NUTS 2, the summary of re‐
gions in Ireland will also be limited to NUTS 2.

Key words: regional input-output, regional tourism satellite account.

INTRODUCTION
The title of my PhD thesis is “A regional input‐output model for Ireland and its
importance for the services sector”. It is being conducted under the supervision
of Dr. Richard Moloney, Centre for Policy Studies, University College Cork,
Ireland. Study programme began in October 2006 and I hope to submit thesis
by end of 2010. The main contribution of this work will be to provide regional
Supply & Use (R‐SUT) tables, regional Input‐Output (RIO) tables and a set of
regional Tourism Satellite Accounts (R‐TSA) for Ireland. While a number of I‐
O tables have been estimated for individual regions of Ireland using location
quotient techniques, there has never been a comprehensive set of tables built
for all regions of Ireland, constructed from primary data sources that are con‐
sistent with the national tables and regional accounts. Using 2005 as the refer‐
ence year these tables will provide valuable information directly to the tourism
sector and industries (through compilation of the TSA), but they will also pro‐

Figure 1. NUTS 2 Regions of Ireland

The Southern and Eastern (SE) Region includes Dublin, Ireland’s capital
city and is the wealthier of the two regions. The Border, Midlands and Western
(BMW) region is typically more rural with less industry and services (particu‐
larly financial). A selection of regional indicators are provided in Table 2.1 as
illustration of the disparities that exist between the two regions
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S ta te

UK market had to be systematically reduced. A weak and inefficient indige‐
nous industry had to be restructured and modernised, so that Irish enterprises
could compete in, and export to, the emerging Common Market. At the same
time, general living standards had to be improved and the benefits evenly dis‐
tributed across the country in order to arrest rural depletion and mass emigration.

Table 1. Selected Indicators for NUTS 2 Regions

I n d ic a to r

SE

P o p u la tio n - p e r s o n s ( 2 0 0 9 )
E m p lo y m e n t - p e r s o n s ( Q 3 2 0 0 9 )

2

P o p u la tio n D e n s ity - p e r s o n s p e r K M ( 2 0 0 6 )
U n e m p lo y m e n t r a te ( Q 3 2 0 0 9 )
I n d ic e s o f D is p o s a b le H o u s e h o ld I n c o m e (2 0 0 8 )
I n d ic e s o f P e r C a p ita G V A ( 2 0 0 8 )

BM W
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0 0 0 's

0 0 0 's

0 0 0 's

3 ,2 5 5
1 ,4 2 7

1 ,2 0 4
495

4 ,4 5 9
1 ,9 2 2

U n it

U n it

U n it

85
1 2 .2 %
1 0 2 .7
1 1 1 .2

35
1 4 .1 %
9 2 .5
6 9 .3

62
1 2 .7 %
100
100

Regional Policy in Ireland
“despite the rhetoric of trying to achieve more balanced regional development, in reality
the goal has remained largely aspirational and without very clear regional targets”
(Kinlen 2003).
Regional policy, in and of itself doesn’t mean anything ‐ there is no single
regional economic policy but rather an amalgam of many different policies and
strategies covering the full spectrum of industrial, macro‐economic and social
activity. Regional policy should therefore be thought of as an umbrella term
for a plethora of policies. Industrial, agricultural, health, employment, housing,
transport, infra‐structural, educational, rural, social and economic policy, all
contribute to regional development and all have implications for regional pol‐
icy. But in order for that overall regional policy to be coherent, all these differ‐
ent policies and strategies must be inter‐linked and integrated (DELG 2002).
Furthermore, for regional policy to be successful it must also produce sustain‐
able results. Any regional policy that simply supports regional convergence
and incomes via transfers without developing regional productivity will ulti‐
mately fail in the long run. Consequently the formulation of coherent regional
policy, planning and analysis requires a whole economy and societal perspective.
Any assessment of regional policy in Ireland must be done within the wider
context of the development of the Irish economy. At the beginning of what
might be considered the modern Irish economy (i.e. since the late 1950’s) a
dramatic change in policy orientation was initiated. Ireland began a painful
transition from an isolated, agricultural, and protected economy to ultimately,
an extremely open industrial economy. From the outset policy makers faced
the challenge of balancing a number of disparate requirements. Reliance on the

Given the wide range of issues that policy makers were forced to juggle, it is
perhaps not surprising that the priority given to regional policy has been in‐
consistent and secondary to the major events of Ireland’s economic develop‐
ment. So much so, it could be argued that over the past 50 years regional pol‐
icy has been largely reactionary rather than proactive. In the 1960’s regional
policy was a major issue because of rural decay and emigration. In fact, the
initial motivation for attracting foreign investment to Ireland began as a re‐
gional policy and only later developed into a national industrial policy (McA‐
leese 1997). Fast forward to the mid 2000’s, reacting to a different set of circum‐
stances (i.e. overcrowding, congestion and over development along the eastern
seaboard) regional policy was once again on the policy agenda.
In between however, the interest in regional policy has ebbed and flowed
with Irelands economic and political fortunes. Today as Ireland grapples with
the consequences of an economic and financial crisis, the priority given to re‐
gional issues has all but disappeared. This is nothing new, since the 1960’s the
debate over whether regional policy undermines or supports national policy
aims has continued unresolved. What is clear within an Irish context however
is that regional policy has had to continually justify its’ existence. Despite re‐
cent policy developments, such as the National Development Plan 2000 – 2006
(Department of Finance, 2000) and the subsequent National Development Plan
2007 – 2013 (Department of Finance, 2007) which placed balanced regional de‐
velopment as a core objective and the National Spatial Strategy for Ireland 2002 –
2020 (DELG 2002) it can legitimately be argued that regional policy is still
struggling for recognition.
It is interesting to compare the 2000 – 2006 and 2007 – 2013 development
plans. While there has never been a consensus on what balanced regional de‐
velopment might actually mean, the 2000 – 2006 plan defined balanced regional
development to imply a reduction in “disparities between the regions”. The 2007
– 2013 introduced a subtle but important change, stating “balanced regional de‐
velopment means supporting the economic and social development of all regions in
their efforts to achieve their full potential”. So while the former, set a target that
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may not have been ideal, it was at least measurable. The later plan sets a more
ideal goal but one that arguably isn’t measureable.
Today many policies are still national in outlook. A BMW Regional Assem‐
bly submission to the National Economic & Social Council (2005) highlighted a
number of key reports such as, Enterprise Ireland’s Ahead of the Curve, National
Competitiveness Council’s Annual Report and CSO’s Measuring Ireland’s Pro‐
gress where regional targets, regionally differentiated policies, regional indica‐
tors or regional data were not provided or acknowledged. This is a serious
deficit when one considers the importance given by the National Statistics
Board (NSB) and policy makers to evidence based policy (NSB 2003; Ruane
2006).The 2006 Survey of CSO Users clearly highlights the lack of regional data
(Table 22 ‐ Areas where user statistical needs are not being met) as the biggest
gap in CSO statistics (NSB 2007). The National Statistics Board also recom‐
mended that the CSO begin compiling an annual Regional Indicators Report
(NSB 2005).
The Importance of Regional I-O
“If unbalanced regional development is to be avoided and regional disparities to be re‐
duced,…then inter‐regional effects need to be estimated, which implies regional I/O
models or some near equivalent” (Henry 1977).
This statement essentially lays down the gauntlet and defines the task – to
compile a set of general symmetric RIO that will support further analysis and
modelling.
The lack of appropriate and robust regional data, and the lack of an overall
regional framework or model makes evidence based regional policy almost
impossible. It also makes understanding the regions and their different dy‐
namics all the more challenging. Consequently it is very difficult to apply any
consistent or robust economic analysis or assessment of policy.
Measuring regional activity is complex. Issues like inter‐regional transfers
arising from commuting etc. mean that traditional measures of productivity
and income must be used with caution. Given the complexity of measuring re‐
gions and their economies, a more comprehensive approach is required. In or‐
der to comprehend the regional economies of Ireland, a set of regional I‐O ta‐
bles (rather than an I‐O model for a single region in isolation) that are consis‐
tent with the national I‐O tables and the regional accounts is the most logical
approach.
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As far back as 1966, Roy Geary, one of Irelands’ foremost economic re‐
searchers and statisticians put it succinctly when he remarked that if regional
analysis were to be developed then regional I‐O needed to be put on the “regu‐
lar statistical assembly line” (1966: 2). The approach taken here is the first step
towards that goal.
Regional IO tables describe how regional industries interact with each other
and with the outside world, through imports and exports. So the main differ‐
ence between the regional and national tables is the separating out of trade into
(a) trade with other regions and (b) trade abroad. This is an important distinc‐
tion as local economies tend to be very open. So even if one region produces
commodity X, an increase in the demand for X may be met by increased im‐
ports rather than an increase in local production. Purchases from other regions
are treated as if they were imports and sales to other regions are treated as ex‐
ports. A RIO table must also account for transfer income from other regions.
The dependence of a region on its own and on outside resources will therefore
be apparent from RIO tables.
A major problem in the construction of all types of I‐O tables is the avail‐
ability of data. This is particularly true of regional I‐O tables, which are espe‐
cially data hungry. To overcome this problem, some analysts have constructed
RIO tables using synthetic data to overcome data gaps.
METHODOLOGY
As a result, regional I‐O tables can usually be classified into one of three types
of model:
Survey based model. Here most of the data for the transactions table are
sourced directly from primary regional data. If sufficient data are available,
survey methods are generally thought to produce “the most accurate table” but
are expensive and time consuming and as West (1990: 104) notes “strictly sur‐
vey‐based” tables are virtually unachievable in practice.
Non‐Survey model. Non‐survey models employ very little primary data
and usually obtain regional data by adjusting the national I‐O table. Often
known as Top‐down models, they are relatively inexpensive and quick to com‐
pile. There are a number of top‐down approaches that can be used: Location
Quotients (LQs) or coefficients, the Supply‐Demand Ratios (SDRs) approach
and the Regional Purchase Coefficients (RPC) method (See – Flegg and Webber
1997, 2000; Comer and Jackson 1997; Smith and Morrison 1974; Round 1978,
1983 or Tohmo 2004). These LQ techniques usually estimate regional trade
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flows. It is generally thought that non‐survey models achieve their objective of
minimising cost and construction time, at the expense of accuracy.
Hybrid. Between the two extremes above lie a broad spectrum of methods,
variously termed “partial survey” or “hybrid” methods which incorporate both
survey and synthetically produced estimates. Hybrid models are the most
common approach used to compile regional I‐O tables and can usually provide
a satisfactory compromise between cost, timeliness and accuracy. Typically a
“Top Down” approach maximises the use of published statistics (e.g. employ‐
ment, earnings, production levels etc.) and other sources of published or un‐
published regional data (such as industry reports, organisational studies etc).
All of these data are put into the I‐O tables, and then the remainder or gaps are
compiled using a selection of non survey methods.
The primary objective of my RIO tables is to compile as accurate a set of
general tables as possible. Consequently the approach taken to constructing
the RIO is similar (in as far as is possible) to that taken by the CSO when com‐
piling the official tables, in that the tables are built up from primary data rather
than using location quotients to estimate regional dispersal. So the general ap‐
proach is survey based or bottom‐up, although strictly speaking the RIO are
compiled using a hybrid approach, as the region tables are constrained by the
national tables and by the regional accounts.
The national SUT and I‐O are compiled at NACE A60 (or section 2 digit lev‐
el) yielding a 57 x 57 matrix, but are disseminated with 53 sectors, as a select
number of industries are aggregated. The official national I‐O is a symmetric,
open static table. The RIO are compiled on the same basis (i.e. a symmetric 57 x
57 matrix) for the NUTS 2 regions in Ireland. The reference year used is 2005
corresponding with the latest official national tables.
The construction of I‐O tables requires a balanced SUT at purchasers’ prices,
a Use table for (international) imports at basic prices, which requires the compi‐
lation of a number of intermediate tables: Trade Margin; Product Subsidy; and
Product Tax tables. The RIO are compiled on the same basis but require an ad‐
ditional set of tables: Regional Use tables for domestic imports. These tables are
at the heart of the RIO, as they describe the inter‐regional trade, within the
country.
I‐O models can be used as a platform, to construct satellite accounts and
CGE models. A set of complementary regional satellite accounts will be con‐
structed for the tourism sector (R‐TSA) to demonstrate the usefulness of the
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RIO. The R‐TSA will as far is possible adhere to the principles and recommen‐
dations regarding the compilation of R‐TSA set out by Frechtling (2008). In
summary these are, a valid R‐TSA should observe the first principles of a valid
TSA at the national level. Specifically:








Measure the impact of tourism and only tourism;
Employ predominantly account information, rather than model de‐
rived estimates;
Incorporate a minimum of ten tourism characteristic products and
industries;
Produce at least three macro‐economic aggregates – internal tour‐
ism expenditure, internal tourism consumption and tourism gross
regional product.
Produce a measure of employment in the tourism industries;
Generate a defined set of tables and their relationships.

In summary, the set of TSA tables can be reduced to five specific tables i.e.
tables 4, 5, 6, 7, and 10. Although for the purposes of my thesis tables 1, 2 and 3
will also be produced.
PROGRESS TO DATE & SUMMARY OF RESULTS
At the time of writing, the unbalanced R‐SUT have been constructed, with the
exception of two additional columns required to fully reflect regional flows.
The traditional import and export columns must be split into “international”
and “domestic” imports and exports i.e. trade from the region to the neigh‐
bouring region (“domestic” imports/exports) and trade from the region with a
partner outside of the state (“international” imports/exports). Consequently a
“domestic” imports column is added to the Supply tables and a “domestic”
export column is added to the Use tables. Once the total output for the R‐SUT
are balanced, the Domestic Use tables at basic prices can be computed by sub‐
tracting the regional Use tables for international imports from regional the To‐
tal Use tables and adjusting for margins, taxes and subsidies. In large measure
then, the compilation of the Use tables for imports and the residual Domestic
Use tables will be a mechanical exercise. This provides the upper and lower
bounds for regional intermediate consumption and output.
The inter‐regional trade will be estimated using a variety of sources. The
2005 Road Freight Survey (CSO 2006) provides quite detailed information on
the regional flow of commodities between the regions. Some adjustments must
be made for small vans with an un‐laden weight less than 2 tonnes, to allow for
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the movement of small goods along the border. Further adjustment must be
made for cabotage, using mirror data provided by Eurostat using the equiva‐
lent of Irish freight data from around Europe. Freight carried by rail, sea and
air will also be included. These volumes (tonnage) must then be converted to
values, using implicit unit price data sourced from international trade. House‐
hold transfers will be estimated using the Place of Work – Census of Ano‐
nymised Records (POWCAR) data from the 2006 Census of Population (CSO
2007). Income transfers will be estimated by applying average incomes to oc‐
cupation cohorts. These data will be supplemented using domestic tourism
origin‐destination matrices to capture inter‐regional tourism expenditure. In‐
ter‐regional trade for the traded services sectors will use survey data from a
one‐off study conducted as part of the 2006 Annual Services Inquiry.
A brief history of TSA in Ireland
A “First Steps” TSA for Ireland was published in 2004 (Deegan et al, 2004).
This account was compiled by University College Cork and University of Lim‐
erick in close cooperation with the Central Statistics Office (CSO) in Ireland.
This first TSA was funded by grant aid from the European Commission Direc‐
torate General for Enterprise (DG Enterprise) and supported by the British‐
Irish Council (BIC). As yet there is no official TSA for Ireland however the CSO
are currently compiling a TSA for reference year 2005. It remains to be seen
whether this TSA will be labelled experimental or official.While the “First
Steps” TSA generated many interesting results but it is fair to say that there
were two statistics in particular that caused some pause for thought. The first
was that tourism accounted for about 7% of GNP (Deegan et al, 2006) or 3% of
GDP. It should be noted that the concept of GNP is still widely used in Ireland,
as GDP doesn’t make allowance for profit repatriation (a very important com‐
ponent in a small open economy with a very high level of foreign direct in‐
vestment). Prior to the TSA the conventional wisdom as articulated by re‐
spected economists such as Honohan and Walsh (2002) was that total tourism
and travel receipts accounted for little more than 4% of GNP.
In no small measure the addition of domestic same day visit (SDV) expendi‐
ture to the equation contributed to this divergence by adding approximately
€1.8 billion to total domestic expenditure, increasing it from €0.7 billion to €2.5
billion for the reference year 2000. This result did not come from primary data,
as there were no direct data on domestic SDVs, but by estimating the ratio of
SDVs to overnight trips on the basis of UK data (which was reasoned to be a
broadly similar market). A ratio of 14 domestic SDVs for every one domestic
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overnight trip yielded an estimate of 76.7 million domestic SDVs for 2000. SDV
per diems were then imputed by subtracting typical overnight expenditure,
such as accommodation services from average overnight per diem expenditure.
A second statistical result that posed a serious challenge for some users was
the estimate of direct employment generated by tourism. Today the Depart‐
ment of Arts, Sports and Tourism states that “The tourism and hospitality in‐
dustry provides direct employment for almost 250,000 people” (DAST, 2009).
For the year 2000 the Department would have estimated the number employed
in tourism industries at around 210,000 or around 12% of total employment.
The TSA estimated that direct employment attributed to tourism demand were
approximately 75,000 or 4.5% of total employment. Comparing these two fig‐
ures is of course mixing concepts, but nevertheless, this is invariably what hap‐
pened.
These two results challenged the conventional view of the importance of
tourism to the economy and employment. Perhaps, not surprisingly, some us‐
ers found the results hard to reconcile. On the one hand the TSA estimated that
tourism accounted for 7% and not 4% of GNP, yet it only generated around
75,000 jobs and not 210,000 as many had believed.
The “First Steps” TSA project identified several critical data gaps. For the
purposes of the project these gaps were “plugged” using a mixture of estima‐
tion and imputation. While these techniques worked in so far as they tempo‐
rarily bridged gaps, they would not be considered sufficiently robust or satis‐
factory on an ongoing basis if the TSA were to become an “official” statistic.
The fact that some results produced by the TSA were challenging increased the
focus on these data gaps.
In summary, the main gaps identified were:
•
•
•
•
•
•
•
•
•

Domestic Same Day Visits
Supply side (accommodation) data
Domestic & foreign Owned holiday Homes
Advance payments/current payments
Internet booking
Breakdown of total expenditure into sub‐categories
Purpose of journey data (Business trips v’s work)
Calculation of Full‐Time Equivalent labour units (FTEs)
Cross‐Border traffic between the Republic and Northern Ireland
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Proportion of international trip spent on Domestic territory (nights &
expenditure)
Gross fixed capital formation
Local and Central Government spending relating to Tourism

The data gaps that emerged are probably not unique to Ireland and don’t
warrant exhaustive or detailed explanation. Nevertheless, a few of these data
gaps are worthy of some comment.
From an Irish perspective, some of these gaps were more important than
others. Without question the most significant issue was the lack of domestic
same day visits (SDVs). While the 14:1 ratio of SDVs to overnight trips sufficed
for the “First Steps” project, a more robust estimate is clearly needed before a
TSA can bear scrutiny. A first attempt to compile SDV data for Ireland was
incorporated into a pilot National Transport and Mobility Survey undertaken
in Q4 2009. 1st estimates are expected in summer of 2010.
Questions were also raised over the quality of the Irish tourism expenditure
data. In compiling the TSA, comparisons between Irish and British tourist per
diem spends suggested that Irish expenditure was questionably low. The issue
of accurate pre‐payment data was also highlighted (and possibly a contributing
factor to the overall low spend) by the TSA project. With the declining share of
package holidays, increasing second home ownership and the increasing
prevalence of internet booking and independent travel, the booking of accom‐
modation and travel are decoupling, making the accurate capture of pre‐
payments a greater challenge. The lack of robust pre‐payment data posed ob‐
vious difficulties for the compilation of the TSA and will require ongoing vigi‐
lance in the future. The level of detail on expenditure patterns was also clearly
identified as an area for improvement. Not only are these data important for
the compilation of a TSA, but there is also considerable interest in how much
tourists spend and what they spend their money on.
Calculation of Full‐Time Equivalent labour units (FTEs) is of critical impor‐
tance, not just for the compilation of TSAs but also for the accurate measure‐
ment of labour productivity. Unfortunately defining or measuring FTEs is not
a straight forward matter. For example, the EU Structural Business Statistics
definition of FTEs is far from satisfactory (see Commission Regulation (EC) No
2700/98 of 17 December 1998). It has been agreed at EU level that an improved
or more comprehensive definition is required and for those operating within
the European Statistical System at least, the same definition of FTEs should be
used for both tourism and business statistics. From a CSO perspective, the es‐
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timation of FTEs in any future TSA will be brought into line with whatever ap‐
proach is adopted for business statistics.
As an island, Ireland has well developed frontier tourism statistics. How‐
ever the Republic of Ireland and Northern Ireland share a land border, which
has resulted in cross‐border data “leakage”. Although not historically signifi‐
cant in statistical terms, cross‐border tourism is becoming more important over
time and is also politically sensitive. Data on border traffic and expenditure is
generally poor and what data does exist suffers from differing concepts and
methodologies being employed North and South of the border, making mirror‐
ing exercises very difficult. The issues of cross‐border data flows and harmo‐
nising methodologies between the two jurisdictions falls within the mandate of
the Tourism Statistics Liaison Group, whose membership includes the several
agencies from Northern Ireland.
The treatment of owned holiday homes was another issue that arose in the
compilation of the TSA. There are two sources of data on domestic owned hol‐
iday homes; the Census of Population and the Household Budget Survey. For
National Accounts purposes these data are considered of sufficiently good
quality to calculate imputed rent. However on the international side, foreign
owned holiday homes are a problem for Balance of Payments and measuring
this properly remains an outstanding challenge.
Completion schedule
Feb 2010
Mar 2010
Jun 2010
Jul 2010
Oct 2010
Dec 2010

Balanced R‐SUT
Regional Use Tables for “International” Imports
Regional Use Tables for “Domestic” Imports
Symmetric RIO
R‐TSA
Submit Thesis
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ABSTRACT
Malaysia offers a variety of tourism products that act as a motivational factor to
attract local and international visitors. Events are also seen as a medium for
development where attractions or venues will be equipped with facilities and
infrastructure. In 2007, the government had allocated RM200 million for tourism
promotion alone. However, we tend to forget that there are groups of people who
might not be able to enjoy, participate and experience those meaningful and
memorable events because of our ignorance in planning barrier-free events. Despite
government and private sector’s efforts to encourage tourists from all over the world
to promote events, not to mention the cash spent, the venues or attractions are still
lacking of facilities and infrastructure that are disabled friendly. Therefore this study
conceptually explores the attitudes of event organisers towards disabled attendees in
managing events.
Key words: tourism events, barrier-free, disabled people.

INTRODUCTION
Disability is an issue at the forefront of the social and political agenda for the
most developed countries. Indeed, people with disabilities comprise a signifi‐
cant component of the population of any community, yet until now they were
marginalized from community participation (Darcy and Harris 2003). How‐
ever, society’s approach is changing to focus on the inclusion of disabled peo‐
ple and is embodied in legislation to promote equal opportunities, widening
participation and anti‐discrimination policies (Goodall et al. 2004).
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In Malaysia, the Department of Social Welfare encourages people with dis‐
abilities to come forward and register with the department in order to help the
department to monitor and aid their special needs. The department categorized
disabilities into five categories, which are used in registering the disabled. The
categories are multiple disabilities, people with impaired vision, hearing dis‐
ability, physical impairment and learning difficulty (www.jkm.gov.my, access
date 13/05/2009). Recently, two new categories are added to the existing five
that are speech disability and mental disability (http://bernama.com, access
date 8/12/09). The two new categories were created after taking into account the
feedback received from the various groups including government agencies,
non‐governmental organisations (NGOs) as well as the disabled people them‐
selves who wanted a more comprehensive handicapped category to be intro‐
duced in line with the current requirements and definition adopted in the Per‐
sons With Disabilities Act 2008 (http://bernama.com, access date 8/12/09).
According to statistic from the Welfare (www.jkm.gov.my), access date:
30/10/08), number of people with disabilities who registered to the department
had seen an increase from 122,089 in 2002 to 220,250 in 2007. The increase
number of people with disabilities had triggered the government to look at the
establishment of an Act to ensure the rights of disabled people are being taken
care of. In July 2008, after working for 6 years, the government finally an‐
nounced the Persons with Disabilities Act 2008 and this is the first rights‐based
legislation for people with disabilities. The government hopes that the en‐
forcement of the Act, people with disabilities will have equal opportunities to
enjoy better public transport facilities, amenities and services as well as health,
education, information, communication and technology, habilitation and re‐
habilitation, improved employment opportunities as well as sports, leisure and
cultural life (www.thestar.com.my), access date: 30/10/08).
At present, many destinations use events as one of their major tourism at‐
tractions. According to Allen et al. (2005), these tourism events bring in huge
tourist dollars and a strong sense of local pride and international recognition to
the host countries. Indeed, major events are perceived to have the ability to
bring economic benefits through tourism promotion, increased visitor expendi‐
ture and job creation (Allen et al. 2008). Apart from economic benefits, there are
also other benefits, which can be derived from organizing tourism events such
as social, environmental as well as technology. An example of positive social
benefits is through organizing a cultural event. Cultural events provide a meet‐
ing point for various cultures and faiths to demonstrate tolerance, understand‐
ing, interaction, share knowledge, and celebrate life with joy through its many
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meaningful and memorable events. However, in our enthusiasm organizing
major events and festivals, we unintentionally pay no attention to a special
group of people who are not less important but less being highlighted about.
These groups of people are people with disabilities and their number is increas‐
ing every year.
Many of the obstacles encountered by people with disabilities are generated
by societal attitudes (Antonak and Livneh 2000). This minority group is being
discriminated against and hence limits their opportunities to take part in any
events organized by any government or non‐governmental bodies. According
to Darcy and Harris (2003), the way that built and social environments are of‐
ten constructed serves to restrict access of this group to a wide range of activi‐
ties and hence compromise their rights as citizens. Therefore the challenge is to
provide interesting, meaningful experience and memories for all including
people with disabilities through a barrier‐free events. However to organize a
barrier‐free events are not simple as the venue must be fully equipped with
facilities that can cater for those special needs. In Australia, mega events such
as the Sydney 2000 Olympics and Paralympics Games incorporated disability
and access issues into the event planning and operations process (Darcy and
Harris 2003). Latest example would be the Beijing 2008 Olympic and Paralym‐
pics Games preparation prior to the mega events. Buildings and facilities are
built with consideration on the needs of disabled where more than 200 lifts and
escalators were installed in Paralympics venues, 329 disabled‐access toilets
have been set up citywide, and 1,542‐kilometres of guide paths for the visually
impaired on 880 of the city’s major streets and the list goes on.
(http://www.china.org.cn/paralympics/2008‐09/13/content_16447486.htm,access
date 8/12/2009). By having the state of the art facilities, China is now seen as a
modern and barrier free country for people with disabilities thus giving China
a competitive advantage as a major tourist destination in Southeast Asia.
In essence, this paper attempts to explore event organisers attitude towards
disabled attendees for the development of a barrier‐free tourism events in Ma‐
laysia. Event organisers will also include government bodies that are involved
directly or indirectly in organizing tourism events. Therefore, the objective of
this paper is to explore the attitude of event organisers towards disabled atten‐
dees for the developments of barrier‐free tourism events.
CONCEPTUAL FRAMEWORK
Based on the models discussed and other researches, below is a conceptual
framework, which is adapted from Darcy (2003) who proposed a framework
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for disabilities and tourism. This conceptual framework explains the field of the
research and act as the research based. It consists of four interrelated
components:
I.
II.

People with disabilities and their events experiences (demand)
Event organisers (supply) and tourism authorities (coordination)

III.

Government and PWD Act 2008 (regulation)

IV.

Theories and discourses

Each of these will be reviewed briefly as below:
People with Disabilities and their Events Experiences (Demand)
This research is based on social model approach of developing an
understanding of the lived experiences of disabled people attending tourism
events. Component D in the diagram therefore represents:


D1
Disabled attendees needs and motivation to attend tourism
events



D2
The disabled who are a non‐attendee, where the combination
of intrapersonal, interpersonal and structural constraints cannot be
handled by them.



D3
Disabled attendees who successfully overcome the initial
constraints and becomes an attendee at the events.

At each stage, needs and motivation as well as at the event venue (except for
the non‐attendee), the disabled attendee look for services that are offered by the
event supply sector and this is represented by the arrows directly connect the
demand and supply parts of the figure. For some other special cases, the servi‐
ce provided meets the needs of disabled attendees satisfactorily, and this is
shown as dotted arrows with direct connection between demand and supply
sectors. In other cases, type of services may be lacking or do not meet the needs
of the disabled attendees, this will represents a barrier, which may be
negotiable or not, and these barriers are shown as double‐ended arrows
between the demand and supply parts of the figure. Factors such as age,
income, education, household/family situation and the nature of the disabilities
may influence the process of linking between disabilities and socio‐
demographic characteristics.
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Event Organisers (supply) and Tourism Authorities (Coordination)
Component II of the figure illustrate the Event Organisers and Tourism
Authorities as the supply and coordination side of the process. The main focus
will be their joining effort in policy and practice that result in condition of
services provided for the public. In this case the facilities and services at event
venues will be described as a major elements where barriers might arises.
Government and PWD Act 2008 (regulation)
Component III of the figure show the government regulations based on PWD
(People with Disabilities) Act, 2008. Links are illustrated to the supply sector
(event organisers) and coordination (tourism authorities) since the government
regulations will apply to the supply sectors through education, training,
disability standards and public awareness. The link between government and
demand (disabled people) occurs through government support to help the
disabled through Social Welfare Department under the Ministry of Women,
Family and Community Development.
Theories And Discourses
The figure shows the various theoretical perspectives and discussion that have
been identified as relevant in providing an explanation of the disability, event
and tourism.

Figure 1. Conceptual Framework
Source: Adapted from Darcy 2004.

Based on the conceptual framework discussed earlier, the study has come out
with a theoretical framework of the study.
This theoretical framework has three independent variables, which are attitude
of event organisers, services and facilities at event venues and demand of
disabled attendees. Attitudes of event organisers are influence by perception,
opinion, knowledge, experience and/or exposure. Services and facilities at
event venues will focus on accommodation, transportation, site venue and
accessibility and finally demand of disabled attendees will confer on the
disabled needs and motivation, non‐attendee disabled (disabled who will not
attend an event) and the disabled at the event venue. The intervening variable
is the awareness, which in this study will look at elements of awareness i.e.
attention, interest, desire and action. And finally the dependent variable is
barrier‐free tourism events.
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•Awareness
•- Attention
•- Interest
•- Desire
•- Action

•Attitude of event
organisers
•- Perception
•- Opinion
•- Knowledge
•- Experience/Exposure

•Barrier-free
Tourism Events

•Services and
Facilities at Event
Venues
•- Accommodation
•- Transportation
•- Site Venue
•- Accessibility
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people to arrange their travel plan according to the events schedule. As for
people with disabilities, apart from the considering places of interest and
events that they can engage themselves with, they also have to consider
whether the place they are going to visit is disabled friendly. Crucial questions
need to be considered such as:


Are the destinations and attractions disabled friendly?



Are the accommodations facilitate the disabled guests?



Are the transportation services provide for disabled passengers?



Are the services offered taking into account the special needs of people
with disabilities?

In the light of these problems, vital questions about the facilities in the country
need to be addressed. It is vital to look from the perspective of the events
organizer or the service providers as well as the government. Questions on
knowledge of disability or even awareness among the providers are vital to be
taken into account, for example:

•Demand of
Disabled Attendees
•-Disabled Needs
and Motivation
•- Non-Attendee
•- Disabled at the
Event Venue

IV

Int. V

DV

Figure 2. Theoretical Framework of the Study

ISSUES ON DISABILITY
Events tend to be more focused on attracting visitors for business and special
interest purposes (Veres et al. 2008). Visitors for business may extend their stay
to participate with tours or events in the destination. Special interest events
such as sports events, cultural events and others might attract certain group of



Do they have adequate knowledge of disability in order to ensure the
events they are organizing are barrier‐free?



Does event organisers give attention to disabled attendees in their
planning process?



Do they aware of the special needs for people with disabilities?



How do they measure up to the new challenges as other countries
especially China since it has the competitive advantage after the
paralympics games in 2008?



Do they think there is a market potential in the event business if they
include people with disabilities as their prospect attendees?

Despite government and private sectors’ effort to encourage tourists from all
over the world and the locals to participate in such events, we, however, have a
tendency to forget that there are groups of people who might not be able to
participate and experience those meaningful and memorable events because of
our ignorance in planning barrier‐free events.

642

The 5th World Conference for Graduate Research in Tourism, Hospitality and Leisure

LITERATURE REVIEW
Indeed, multiple definitions of disability exist. According to the World Health
Organisation’s (known as WHO’s,) (http://www.who.org, access date
12/2/2009) International Classification of Functioning, Disability and Health
(known as ICF), defined disability as “the outcome or result of a complex
relationship between an individual’s health condition and personal factors, and
the external factors that represent the circumstances in which the individual
lives”. Hence there are two major models to consider when addressing the
construction of disability that are the medical model and social model. As for
Malaysia, the newly established Act stated that ʺpersons with disabilitiesʺ
include those who have long term physical, mental, intellectual or sensory
impairments which in interaction with various barriers may hinder their full
and effective participation in society (Persons with Disabilities Act 2008).
Conceptualizations of “normalcy” are the basis of the medical model (Oliver
1990 cited in Darcy 2002). The medical model of disability focuses on physical
condition or pathology. As stated by Darcy (2002), medical model defines
disability predominantly as a cause of disease, illness or trauma. Indeed, Darcy
(2004) concurs that the medical model became the accepted paradigm amongst
those groups historically working with people with disabilities, including the
medical profession, therapists, social workers and the care workers.
On the contrary, the social model challenges the foundation of medical mo‐
del. The social model focuses on environment and acknowledges that
disabilities can be socially constructed based on time and place (WHO 2002).
Indeed, as Darcy (2002) maintains the social model of disability does not deny
an individual’s impairment but strongly states that the resultant disabilities are
a product of socially constructed barriers that exclude or segregate people with
impairments from participation in mainstream social activities.
Moreover, it position disability firmly in the social, economic and political
agendas rather than locating disability as the fault of an individual’s body.
Thus it is important to encourage attendees of an event among people with
disabilities. According to Millward et al (2005), based on their study on
international guidelines and the inclusion of disabled people, there are five
factors relating to the theme of barriers to service provision, which are lack of
resources, lack of awareness, lack of training, lack of collaboration and negative
attitudes.
However, in order to increase the number of attendees among this group,
the event industry players need to cater their special needs and minimize the
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barriers of attending the events. The following will discuss briefly the elements
of theoretical framework, which are attitude of the event organisers, facilities
and services at event venues and disabled as event attendees.
Attitude
Indeed, many researches on disability stressed on disability awareness in their
findings and outcomes of their research (ESCAP 2000; Ikaputra and Sholihah
2001; Yau et al. 2004). Whereas attitude according to (Ajzen 1988 cited in Deal
2006) be they positive or negative towards an attitude object, can be inferred
from verbal or non‐verbal responses towards the said object. These responses
can be categorized as cognition (expression of belief about the attitude object or
perceptual reactions to the attitude object), affect (expressions of feelings
toward the attitude object or physiological reactions to the attitude object) and
conation (expressions of behavioural intentions or overt behaviours with
respect to the attitude object).
Most previous studies are focusing on travellers/tourists with disabilities
(Israeli 2002; Darcy 2002, 2004; Yau et al. 2004; Daruwalla and Darcy 2005).
However, research on event organisers’ attitude towards disability is scarce
(Darcy 2004; Ozturk, Yayli and Yesiltas 2008). It is worth to mention that most
researches on attitude towards disabled people are by the librarians (Charles
2005; Dequin, Schilling and Huang 1988; Forrest 2007). A study conducted by
Charles (2005) indicated the importance of organising disability awareness
training in libraries for the librarians to better serve everyone including people
with disabilities. Dequin et al (1988) concurred that the finding in their study
reveals three major factors influences attitude towards disabled which are
gender, age and degree of contact. They found that women usually have more
favourable attitudes toward disabled people than men; younger academic
librarians tend to have more positive attitudes toward people with disabilities;
and librarians who had some kind of contact with disabled people indicated a
more positive attitude. However, one of the dimensions that are being
measured i.e. level of information shows that having more information on
disabled people does not automatically affect a person’s attitude towards a
positive direction.
In addition, other studies indicated that factors that have been found to
influence people’s attitude toward the disabled people are prior contact with
people with disabilities, university training, professional practices and ethnic
background (Gething 1992 cited in Chan C.C.H et al, 2002). These studies
suggest people who had prior contact with people with disabilities gained
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precise information about the disability itself and seemed to be more positive
toward disabled people. Certainly, ethnic background also influences one’s
attitude towards disabled people. Nevertheless, if compared with findings
from research by Dequin et al (1988), having information alone does not help
the attitude to become positive, but had a prior contact with disabled people
and having information about the disability will help the attitude to be more
positive toward the disabled.
Facilities and Services at Event Venues
There is no doubt that facilities and services at event venues are vital to be not
only barrier free but also user‐friendly. Facilities that are included in the study
are the transportation, accommodation, site venue and it accessibility. Vignuda
(2001) stated that although the number of tourists who would benefit from
accessible facilities and services on the increase, most tourism service providers
in the Asia Pacific region have still not recognised the importance of taking
action on this issue.
The preliminary study by Israeli (2002) on site accessibility has provide an
understanding of the importance of the many components that need to be put
together in order to make a site accessible. He stated that people with mobility
disabilities put a great importance on having accessible destination since it is a
foundation of any tourism experience. Indeed, to have an appropriate
accommodation is also a factor need to be considered extensively. Israeli (2002)
also mentioned that in many places, tourist attractions are not suitable for
serving the disabled. He maintained the importance to understand the disabled
needs, which will help the tourism industry managers to prepare the site to
serve this group hence tapping into this market segment.
In addition, according to Ozturk et al (2008) the Turkish tourism industry is
not sufficiently prepared for the disabled customers market. They further
concluded that the weaknesses of the industry are; 1) lack of support from
governmental and non‐governmental organizations; 2) transportation facilities
seems to be one of the major barrier for the disabled to carry out their travel
activities; 3) the environmental conditions also seen as a problem; 4) the quality
of the personnel of tourism enterprises; and 5) although the architecture of
hotels is not seen as a problem for disabled people, it contribute to the comfort
and accessible for the disabled since only the service areas such as entrances,
parking, lobby and reception areas are disabled friendly.
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Disabled as Event Attendees
It is worth to mention that as stated by Vignuda (2001) people with disabilities
and older persons are becoming a growing group of consumers of travel, sports
and other leisure‐oriented products and services. Indeed, majority of people
will benefit from a barrier‐free destination including the ageing population,
parents with trams and employees as it incorporates good design for a range of
occupational health and safety requirements (Preiser and Ostroff 2001 cited in
Darcy 2007). As important as the facilities and services provided at event
venues is dissemination of information on the barrier‐free venues. Information
needs to be disseminating effectively to all in order to attract disabled attendees
to the events.
Daniels et al (2005) described that the preferred sources of travel
information used by individuals with mobility impairments are word‐of‐
mouth, the Internet and travel guides. However, there were lack of information
awareness that posed a constraints and lack of knowing what to expect or
knowing how to engage with the onsite operation. This will lead to a
combination of lack of knowledge, poor service and barriers on the
environmental, which will leave the traveller’s alone, embarrassed, and in fear.
Furthermore, a study conducted by Darcy and Harris (2003) was about how
the event organisers can facilitate the involvement of people with disabilities in
the conferences, festivals, sporting, and other events that they conduct. They
concluded that disability considerations appear not to be uppermost in the
minds of Australian event managers at present. Indeed, Ozturk et al (2008) also
mentioned that Turkish tourism industry is unprepared for the disabled market.
The discussion shows that it is important to include the disabled in any
activities, which are being organised by government or public sectors. Disabled
people or in this case attendees, have the rights to experience and enjoy the
benefits that comes from attending events. Previous studies mostly focus on
disabled travellers or tourists. Nonetheless, research on event organisers’
attitude towards disability is limited (Darcy 2004; Ozturk et al. 2008). There are
prominent factors which are found in the discussion that influence the attitude
towards disabled attendees which can be used and adopted for the purpose of
this study.
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CONCLUSION
According to Jago and Shaw (1998), some attention is given to the impacts and
outcomes of special events which consists some of these elements in tourism
literature; increased visitation to a region; economic injection, increased em‐
ployment, improvements of a destination’s image, enhanced tourism develop‐
ment, ability to act as a catalyst for development; reduction of seasonal fluctua‐
tions or extension of the tourism season; animation of static attractions; and
enhanced community pride. By organizing events, host destinations are hoping
to attract more tourists locally or internationally, to be known as a destination
with certain image, which they are trying to portray through events and to gain
significant economic benefits that will assist the development of the host coun‐
tries. In addition, according to Derret (2004), events can be designed to contrib‐
ute to a destination’s attractiveness, to create dynamic ambience, services and
entertainment. For many countries, events broaden the portfolio of activities for
locals and visitors and may encourage greater spending and longer stay.
Besides, events become part of destination tourism strategies because they
can bring in new money to the local economy (Derret 2004). Malaysia tourism
industry is recognized as an important industry, where in 2008, the industry
shows RM49.6 million in tourist receipts (www.motour.gov.my). The govern‐
ment had allocated RM200 million for tourism promotion alone in 2007. The
increase of tourist arrival as well as the tourism receipts has given confidence
to the government to pursue investing to the industry. Moreover, events are
also seen as a catalyst for development where venues or attractions will be
equipped with facilities and amenities. Apart from the economic benefits the
industry brings in, there are also some other benefits from perspectives such as
socio‐cultural, political, environmental, and technology. Showcasing the events
will enhance community pride and expands the cultural perspective not only to
the international visitors but also to local visitors. Furthermore, it will validate
the community groups as well as assisting in revitalizing the traditions among
future generations.
However, we tend to forget the minority groups who are being left out to
sharing the knowledge as well as being part of the goodness derived from or‐
ganizing events. It is not because their incapability, it is because our ignorance
to plan and set up a barrier free events in order to get them to attend the
events. As mentioned, events also acts as catalysts for destination development
and owing to that, the government must look into upgrading the facilities as
well as infrastructure to accommodate better people with disabilities. In con‐
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clusion, as a developing country, Malaysia is recognized as one of the interest‐
ing tourist destination with a lot of tourism products to offer. By being an ac‐
cessible destination for all as well as organizing a barrier free events, Malaysia
will open it doors to a different market segments. As emphasized by Ray and
Ryder (2003), disabled people now constitute an important part of tourism
market and therefore it is important for the event managers, decision makers in
local and national governmental and non‐governmental organizations in Ma‐
laysia to take steps in order to develop the market for the disabled people.
Indeed, event organisers play an important role to plan and develop a bar‐
rier free event. Event organisers in Malaysia must be prepared and aware of the
needs and wants of people with disabilities. Before any of that can be achieved,
their attitudes toward the disabled people need to be studied in order to de‐
termine their level of awareness as well as whether Malaysia is capable in or‐
ganising events that are accessible for all type of people. Despite efforts taken
by government to decrease the gap between the disabled and non‐disabled
people for example, PWD (Persons with Disabilities) Act, 2008, the implemen‐
ter of the Act and in this case is the event organisers, must actively take part to
make it happens.
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ABSTRACT
Tourism is usually considered as a modern phenomenon, yet it is well-known that
there has always been people travelling around, visiting places that were considered
famous, and went on a sort of organised trips to visit these places. It has been pointed
out that even during the Classical period there was some kind of tourism (Jafari
2000), with people going to another country and visiting places that were already well
known – example the Pyramids. In the Medieval period, there was developed the Religious pilgrimage - a medieval activity that one can say is still with us till this very day.
Another type of tourism is that of the Grand Tour. Malta was also part of all of this activity, even in times gone by. In Maltese history one can indicate two very important
events that can be said to be of great religious importance - the arrival of St Paul as
recorded in the Acts of the Apostles, and the period of the Hospitaller Order of St John
in Malta between 1530 and 1798. Both of these events are important, and they are
also connected with each other. The cult of St Paul was known to non-Maltese even
during the Medieval times, but it was to be increased during the time of the Order of
St John’s reign in Malta. This had given rise to an international interest in Malta, leading to a number of visitors travelling to visit and experience the islands’ religious heritage. The same type of activity was to be continued throughout the 19th century,
when Malta formed part of the British Empire. Various visitors stopped in Malta, while
en route to some other place, and some of these tended to leave a description of their
stay in Malta. This paper looks at some of these early visitors, their background and
their writings about the some of the places and their experiences.
Key words: early tourists, grand tour, pilgrimage, sites.

INTRODUCTION
Since the rise of civilization, the Middle East has been rich in notable sights and sites,
and people have been visiting them for millennia. The Great Pyramids, the Hanging
Gardens of Babylon, and places of religious significance such as Jerusalem and Mecca
were drawing visitors long before the invention of the word tourism. And while travel
for the purpose of seeing religious sites or carrying out religious obligations may be
rightly termed ʺpilgrimage,ʺ the social and economic effects of this sort of travel are
essentially indistinguishable from travel for purely secular reasons. If one accepts a
broad definition of tourism, then it has been going on for centuries, on a large scale, to
the regionʹs many religious destinations. If one defines tourism more narrowly, as
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secular travel for the purposes of sightseeing and leisure on a scale large enough to be
economically significant, then tourism, especially by Europeans, became important in
the region only in the second half of the nineteenth century, when transportation meth‐
ods improved and leisure time increased along with disposable income. (Encyclopae‐
dia of the Modern Middle East and North Africa, 2004).
The above quote can easily be considered as valid for so many other coun‐
tries and regions around the world. It is true that the Mediterranean has been
attracting visitors in their thousands, and in recent years even in millions, since
time immemorial. There has always been a reason for these visits, most impor‐
tant of all the many religious sites that are associated with the three monotheis‐
tic religions and which are located in the region. It is still such a magnet for
visitors from all over the world. It is also true that besides the holy sites, there
have been recorded visits to non‐religious places by those who were looking
for culture and other heritage sites. Modern travelling has mostly been con‐
cerned with pure leisure, during which voyages travellers look for sun, sand
and sea.
The subject of this paper is rather different than the sun, sea and sand pack‐
age. It is concerned with the cultural aspect of the visits. These visits were the
source of good income. They were the ones that really started tourism in the
first place. Yet, one can ask the questions: Who would travel to see places of
interest? Who are the travellers that have, since time immemorial, been to these
pilgrimages or site seeing? From the millions of tourists that go around every‐
where in our modern age, few of them actually leave something written of their
exploits. The general tendency is for them to take photos, put them on albums
and make sure that all the family, friends and colleagues see them. In this mod‐
ern age there has been the phenomenon of making use of the internet, when
photos would be downloaded and placed on various sites for all to see, admire
and comment about. We also have modern travellers leaving a diary of their
travels, encounters, mishaps, visits and everything else that they might think is
relevant to their acquaintances who would not be with them. These kinds of
reports help us to understand better the feel of travel, adventure, and the likes
of the individuals; yet, all of this is much different than what it used to be in the
past. Very few travellers would have left accounts for others to know about
their travels.
Although a large number of people would have travelled in the past, espe‐
cially when either on trade missions, or else on military campaigns, none seem
to have bothered to leave a written report of their travels. Very few individuals
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have done so, and these usually would either be academics, or else important
personalities. Yet, the little information that has survived is even more impor‐
tant, interesting and illuminating, due to the scarcity of the same travellers’ ac‐
counts. The period under consideration in this paper is from the middle of the
16th century to the 19th century.
Tourism in Malta is one of the most important economic activities that gener‐
ate wealth and employment. It contributes to about 30% of the country’s Gross
Domestic Product. Another 29% of the total employment in Malta is supported
by the tourism industry. It is the basis for public debates, government deci‐
sions, as well as many other pages on the local newspapers. Although tourism
is so important for the local scene, it is only in recent years that there has been a
systematic, but slow growth, towards a better understanding of this phenome‐
non. The government has a separate ministry/parliamentary secretary for the
better administration and marketing of the tourism industry in Malta. From the
educational point of view there is a department of Tourism Studies at the Uni‐
versity of Malta and the Institute of Tourism Studies. The latter, till some years
back, was more concerned with the catering and hotel industry and it is only in
recent times that there has been felt the need to diversify the training offers and
more academic work is being carried out. Understanding tourism related is‐
sues, its historical background, its diversity and the future trends is so impor‐
tant to the various local institutions that are concerned with the industry.
EARLY VISITORS TO MALTA
The Maltese Islands are in the middle of the Mediterranean. In the past they
would have been considered as cut off from the mainland, and they were not
even considered to be on the main sea routes. Yet, their safe harbours were
used during the winter months, and this led to an increase in the appreciation
of the islands’ safe harbours and excellent geographical position. This is what
mostly led to the occupation of the islands by different Mediterranean mari‐
time powers throughout the ages. Some of the travellers to the islands ended
up becoming famous for one thing or another and some even left their accounts
about their visits as well. These visitors went around the islands, visited certain
places, and acted out as modern tourists would do. The majority of these early
travellers can be considered as cultural tourists, although they would have
never called themselves like that. Yet, they were following the trend of the past
centuries when noblemen visited the main European cities before they would
have settled down in their castles and palaces (Sorcinelli 2009).
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It is probable that the first mention of Malta in literature dates back to
about 70 BC, when Cicero, the Roman orator, mentioned that there had been a
raid on the Maltese Islands by Numidian pirates and they plundered the fa‐
mous temple of Juno. This can be said to be the first mention of this famed
temple, an archaeological site which is still being investigated by archaeolo‐
gists. Due to the work still being held here, it is not possible for cultural tourists
to stop by and have a glimpse of a site that was mentioned more than two
thousand years ago. The island was mentioned in other classical texts by differ‐
ent authors. There is Titus Livius the historian, better known as Livy. Diodorus
Siculus mentioned Malta as well in his Histories, and the islands were men‐
tioned once more in the Acts of the Apostles, one of the books of the Christian
Bible, in connection with the shipwreck of St Paul, which is said to have oc‐
curred on the islands. Malta is mentioned in other literature, although it is be‐
lieved that the authors would not have visited Malta.
The 14th century saw the first description of the islands by a foreigner,
namely Ludolph von Suchen (Freller 1996). The information that he gives is
very limited although it is also relevant for other anthropological studies.
Scholarly visitors to the islands start after the arrival of the Knights of St John
in Malta, in 1530. Yet, the early visits were more concerned with practical
needs rather than a sense of visiting the islands for their cultural and historical
attractions. Their stays in Malta would be of a short duration, and it is unfortu‐
nate that we do not have many details of their stay and their activities. Yet, cer‐
tain details that lead us to understand better certain later developments can
also be gleaned from information as provided by these early visitors. The ma‐
jority of the visitors were artists, military engineers, and foreign delegates. Art‐
ists would stay in Malta as long as their professional needs would be needed,
but they would soon leave as other commissions would have been received.
While living in Malta and creating paintings, they were not wont to leave any‐
thing in writing about their stay in Malta. Even Mattia Preti, who stayed in
Malta for more than 30 years, never left anything in writing about his stay on
the island. Matteo Peres d’Aleccio can be considered as one of the most impor‐
tant early foreign artists to travel to Malta and spend some years here, as
through his depiction of the Great Siege of 1565, he managed to illustrate the
countryside and some topographical details of 16th century Malta.
Military engineers formed part of a different milieu. Their visit to Malta
would be in connection with their profession, during which they will give ad‐
vice to the Order of St John how to better the defences, suggesting the building
of new lines of fortifications or the upgrading of the then existing systems. Due
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to the fact that the Knights felt the need to keep the islands well protected, mili‐
tary engineers were constant visitors to the islands. Yet, once more, these did
not tend to leave anything in writing about their impressions of the islands.
Their only reports would have concerned military details. Some of these re‐
ports would also be important as they would be discussing the topographical
details of the islands, and therefore certain information would be learned from
the same reports.
Foreign delegates were a different group of people. These tended to write
about their meetings with the local leaders, their reception and how they
would have been welcomed, the local situation, the population and the difficul‐
ties that they faced, and various other things. The information was always in‐
teresting as this was intended to brief their masters with the local situation. The
difficulty of these reports would be that they were like official ones, and there‐
fore certain information would be more directly concerned with the issue un‐
der discussion, or else with the political situation then prevalent. Still, the in‐
formation provided gives us an indication of certain situations in Malta at the
time. Later on, in the 19th century visitors to Malta tended to be from Britain,
and usually having contacts with the British government. As trade increased,
visitors also tended to become more international than ever before.
After the famous Great Siege of 1565, and the subsequent building of a new
city, Valletta, various European intelligentsias showed an interest in visiting
Malta. These two events led to an increase in awareness of the islands, and at
the same time led also to a better understanding and appreciation of Malta’s
ancient heritage and culture. Christophe Megiser was probably in Malta
around 1588 (Friggieri and Freller 1998). Like a modern tourist, he visited the
most important places connected with the history of the islands, namely St
Paul’s Bay, Mdina and Rabat, the Boscetto Gardens and Verdala Palace, Vittori‐
osa and Senglea, and Valletta the newly built city.
The Duke August the Younger of Braunschweig‐Luneburg, provides us with
another view of the main sites that the island offered, when he visited the is‐
lands in 1599. He stayed at a hotel in Vittoriosa, visited Valletta with its palaces
and churches, the Verdala Palace, St Paul’s Bay and other similar sites. Interest‐
ing is the fact that he visited Ghar Hasan Cave, not one of the places to which
visitors to Malta would have been taken to visit at that time. Another interest‐
ing visitor to Malta was the German Athanasius Kircher, a celebrated man of
letters and culture. He was in Malta in 1637 and his stay was rather long. Dur‐
ing his time in Malta he befriended Abela, the main local academic of the time,
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and was taken around a number of interesting places. The description of these
visits by Kircher gives us a clear picture of places, traditions, and people in the
17th century. Another interesting visitor to Malta was the Dutchman Willem
Schellinks, who was on the island in 1664 (Bianchi and Serracino‐Inglott 2000).
Besides visiting various places of interest, he also left a number of sketches of
the same places that he visited and these are considered as amongst the most
important views of his time. The Italian Paolo Boccone visited Malta and while
here he also studied Maltese plants, about which he wrote various descriptions
and academic treatises (Bianchi and Serracino‐Inglott 2000). Visitors to Malta
during the time of the Order of St John were from different European countries.
In 1698 there arrived in Malta the Russian Boyar Boris Peter Petrovich Shere‐
metev (Schembri 1990). In the published travel notes, he mentions the various
places of interest that he was taken to visit, and describes the public feats that
were held in Malta during his time.
In 1761 there arrived in Malta a Danish scientific expedition. Amongst the
members there was the Finnish Peer Forsskal, a physicist and botanist. During
his stay in Malta he managed to study various plants and fossils of the islands,
which were later published posthumously. Two French visitors to Malta to‐
wards the end of the 18th century were Jean Marie Roland de la Platiere and
Jean‐Pierre Louis Laurent Houel. Both of these personalities were in Malta and
wrote about the local situation. The former even went into details about the
way that the farmers lived – a forerunner of the rural tourist! Houel described
Malta and left a number of illustrations to accompany his descriptions, which
are a source of investigation till this very day.
The 19th century was to see a never‐ending list of illustrious visitors to the is‐
lands making Malta one of the most sought after sojourns of the Mediterra‐
nean. Military and naval personnel were to be amongst the most evident, as
Malta became the Mediterranean base for the British Navy. Horatio Nelson was
one of these visitors, followed by others. John Hookham Frere, a diplomat and
a scholar retired to Malta. He was to host a number of other intellectuals and
scholars, like Sir Walter Scott, Gabriele Rossetti and Duque de Rivas. Members
of the British Royal family were also frequent visitors to Malta, and some of
them prolonged their stay here as well. It became common to have certain visi‐
tors being advised to visit and stay in Malta for some time, for health reasons.
All of this was to increase the awareness of Malta and its attractiveness. The
German Duke Hermann von Puckler Muskau was on the island in 1835, and he
was to leave a good account of his activities in Malta, as well as his visit to
Gozo.
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There were many other visitors to the islands throughout the 19th century
Towards the end of the same century, visitors became more frequent, especially
after the opening of the Suez Canal. Malta became an important staging post
for the sea voyage to India and Australia, and for that reason many ships
started stopping at Malta. This was to help to develop further the accommoda‐
tion and other services that started to be offered to these visitors.
Places of Interest
The typical visits for the foreign visitors to Malta were the main sites that are
still popular with the modern tourists till this very day. There were the harbour
towns and the old medieval city of Mdina. Some of the visitors did manage to
venture to the island of Gozo, and to the central part of the island. Few of them
managed to visit villages, and leave commentaries about the local population.
These visits therefore would have been typical of the time (if not typical of the
modern day tours) that visitors would be taken to visit the most important, and
what is deemed to be interesting. Only certain visitors seem to have asked to be
taken somewhere different, probably due to their own academic and scientific
interest.
An interesting detail is with regards to the small uninhabited island of
Comino. This island, lying in between the two main islands, is still an impor‐
tant tourist attraction during the summer months. The clear, clean and deep
blue sea is a guarantee of hundreds of sea craft and swimmers visiting the is‐
land and its small coves to enjoy the summer days. Although it offers excellent
walks around the small island, very few tourists actually visit the island for this
type of activity. Yet, there seems to have been organised some visits in the past,
as we also tend to have comments about how barren the island is and the fact
that it is inhabited by wild rabbit. Rabbits were to feature more in later centu‐
ries when they became the only wild game that the lower classes could hunt for
sport, and for eating. By the early 19th century it was reported that the rearing
of rabbits was considered an important source of revenue by the country peo‐
ple, as they could sell them to the city dwellers at the market. Yet, Comino was
mostly mentioned in the various travelogues as a small uninhabited island,
with rugged coastline, and a few small but safe bays in which galleys would
take shelter in case of storms (Freller 2009).
Gozo, the second largest island of the Maltese archipelago, was rarely visited
by the various visitors, except by the scientists and scholars who made it a
point to visit the island (Freller 2009). Many times when the island is men‐
tioned, is when the ships on which the travellers would be sailing, would take
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shelter in one of its bays because of adverse weather conditions. In 1648 they
were already people visiting Ggantija, the main prehistoric site of the island.
The Citadel featured as well, as part of the Gozo itinerary. Yet, the most popu‐
lar place seems to have been the so‐called Fungus Rock (Freller 2009). While the
temples of Ggantija are still the most visited site in Gozo, the same can be said
to the coastline where one can admire the Fungus rock as well as the natural
phenomena of the Inland Sea. This area must have attracted many people for
its sheer natural state, as well as its pristine condition.
Predictably, Valletta was the most mentioned place in these travelogues and
diaries of these early visitors to Malta. The city was well known as a newly
built fortified city. It was also meant to be a modern city and a cosmopolitan
city. Many visitors commented favourably on the plan of the city, the build‐
ings, and the style of architecture as well as the various artistic treasures that
were in the palaces and churches of Valletta. Although some would have vis‐
ited the auberges of the Knights, they would always pay a visit to the Church
of St John the Baptist, and the Palace of the Grandmasters as well. These are
still considered as the main sites of Valletta, and they are still included in the
tours that are organised throughout the year. Visitors still ask to see the
Caravaggio painting of the Beheading of St John the Baptist, a painting that was
already being commented about, a few years after it had been completed.
The Palace of the Grand Masters was another place on the itinerary of distin‐
guished visitors to Valletta. They commented on the richly decorated rooms,
the different tapestries, the naval scenes depicting the victories of the Order’s
navy and the way that the Grand Masters lived in lavish surroundings. The
same details that have been mentioned since the second half of the 16th century
are still there to be admired and commented upon by the modern travellers.
Within the Palace there still is the Armoury, a magnificent and unique collec‐
tion of arms and amrour dating from the early 16th century to the end of the 18th
century. Today, the armoury is visited by many tourists, similar to what used
to happen in the past.
Another place that visitors to Malta commented favourably upon was the
small but elegant Manoel theatre. Built in 1732, the first theatre in Malta offered
honest entertainment to the knights and the upper classes. With the passage of
time the theatre continued to be the main place for such entertainment in
Malta. Today, after various episodes, the theatre is going through a lot of
restoration as befits the national theatre of Malta.
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Outside Valletta, visitors were usually taken to the Boschetto gardens, the
large wooded area close to the medieval city of Mdina. There, the Garden mas‐
ters had a summer residence, ideally located close to the gardens, their favour‐
ite hunting ground. The Palace still stands till this day, and today it is the
summer residence of the President of Malta. Close by, visitors would also stop
to have a look at the medieval city of Mdina, with its old, quaint and narrow
streets that are such a characteristic; the famous grotto of St Paul, where it is
believed that St Paul stayed while he was in Malta; and the unique Ghar il‐Kbir
community. The latter were a group of caves in which a community lived
without wanting to leave their primitive abode. In fact, they were forcefully
removed by the British authorities in the 1830s as it was feared that their way
of life might introduce an epidemic and this would have adverse effects on the
garrison defending the islands.
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the ringing of church bells. There was also an incident when a British soldier
was dragged down from his horse, when he crossed the street during the pass‐
ing of a religious procession (Freller 2009). No wonder that even today, reli‐
gious tourism is considered as a difficult sector, if visitors are not well educated
and informed about the religious practices of the host community. While in the
past, these religious ceremonies were part and parcel of everyday life, today
there has been noticed a different development. It has become more common to
see different parishes and villages making sure that they would offer all kind of
support and logistical help to lure tourists to their villages while there would
be celebrated the annual religious feast of the patron saint. Villages tend to of‐
fer tours, leaflets for those who are interested and even chairs where the visi‐
tors can have a front seat to view the processions organised in the village
(Zammit 2009). This is definitely a far cry from the previous centuries, when
the processions were held mostly for purely religious needs.

Personal Impressions
The impressions of these visitors to Malta about the places being visited and
the Maltese are interesting to say the least. In their great majority, they always
wrote favourably about the various places being visited. They would always
compare them with their own palaces, churches and other monuments. Al‐
though a few of them actually commented that the Maltese places did not have
anything in particular to offer, others commented about the rich artistic heri‐
tage that was to be found in Valletta and the surrounding area. This was the
Baroque mentality of the time. It was also to be the mentality of the learned
traveller of the 19th century, when they were meant to look at these places with
a critical eye. Some of these travellers were also artists, and they helped
through their depiction of the same monuments in lithographs and paintings,
in increasing knowledge and appreciation about the same places. Nowadays,
modern tourists tend to take still photos or video of the same palaces and views.
The comments of some of the travellers to Malta about the religious zeal of
the Maltese are also interesting. Religion is an important aspect of the Maltese
character, and it is not taken lightly that there would be visitors making fun of
the religious practices and traditions that are still so important in the local con‐
text. Some of the early visitors to Malta did in fact write about the different and
particular religious practices that they saw in Malta. There were comments that
can be said to be insulting. As they have been recently said, these comments,
made during the age of the enlightenment were questioning and criticising the
religious ceremonies and practices of the Maltese (Freller 2009). It is interesting
to record that there were those who complained about the excessive noise of

Accommodation
A very important part of any travellers’ worries is the accommodation. This
was also a worrying thought for travellers in centuries past. Today, hotels, and
many other kinds of accommodations can be found. Through the use of mod‐
ern communications it is also possible to book before one travels to the desired
destination. Yet, in the past all of this was not possible and unfortunately due
to this lack of information we do not know a lot about the type and quantity of
the accommodation available in Malta. Amongst the first instances that we
have documented a hotel, or a guest house, goes back to the end of the 16th cen‐
tury. This was located at Birgu, the maritime town which had been the main
town of the Knights of Malta before their building of the new city of Valletta.
At that time it was already known by the name as la locanda del Borgo.
From the beginning of the 17th century onwards we start to get more informa‐
tion about small hotels in Valletta. These had also certain reputation and even
names to the premises. There was the Big Falcon and it was popular with Ger‐
man and French travellers. This hotel might have also been known as plain The
Falcon, and it was considered as cheap when compared to others. At the Three
Golden Heads food and drinks were served ion silver plates. Although it was
considered as expensive, at the same time there were also complaints that there
were a lot of fleas in the bedrooms. In the main street of Valletta there was a
hotel, which seems to have had different names. This was also popular with the
French travellers, as the name was also in French Al Escu de France.
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Sometimes there was accommodation that also catered for different social
classes. At the hotel All’Orso, the food was good and the rooms were different.
This meant that clients would pay according to the rooms offered. With the 19th
century, and therefore with the islands passing under the British influence, the
names of the hotels and guests houses started to be English sounding. Thus we
meet with the word Hotel, the Imperial Hotel, Hotel Vittoria, Mediterranean Hotel,
and others. At the Imperial Hotel there had been Alexandre Dumas pere, and
the famous Italian patriot Giuseppe Garibaldi. The latter had to remain inside
the hotel as there was a large crowd ready to greet him.
CONCLUSION
The shores, history and climate of Malta seem to have been well known even in
the past centuries. These attracted various travellers, adventurers and even sci‐
entists to the islands. They managed to visit the places that are still very popu‐
lar today and what is important, is that they left important information about
the situation of the islands at the time. Tourism is a centuries old activity.
Things have changed since those days, but the main attractions seem to have
remained the same. Visits to old palaces, to churches, and to the mysterious
ruins are an integral part of the tourist product that is offered to day by Malta.
This need to be better understood and appreciated by one and all, that what
was an attraction in the past is still there offering tourists the same kind of sat‐
isfaction that previous visitors felt. It is hoped that the authorities would keep
this in mind, that the modern traveller is still in awe of the cultural and heri‐
tage background that is Malta.
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ABSTRACT
China’s trade fair industry has enjoyed fast growth in the past two decades and is
facing consolidation. Competition among trade fairs for quality participants is
increasingly intensive. If and how organizers can build up B2B customer loyalty
becomes a key issue for competitive advantages of trade fairs. This paper aims to use
relationship marketing theory to examine the adaption of the relationship quality
concept in the trade fair sector in China. Altogether 33 semi-structured interviews
were conducted in four major international trade fairs staged in Guangzhou and
Beijing. Results indicate the perceptions of exhibitors regarding relationship
orientation, organizer reliability and service quality, and how communication, service
quality, trust and commitment contribute to trade fair relationship quality. By taking a
qualitative approach to probe the perceptions of exhibitors, this paper is able to
identify in-depth issues and problems. Findings may also have implications to trade
fair industries in other countries and regions.
Key words: Trade fairs, relationship quality, trust, commitment, satisfaction.

INTRODUCTION
China’s exhibition industry has experienced rapid growth over the past two
decades. According to the Global Association of the Exhibition Industry (UFI),
China’s indoor exhibition space amounted to 2,516,581 square meters in 2007,
accounting for 9% of the World’s and 65% of Asia’s total. It is estimated that by
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2010, China’s total indoor exhibition space will increase to 2,961,088 square me‐
ters (UFI 2007). More than 4,000 exhibitions of a diversified nature and scale are
held per annum in China, delivering revenue of about US$1.3 billion and con‐
tributing about 0.08% to China’s GDP. However, the utilization rate of the ex‐
hibition centers is only about 15% (Kay 2007). Commentators point out that the
current size of 4,000 exhibitions per year do not always follow the rule of mar‐
ket and a process of consolidation is expected, with the market being increas‐
ingly mature and selective (Chan 2005; Erwin 2005; Heckmann 2005). How ex‐
hibition centers attract quality and scale trade fairs and how trade fairs retain
and attract loyalty customers have become crucial questions for the develop‐
ment of the exhibition industry in China.
This research employs a qualitative method to probe into how trade fairs
can build up exhibitor loyalty. It applies relationship marketing theory in
which relationship quality results in customer loyalty, relationship continua‐
tion and future positive behaviour. This is one of the first attempts to deter‐
mine the role of relationship quality in fair marketing in the context of trade
fairs in China. Theoretically this attempt improves understanding of the rela‐
tionship quality concept and practice in the trade fair context and in a distinc‐
tive economic and cultural environment. The qualitative interview method is
considered the most appropriate to gain rich insight into the feelings and per‐
ceptions of the key players in this context. Despite that trade fairs, exhibitions,
trade shows, expositions have slight differences in meaning, these terms were
used interchangeably in literature. In this paper, business to business (b2b)
trade events were investigated and business to customer (b2c) events excluded.
LITERATURE REVIEW
Relationship Quality
Relationship is presented, amid a number of definitions, as “the process of de‐
veloping mutual understanding and the mutual creation of value with custom‐
ers over the lifetime of an association” (Kasper, Helsdingen and Gabbott 2006:
148). A relationship is two sided. To develop a positive and enduring relation‐
ship, successful exchange contacts and involvement must be properly managed
from both parties (Crosy, Evans and Cowles 1990).
Relationship quality is regarded as a basis for contributing to a lasting bond
with the supplier (Dorsh, Swanson and Kelley 1998). The determination of rela‐
tionship quality is an important point when the customer decides about devel‐
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oping and maintaining a long‐term relationship with a given supplier or not
(Dorsh et al. 1998; Walter et al. 2003). Crosby and colleagues (Crosby et al.
1990) indicate that “Relationship quality from the customer’s perspective is
achieved through the salesperson’s ability to reduce perceived uncertainty
(Zeithaml 1981; Roloff and Miller 1987). High relationship quality means that
the customer is able to rely on the salesperson’s integrity and has confidence in
the salesperson’s future performance because the level of past performance has
been consistently satisfactory.” They define relationship quality as having two
dimensions: trust and satisfaction.
Subsequent studies have empirically tested the antecedents and outcomes of
this higher order construct in various research contexts, using a wide range of
mediating variables. Kumar and colleagues (Kumar, Scheer and Steenkamp
1995) added commitment and conflict to their conceptualization of relationship
quality. Dorsch et al. (1998) considered opportunism, customer orientation and
ethical profile to define relationship quality. Hennig‐Thurau and Klee (1997)
and Moorman, Zaltma and Deshpande (1992) added perceived quality. Walter
and colleagues (Walter et al. 2003) believed that satisfaction should be an indi‐
cator to relationship quality, apart from trust and commitment and used four
dimensions – trust, satisfaction, commitment and service quality – as determi‐
nants of relationship quality in a B2B environment. Thus, relationship quality
“is an overall assessment of the strength of a relationship, conceptualized as a
composite or multidimensional construct capturing the different but related
facets of a relationship” (Palmatier et al. 2006). It is generally viewed as a
higher order construct which comprises of, but not refined to, trust, commit‐
ment and relationship satisfaction.
Trust is “confidence in an exchange partner’s reliability and integrity” and
consists of benevolence and honesty (Morgan and Hunt 1994: 23), trustworthi‐
ness and credibility (Palmatier et al. 2006). Trust has been divided into inter‐
personal level (trust in the employee of the supplier) and organizational level
(trust in the supplier itself as a whole) (e.g., Rauyruen and Miller 2007).
Commitment is regarded as a focal construct in relationship marketing (e.g.,
Morgan and Hunt 1994; Huntley 2006), and is described as “a desire to develop
a stable relationship” and “a confidence in the stability of the relationship”
(Anderson and Weitz 1992: 19). Commitment is differentiated as having four
forms: calculative, affective, behavioral, obligation and normative commitment.
Extant empirical studies provide sufficient evidence that commitment leads to
customer loyalty (e.g., Stanko, Bonner and Calantone 2007).
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Satisfaction describes a customer’s affective or emotional state toward a re‐
lationship. Anderson and Narus (1984: 66) defined satisfaction as “a positive
affective state resulting from the appraisal of all aspects of a firm’s working
relationship with another firm.” Palmatier and colleagues (Palmatier et al. 2006:
139) clarified that “Relationship satisfaction reflects exclusively the customer’s
satisfaction with the relationship and differs from the customer’s satisfaction
with the overall exchange”. Relationship satisfaction has been regarded as a
dimension of relationship quality in RM literature (e.g., Morgan and Hunt
1994). Perceived service quality is a critical measure of organizational perform‐
ance. High quality service eventually leads to competitive advantage and cus‐
tomer loyalty (Palmer and Cole 1995). Crosby and colleagues (Crosby et al.
1990) state that service quality is relevant to service marketing of both a trans‐
actional and relational nature. Service quality can be considered a necessary,
but not sufficient, condition for relationship quality (Crosby 1989).
Relationship Quality in the Trade Fair Context
In the trade fair segment, the ‘product’ and ‘service’ provided by the trade fair
company to their business customers – exhibitors and visitors – is an ‘experi‐
ence’ in the ‘information exchange’ platform of the trade fair. The delivery of
this ‘experience product’ is through multichannel. The success of a trade fair
depends on the close co‐ordination of organizers, exhibitors and potential visi‐
tors (Kresse 2005). A trade fair and its sphere encompass a relationship triad
among a trade fair company, exhibitors and visitors (Bruhn and Hadwich
2005). The fact that exhibitors and visitors, as ‘buyers’ of the ‘trade fair product’
that the trade fair company ‘sells’, are themselves the main components of the
‘product’ construct a complicated buying‐selling relationship between exhibi‐
tors and the trade fair company, and between visitors and the trade fair com‐
pany. The duty of organizers is to facilitate the relationship‐building between
the two customers at different stages of the events: pre‐event, on‐site and post‐
event. In addition, although organizers are sales representatives of the trade
fair event, they are not the exclusive supplier of the product. Other suppliers
include venues and related local sectors. This phenomenon is unique in the
trade fair industry.
Exhibitors generally expect optimized quality and quantity of visitors, ideal
trade fair facilities, minimal organizational effort before and during the trade
show, including booth space and technical services, registration, appointment
systems, one‐stop shopping/billing, etc. (Stoeck and Weiss 2005). If expecta‐
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tions are poorly met, the relationships between trade fair companies and ex‐
hibitors are harmed.
The trade fair product that a trade fair company delivers to its customers is
of a primarily intangible character, relying on customer participation and de‐
pending largely upon minimizing the expectation‐perception gap from the cus‐
tomers’ perspectives. With the core product being ‘interaction between exhibi‐
tors and visitors”, it is difficult to assess the quality of this product. Bruhn and
Hadwich (2005) indicate that the trade fair product is, by its very nature, of
‘credence qualities’ (Zeithaml 1991: 40) which presents “a situation in which
the attributes of services cannot be assessed even after purchase and consump‐
tion”. From the perspective of exhibitors, it is difficult to develop and apply
quantified methods to assess if potential customers are generated from a par‐
ticular trade fair, even though techniques and skills on follow‐ups after trade
fair proliferate. It depends on trust in the trade fair organizer that the future
events may live up to their expectations. Thus, future attending decisions are
based on credence in the organizers, not simply the one‐off on‐site experience.
Trade fair is of typical relational exchange nature. It is crucial for a trade fair
company to build strong relationship with their business customers to sustain
subsequent trade fairs.
METHODOLOGY
This explorative study employs a qualitative method to investigate relationship
quality between trade fair organizers and exhibitors in the context of China’s
trade fair industry. Qualitative studies are especially appropriate in under‐
standing the cognition, affect, intentions and the alike from the participants’
perspectives (Maxwell 2005: 22). They explore how participants make sense of
events and how these affect their behaviour. In addition, a qualitative method
has an inherent openness and flexibility that allows a researcher to modify the
design and focus during the research to understand new discoveries and rela‐
tionships (Maxwell 2005). “A qualitative approach satisfied the need to collect
rich data and offer voice to the researched” (Tribe 2010: 8).
A series of semi‐structured face to face interviews were conducted at four
major trade fairs staged in Beijing and Guangzhou, China, from April to July
2009. As per interview, a single exhibiting firm was treated as a unit of analysis.
For most of the times, a senior manager or business owner/partner was ap‐
proached; for rare occasions, several employees helped answer with the ques‐
tions. Prior to the commencement of each interview, the objective of the study
was explained and anonymity was assured. Questions and categories were de‐
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veloped according to the dimensions commonly discussed in relationship qual‐
ity literature, such as trust, commitment, satisfaction of the relationship, as well
as some of antecedents to relationship quality such as corporate reputation,
communication, service quality. This interview guide was used flexibly during
the interviews.
Interviews were conducted at 105th Canton Fair, China Ceramics 2009,
Guangzhou Lighting Fair 2009, and Wind Power Asia 2009; the first three were
staged in Guangzhou and the last was in Beijing. These interviewed events
were organized by different types of exhibition companies: quasi‐governmental
divisions; Sino‐foreign joint venture companies – a merge between a private
Chinese exhibition company and a famous international trade fair company;
joint cooperation between quasi‐government divisions, industrial associations
and foreign companies; joint cooperation between quasi‐government divisions,
industrial associations and Chinese private exhibition company. This diversity
of fair operation paradigm may have varying impacts on fair quality and man‐
agement. Also the four trade fairs have different orientations in terms of focus.
Some shows are mainly import‐oriented and some are export‐oriented. The
purpose of conducting interviews in these different trade fairs in different loca‐
tions is to achieve triangulation in sampling.
Altogether 33 semi‐structured interviews were conducted in either English
or Chinese. Interviews lasting between 10 to 50 minutes were recorded and
transcribed verbatim. Data is then analyzed using content analysis method. The
method of analysis was data immersion with repetitive reading and re‐reading
of data and cluster data around key analytic categories. In quoting their com‐
ments each is given an anonymous number as well as their profile characteristics.
FINDINGS
The interviewer has paid attention to the attributes of informants so that they
represent a range of locations and ethnicity. Table 1 reports the basic character‐
istics of the samples and demonstrates balance over location, ethnicity and
company ownership. The interviewer purposefully approached informants
with higher positions as they were more likely involved in the decision‐making
activities in trade fair participation, management and site‐selection, and males
just outnumbered females in these senior positions. Informants who came from
so‐called underdeveloped countries came from Turkey, India, Brazil, Morocco,
Russia, and Pakistan. Interviewees who came from developed countries & re‐
gions came from Hong Kong, Canada, Italy, UK, Germany, and Austria.
Younger informants are usually in their 30s.
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Table 1. Profiles of Informants
Categories
Region of Origin

Exhibitors (ER)
Mainland China (MC)

19

Developed Countries & regions (DC)

9

Under Developed Countries (UC)
Gender

Trust
(reliability,
trustworthiness,
benevolence)

What actions & activities make
you/your company trust/ distrust
organizers?

5

Male (M)

29

Female (F)

4

Age

Older >40 (O)

16

Younger <40 (O)

17

Job Titles

Senior Positions (S)

26

Middle /Junior Positions (J)

7

Average interview time

Trust/distrust the organizers based on
o Promises realized
o Quick response to problems
o Value for money
o Fair marketing effort
o Frequent communication
o Employee professionalism & enthusiasm

15 minutes

Number

33

Trade fairs are usually organized by a trade fair company with the support of
several entities and are commonly distributed via a number of intermediaries
(channels). Those who exhibit onsite might not have direct contacts with the
trade fair company in the decision‐making and booth‐construction process.
Many exhibitors gain knowledge of the trade fair company by their own re‐
search, word‐of‐mouth, fair performance and organizer service. Some infor‐
mants lack specific knowledge of the fair organizer. The word ‘relationship’
also causes confusion among some of the informants. Some exhibitors reject a
b2b ‘relationship’ between their companies and the fair organizer. Knowledge
of the organizer and awareness of the relationship are included in Table 2. Oth‐
er categories shown in Table 2 to capture the perceptions of informants are
adapted from Rauyruen’s (2007) four dimensions, i.e. trust, commitment, satis‐
faction and service quality.
Table 2. Relationship Quality Perceived by Exhibitors
Categories
Knowledge about
organizers

Do you know which exhibition
company is operating this trade
fair?

Relationship
awareness

How do you describe the
relationship btw exhibitors and
organizers?

Perceptions of Exhibitors
o No knowledge
o Some knowledge
o Specific knowledge
o No relationship
o Different types of relationship

Host-guest

Parenting (being taken care of)

Guidance

Administrative

Partnership

Trust/distrust the fair based on
o Reputation of the event
o History of the event
o Size of the show
o Number of buyers
o Quality of buyers
o Peer exhibitors
o Past participation
o Past visitation
o Effect of attendance
o Stableness of the event

Knowledge about the Organizer
Some informants have knowledge of the organizers who operate the trade fair
whilst others do not, and they reason differently if there is an obligation to
know. Many exhibitors pay diminutive attention to brand name, reputation
and financial strength of the organizer, for example:
#1UC/M/Y/S/ER: We don’t know exactly the organizers. For domestic
ones, of course we know better the organizers. For international fairs we
don’t really know.
#17 MC/M/O/S/ER: Is there a need [to learn the exhibition company]? I
only need to look at the effect [of the trade fair] and the word‐of‐mouth [of
the trade fair].
#1UC/M/Y/S/ER: We don’t have sources to learn the reputation of the or‐
ganizer… we never think about the financial strength of the organizer.
#3 UC/M/O/S/ER: I don’t have any idea of the reputation of the [Chinese]
organizer.
Few informants expressed the need to learn about the organizer:
#22 MC/M/O/S/ER: We certainly have specific knowledge of the organiz‐
ers; otherwise how can we work with them?
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Relationship Awareness
Alludes to this relationship, some conceptualized the relationship between the
exhibition company and the exhibiting company as a commercial one:
#6 MC/M/O/S/ER: I think it is a commercial co‐operation. We exhibit be‐
cause there are quality buyers from different markets in their trade fair
and they [the organizers] give us booth because we pay for it.
Many exhibitors expressed contrary views that such a commercial co‐operation
does not count for a business to business relationship, and thus the relationship
is non‐exist:
#7 MC/F/O/S/ER: We should be their customers. But it is a sellerʹs mar‐
ket; the organizer decided everything. It is not our decision on related ar‐
rangements, so the relationship does not exist. All popular trade airs are
like this. At less popular fairs, there is such a customer relationship.
#13 MC/M/Y/S/ER: We do not think that there is any business to business
relationship [between the exhibition company and our company]. As
long as the price is acceptable, and we can achieve our exhibiting objec‐
tives, we will come.
#21 DC/M/Y/S/ER: There is no relationship. We pay money and they give
us this space. That’s natural.
#17 MC/M/O/S/ER: The relationship with the exhibition company is very
simple. You give money, you will be admitted. That’s all.
#33 MC/M/Y/S/ER: We feel that all the organizers do is simply giving us
a space in a venue. They contacted us frequently, about one phone call
every two days, when we were about to decide to exhibit, and gave
promises, but no communication afterwards. It seems that there is noth‐
ing else they do after we decided to exhibit.
Other informants saw the relationship in different perspectives and identified
distinctive characteristics of the relationship based on their personal perception
and experience, for example:
#4 UC/M/O/S/ER: The organizer is the host and we are the guests.
#8 MC/M/O/S/ER: The organizer is more like a management party [in this
relationship]. As in a supplier‐customer relationship, it would give you
however much you want and cater to your needs, but here the organizer
will not give you what you want. It is regulated.
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#28 MC/M/O/S/ER: I feel the relationship with the organizer is partner‐
ship. Because it is based on cooperation and mutual interdependence.
Trust
Some exhibitors pointed out that they trust the trade fair and this is expressed
by one informant as
#10 DC/M/Y/S/ER: … I think it’s not what the organizers do but the exhibi‐
tion.
Most exhibitors confirmed that trade fair history; reputation, size & scale of the
show, number and quality of the buyers, past participation, past visitation,
word‐of‐mouth, and peer exhibitor influence are the sources for trust on the
show, for example:
#1UC/M/Y/S/ER: I think this show should meet my expectation as it is
the largest of its kind in this region.
#2UC/M/Y/S/ER: This show has a long history and exhibitors and visitors
are from all over the world and we are confident of that.
#3 UC/M/O/S/ER: I had participated in the past and I know the potential
of the fair.
#4 UC/M/O/S/ER: We know that the fair has a reputation among the
buyers; this made us exhibit our products here.
#14 DC/M/O/S/ER: This is the biggest exhibition in this sector in Asia. It
represents probably the top three in the world….I would be very happy
to walk away from any exhibition with that one inquiry [I had yester‐
day].
#13 MC/M/Y/S/ER: Although we hadn’t exhibited in the past, we visited
for several times. We see that other companies can achieve good exhibit‐
ing effect and we decided to come.
Some interviewees pointed out qualities, characteristics, or services of the or‐
ganizer that resulted in trust:
#1UC/M/Y/S/ER: of course I expect every promises given must be real‐
ized.
:#2UC/M/Y/S/ER: We trust the [Chinese] government.
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#2UC/M/Y/S/ER: We checked the records of various companies who are
organizing and related to this exhibition.
#4 UC/M/O/S/ER: The reliability depends on how much I get back
against how much I am putting in.
#5 UC/M/Y/S/ER: I don’t believe exhibitors just fill in a form, apply for a
booth and they are just here. I think it is more like a bit trust in the sup‐
plier here… our contact is very friendly and helpful.
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#7 MC/F/O/S/ER: Every year we go to Germany to exhibit, because we
must queue in [for space], and if we do not, we would be re‐labeled. If we
do not go, we should seriously consider that, and then we would not go
for a period of time. It is not that we could go whenever we want to go or
otherwise.

#15 DC/M/O/S/ER: When we contact our customers, they are all very
well informed about this fair, and we consider the organization posi‐
tively for this one.

#7 MC/F/O/S/ER: Chinaʹs trade fairs are still organized by guanxi (inter‐
personal relationship) in the former planned economy style. The larger the
business, the more complicated the guanxi is. We need to keep this guanxi
after we get in, so that we can have this good location in this venue. It is
not that you can have this location by paying more money; you must have
guanxi for it. We are able to have our booth located here after keeping the
guanxi for several years.

#18 DC/M/O/S/ER: The fair should be good as the organizer is the
worldʹs largest exhibition company.

#17 MC/M/O/S/ER: [we are committed] as long as the organizer can guar‐
antee that there will be as many visitors in future trade fairs.

#14 DC/M/O/S/ER: they can market the show better.

Commitment
The respondents confirmed different dimensions of commitment, such as cal‐
culative, behavioral and normative commitment:
#1UC/M/Y/S/ER: The first few sessions (of exhibiting attendance) are like
gambling. Afterwards, we develop commitment.
#2UC/M/Y/S/ER: If we don’t exhibit, business is the same. But if we ex‐
hibit, the chances are that we may be better…we are committed to this fair.
#5 UC/M/Y/S/ER: We are committed to this fair. [if we do not come] it may
affect our business, but not we’re going to die with…
#7 MC/F/O/S/ER: We who are in this sector have to come to this trade fair.
If we do not come, there is no current economic loss, but there will be in
the future. Future sales will be affected.
#11 MC/M/S/ER: We are committed. Chinese Farmers have a saying: We
must plant annually even if there is no harvest.
#19 MC/M/O/S/ER: Anyway, this annual event is just like a routine.
#20 MC/M/Y/J/ER: Itʹs hard to define commitment. Now competition for
exporting companies is more intense, and I think exhibiting is a way out
among no way‐outs. There is no other alternatives.

#18 DC/M/O/S/ER: I think the service itself is nothing special, but it is a
very big fair in Asia in our sector… we have to come.
#26 /MC/F/Y/J/ER: We cannot be called loyal customers. We will buy this
fair as long as we are satisfied. If one day the fair quality or the service
quality decline we may consider other trade fairs. We also need to con‐
sider the effect, services and other aspects.
Relationship Satisfaction
Relationship satisfaction with the fair and the organizer can be based on em‐
ployee integrity and service, for example:
#5 UC/M/Y/S/ER: I think our relationship with the organizer is great, be‐
cause one of the contacts from the organization is a wonderful person,
helpful and makes us happy as I know I can trust the organization’s per‐
sonnel.
Since many exhibitors do not acknowledge a commercial relationship with the
organizer, when they were asked if they were satisfied with the relationship,
they expressed dissatisfaction of the services provided by the organizing com‐
pany, for example:
#3 UC/M/O/S/ER I have some problems with the organization of the
fair…we had informed all our customers that we would be in hall 5, [but
our booth was replaced without informing us], and then some customers
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cannot find us. It takes some visitors a whole day to find us here because
it is a huge exhibition hall.
#18 DC/M/O/S/ER: All the organizer wants is just to make money. This
organizer does not have quality service; it is not upgraded to consider
service quality.
#20 MC/M/Y/J/ER: The organizer should consider how they can enable
effective communication between enterprises as this is the ultimate goal
of a trade fair. But look at this trade fair, many of the details are not paid
attention to. Securities here don’t prohibit photo‐taking. It turns the trade
fair to money‐making for the organizer.
However, these service failures do not seem to affect their future participation
intention as their primary purpose of being there is to interact with visitors and
find business opportunities and learn market information. The below infor‐
mant is typical among the exhibitors:
#7 MC/F/O/S/ER: [relationship with the organizer] will not affect our
trade show attendance. It is totally dependent upon if the trade fair can
bring us economic benefits.
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Moreover, it was detected that there was a positive relation between inter‐
nal locus of control‐2 dimension and task performance (r=270). According to
these results, it is seen that there is a relation between that service employees
have a tendency to internal locus of control and task performances and job sat‐
isfactions. We can say that individuals with internal locus of control show more
task performance and have higher job satisfaction. We can say that internal lo‐
cus of controls has a role over task performance in determining the role of locus
of controls over task performance. In determining the role of locus of controls
over job satisfaction, we can say there is the role of 2 dimensions of internal lo‐
cus of control. According to the above results, the study we made shows that
there is a relation between locus of controls and task performance and job satis‐
faction. Findings of the study are also supported by the literature. It is consid‐
ered that the study sheds light on other academicians working in areas con‐
cerning organizational behavior in tourism and human resources and on sector
managers. We predict that locus of controls have one dimensional will help us
to deeply understand employees and their attitudes towards work.
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ABSTRACT
In a world of globalization today, enterprises present millions of products. In order to
gain a competitive advantage, enterprises provide the consumers with an unlimited
data flow concerning their products by means of developing information technologies.
The logo of an enterprise is of a significant importance in the awareness of the
products of the enterprises. This study consists of two parts as consultation literature
and model proposal. The first part deals with the importance of the logos in the marketing of the products of the enterprises. The second part discusses the logos on the
web pages of large- scale enterprises operating in Antalya region and points out the
determination of characters used predominantly in logos (colours, shapes and
pictures). In light of the data as a result of this study, in order for the logos used in
accommodation enterprises to produce a positive effect on marketing activities, how
they should be designed.
Key words: logo, tourism marketing.
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INTRODUCTION
Today, in the world of globalization and increasing competition, the impor‐
tance of being a powerful brand and creating powerful brands increases every‐
day. Making differences in the use of price and brand are accepted as impor‐
tant factors of getting ahead in competition for the enterprise (Yükselen 2006).
Regasrdless of the product that they produce, whether goods or services, en‐
terprises are recognized by their brands.
Brand is a name, symbol, figure or their combination which defines the
identity of the products or services and individuate from their rivals (Yükselen
2006). The Role of marketing communications is generally to convey the es‐
sence of brand identity and to provide the continuation of partnership between
the brand and the consumer. The fundamental feature of marketing communi‐
cations to create a brand is the long‐term consistency. In order to create a loy‐
alty to the brand it is highly important to personalize the brand and to ensure
the positive perception of it in the consumer’s mind (Yurdakul 2006). Being a
brand or using it, contributes to all sides as producers, consumers and agents.
Brand has much more meanings other than just naming the firm or symboliz‐
ing it. Brand has a duty of dividing the market to different target groups and
this is an important strategy to differentiate the submission. (Uslu, Erdem and
Temelli 2006) (Kotler 2007). Brand is the past and the future of the production,
gives products a meaning, direction and later transforms to a contract between
the consumer and the firm. In a way brand is the guaranty of the product
(goods or service) (Yükselen 2006).
A brand which is famous and known to be good, helps the producer and the
agents earn more money. Consumers may pay a little extra money since they
well know the quality of the brand and the quality of the service they will get.
Brand makes people save time and this is worth paying for. Sign of being a
brand, being a big brand is the devotion from the consumers or the amount of
preference (Angelmar et al. 2007; Kotler 2007).
IMPORTANCE OF LOGO
The history of logos goes back to prehistoric ages. The first logos have been
drawn on the walls of caves. The word ‘logo’ first used in ancient Greek. They
were the symbols consisting of one or more letters (Longboy 2005). These typi‐
cally represented the initial letters of a person or place for use on stationary and
signs. Many early Greek and Roman coins bear the monograms or logos of rul‐
ers or towns (Thomas 2000).
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As the world’s brands move into the twenty‐first century (Murthi and Srini‐
vasan 1999), logo design is becoming increasingly important as a means of dif‐
ferentiation because, in today’s massmarket economy, only companies that are
able to distinguish themselves from their competitors will succeed (Hankinson
2005). Companies are increasingly emphasising their corporate and brand iden‐
tities in trying to project a favourable image and reputation. A major problem
when dealing with the area of corporate identity is a lack of consensus with
respect to its basic concept (Melewar 2005). Companies use logos to convey the
unique identity of their products, services, or organizations. A great deal of ef‐
fort is expended on creating a logo so that it succeeds in generating a represen‐
tation in the viewer’s mind that parallels the company’s own concept of its im‐
age (Buttle and Westoby 2006).
As a symbol, brand is the design of brand’s name and elements of colour,
from and style in logo different from the competitions and with the concept
that will attract the attention of consumers and is the harmonious presentation
including local, folkloric and modern elements (Ar 2004). It is usually the de‐
signing forces that enhance a brand and build it as a world brand by creating
brand awareness. These are the elements that help the consumers to choose
that brand among the others. Brands have different symbols as they have dif‐
ferent names and people sometimes know these symbols better than the
brands; the star of Mercedes and the crocodile of Lacoste (Ar 2004).
Things which help well‐know brands to be recognized are firstly their
names and then their logos / emblems (Ak 2006). Visual identity (the logo of
the company) is the most important element that provides it to be perceived
and to make an impression in the brains creating it (Ar 2004). David Aaker in‐
dicates that there are four elements of brand value. These are being known,
perceived quality, brand devotion and brand connections (Borça 2008). Logo is
a symbol or an icon of a brand which could be stated as brand connections to‐
gether with personality of the brand, colors of the product, design, architectural
specifications (Moser 2007).
A logo does exactly that in a very subtle way, where part of a logo’s impact
comes from repetition, which is the very act of seeing a familiar symbol on a
continual basis. Every company, every branded product or service needs a logo
specifically for this purpose (Longboy 2005). The Nike swoosh. The Audi cir‐
cles. McDonald’s golden arches. These iconic logos are recognizable even when
the company name isn’t visible. Although it’s true that your brand identity is
not the same as your logo, your logo is still a large part of that identity, creating
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the visual impression in your potential customer’s mind. “Your logo is the sig‐
nature of your company says Mark Richardson, CR, president of Case De‐
sign/Remodeling Inc., which has franchises in about 50 cities with 180 territo‐
ries. You wouldn’t want to have 80 different ones (Biasi 2008).
Logos are one of the base elements in a corporate identity or brand identity
(Öztürk 2006). They are the visual representation of what a company is. They
trigger people’s memories of previous experiences with the company and other
implementations of the logo, leaving a greater impact than words can alone do
(Reid 2002). They are the graphic links to the message that a brand promises
and communicates and the relationship a company can develop between its
brand and its customers (Daun and Klinger 2006). So they become one of the
strongest tools for building and reinforcing a brand image and maintaining its
value (Angelmar et al. 2007). Also a logo plays a key role in building loyalty
and trust in a brand because it provokes an immediate reaction (Biricik 2006).
The logo must stand on its own and conjure in consumers’ minds the multitude
of images and emotions that the corporation it represents took years to estab‐
lish as the basis for its corporate identity. Logos that are able to do this will fos‐
ter consumer loyalty to their companies by reminding them of a positive corpo‐
rate image (Biricik 2006).
Communicating the brand message depends heavily on an effective brand
logo. The logo is arguably the most important part of the brand, as it is the part
of a company’s brand message that is most visible to consumers and, ideally, it
comes to stand for the brand itself in their minds (Biricik 2006).
As well as its corporate identity, an enterprise has a visual identity (logo)
under the framework of its corporate identity. Visual identity is the most im‐
portant element providing it to be prceived and to make an impresion in the
brains creating it (Ar 2004). Visual identity consists of 3 main elements: 1) Color
2) Form 3) Style
Visual identity is the basis of brand image. It mostly provides big support
and impetus fort he advertisement. This impetus surpasses the advertisements
in some brands and sometimes it solely makes impact of advertisement (Ak
2006). An important part of any marketing program related to enterprises prac‐
tice name, firm image, and positioning concept, is the communication process
often categorized as graphic identity (Rogens 1997). Throughout the modern
era, corporate logo design continued to increase in significance as a product
differentiator and a corporate identifier. Today, logos have become such a part
of the modern landscape that not only do we often fail to realize how ubiqui‐
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tous they have become, but we could hardly function without them acting as
signposts, helping us navigate supermarket aisles, news stands, department
stores, and even city streets. Busy consumers on the sidewalks of today’s me‐
tropolis, for example, are constantly on the lookout for logos that can direct
them at‐a‐glance to ATM machines, fast food restaurants, popular clothing
stores, and vending machines (Biricik 2006).
As a symbol, logos can be topographic, abstract, descriptive, or a combina‐
tion of these (Napoles 1988). Topographic symbols use either the company
name or its initials in a unique and distinct design. Abstract symbols usually
represent images in a stylized, simplified manner. A descriptive symbol is one
that relates a company’s products or services representationally. Whichever
type of logo is utilized, a determining factor should be the ability of the symbol
to communicate the company’s objective to its target market (Marti 2005). Mor‐
gan highlighted how what was once perhaps a simple process of selecting a
logo has become a complex decision:
And so the design of logos, which a generation ago was simply about find‐
ing a neat visual solution to a name, is today a much more complex process,
which feeds back into the internal culture of a corporation and outwards into
the market’s perception of its activities and offers (Buttle and Westoby 2006).
Logo creation is a base element in brand, corporate, and organizational iden‐
tity. Choice of logo can entail choosing between typographical, figurative, and
abstract images, or combining some of these elements. For example, the logo
for Coca‐Cola is typographic, with the name given a stylized font and colour
scheme. The Shell oil company uses an image of a shell as its figurative logo,
and logos for cars are typically abstract in choice, such as the Mercedes logo of
an encircled three points. Given that unique brand identity is the central fea‐
ture in creating a logo it is important to know whether one particular type of
logo is more accessible to the viewer in terms of associating the logo and the
brand name. In other words, is there a processing advantage to having logos
that directly represent the brand name (either typographically or figuratively)
compared to abstract logos?
While the use of logos may primarily be aimed at creating a distinctive way
to associate a brand name with a graphic representation, logos should also
convey the ethos of the brand they represent (Buttle and Westoby 2006).
To build such an image through logo design requires the use of all of the
tools a graphic artist has in his armory, such as fonts, color, placement, size,
pictures, and design motifs. Logosmiths know that some images require a
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sense of movement in the logo design, and that some logos need the strength of
heavy block lettering, and that logos for products for infants, for example, may
be best completed with soft pastels and lines that are rhythmic and flowing ra‐
ther than sharp angles (Longboy 2005). Diagnosing one’s logo is an exercise
every companies ought to do, using an objective eye to determine if the logo
projects the desired company or product image. Every company, every brand
needs a logo. No company or product should wander, faceless, in the competi‐
tive marketing jungle without one (Longboy 2005).
In design studies of logo that will be created the important thing is to be
able to capture the concepts of beauty and accuracy. Created styles should be
both appropriate to the subject and the work and beautiful. (Ak 2006). The last
memorable logo and corporate identity change took place in Şeker Piliç. Gen‐
eral Manager Asistant Emre Bor expressed that 2 million TL had been spended
on logo change and with this change investments in egg and water had been
combined in one logo. This effort and the economic expenditure exhibit suffi‐
ciently the importance of logo (visual identity) (www.cateringhaber.com ). Lide
Şeker Piliç, TRT, NTV, PEPSİ, and ALBARAKA TURK can be considere among
the important companies which made radical changes in their logos in 2009
(www.grafikhaber.net ).
Kotler indicated that atmospherics such as noises, sizes, shapes, scents and
colors could help create attention, convey messages and create feelings that
might increase purchase probability (Singh 2006). Another way to distinguish a
brand from another brand is colour. Colour is also a difficult element to work
on. While there are lots of words to create a name, there are very few alterna‐
tives to create a brand or a visual identity (logo). In the world of brands, red is
the colour of selling and is used to draw attention. Blue is used to convey sta‐
bility message and is the colour of leadership. Yellow is a neutral colour. As it
takes place in the middle of wavelenght that the eyes can choose, yellow is the
brightest colour and this brightness is used to draw attention. Green is the col‐
our of enviroment and health. White is the colour of purity, black is of luxury
and purple is of nobility and royality (Ries 2000).
While choosing acolour for a brand or a logo, administrators usually do not
regard the different identity that they want to create. They regard the mood
that they want to create. The best colour that will be choosen should be the one
which represents the category most (Ries and Ries 2000).
As the world continues to globalise, and as international travel grows, one is
seeing global hotel brands become more prevalent internationally. One of the
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challenges facing a globalising hotel industry is ensuring good marketing prac‐
tices in terms o developing a clear brand message for hotels. There needs to be
a greater attention to study of this by both academics and industry practitio‐
ners alike‐otherwise the chains in the industry are likly to slide into becoming
priced‐based commodities. In trackling this challenge, it is first important to
examine some of the fundemental concepts underlying the importance of
branding in the hotel industry. Only then it is possible to examine the use of an
integrated approach to developing brand messages (Chai and Hobson 2004).

village working in tourism contexture. In this concept web sites of 102 (%33)
out of 301 (Kültür ve Turizm Bakanlığı Antalya İl Müdürlüğü) four or five star
hotels and holiday village with Tourism Operation Licenced working in Anta‐
lya district are visited and examined in order to define the common elements
like colors, symbols, figures which form the logos together. Common colors,
symbols, figures and concepts which are used in hotel logos are defined and
analyzed by using SPSS program version 11,5.

Hotel enterprises can create loyal customers only if they become a brand.
Again Hotel enterprises which became a brand can make a good impression on
the customers and make them talk positively with the other people thus reduce
the commercial and marketing expenses (Selvi and Temeloğlu 2008). Branding
a hotel is more than just associating a property with a name an a logo (Chai and
Hobson 2004). Nevertheless hotel logos are one of the easiest ant effective re‐
minding factors of the hotel’s brand which are commonly used in commercials,
public relations, personal sales for the potential guests.

FINDINGS

One of the distinguishing features of touristic product from the other prod‐
ucts is that the production and the consumption happens simultaneously.. In
every phase of consumption, the customer (tourist) meets the hotel logo which
is the visual communication device of the hotel’s brand. There are logos on the
plates when eating, on the glasses when drinking, towels used after shower, on
the room keys or cards, on the telephone index card, on the sewing kit, on the
soaps or shampoo boxes . The invoice given to the leaving customer and the
envelope have logos on them as well. Shortly, a customer who is staying in the
hotel meets the hotel’s logo many times in 24 hours. In the hospitality industry,
Hilton, Sheraton, Marriott, Holiday Inn etc. are the hotel chains which have
become brands and the awareness of them come to the fore when their lolog
are seen.
On the effort of brand formation fort the destinations, the studies of deter‐
mining a logo and slogan are done. The availability of the determined logo and
slogan in every marketing activity enables them to be more perceptible and
easily‐remembered. The sun logo of Spain is one of the best‐known destination
logos (Özdemir 2008).
METHODOLOGY
The purpose of this work is to define the most common colors, symbols, figures
and concepts by examining the logos of 4 or 5 Star standard hotels and holiday

In this research first, common colors were tried to be defined and after this ana‐
lyze common colors used in logos are defined as in Table 1.

Table 1. Frequencies of the Colors Used on Hotel Enterprises Logos
USED COLORS
COLORS

FREQUENCY

RED

29

GREEN

34

BLUE

45

YELLOW

39

BLACK

19

BROWN

10

ORANGE

19

WHITE

42

OTHER

20

TOTAL

102

When the frequency of usage of the colors examined which were used on the
logos of hotel enterprises; most common colors defined as blue used (45) times
which brings to mind the sea and the sky, white used (42) times which brings
to mind purity, cleanliness and hygiene, yellow used (39) times which brings to
mind the sun and the sand, red used (29) times, gren used (34) times which
brings to mind the forest. Also orange and black used (19) times, brown used
(10) times among others uses in logos of hotel enterprisesIn the group of others
most common color is dark blue with (5) times. According to this table it can be
said that accommodation enterprises use the colors which bring to mind the
services or products they present to the potential tourists. Secondly in the re‐
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search, common symbols and figures were tried to be defined and after this
analyze common symbols and figures used in logos are defined as in Table 2.
Table 2. Frequencies of the Symbols/Figures Used on Hotel Enterprises Logos
USED SYMBOL/FIGURE
SYMBOL/FIGURE

FREQUENCY

SUN

29

SEA WAVE

23

STAR

24

FLOWER

12

TREE

7

BIRD

1

OTHER

20

When the frequency of usage of the symbols/figures examined which were
used on the logos of hotel enterprises; most common symbols/figures defined
as sun figure preferred (29) times, star figure preferred (24) times, sea wave
figure used (23) times preferred by the hotels. The sun reminds a hot climate
and holiday; sea wave reminds holiday, freshness, comfort and resting. And
the star figure is used to classify the hotel enterprises. Hotel enterprises, espe‐
cially the 5 starred ones want to express their superiority by using stars in their
logos.
Thirdly in the research, common expressions were tried to be defined and
after this analyze common expressions used in logos are defined as in Table 3.

Table 3: Frequencies of the Expressions Used on Hotel Enterprises Logos
USED EXPRESSIONS
EXPRESSIONS

FREQUENCY

HOTEL

80

HOLIDAY VILLAGE

3

RESORT

21

PALACE

4

BEACH

6

CLUB

4

SPA

5

OTHER

36
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When the hotels which were taken in the research examined; it is defined that
80 percent of them used the expression of hotel and 21 percent used the expres‐
sion of resort in their logos. Other expressions boutique, grand, prestige, resi‐
dence, village were used in some hotel logos as well. Some hotel enterprises
just used their names in their logos.
CONCLUSION
One of the key pillars of the tourism sector, the hotel business, can only reach
to the goal of profitability and the positive image by being a brand hotel. Hotel
enterprises are required to recognize their own abilities and specifications in
order to be a brand.
Brand hotel enterprises can establish an emotional bond by the customers
(tourists) by the help of the products and services they provide with quality
and reliability. Thus, the sale of the brand hotel enterprises products such as
the accommodation, eating‐drinking, entertainment, etc. if wanted to be bought
by the potential tourists again then the only way to distinguish it from others is
the logo which is the easiest and simplest expression of the brand.
Under review in the work blue, white, yellow, green, red have been identi‐
fied as most common colors used by the hotel enterprises in their logos. These
colors are definetly suited to the concept of sea (blue), sun (yellow‐red), sand
(yellow) which is in total harmony with Antalya’s destination in the triangle of
sea, sun and sand where we chose the hotels operate for our research. White is
very important for hotels expressing cleanliness, hygiene, health and nature,
green is in vogue recently, expressing the nature, unspoiled environment and
sustainability. If this work comprised sustainable nature tourism activities or
more intensive in an area that had been green, and the green tones, perhaps
would come out to be the most widely used color in the logos. As a result, it is
defined that the products and features offered by the hotel enterprises are rep‐
resented by the suited colors used in their logos.
Detected that the sun, stars and sea wave has been used more frequently by
the hotel enterprises as the symbol of the logos. Star is one of the classification
methods of the hotels for this, hotels mostly use stars in their logos to express
that they are top‐class hotels. The sun and the sea waves could be accepted as
symbols for expressing the kind of vacation destination which was mentioned
above. Hotel and resort phrases are used often in the logos of hotel enterprises.
This can be accepted as a reminder for the customers to make sure that the logo
they faced during the day among many other brand logos belongs to a hotel.
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Well designed logos will have positive effect on the way to reach the mar‐
keting targets of a hotel since tourists mostly stay in hotels for holiday pur‐
poses between the period of 7‐14 days and during this time they face the logo
on the plates when eating, on the door keys or cards, on the towels, on paper
napkins, or on the carpet laying on the floor.
Effective and successful business of determining of the logos, along with
other factors will contribute to the hotelʹs trademark. At this point, while an
effective logo design, keeping in mind the following suggestions may be helpful.
1. First of all hotel enterprises must be in the effort of the quality service
and customer satisfaction to brand their products and services.
2. Colors used in the hotel logos should not be determined randomly just
to create a logo. Color selection should help to perform the marketing
and sales, also reflect the culture, personality and the concept of the en‐
terprise. Logo must be created in a color sense. Accomodation enter‐
prises should have a colour.
3. Color should be used with symbols which will be remembered easily
such as display, font, etc..
4. Logo must be remembered. Should provide information about the
product. For example, such expressions as hotel, resort, holiday village
placed on the logos explain in which area the brand is operating.
5. Distinguishing elements should be expressed on the logos. For exam‐
ple, if a hotel enterprise has the appearance of a palace should have
ʺPalaceʺ as the expression. (Topkapi Palace, Kremlin Palace Hotel.)
6. Logos must be simple, in convenient size, understandable (clear), and
must be registrated.
7. The hotel logos must be comprised of colors, symbols and expressions
which reminds the individuals their longing for the vacation and their
needs waiting to be satisfied.
8. The use of slogan together with logos enables accomodation enterprises
to be remembered.
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ABSTRACT
This paper presents the results of a study which, using recent literature on information, communication and tourism technologies as its theoretical basis, aims to evaluate the way in which three golf tourism destinations – the Algarve, Andalusia and Florida – position themselves through their web pages. Using a methodological approach
proposed by the World Tourism Organization (1999; 2001), the main characteristics of
each destination were identified and analysed. Following this, recommendations and
a set of good practices (including techniques, design and content) are presented in order to improve online strategic performance. The results highlight three fundamental
aspects: (i) the web pages of the golf courses analysed are still underdeveloped on the
whole; (ii) the return on the use of this electronic channel is still in its embryonic stage;
(iii) the clients, suppliers and partners of the golf industry could be more active. From
this, we conclude that the opportunity for development in this area, and in information
technologies in a broader sense, is essential for competitiveness in the golf tourism
sector.
Key words: internet, golf, e-commerce.

INTRODUCTION
Fierce competition in business nowadays means that it is crucial to be able to
respond to the evolving needs and expectations of clients, as well as to techno‐
logical innovations. Consequently, services and products not only have a re‐
duced life cycle but also require continuous improvement. Advances in Infor‐
mation and Communications Technology (ICT) and, more recently, the inter‐
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net, offer a range of new opportunities to enable businesses to interact and deal
with aggressive competition in a more effective and efficient way (Hoffman et
al. 1995, Hornback 1995, Kalakota and Whiston 1997; Bayles 1998). The changes
occurring in tourism, the level of competition among products and tourist des‐
tinations and alterations in tourist behaviour are all aspects which have to be
managed from the point of view of the strategic planning and development of
tourist spaces (López, M.Luna, H, Martinez 2006; Colak and Aydinoglu 2006).
Tourism services, given their intangible nature, cannot be sampled before
their acquisition, so pre‐purchase evaluation depends on the information avail‐
able, in both printed and audiovisual formats. Virtual exhibitions and digital
photography, which make up part of the multimedia and interactive nature of
the web, are giving a new dimension to the marketing of tourist destinations
(Buhalis 2003; Park and Ulrike Gretzel 2007). A website can offer the opportu‐
nity for a swift virtual trip to the destination through images and additional
information such as a simulation of the level of difficulty of a particular golf
course. Interest in the study of tourism is relatively recent. It is remarkable,
however, that there is very little literature and scant research on golf course
management, despite the fact that golf is becoming increasingly significant as a
leisure activity. It is undeniable that golf makes a direct contribution to the
growing importance of tourism in some destination areas. Golf tourism has a
structuring effect on both national and regional tourism activity, affecting re‐
gional destinations at different levels.
The central idea of this project was to identify the strategic potential of the
internet as a new sales channel for rounds of golf and thus to answer the ques‐
tion as to whether the internet is in fact a suitable channel for this. At the same
time, the study aims to answer the following questions: (1) Will the use of ICT
be beneficial to golf course management? (2) If so, what type of business trans‐
formations will be enabled by the inclusion of the internet in this activity?
A golf business can opt to reduce its dependence on intermediaries and op‐
erators by using ICT. On the other hand, rather than eliminating intermediar‐
ies, it could choose to support them by means of ICT and establish strategic al‐
legiances and partnerships with new or existing agents through a complex
network of relations.
The Algarve is the most important Portuguese golf resort area, and its com‐
petitiveness with Spain, North Africa and America becomes, day after day,
more significant (Correia and Martins 2004).
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Since there are different options in the way in which the relations between
golf courses and their ultimate objective – to sell rounds of golf – are mediated,
we decided to analyse three destinations: the Algarve, Andalusia and Florida.
The reasons for selecting these destinations were essentially based on the fol‐
lowing factors:


Andalusia and the Algarve appear to be similar in the way their golf
courses are commercialized; thus, and due to their geographical
proximity, it might be possible to develop strategic partnerships be‐
tween the two regions.



We considered that the inclusion of an American state (Florida)
would enrich our analysis, since on the one hand it has some geo‐
graphical and tourist characteristics that are similar to the other two
destinations and, on the other hand, it is a place where one would
expect e‐commerce to have an important role overall.

Tourism and New Information and Communication Technologies (NICT)
constitute two of the biggest and most dynamic industries in the world. For
each golf player who organizes a trip, there will be large numbers of messages
and other pieces of information which have to be transmitted, such as itinerar‐
ies, reservations, timetables, as well as information about services, the destina‐
tion to be visited, client and payment details.
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Although there are publications on how to design a successful website, ac‐
cording to Bauernfeind (2002), the suggestions given are largely based on the
authors’ preferences and perceptions, without scientific validity. Moreover,
complexity increases when the sector of activity is not well defined.
Given the importance and credibility of the World Tourism Organization
(henceforth WTO) and, as mentioned above, the scarcity of studies in the field
of research, we chose to follow WTO’s methodological guidelines to evaluate
the three tourist destinations’ sites. Even though the approach of these organi‐
zations is significantly wider, for it applies these guidelines to Destination
Management Organization (DMO), it seemed to be applicable to our data
analysis.
Accordingly, the items considered for this study read as follows:
1.

Home page presentation: should be clear and attractive; give a positive
image.

2.

General information (destination) and specific characteristics: should be
innovative, interesting, avoid confusion and chaos; few text chunks;
colours, photos, graphics and maps can be used as page dividers;
virtual visits through the golf course.

3.

Web design and functions: users should feel involved in the marketing
process, by having the option of choosing their itinerary and golf cir‐
cuit.

4.

Information /Product facilities: should include information regarding
club house, driving range and lessons, amongst others.

5.

Reservations: should enable immediate online reservations.

Literature Review
The first step of our research was to consult the literature on golf in general and
it became apparent at this stage that there is an urgent need to increase and de‐
velop critical research on this industry. By far the most recurrent theme in the
studies we consulted is the environment. Besides this, some researchers have
examined the construction and design of golf courses, whilst others have ex‐
plored the area from the health perspective. In the area of sport, golf has been
studied for the technical specificities and psychological demands associated
with it. The number of articles appears to have increased in proportion with the
growing renown of Tiger Woods, whose rise to fame began at the end of the
1980s. A limited number of studies are related to golf management, and even
fewer to golf and ICT. Furthermore, the lack of an academic journal dedicated
to this emerging industry is a sign of the paucity of academic research into golf
to date.
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We decided to add a new analytical criterion to the WTO list: the criterion of
accessibility discussed below. The growing level of competition in golf tourism,
particularly in Europe (with emerging destinations such as Tunisia, Greece and
Eastern European countries) makes effective promotion essential. However,
this study will try to understand whether all the entities that invest in the
internet know how to reap the benefits that this technology offers. This there‐
fore justifies the importance given to understanding the main criteria used by
the destinations under study.
The main objective of this study is to explore the level of development of e‐
commerce in golf in three different regions – the Algarve, Andalusia and Flor‐
ida – and to discover what might be lacking in this area.
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So as to delineate the area of our research, we need to define the concept of
electronic commerce. We understand e‐commerce to comprise all forms of
commercial transaction or exchange of information based on the transmission
of data by telecommunications networks such as the internet.
Given our research environment, we will focus on B2B and B2C, complete
and incomplete purchasing processes, and the internet. At present, B2B and
B2C are the most widely used forms of e‐commerce. Recent trends in tourism
point to a greater level of acceptance of online bookings which are now being
made on an increasingly large scale.
Our research ultimately aims to improve the quality and efficiency of online
customer management in the golf sector of tourism. The drawing up of a man‐
ual of good practice will formalize this macro‐objective. In order to do this, we
need to ascertain the level of development in terms of e‐commerce of the golf
organizations under study, through an analysis of their web pages. We there‐
fore posited the following specific research questions:


What is the definition of e‐commerce in golf (online golf), what are
its defining characteristics and what is its level of development?



Are we looking at a new way of managing clients, a more modern
way or simply a pretext for modernization?



Overall, what types of relationships are there with other distribution
channels?

As already stated, the ultimate objective of this research is to provide not
only an evaluation of the situation but also to design a code of good practice in
order to improve the online relationship with golf clients in the three destina‐
tions under study.
METHODOLOGY
In order to ascertain the level of e‐commerce development we applied a
method of evaluation of the content and services offered via the internet using
a comparison grid conceived by the WTO. The data was collected between the
8th ‐28th July 2008. The sample is composed of 205 web pages, of which 31 re‐
late to the Algarve, 74 to Andalusia and 100 to Florida. As there are clear dif‐
ferences among the destinations, we defined criteria which aimed at minimiz‐
ing these differences. Firstly, we chose to collect data from web pages that were
dedicated to eighteen‐hole golf courses. This decision was motivated by the
characteristics of nine‐hole courses, which are not so technical and do not abide
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by the basic rules of the game. They are generally geared towards satisfying the
needs of resort hotel guests. We also ruled out municipal golf courses, as well
as those belonging to universities or the armed forces, due to the nature of
these organizations. Users of these types of courses tend to be local citizens,
students and military personnel respectively.
For the Iberian destinations, the selection of websites was exhaustive. How‐
ever, in the case of Florida we used a sample of 100 websites. In order to con‐
struct the sample, we consulted the most credible institution for this effect, the
National Golf Foundation (NFG). The NFG gave us access to their “Golf Facil‐
ity” database. This allowed us to construct our sample with a greater level of
confidence. After applying our filters (type of course and model of use) we also
considered the relative weighting according to the number of golf courses per
region.
We consider this study to be reliable in that all the procedures adopted have
been documented and are available to those who wish to replicate it or carry
out further studies in the future. Our sample is non‐probabilistic and quantita‐
tive methods were used for data analysis. This method was selected since it is
typically used for exploratory projects, pilot tests of surveys, the construction of
hypotheses and the treatment of homogeneous populations, among others
(Aaker, David, Kumar and Day 1998).
To analyse the websites we used primarily a manual method which consisted
of researcher observation. This was complemented by an automated method
using the TAW (3rd version) tool (http://www.tawdis.net). This method was
used to assess the accessibility criterion.
Following the general methodology proposed by the WTO (1999; 2001) the
principal characteristics of each of the 205 websites were identified and ana‐
lysed. We constructed an analysis grid based on the one used for the above‐
mentioned WTO studies. The grid variables represent different dimensions.
Like Morrison et al. (1999), we believe that the performance of a site is a multi‐
dimensional construction. The criteria used for the analysis of the web pages of
the three tourist destinations can be seen in Figure 1.
We selected the following items to determine the specific aspects of analysis
which best related to our particular research into the web pages of golf courses
(please see Appendix 2 for detailed description): General information of inter‐
est; Tourist information; Online transactions; Participation channels; and In‐
formation that enhances commercial transparency.
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tive. Although the methodology adopted was adapted from a grid proposed by
the WTO, this type of research would be well complemented by assessments
made by the actual users of the websites.
Analysis and discussion
As table 1 below clearly illustrates, the most frequent feature found on the
homepages of the three destinations analysed is the company logo. On the
other hand, the importance given to the main page menu varies across the sites
visited. Less than half of the Andalusian sites have a menu on the homepage,
although more than 80% of the Florida and Algarve pages present this feature.

Golf Courses

Table 1. The most and least frequent attributes on golf course websites

Reservations

Accessibility

Figure 1. Criteria for the analysis of golf course websites

Accessibility
The main objective of tools such as the TAW tests (at (http://www.tawdis.net) is
to promote accessibility as a prerequisite in the design and creation of web
pages so as to permit access to all and avoid cyber‐exclusion through disability.
The tools allow the detection of accessibility problems according to the norms
developed by the Web Accessibility Initiative (WAI) through the W3C. We
used the TAW tool, which functions by simply introducing the URL of the
website under analysis. An analyst reads the page and verifies whether or not
the WAI norms have been complied with. A report is produced which high‐
lights the accessibility problems found by placing alert icons on the page(s)
analysed.
Critique of method
This study presents an analysis of websites at a particular moment in time. A
longitudinal study of the sites of the three different destinations over a period
of time would be useful, to verify and assess any changes made. Furthermore,
methods that rely on researcher observations always entail a reductive perspec‐

The most frequent attributes

The least frequent attributes

Logo (92%)
Graphic Image Golf Course (81%)
Club House (81%)
Company Information (80%)
Maps and addresses (77%)
Driving Range (74%)
Architect Information (73%)
Homepage Menu (71%)

Accessibility sign (0%)
Insurance and Return Policies; Insurance
Politic in-out Golf Course; list of site
awards; benefits in becoming a member
via online (1%)
FAQ, Cars with GPS; Global Search (5%)
Information online transactions (6%)
Caddies; Book on line in real time
and GDS (8%)

A further characteristic of the homepages that differentiates the three desti‐
nations is the presence (or not) of real estate (see appendix 1).The importance of
this sector for the Algarve golf courses is revealed by its presence in 42% of the
Algarve pages, compared to just 17% of the Andalusian pages and 13% of the
Florida pages. The presence of the real estate business is marked by specialized
information on the menu as well as allusive images. In the case of the Florida
pages, property sales promotion is much less explicit. In the few cases where it
was identified, it was through links to facilitate access to companies involved in
the real estate business (which might or might not be independent of the com‐
pany that manages the golf course). In the Algarve, the reasons for the highly
visible presence of the real estate sector might be found in the fact that golf is a
very recent industry, which is seeing a parallel growth in related accommoda‐
tion construction projects and a strong dependence on the international market
(there are very few national federated players).
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In terms of general information on destination, the importance given to
‘maps and directions’ is similar across the three destinations. However, the
Andalusian pages differ from those of the Algarve and Florida in their stronger
emphasis on graphics, both in relation to the destination itself and the technical
details of the golf courses.
The fact that a mere 4% of the sites visited have a FAQ (Frequently Asked
Questions) section seems to suggest a passive attitude on the part of those re‐
sponsible for the web pages under study.
In global terms, the content indicators reveal that the information regarding
the golf courses and their respective facilities is the most unanimous aspect of
the sites analysed. It therefore appears that the majority of the organizations
under study are conscious of the potential offered by their web pages as a
means of disseminating information. Technical aspects such as the scorecard,
the name of the architect, the club house, driving range, putting green and so
on are features which can influence the choice of course or destination.
We would, however, suggest that aspects such as security policies, environ‐
mental certification and the importance granted to the function of greenkeeper
should have more salience in the future. Furthermore, and since natural catas‐
trophes such as the Tsunami and Hurricanes Katrina and Rita will not, unfor‐
tunately, be unique, it is advisable that golf courses should differentiate them‐
selves in terms of integrated environmental management policies, with infor‐
mation as to the variables that contributed to their adoption.
The lack of visitor/client involvement with the sites is evident from the low
number of online services offered. In fact, since visitor/client interaction with
the sites is still in an embryonic stage, few sites have online services. It is, how‐
ever, through these services that the client has real opportunities to interact
with the company.
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ent itineraries within one region or in different destinations. It is essential, in
short, to overcome the current attitude that a mere web presence is enough to
ensure some market power.
After the analysis of 205 pages, we were able to better define e‐commerce and
to affirm that Business to Consumer (B2C) is the most used model across the
three destinations under study. Indeed, it could be argued that the limited
amount of Business to Business (B2B) activity constitutes one of the weaknesses
of the sites. Interaction between the golf supply sector and tour operators is in
fact non‐existent, despite the fact that tour operators still play an important role
in this sector. It seems to us to be a bad strategy to underestimate this channel.
In trying to define the e‐commerce and performance of the 205 websites ac‐
cording to the purchasing process, we noted the high percentage of sites in
which this service is incomplete. The majority of pages allow the client to be
‘seduced’ by the product and there is often the possibility to request it, but the
finalization of the transaction is not made through this channel – there are
other means of finalizing the process.
Of the three destinations studied, it is Florida that offers the most online ser‐
vices. Some Florida‐based websites offer direct discounts for rounds booked
online as well as special prices if the client becomes a member. Florida is thus
ahead of the other two destinations in terms of its member management function.
In short, the level of e‐commerce development in this area is still growing, al‐
though some of the Florida‐based sites have more advanced levels of develop‐
ment compared to the other two destinations.
Good Practice
Having analysed the 205 websites from the three golfing destinations, we con‐
sider the following points to correspond to overall good practice:

Information is made available and reservations for rounds of golf can be
made, but information sharing and win ‐ win relations are practically non‐
existent. Florida is slightly more active in this respect since it has a greater
number of sites through which rounds of golf can be reserved in real time.
There are also partnerships with specialized companies, among other services.



The homepage should contain sufficient summarized information on
the menu, including technical questions. It should be attractive and,
obviously, include the company logo.



It is important to transmit a positive image of the destination and to
allow the visitor to locate the golf course through maps.

We believe that in the future, interactive services will be better developed, al‐
lowing golfers to draw up their own itineraries, for example. They will be able
to put personal data (including information about availability, desired levels of
expenditure, and golf handicap) into the system, allowing it to produce differ‐



The web pages and their content should be regularly updated. The
website contributes to the image of the company and reflects its
strategy.
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Each page should be clearly and simply organized. Information
should be presented in an interesting and user‐friendly manner.
Technical information such as training facilities, scorecards, design
of the holes and the architect is much appreciated by the players
who visit the website.

(which incorporate the green fees for several golf courses across Andalusia and
the Algarve), transport networks, more reasonable green fees and special offers
for website users, as well as tournaments or competitions between regions are
all strategies for reinforcing the prestige of regions as golf destinations. Such
efforts would, we feel, reap their own rewards.



The website user should be able to quickly determine what informa‐
tion is contained on the site and be able to find specific information
easily. Relevant information that is not included on the site should
be made available through links.



The website should be as interactive as possible.



Options that facilitate navigation of the site and simplify the obtain‐
ing of information should be used (e.g. a search option, links be‐
tween the homepage and other pages, etc).

The internet is certainly a suitable channel for the promotion of golf tourism,
since the profile of a golfer typically corresponds to the profile of an internet
user (both have high levels of education and income). Besides this, opting for
this channel of communication is a growing global trend and the emerging
markets for golf travel ‐ northern and Asian countries ‐ also have the greatest
proportions of internet users.

CONCLUSION
The research method used for this study allowed us to meet our main objective,
which was to analyse the way in which golf is promoted through websites in
three destinations. In order to be able to state with confidence that the internet
provides a new form of customer management, the sites we visited would have
to develop more activity and new strategies. In fact, few are the sites that seek
win‐win relationships with clients. The potential of this channel is under‐
explored and undervalued by golf management bodies.
From our analysis, we were able to verify that the golf courses studied hardly
benefit from joint strategies, either at the level of the destination or in isolation.
An example of this is the lack of links with other companies (partnerships) or
other actions that entail this model of business. Nonetheless, there is a notice‐
able increase (particularly in Florida) in the digital industry surrounding golf,
namely ICT companies, sponsoring companies, equipment companies, related
products, associations and institutions. All these elements can naturally be
found online and many of them can be found simultaneously in domain‐
specific portals, where they supply products and content in a particular area,
often with the possibility of carrying out transactions.
The online sales of rounds of golf, particularly in the Algarve and Andalusia,
are still barely significant. We believe that these two destinations could, in the
near future, benefit from the opportunities that the internet can provide. Fur‐
thermore, we would suggest that partnerships such as Mediterranean ‘passes’

The results obtained from this exploratory study make it clear that, among all
the services and functions offered by golf courses via their web pages, it is the
informative function that dominates. On the other hand, the presentation of
this information is quite differentiated among the web pages analysed. The
analysis of this variable according to the client might, however, be prejudicial
due to the time and effort needed to familiarize oneself with the particularities
of each page. Although there are golf courses which are taking advantage of
the possibilities offered by the internet as a means of providing personalized,
tailor‐made services, which are innovative and competitively priced, this ten‐
dency was only verified in some of the Florida sites.
In the case of golf courses, it would appear that the first phase (using the
internet as an electronic brochure) has, in general, been passed through. What
now marks the difference between the more innovative companies and the less
developed ones is the creation of a sense of value for the client and customer
loyalty.
It will not be through technical aspects (which are, after all, easy to replicate)
that organizations will differentiate themselves. It will be through the offer of
unique services (thus augmenting the perceived value) for tourists, especially
interactive services that are aimed at personalization.
Finally, to support future research and give it some coherence and consis‐
tency, it is essential to establish a research centre to unite researchers of differ‐
ent nationalities who could share different experiences and knowledge of (and
for) the industry.
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ABSTRACT
This paper assesses the wide range of impacts that tourism has on the livelihoods of
rural residents in parts of East Africa. It illustrates that a focus on livelihoods offers a
useful perspective on tourism for enhancing local benefits. It contrasts with conventional tourism perspectives which tend to focus exclusively on economic, commercial
or environmental impacts. It also contrasts with narrow assessment of local benefits
focusing only on job creation and cash income. Taking a livelihoods perspective helps
identify the wide range of impacts direct and indirect, positive and negative that matter to local people.
Key words: tourism, local people, East Africa.

INTRODUCTION
This paper assesses the wide range of impacts that tourism has on the liveli‐
hoods of rural residents in parts of East Africa. The review serves as the basis
for two conclusions: firstly, that a focus on livelihoods offers a useful perspec‐
tive on tourism for enhancing local benefits. It contrasts with conventional
tourism perspectives which tend to focus exclusively on economic, commercial
or environmental impacts. It also contrasts with narrow assessment of local
benefits focusing only on job creation and cash income. Second, tourism’s con‐
tribution to livelihoods can be enhanced by adjusting decisions on what is de‐
veloped and how, in ways that reflect people’s livelihood priorities. This has
implications for how tourism planners, other policy‐makers, communities,
businesses and non‐governmental organizations (NGOs) work.
The approach outlined here also provides an example of how livelihood
analysis can be applied to a sector. In this case the focus is tourism in rural ar‐
eas, and often on an unusual type of tourism which is managed by communi‐
ties. But the principle of assessing a range of livelihood impacts, and identify‐
ing how social policies can be adjusted to enhance impacts, could be applied in
other sectors. The papers starts with a brief background on three East African
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countries of Uganda, Kenya and Tanzania indicating the historical, geographi‐
cal, social, economic and political dimensions of the three countries, then after
it gives some background on three contextual issues: conventional approaches
to analyzing tourism, tourism in East Africa, development of tourism in rural
East Africa; and patterns of rural livelihoods in the study areas, Uganda, Kenya
and Tanzania. Then, the paper goes on to analyze the wide range of impacts on
livelihoods that local people, NGOs, government bodies, ministries, researchers
and extension workers have identified. It uses the ‘Sustainable Livelihoods’
framework to analyze these. The paper also considers the implications of the
analysis of impacts. It demonstrates how some tourism initiatives by both
communities and government have been adapted to reflect livelihood priori‐
ties. It concludes that understanding the wide range of livelihood impacts of
tourism – and adapting to them – is essential if the local development impacts
of this growing sector are to be enhanced.
The examples used in this paper come mainly from the local regions of East
Africa, where there are many local level tourism initiatives. While ‘community
tourism’ is just one small segment of the tourism market, the initiatives that
closely involve local residents are particularly useful for understanding the
wide range of livelihood impacts, and how plans are adapted by people ac‐
cording to livelihood concerns. The analysis and examples are drawn from sev‐
eral years’ experience of Uganda Community Tourism Organization (UCOTA),
Eco Tourism Kenya (ETOK) and Tanzania Natural Resource Forum (TNRF), a
wide range of literature, plans and activities of communities who are establish‐
ing wildlife conservancies1, including participatory planning of tour‐
ism/wildlife that was done with the communities in 2000, and recent (2008)
tourism negotiations.
REEARCH AREA
Uganda
Uganda is an equatorial nation in East Africa of nearly 32 million people (Cen‐
tral Intelligence Agency 2009). Roughly 80% of Ugandans are dependent on
subsistence farming to meet their daily needs (Uganda Ministry of Water,
Lands and Environment 2002). Uganda’s president has referred to subsistence
farming as ‘‘disguised unemployment’’ (President Museveni 2002). Kampala is
the capital of Uganda. While Uganda’s subsistence farmers produce enough
food to support a family, they produce little surplus for trade. Thus, capital for
investment is limited and rural Uganda is extremely poor.
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Politically, like most African countries, the territory known as Uganda was
an arbitrary creation of the European colonial powers. The borders cut across
and brought together a whole range of ethnic and linguistic groups. It gained
her independence from British in 1962, and up today it is under the rule of Re‐
public Government (Uganda Government 2000). English became an official
language for Uganda after independence in 1962 (Ministry of Local Govern‐
ment 2000).
Kenya
The Republic of Kenya is a country in East Africa. Lying along the Indian
Ocean, at the equator. The capital city is Nairobi. The population has grown
rapidly in recent decades to nearly 38 million. Kenya has numerous wildlife
reserves, containing thousands of animal species, just like Uganda, Kenya was
colonized by the British and got her independence in 1961 (Central Bureaus of
Statistics (Kenya) 2009). After independence, Kenya promoted rapid economic
growth through public investment, encouragement of agricultural production,
and incentives for private and foreign industrial investment. Gross domestic
product (GDP) grew at an annual average of 6.6% from 1963 to 1973. Agricul‐
tural production grew by 4.7% annually during the same period, stimulated by
redistributing estates, diffusing new crop strains, and opening new areas for
cultivation (Central Bureaus of Statistics (Kenya) 2009).
Tanzania
The United Republic of Tanzania is a unitary republic composed of 26 regions.
Tanzania is mountainous in the northeast, where Mount Kilimanjaro, Africaʹs
highest peak, is situated. To the north and west are the Great Lakes of Lake
Victoria (Africaʹs largest lake) and Lake Tanganyika (Africaʹs deepest lake,
known for its unique species of fish). Central Tanzania comprises a large pla‐
teau, with plains and arable land. The eastern shore is hot and humid, with the
island of Zanzibar lying just offshore The economy is mostly based on agricul‐
ture, which accounts for more than half of the GDP, provides 85 percent (ap‐
proximately) of exports, and employs approximately 80 percent of the work‐
force. Topography and climate, though, limit cultivated crops to only 4 percent
of the land area. As of 2006, the estimated population is 38,329,000, with an es‐
timated growth rate of 2 percent (Department of Economic and Social Affairs
Population Division Tanzania 2009).

Figure 1. Map of East Africa

CONVENTIONAL APPROACHES TO TOURISM
In many developing countries, Uganda, Kenya and Tanzania, four different
perspectives on tourism can be distinguished:







Economists generally see tourism as a route to macro‐economic
growth, and particularly a means of generating foreign exchange,
For the private sector, tourism is a commercial activity, so the main
concerns are product development, competitiveness and commercial
returns,
Many conservationists now see tourism as a form of sustainable use
of wild resources, and hence as a way to enhance incentives for con‐
servation,
For rural people, and the development NGOs that support them,
tourism is one component of rural development.

Each of the first three incorporates some recognition of the role of tourism in
local development, because local development contributes to growth, protects
the product, and generates conservation incentives. But none places the inter‐
ests of the poor at the centre, as the livelihoods approach does. The livelihoods
approach s used to help develop the forth perspective, to explore how devel‐
opment impacts can be expended while recognizing the continuing prevalence
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of the other three perspectives. Development impacts are too often equated
with jobs and cash particularly by planners, donors or conservationists coming
from other perspectives. A livelihoods approach helps broaden the scope of
analysis to a wide range of livelihood impacts. In doing so it seeks to reflect
better the more complex reality of poor people’s concerns and aspirations
(Caroline 2000)
TOURISM DEVELOPMENT IN EAST AFRICA
East Africa has it all with respect to a total ecotourism experience; the region is
the home to the endangered mountain gorilla, and the chimpanzee and 10
other primates. While the wildlife herds were decimated during the colonial
rule of the British, there numbers are on the rebound. East Africa has more than
100 large mammals and the birdlife is incomparable and is considered to be the
finest birding country in Africa, with over 2,000 species. The source of the Nile
River flows from Lake Victoria. Rafting, mountain hiking in the Rwenzori
Mountains, visiting the rain forests and the many national parks are available
in a region that sits on the equator and is only 91,344 square miles in size. As
Sir Winston Churchill noted in his book My African Journey. “For magnifi‐
cence, for variety of form and color, for profusion of brilliant life – plant, bird,
insect, reptile, beast – for vast scale … East Africa is truly the pearl of Africa.”
(Donald, Audrey, Caleb, Ashagre 2001).
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Table 1. Tourist Arrivals in East Africa 1988‐2008
Year
2000

Tourist Arrivals
943,458

2001

993,111

2002

1,235,073

2003

1,383,790

2004

1,467,348

2005
2006

1,479,755
1,630,000

2007

1,762,000

2008

1,740.000

Source: Uganda Bureau of Statistics 2009.

Information on the tourist country of origin gives an idea of the markets that
of the markets that the region is attracting tourist from and is available from
the 2001 survey. Countries of Britain and United States are the major markets
for tourist to East Africa. With respect to purpose of the visit, 40.9 percent of
the visits were for business and professional reasons, followed by visits to
friends and relatives at 25.0 percent and holiday and vacation at 21.8 percent.
In the case of the United States 29.2 percent of the visits were for holiday and
vacation compared to 27.9 percent for business and professional and 20.7 per‐
cent for visiting friends and relatives. Table 2.0 provides information on the
length of stay in East Africa by the country of usual residence. (UBS Uganda 2009).
Table 2. Tourist visitors by nationality and purpose of visit (1988‐2008)

Popular Tourist Attractions in East Africa

Country of Nationality
Australia

Business
63,000

Holiday
159,000

Friends & relatives
48,000

Religious
6,000

Transit
0

Kampala City Tours, Nairobi City Tours and Dodoma City Tours are the most
popular tours made in East Africa (19 percent), followed by Water Rafting on
the Nile (Bujagali Falls) (10.6 percent) and Murchison Falls (7.0 percent). Ssese
and other Lake Victoria Islands are also important attractions (6.7 percent).
Kampala City Tours include visits to Kasubi Tombs, National Museum and
beaches and other attractions within the Kampala, Nairobi, Mombassa, and
Entebbe areas. Water rafting currently appears to be the single most popular
tourist attraction for East Africa (MTTI Uganda 2009).

Belgium
Canada

104,000
81,000

93,000
129,000

45,000
54,000

0
12,000

36,000
3,000

D.R Congo

81,000

6,000

21,000

0

0

Denmark

128,000

84,000

51,000

9,000

10,000

France

90,000

60,000

72,000

0

0

India
Germany

162,000
162,000

54,000
120,000

69,000
63,000

3,000
0

4,000
19,000

Holland

107,000

126,000

27,000

0

18,000

Israel

24,000

246,000

15,000

6,000

0

Italy

102,000

94,000

54,000

0

19,000

Norway

174,000

30,000

51,000

9,000

30,000

Trends and Statistics for the Tourist Industry in East Africa

South Africa
Rwanda

194,000
96,000

36,000
39,000

9,000
78,000

7,000
9,000

30,000
9,000

The level of tourism to East Africa has increased dramatically. Data for 2000 to
2008 are presented below. The table shows the trend in arrivals for this sector.
The data indicate an increase from 943,458 tourist arrivals in 2000 and an esti‐
mated 1,740,000 in 2008. This represents an increase of over 800,000, over a 7
year period or roughly 70 percent per year.

Sweden

192,000

36,000

57,000

0

0

Switzerland

129,000

111,000

56,000

0

0

USA

81,000

87,000

60,000

39,000

7,000

Zimbabwe

254,000

0

21,000

0

0

2,224,000

1,510,000

851,000

100,000

185,000

TOTAL

Source: Uganda Bureau of Statistics, Bank of Uganda and MTTI 2009.
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LIVELIHOOD STRATEGIES IN RURAL AREAS.
Agriculture (livestock keeping and/or crop production) is a core activity for
virtually all rural households, but the sole activity for virtually none. The live‐
lihood strategies of rural households vary enormously, but a common strategy
is for household members to undertake a range of activities which each in some
way contributes to one or more of household needs. Most households rely on a
range of natural resource uses, and on off‐farm income from employment or
remittances. Diversified strategies are essential in East Africa because of the
semi‐arid to arid conditions in which even the highest rainfall areas are mar‐
ginal for rain‐fed crop growing and drought is a common occurrence. Live‐
stock, in particular, contributes in some way to most households’ needs, and is
indeed a primary land‐use in the area. The lack of perennial water in some ar‐
eas means greater dependence on livestock, natural resource harvesting and
migration, and no access to fishing or riverine resources. Tourism is a new ac‐
tivity, adopted by only a minority of rural households so far (Caroline 2000).
IMPACTS OF TOURISM ON SUSTAINABLE LIVELIHOODS
Impacts on Assets
Human capital
There are few sources of adult training in rural areas, and development of skills
through tourism has been emphasized by several communities. For example, in
negotiating with Wilderness Safaris and Torra Conservancy were more con‐
cerned to increase their commitment to training, than to haggle over an extra
percentage of revenue (Davis 1998).
Natural capital
Resource competition takes many forms. When areas are set aside for exclusive
tourism/wildlife use, residents may lose access to key resources including graz‐
ing for livestock and plant resources for harvesting. In one Bwindi Impenetra‐
ble National Park (BINP) case, women of the Mukono community were very
concerned when they heard (eventually) about the men’s plans for a commu‐
nity campsite, because the proposed site was an important area for harvesting
water lilies (a drought food), reeds (for weaving), and other riverine resources
(Nabane 1995). Tourists also cause damage directly to resources by polluting
water sources or driving off‐track over grazing and veld foods – complaints
commonly heard in both Nyei and Torra regions western Kenya and eastern
Tanzania areas (Nabane 1995).
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A particular feature of community‐based tourism (as distinct from general tour‐
ism development) is that it can strengthen community management of a range
of natural resources. This is far from inevitable, but can happen where commu‐
nity tourism develops within a context of a broader institution‐building and
natural resource development programme. For example, in Mukono, the com‐
munity‐based Natural Resource management (CBNRM) programme has for
some time addressed issues of veld food gathering and grass cutting as well as
wildlife and tourism. In Torra, the CBNRM programme is credited with en‐
couraging local conservation of wildlife and an increase in wildlife numbers
(Nabane 1995). The new conservancies are all developing ‘management plans’
and several are exploring forestry, water, and livestock issues, as well as tour‐
ism, wildlife and wild plants. (Davis 1998).
Social capital
Social capital refers to the social resources upon which people draw in pursuit
of their livelihoods, such as relationships of trust, social norms, networks, and
membership of groups (Davis 1998). Engagement in tourism can affect social
networks and community organization in a number of ways, positively and
negatively. Again, some of the strongest and most positive impacts have oc‐
curred where tourism is developed by communities within the CBNRM pro‐
gramme, and clear negative impacts where tourism development by individu‐
als has disrupted communities, but the distinction is by no means black and
white (Nabane 1995). Many of the positive social impacts are better ascribed to
CBNRM in general, than to the tourism component in particular (Ashley
1998a). Changes in social capital are difficult to define or assess, but there are
examples of change at three levels:


Increased social capital of households within their community.
Communities have had to become more defined to undertake
joint action in tourism, so enhancing social cohesion for all
members In addition, several individuals have gained status and
a sense of belonging within their community through their own
participation as leaders or entrepreneurs in tourism (Carolina 2000).



Organizational strength and management capacity of community
organizations. With considerable help of NGOs, such as Inte‐
grated Rural Development and Nature Conservation, tourism
opportunities have been used to build more consultative decision‐
making procedures, enhance leadership skills, define shared objec‐
tives, and develop new management mechanisms (Carolina 2000).
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Increase in communities’ recognition from, and links with, the ex‐
ternal world. Communities engaged in tourism have gained sub‐
stantial experience of liaising with government officials and
tourism entrepreneurs. This experience, combined with their
greater organizational capacity, has increased confidence to pro‐
actively engage with outsiders. In turn, community tourism en‐
terprises and wildlife conservancies are gaining greater recogni‐
tion from policy‐makers and the formal tourism sector. In some
cases, collaboration on tourism is also leading to improved rela‐
tions between neighboring communities (Carolina 2000).

Impacts on Activities and Strategies
Tourism is a new rural activity for local people, and correctly perceived as
risky. So it is seen as a chance for an additional activity to combine with existing
livelihood activities, not as a substitute. Therefore, the way in which tourism
complements or conflicts with existing activities has emerged as a key theme in
community and household discussions. The impact on assets, described above,
in turn influences the other activities people do, but there are also more direct
impacts on other activities to assess, as described here (Nabane 1995).
Complementing other activities
One of the most important ways in which tourism supports other activities is
that it strengthens households’ productive capacity by increasing skills and
providing cash for investment (i.e. by boosting their asset base, as discussed
above). The new skills gained by employees or committee members involved in
tourism can be transferred to other activities. Investment of tourism earnings in
agriculture is evident in Mukono, where workers employ neighbors to work
the fields or buy livestock with their earnings. These benefits of enhanced skills
and investment potential are likely to be of most benefit to the relatively better‐
off households, who are more likely to get jobs and to have a surplus for in‐
vestment (Caroline 2000). In participatory Conservancy Planning in 1997, farm‐
ers in Torra Conservancy strongly emphasized that tourism is easier to inte‐
grate with current livelihoods than other types of employment because the jobs
are near home so ‘farmers can continue as farmers’. This is of great value because
farming is a critical part of ‘who we are’. By contrast, most other jobs require mi‐
gration to the coast or town, which means leaving a relative or employee in charge
of the herd. Another indirect benefit of tourism that was emphasized at neighbor‐
ing Nyei Conservancy is that it is a ‘foundation for development’ (Ashley 1997).
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Conflicting with other activities
Tourism that involves setting aside a large exclusive area for wildlife and tour‐
ists, reduces access to natural resources for other activities. Loss of grazing is likely
to be a major concern for men whose core activity is livestock‐keeping, and par‐
ticularly for richer large‐herd owners. Loss of access to plant resources is more
of a concern for poor households, and particularly women, who are more de‐
pendent on harvesting a range of natural resources for food, medicine, build‐
ing, weaving materials, and making items for sale (Ashley and LaFranchi 1997).
The amount of time taken up by tourism is significant enough to conflict with
agriculture for community leaders or individuals seeking to get a new enter‐
prise started. It is generally not an issue for tourism developments established
by outside investors (except for their employees, who clearly choose to switch
time from other activities). For example, very rough estimates suggest that
committee members and the Chief of Bwindi Impenetrable National Park
(BINP) community (Mukono) would need to spend 360–720 days between
them, on negotiating with their own members, the Park authorities and the
private sector in order to establish a joint venture lodge in their tourism conces‐
sion in Mukono National Park (Ashley and LaFranchi 1997).
Tourism is blamed for increasing the number of wildlife and/or their prox‐
imity and aggressiveness, and hence for exacerbating wildlife damage to crops
and infra‐structure. In Nyei, the increasing number of ungulates (antelopes)
and elephants is part of a longer‐term trend, perhaps enhanced by tourism, but
members of Torra Conservancy feel that disturbance by tourists is making ele‐
phants more aggressive and driving them closer to the farms. This affects live‐
stock husbandry, because elephants damage water points used by livestock,
and farmers are afraid to herd their livestock when elephants are close. In
Mukono, elephants, hippos, kudus, and baboons eat crops and predators, par‐
ticularly lions, kill livestock. Villages near National Parks and tourism areas
suffer much greater damage than others. (Ashley and LaFranchi 1997).
Fit with livelihood strategies
A number of strategies can be identified that guide household decisions on
how to combine different activities into diversified livelihood portfolios (Ash‐
ley and LaFranchi 1997). Tourism fits well with two key strategies – to develop
coping mechanisms for times of drought, and to diversify livelihoods. Tourism
requires investment up front, income is earned when tourists come not when
the seller chooses, and the market is dependent on local, national and interna‐
tional trends. Even craft production is risky if time is invested in the low agri‐
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cultural season in the hope of income in the next busy tourism season. Entering
a joint venture for a lodge involves much greater risk: communities need to
commit their land for up to 20 years and invest a year or more in negotiation
for future, potentially large, but not guaranteed returns. (Ashley and LaFranchi
1997).
Contribution to Livelihood Needs and Priorities
Cash income
Tourism generally generates three types of cash income for rural households,
and community tourism can generate a fourth additional type for the commu‐
nity. Each type needs to be considered separately as they are earned by differ‐
ent people, in very different amounts, so have different implications for liveli‐
hoods:




Regular wages for those with jobs. A tourism venture rarely generates
permanent jobs for more than a small proportion (1–5% in prime ar‐
eas) of households in a community. However, these are important as
a large cash boost to those families, (thousands of US dollars per
year7), which can lift them from insecure to secure status socio‐
economically. These earnings, in turn, are partially recycled within
the local economy creating a multiplier effect Caroline 2000).
Casual earnings opportunities from selling grass, food, wood, crafts, etc.
Grass‐sellers, craft makers, fisher folk, casual laborers and others sell
their products or labor to tourists and tourism enterprises (and to
neighbors earning wages from tourism jobs). They each earn much
smaller amounts from these casual sales than is earned by those in
waged employment. But these additional earning opportunities are
likely to benefit a higher percentage of local households than the
full‐time jobs and are most important for the poorer people who
have few other options for earning cash (Ashley and LaFranchi 1997).



Profits from ownership of a tourism enterprise. Locally‐owned en‐
terprises are likely to be small‐scale (e.g. a craft outlet), so in practice
most are similar to the category above of casual earnings. Those
owned by the community (such as joint venture lodges) fall into the
following category of collective income (Ashley and LaFranchi 1997).



Collective income earned by the community. Collective income is earned
by a conservancy or community trust when it leases tourism or hunt‐
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ing rights, or earns profits or a bed‐levy from a tourism enterprise in
the area. The value of this income for local households depends on
how it is spent, which in turn depends on the local institutions and
processes for managing joint expenditure. (Ashley and LaFranchi 1997).
Decreased vulnerability
Poor households are, by definition insecure, and in East Africa all rural house‐
holds are vulnerable to drought, as rainfall is highly variable (particularly low
and unreliable in the west). Therefore drought proofing is an important way of
reducing vulnerability. The cash income generated by tourism can be particu‐
larly useful for this for two reasons: first, timing: it does not slump when
drought comes (although it likely to slump according to market cycles rather
than rainfall). Second: who earns it. Tourism can be one of the few sources of
collective income, which can be usefully spent on helping members cope with
drought (Wyckoff‐Baird and Matota 1995).
Food security
The cash income earned from tourism is often used for purchasing food, par‐
ticularly in dry years. From a food security perspective, it is the small amounts of
casual income earned by many poor people that are particularly important –
rather than the full‐time wages of the more skilled. For example, Mukono
women selling grass to tourism lodges use their earnings to buy food in poor
agricultural years (Nabane 1995).
Cultural benefits
Some tourism activities focused around local culture can help strengthen pride
in traditions, though there is also a risk of devaluing culture through commodi‐
fying it. There is no evidence either way that the development of local dancing
and traditional villages for tourists has affected local culture in Mukono and
Nyei. But production of crafts for tourists in Mukono is associated with revi‐
talization of tradition, through the Mukono Arts and Crafts Association, which
not only provides practical support to craftsmen but links this to a celebration
of cultural skills and organizes festivals for local people. In the Nyae Nyae
Conservancy (former Bushman land), taking tourists leopard tracking or col‐
lecting veld food, is one way of putting a different value on traditional skills of
the Masai people (Caroline 2000).
Pride and empowerment
The means of empowerment is largely through strengthening social and human
capital, which have already been outlined above (as has the question of how
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much can be attributed specifically to tourism). This manifestation of empow‐
erment is most easily seen in the greater capacity of some communities to in‐
fluence external organizations. The outcome is that communities have more
control over their lives and development in their areas (Ashley 1997).
Physical security
In Nyei, elephants sometimes kill people. Although this happens much more
rarely than elephant damage to infrastructure, personal danger was prioritized
as more important than physical damage by Nyoi Conservancy members when
ranking the pros and cons of tourism (Ashley 1997).
CONCLUSION
Experience in East African highlights the importance of three facts which
sound obvious but have challenging implications. Firstly, that summarizing the
development impact of tourism as ‘jobs and cash’ is an over‐simplification. Lo‐
cal people have complex livelihood strategies, based on multiple land‐uses, and
diversification of risk across several activities. These are affected by tourism in
many different ways, positively and negatively, directly and indirectly. Sec‐
ondly, different types of community tourism ventures have different types of
livelihood impacts. And thirdly, different people have different livelihood priorities.
The main implications are that:


The development impact of tourism will not be uniform: it will vary
widely within and between communities;



Enhancing the livelihood impacts of tourism does not mean simply
maximizing the number of tourism developments, or maximizing
wage income;






A wide range of costs and benefits need to be taken into account. In
particular, it is as important to address negative impacts as to maxi‐
mize positive ones. And to address impacts on people’s assets and
existing activities, not just direct contributions to household income
and security;
Careful planning and design, based on an understanding of local
livelihoods, can greatly enhance the positive impacts of tourism;
Maximizing livelihood benefits needs a good understanding of what
people most need and want (their livelihood priorities) and of the
complex ways in which tourism options affect livelihoods (direct
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and indirect livelihood impacts). Therefore it requires a considerable
role for local people in decision‐making. This can be done either by
devolving tourism rights to community level, and helping communi‐
ties with participatory planning; or by ensuring that government
planning processes are participatory and responsive to local needs;
or by ensuring, through government incentives, that planning by
private entrepreneurs is responsive to local needs.
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ABSTRACT
The following discussions illustrate the necessity of undertaking the research.
First, although tourism contributes 10% of GDP to Mongolia’s economy, its
contribution to the welfare of rural livelihoods is less researched from the point
of view of those who have been affected by tourism development. Second,
there are apparent environmental, economic and socio‐cultural impacts of tour‐
ism. These may have increasing or decreasing contributions to environmental,
social and economic inequality, and they have important implications for the
quality of rural peoplesʹ livelihoods in the country. Third, the patterns of ine‐
qualities related to tourism need to be explored from the subjective points of
view of the actors who are directly affected. This is because objective measure‐
ments of social and economic inequality may miss the all‐important “subjec‐
tive” responses of different actors. Fourth, a consideration as to why differ‐
ences in responses to inequalities occur and to the ways in which these forms
emerge and change may reveal important insights into the chosen area of re‐
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search. Finally, despite a growing economy and also support from Interna‐
tional Development Organisations (IDOs) for Mongolia, according to reports
from UNDP (2007) and World Bank (2006a), the poverty rate is still high (32
%) and there is growing social and economic inequality in Mongolia. Subjective
responses to the inequality issues around tourism have not been researched in
the context of tourism development processes in Mongolia or elsewhere.
The study aimed to explore discursive expressions (perceptions, opinions
and values) among different actors about appropriate livelihoods and equality
issues as they relate to tourism and development in two rural areas in Mongolia.
The research has six specific objectives:
1. To critically review the academic literature relevant to a political ecology
approach to the study of development, rural development, governance,
quality of livelihoods, equality and inequality, distributional justice (en‐
vironmental and socioeconomic) as they relate to tourism and development.
2. To apply a conceptual framework based on political ecology to conduct
research about environmental and socioeconomic inequality related to
tourism development in two geographically distinct rural areas of Mon‐
golia and to evaluate the value of that framework. Both rural areas are
significant for tourism development in Mongolia due to their natural and
cultural resources.
3. To map the actors related to tourism development in two areas and to
evaluate the actors’ roles and interests and their social relationships in
the tourism development processes.
4. To examine discourses about the quality of livelihoods related to the tour‐
ism development processes among various social actors in the two areas.
5. To evaluate discourses about equality and inequality and distributional
justice related to the tourism development processes among various so‐
cial actors in the two areas.
6. To evaluate the study findings and tourism development in Mongolia in
relation to the government’s wider development strategies and also the
policies advocated by International Development Organisations and
NGOs.
Distilled from the literature review discussed earlier, a political ecological
approach that is underpinned by political economy principles with environ‐
mental and socio‐cultural concerns is applied to this study. Figure 1 shows the
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conceptual framework to the research. It reflects how tourism development is a
nexus of economic, political, social and environmental matters. The outcome
from tourism development is not always positive, and the complex relation‐
ships around the tourism development process are in need of detailed exami‐
nation in relation to the quality of livelihoods of rural peoples and of their re‐
sponses to this.
Figure 1 reflects how the political ecology of tourism can be seen as a broad
approach to understand the tourism development process in relation to social
justice, equity, equality and inequality and quality of livelihoods. The political
ecology of tourism is underpinned here by three broad themes of political economy
of tourism, actor relations and socially constructed discourses that are displayed as
separate elements in the diagram (Figure 1). The relations between these ele‐
ments are dynamic, complex, interconnected, multidirectional and dialectical,
and these are expressed by the two‐way connections among the arrows in Fig‐
ure 1. A key connection in the relationships rests with socially constructed dis‐
courses, and this is positioned at the centre of the diagram as it is the central
concern of the present study. Each of the main boxes in the conceptual frame‐
work is discussed next.
Political economy of tourism is an underpinning concept of political ecology of
tourism. The notion of political economy concerns macro‐level relations of poli‐
tics and economy. Governance is a process of administrating daily affairs of a
state and implementing government policy, which can rest within formal gov‐
ernment organisations or it can be dispersed in more informal arrangements
outside of the formal government structures. In the research, how tourism‐
related institutionsʹ structure their decision making process around tourism
policies can be seen as a part of governance. In addition, how tourism related
affairs are dealt in informal environments and within wider socio‐cultural con‐
texts is also at the centre of the research. The processes of government and
wider governance and their relations with the wider structures in society result
in differing patterns of the distribution of resources and burden. In order to under‐
stand this, the study examines both government and governance, and also the
wider connections among actorsʹ relations.

Political Ecology of

Actors
'

Governme
t

Socially
constructed
IDOs &
NGOs

Private Sector:
Tour operators,
G
Grassroots
communities: low
and medium
income

Distributional justice
(social &
environmental
justice) and Equity

Political Economy of
Tourism
Governance:
Institutional
structures-formal

Equality:
opportunity,

Social & cultural
structures-informal
procedures

Quality of
livelihoods:
strategies, changes,
differences between

Distributions of
resources &
burdens: natural,
socio-cultural and

Figure 1. Conceptual Framework for the Study

The scope of tourism development processes includes all levels of institu‐
tional structures and various actors. In particular, the power relations and dis‐
tribution of power among various actors are one of the main concerns of the
research. There is discussion of how the actors gain power and exercise their
power to accumulate wealth in the economic processes of tourism develop‐
ment. The power relations also have political and ecological implications for
the character of the impacts on grassroots peoples’ lives. The power relations of
actors around the political economy of tourism development link to the core
focus of the research, which is on the socially constructed discourses on distri‐
butional justice, equity, equality and inequality and quality of livelihoods.
Socially constructed discourses are important ways of understanding how
people in society make sense of their world and their surroundings in their
everyday life. People think they are in charge of their lives and make meaning
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and reflect upon it through their learning and development. However, as Mi‐
chael Foucault argues, individuals are largely influenced by socially con‐
structed discourses to make their meanings and to express themselves and act
upon those meanings. So discourses are expressed by peoples’ language or
statements, and the resulting actions are seen as the tenets of social relations,
and they can be seen as a window by which people look at the world. Dis‐
courses are further formed, reformed and deformed at individual and institu‐
tional levels, and they reinforce and establish social norms, rights and wrongs,
and beliefs about true and false in society (Danaher, Schirato and Webb 2000).
Although discourses are prominent in political ecology study, they are quite
widely ignored in tourism research.
The key concepts of the research that are relevant to the socially constructed
discourses, as shown in the diagram, are discussed here. Distributional justice
(social and environmental justice) and equality (equality of opportunity, out‐
come and capability) issues in relation to tourism development processes is
explored on the basis of a livelihoods approach. Discourse analysis can be an
appropriate technique to understand such abstract concepts in real world.
Justice is a norm that concerns proper arrangements of things and persons
in society (Rawls, 2001 cited in Jamal, Borges and Stronza 2006). Discussions of
justice consists of two broad fields: namely, distributive justice (social justice
and environmental justice) and retributive justice. The former is the concept
that is most relevant to the research, and it concerns appropriate distribution of
benefits and burdens, whereas the latter is applied in the context of judicial
punishments and it is of no immediate relevance to the research (Arneson,
2008). Benefits and burdens are often unevenly distributed, so that there is a
need to justify this in relation to the social and cultural context. A fundamental
principle of distributive justice is equity.
Equity is sometimes confused with equality (Espinoza 2007). The former, as
a fundamental principle of justice, relates to fairness or to impartial qualities,
whereas the latter refers to an even distribution and to sameness (Lee and Ja‐
mal 2008). Equality comprises equality of opportunity (i.e. access to informa‐
tion, tourism related training), equality of outcome (i.e. burdens‐costs of living
and benefits‐ income) and equality of capability (i.e. specific skills, power) in
relation to income, power and well‐being (World Bank 2006a). The market
economy is considered an engine of economic development, but it tends to
result in inequality in peopleʹs condition and it tends to further increase with
growth. The research has a focus on equity issues and the quality of livelihoods
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related to tourism development, and it explores this through the subjective
views of social actors in dialectical relationships. This focus on exploring grass‐
roots views is combined with consideration of views about sustainable liveli‐
hoods because the intention is to explore real world experiences through local
minds rather than through the opinions of foreign experts (Tao and Wall 2008: 91)
A critical realist ontology and interpretive epistemology underpinned the
research. The researcher’s personal stance on the question of reality is framed
within a critical realist notion that argues “an external reality exists independ‐
ently of our beliefs and understanding”. At the same time, it is recognised that
“Reality is only knowable through the human mind and socially constructed
meanings” (Ritchie and Lewis 2006: 16). Interpretivism suggests that the re‐
searcher and the social world cannot be separated. Facts and values are hard to
distinguish and findings are influenced by the researcher’s perspectives and
values. Meaning is not created, rather it is socially constructed through peopleʹs
discursive dialogue that make sense of the world that exists already there
(Crotty 1998). Thus, the researcher is concerned to explore and understand both
the participants’ and his own understandings (Ritchie and Lewis 2006). Along‐
side this interpretivist position, the research is also underpinned by critical
theory. Critical theory helps to understand the complexity of actor relation‐
ships around distributive justice, equality and the quality of people’s liveli‐
hoods in tourism development processes. Critical theory focuses on the rela‐
tionship between politics, values and knowledge that further underpins scien‐
tific knowledge (Johnson and Duberley 2000). In this case the critical theory is
based on a political ecology approach, based on political economy principles
and with a particular concern for human and environmental relations (Figure 1).
A case study approach with qualitative methods of enquiry was chosen for
the research. The complex inter‐relations between elements of society are per‐
haps best understood through a focus on the connections found in specific
cases. Thus, it is believed that investigating what happens at the present in
society in its fill richness is best suited to a case study approach. A broadly
qualitative approach is also used. Qualitative research is ‘multimethod in fo‐
cus, involving an interpretive naturalistic approach to its subject matter’ (Den‐
zin and Linkoln, 1998). The “what, how and why” questions are the main
‘tools’ to gather data in this approach. Although qualitative research is some‐
times criticised as subjective, meaningless and cannot be generalised, it can
generate valid and rigorous data by carefully sampling and triangulation.
Small numbers of samples are often appropriate for qualitative research be‐
cause of its explorative data richness.
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The research techniques used include individual interviews, focus group
discussions and observation. The interviews are tape‐recorded and lasted ap‐
proximately 45 minutes. The observation conducted not only during the inter‐
view, but also in everyday life and through casual conversations with inter‐
viewees and others. In this research, observations were undertaken in order to
triangulate in‐depth interviews and to get insights into the research subject
matter while reducing research bias. Observations could obtain real actions
that are hardly possible to identify by other techniques (Robson 2002). Inter‐
view techniques varied between those used for individuals and those used for
the focus groups, depending on the circumstances. Most respondents were
interviewed face‐to‐face in in‐depth interviews. However, in order to encour‐
age reflection and discussion among some respondents on some themes, a fo‐
cus group interview may be a good start for grassroots peoples. However, if
there is a theme that cannot be discussed in a focus group interview, there can
be a follow‐up interview afterwards. There were 55 semi‐structured interviews
conducted in two case study areas covering 60 interviewees from different ac‐
tor groups (due to some interviews involving more than one family member).
Due to the research focus on the discursive views of grassroots people, the
number of people from this group was higher than other ones.
Due to the nature of qualitative research non‐probability samples used for
selecting the interviewees. In non‐probability samples, the interviewees are
deliberately chosen to reflect specific features or groups within the sampled
population. This approach of sampling is well suited to small‐scale, in‐depth
research that does not necessarily need to be statistically representative (Ritchie
and Lewis 2006). The selection of research settings and participants are both
purposive or criterion based. Key actors from various backgrounds are se‐
lected, including government officials, IDOs and academics, NGOs, tourism
industry representatives and grassroots households.
In addition to the initial sampling frame, snowballing and household
screening techniques of sampling applied. Snowballing is a technique whereby
the researcher finds interviewees by asking people who have already been in‐
terviewed to identify other people they know who fit the selection criteria.
The research discussed the tourism development context in Mongolia fol‐
lowed by identifying the objectives of the research. Next, it discussed the litera‐
ture on the political economy approach to the study of development, develop‐
ment strategies and its implications for inequalities. It further reviewed the
political ecology approach and its underpinning principles and concerns that
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include distributional justice, social and economic inequalities, and power dis‐
tribution. The application of the political ecology approach to tourism studies
by Gössling (2003) and Stonich (2000) was also reviewed. The critical discus‐
sion of PPT in relation to the contemporary neo‐liberal political economy of
tourism questioned the viable future of this concept in the long run. Literature
reviews revealed some significant gaps in the study of tourism development.
Equity, equality and inequality, and quality of livelihoods are all concepts that
have being paid very limited attention in the tourism literature. In particular,
the discursive views, beliefs, and values about these concepts in the tourism
development process are seldom discussed. They are seldom discussed, for
example, in relation to wider development strategies in Mongolia, in relation to
development strategies in other countries, or in relation to tourism develop‐
ment and poverty more generally. This suggests that the research may poten‐
tially offer an important contribution to knowledge in tourism studies.
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ABSTRACT
Tourism has an increasing importance as an economic activity and a social
phenomenon and it is also an interesting holistic and integrated research area.
His importance and complexity results on a destination effort to adequate the
supply to the tourist’s desires and motivations. Differentiation tends to be the
most successful strategy in order to guarantee the effective advantage in tour‐
ism and the sustainable development planning is one of the key points to
achieve that goal. Nowadays there is an increasing awareness of tourism de‐
velopment impact in tourism destinations. As Jurowski and Gursoy (2004) ar‐
gues the quality of life of the residents in a community are affected by the con‐
sequences of tourism. Governments have the responsibility to satisfy both the
expectations and desires of tourists, and to improve the quality of life of residents.
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However, despite the planning efforts, the widely recognized importance of
residents’ attitudes to tourism development and the concern about their quality
of life and well‐being, the residents’ perspective is often forgotten or underval‐
ued. Only recently, the studies of quality of life and happiness within nations
have increased but, in general, these studies have been conduct from the per‐
spective of decision‐makers and not from the community ones. This study
adopts the resident’s point of view by analyzing the importance of the per‐
ceived tourism impacts in the assessment of their own quality of life, a topic
insufficiently studied in the tourism area. The study has the purpose of creating
a model to analyze the relationship between resident’s perception of tourism
impacts and the perception of their own quality of life. This research is based
on a case study, specifically examining the perceptions of a sample of residents
of the eleven parishes of the municipality of Loulé.
The municipality has a Central location in the Algarve tourism destination,
one of the most internationally well‐known Portuguese destinations. It entails
geographic diversity and socio‐cultural, economic and environmental differ‐
ences as for example the very different stages of tourism development in the
eleven parishes. The Litoral, seaside, presents plenty of natural resources and
tourist attractions and it is the region that gives visibility to the Algarve desti‐
nation; the emerging Barrocal, located between the seaside and the low moun‐
tain range, is gradually changing its traditional activities to tourism; and finally
Serra, low mountain range, which is an area with very few residents and al‐
most unexplored tourism. An exploratory study has been carried out with in‐
terviews to community leaders and a structured questionnaire will be applied
to a sample of residents in the municipality of Loulé. In this research are taking
into account, among other variables, the well‐being dimensions and the devel‐
opment stage of the residence area.
The literature review done until now, allowed identifying the main concepts
to be considered in this investigation. Therefore the study of tourism phe‐
nomenon concerning the quality of life and the well‐being focuses essentially
on Psychology, in relation to the topics of perceptions and attitudes, on tour‐
ism, namely on issues like tourism development and tourism industry, on
Tourism Sociology, discussing issues related to social processes, social relations
in the host community and in relation to tourists and to tourism industry and
on Tourism Anthropology, namely socio ‐ cultural changes in host community,
processes of change in local identity, processes of acculturation lifestyles and
local experiences. As the main concepts in this study we can point out the
Quality of Life, Happiness, Life Satisfaction; Well‐Being and the Perception of
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Tourism Impacts. The principal domains identified in the literature review to
address this issue were organized in this study in four sets: tourism destina‐
tion and residents; perception; well‐being and quality of life.
The issue of quality of life is arousing interest within the economic and po‐
litical field. Researchers and stakeholders have begun to realise that a commu‐
nity’s well‐being depends on the development and it also impacts this devel‐
opment. Some relevant efforts to measure quality of life and well‐being focus
on the quality of life, others are more directly related to happiness. Most of
them apply this concept to the national context or some specific regions. Ac‐
cording to the World Health Organization (1994: 5) ʺQuality of life is defined as
individualsʹ perceptions of their position in life in the context of the culture and
value systems in which they live and in relation to their goals, expectations,
standards and concerns.” For Veenhoven (2005: 61) “quality‐of‐life can be
measured by how long and happy people live”. These definitions provide the
crucial dimensions to consider in this study.
Happiness and Life satisfaction are two constructs from Quality of life that
will be studied in this research to define the residents’ perceived quality of life.
As Sirgy (2001) points out Happiness and Life Satisfaction are different con‐
structs related to Quality of Life and for that reason they should not be used
indiscriminately. As such, Happiness entails an emotional nature and Life Sat‐
isfaction a cognitive one. The author refers that Life Satisfaction involves self‐
evaluation of one’s life or accomplishments against some standard while Veen‐
hoven (2005) defines Happiness as the degree in which an individual judges
the overall quality of life favourably. Another important concept in this study
is the one of well‐being. As Diener (1984) argues it is subjective because it re‐
sides within the experience of the individual, it is not just the absence of nega‐
tive factors and it includes a global assessment. On quality of life studies some
authors have a general approach to the concept (Cummins 1996; Diener and
Suh 1997; Jurowski and Gursoy 2004) others, like Veenhoven (2005), highlight
more specifically the construct of Happiness, yet others, like Andrew and
Withey (1976) focus on Life Satisfaction.
In what concerns tourism sustainable development and their relationship
with residents’ attitudes, many authors focus on them and relied on the social
exchange theory (Allen et al. 1993; Andereck et al. 2005; Gursoy and Rutherford
2004; Lindberg and Johnson 1997; Ko and Stewart 2002) and some of the main
results pointed out differences in attitudes depending on the level of tourism
development. According to the World Tourism Organization (2004): ʺSustain‐
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able tourism development entails the environmental, economic and socio‐
cultural aspects of tourism development, and a suitable balance between these
three dimensions to guarantee its long‐term sustainability.” In the literature
there are also frequent references to issues such as tourism development, resi‐
dence area proximity in relation to the main tourism area, the contact fre‐
quency with tourists and the fact of working or not in the tourism sector and
being economically dependent from it. (Akis et al. 1996; Jurowski and Gursoy
2004; Perdue et al. 1999).
Once the purpose of this study is to determine the effect of tourism impacts
perception on residents’ perceived quality of life it is essential to know how
residents most frequently perceived tourism. The literature review suggests, as
main ideas, that tourism is widely perceived as a way to improve quality of life,
such as employment opportunities, however it can have negative impacts, e.g.
by increasing traffic, crime or by changing hosts’ way of life. There is a strong
perception among residents of investments and profitable local businesses but
also the recognition of negative effects such as an increase in the cost of living.
(Ap and Crompton 1998; Andereck et al. 2005; Akis et al. 1996; Belisle and Hoy
1980; Dyer et al. 2007). The more significant and frequent impacts considered in
tourism area (Ap and Crompton 1998; Akis et al. 1996; Belisle and Hoy 1980;
Jurowski and Gursoy 2004), that will be considered in this study, are the eco‐
nomic, social, cultural and environmental ones, which matches the presented
WTO definition.
The literature review points out to the need of distinguishing various di‐
mensions of well‐being, taking into account their inherent objective and subjec‐
tive nature. The well‐being domains considered in this study are organized into
four groups as Kim (2002) suggest. These four dimensions allow the joining of
various aspects that the residents take into consideration when evaluating their
well‐being. First, the material well‐being, including issues like house owner‐
ship, stable employment and income, second, the community well‐being, that
includes aspects related to community life, integration and social participation,
third, the emotional well being, which explore subjects like the affective com‐
ponent of life, namely love and family life and finally, health and safety well‐
being, that include items such as the absence of sickness or the feeling of secu‐
rity in the residence area (Andrew and Withey 1976; Cummins 1996; Diener
1984; Veenhoven 2005; Sirgy 2001).
The literature review so far enabled us to begin the design of a conceptual
model including the four sets of variables that have been mentioned before and

Doctor of Philosophy

729

their relationships expressed in the form of hypotheses. Thus, the model will
made offer the possibility of identifying the moderating effect of the various
levels of tourism development in residents’ perception, taking into account the
perception of tourism impacts, the four well‐being dimensions and also the
relevance of the quality of life constructs. We believe that this study may con‐
tribute for the adoption of the residents’ perspective of quality of life in the
context of tourism studies, concerning happiness and life satisfaction constructs
and the well‐being dimensions and may also be a new tool for public sector
and investors and a contribution for a sustainable tourism development.
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ABSTRACT
Portugal lived under a fascist regime called Estado Novo, for almost fifty years
(from 1926 to 1974). Oliveira Salazar was the face and head of the regime until
the end of the sixties. Throughout all these years, there was a common name
involved in all major tourist boards and events: António Ferro. He was a jour‐
nalist and a writer, but basically a loyal follower of Salazar. With this disserta‐
tion, we intend to analyse how the Portuguese political regime dealt with the
tourist industry, in particular during its first two decades, and how a national‐
ist government would make use of tourist representations to justify and pro‐
mote its ideology.
If we analyze the most common tourist narratives, we will realize the con‐
tinuous repetition of words and expressions, such as typical, native, traditional,
for historical reasons, we (opposed to the others), back in the past, among others.
Actually, they seem to be quite valid and sufficient, whenever tourism‐related
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professionals need to describe attractions and destinations, regardless of the
political regime they are working in. Considering this recurrence, one can
hardly avoid remembering the most popular justifications used by the “nation‐
alist idioms” (Gellner 1998: 74) with the purpose of self justification. Both nar‐
ratives end up being supported by widely promoted and accepted stereotypes,
that live on representations that are meant to be clear and obvious, and which
are intended to show us evident features of a given culture or civilization. These
characteristics are mostly presented as native and typical and aim at emphasiz‐
ing differences between (national) groups.
For nationalists and for those working in tourism, nations and nationalities
are essential, universal, eternal and obvious realities, which are there for you to
see and easily accept. History and its memories are the major subjects of the
nationalist and tourist speeches: they are shown as something that unites and
makes one feel proud of a common past that is reflected in the present. Gillis
believes that “what is remembered is defined by the assumed identity” (Gillis
1996: 3). History and its institutionally selected memories, as well as induced
amnesias, will allow this living inside a bubble, either the political bubble or
the tourist one, as Jens Jacobsen calls the artificial spots prepared for tourists
(Jacobsen 2003: 72). Hodgkin and Radstone also expanded about this subject,
when they wrote that “the past changes due to changing needs” (Hodgkin and
Radstone 2007: 23). History is a vital source for both idioms, as it provides a
wide range of information that can be easily selected and used, so as to build
the most adequate collective memories according to practical needs. National‐
ists and tour operators seem to make use of something which reminds us of
Raymond Williams’ structure of feeling. As per Williams, this structure of feeling
is basically the culture of a period, which can be felt only by those living then
and there. Therefore, whatever we recover from the past and/or from a distant
culture is but an abstraction (Williams 2001: 63‐64). In the nationalist and tour‐
ist arenas, the absence of this structure of feeling will help the agents conveying
the narratives they like, as they are mostly based on either ancient or exotic
distant mementos, which are hard to verify. John Urry believes that in most
tourists’ minds, “because something is historical, it is authentic. On the other
hand, if it is modern, it is predominantly inauthentic” (Urry 2003: 208). Selected
memories based on history, tradition and national heroes will prove you the
essentiality of a nation or of a region. You just have to look back in time to con‐
firm that it is something universal.
Mostly, from the early 30s on, there was the official assumption that Portu‐
gal had always been a different and unique nation, due to past heroes and an‐
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cient deeds. Portuguese authorities and institutions would regularly quote
these memories and a national uniqueness to justify the country’s neutrality
which allowed it to stay away from a world conflict and to host a large amount
of refugees during the Second World War.
Such political ideology and beliefs would be supported, for instance, by
several types of representations and events organised by the tourist industry,
which seemed to be an optimal vehicle for conveying these very same ideas,
particularly to foreign visitors. The official interest for councils and activities
dedicated to tourists was very obvious at the time. Several new tourist laws
were implemented, luxurious hotels and other infrastructures were built and
foreign experts, such as the French architect Agache, were called to help a
blooming industry, despite all the conflicts happening elsewhere in Europe,
such as the Spanish Civil War and the Second World War. The First National
Congress of Tourism happened in 1936, in Lisbon. In 1939, SPN (Official Board
for the National Propaganda) took responsibility for the tourist activity in Por‐
tugal, since it was officially believed that being run by the Interior Ministry
would not be enough for such a significant activity. Five years later, SPN was
replaced by SNI (National Board for Information, Popular Culture and Tourism).
The First National Congress of Tourism gathered one hundred and eighty
delegates in Lisbon. They were the chairs of regional tourist boards and city
councils’ delegates, in charge of tourist policies. The organizing and the honour
committees included important names of Estado Novo, such as the President of
the Republic and the President of the Portuguese Council, Oliveira Salazar. The
five‐day meeting was widely covered by the press and broadcasted by the na‐
tional radio. It was definitely impossible to ignore the event, which included
one‐day tours to Costa do Sol and Sintra and a final dinner party at the most
luxurious hotel of Estoril. The key note speakers and most delegates would
stress how adequate it was to organize that meeting then, as it would show the
rest of the world how Estado Novo was a different political regime, as it was
able to keep the order and social tranquillity, while the rest of Europe was
heading towards a war. The final reports of the sessions were due to be given
to the state, which should, as soon as possible, set an entity that would monitor
the Portuguese tourist activity under the supervision of Salazar, following the
example of Italy at the time. Besides this, several other issues that would influ‐
ence the industry throughout the following decades were also discussed. To
start with, there was an obvious difference between what was to be given to
national tourists and to foreign visitors. In fact, nationals should practice popu‐
lar activities, while foreigners would be offered sophisticated accommodation
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and fashionable events, which would make them praise Portugal back home.
When speaking about tourism in the 30s and in the 40s, Portugal would be a
twofold country. On the one hand, there would be the rural, religious and
humble nation, which foreigners could appreciate from afar. On the other,
there would be a cosmopolitan area, dedicated to guests arriving from abroad,
basically located in the area of Cascais and Estoris, where, for example, outdoor
activities could be practiced without much censorship.
Most documents issued at the time show this concern with the opinion of
foreign tourists, who seemed to be the triggers for all the needed development
in the sector. António Ferro, the head of SPN and SNI, would speak of Portugal
as a calm place, “where other peoples could rest and relax from all the suffer‐
ing happening elsewhere in Europe” (Ferro 1949:19). When opening the Re‐
gional Tourism Board in Vilar Formoso, in 1939, the general director of SNI
comments the uniqueness of the Portuguese nation, as a tourist destination,
when he says that [t]here is always someone (…) praising us because of the
way he is welcomed in our boarders. (…) Even if Portugal, showing all its
noble character, does not even try to benefit from this new war, we should not
reject some of the advantages conveyed by our neutrality. One of the main
benefits is the fact that the world looks at us as a shelter, a true oasis in a tor‐
mented and devastated Europe… If we manage to keep up that image, if we
know how to host, we will be doing a good job, as far as tourism is concerned
and definitely a very good national propaganda.(Ferro 1949: 27‐28)
On February 13th, 1940, Ferro stressed the link between nationhood and tour‐
ism, when addressing a group of chairs of several Regional Tourism Boards:
Tourism is so interesting, due to its essential and inevitable nationalism. The
development of this industry can but benefit Portugal and the Portuguese peo‐
ple (…). Tourism is no longer a small and frivolous industry. It performs in‐
stead the important role of director and decorator of the Nation. (…) The inter‐
national reputation of a nation results, in several aspects, from the way it or‐
ganizes the industry of tourism. Therefore, tourism is a lot more than just an
industry providing wealth and civilization. It is also a perfect way to promote
national propaganda, as well as political propaganda (Ferro 1949: 33‐35).
In all previous statements, Ferro was probably thinking of all the refugees
who would visit Portugal as a stopover before getting to different destinations,
such as the United States of America. He was probably also considering the
tourists, who would find, for example, in the area of Estoril and Cascais a shel‐
ter and a tourist resort.
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From 1926 until 1940, Portugal participated and organized more than 20 in‐
ternational exhibitions, inside the country, in the Portuguese colonies and even
abroad. One of the purposes was that of showing the world, how blessed the
country was for not being involved in the war, due to the genial political per‐
formance of Salazar, the man who was dedicating his whole life to the wellbe‐
ing of the nation. Participating in these international events was a praised way
to promote the Portuguese ideology, as confirmed by Salazar in a letter to
Armindo Monteiro, a former minister for the Colonies and for the Foreign Af‐
fairs and the Portuguese Ambassador to London, in the end of the 30s, about
the Paris International Exhibition, due to happen in 1937:
Participating in that exhibition should allow Portugal to show how we con‐
tributed to the world civilization. It should also let us present our colonial work
and thoughts, our interest for tourism and it should be, at the same time, an
opportunity to display products that are absolutely Portuguese. (Arquivos de
Salazar, Arquivo Nacional da Torre do Tombo, Pasta AOS/CO/PC‐12B)
Yet, the most famous fair was the Exhibition of the Portuguese World that hap‐
pened in Lisbon in 1940. The purpose of what may be considered the first Por‐
tuguese mega‐event was that of commemorating the birth of the country, in
1140, as well as the independence from Spain, in 1640. This was the event for
Estado Novo. António Ferro considered it to be “more than a national work; it
was a nationalist project “(Ferro 1943: 18). It also included an Imperial Parade
and its organization would leave different landmarks all over the city. A couple
of years later, in 1948, António Ferro addressed the chairs of the National Tour‐
ism Boards, and spoke about this particular exhibition, stressing that, at the
Exhibition of the Portuguese World, everyone had the chance to observe some
works that will be eternal milestones of what the Salazar age was. We had run
out of money, but our giant soul transformed a poor nation into a prestigious
and dignified nation (Ferro 1949: 20).
Tourists accept, and actually want, most of what is given them through
tourist representations. They look for stereotyped and essential features, which
are due to characterize nations, cultures and ways of living. Therefore, tourism
narratives would allow tourists to naively accept nationalist representations
disguised as tourist narratives and we can conclude that they are perfect arenas
for promoting nationalist ideologies, or, as Lowenthal states, “for celebrating
great powers” (Lowenhthal 1996: 47).
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ABSTRACT
Nowadays, tourism is amongst the sectors that provide the most significant
contribution to the economic development of many countries. It is an activity
that affects societies in different ways, with significant socio‐economic and
cultural impacts on their development. Because of this complex nature of tour‐
ism, it has been studied by various disciplines within the social sciences do‐
main (Madrigal 1999). Particularly, the social dimension of tourism makes it a
priority field of research in sociology (Cohen 1984).
Within the highly competitive environment of tourist destinations it has
been emphasized that destinations compete mainly based on their images; or,
in other words, how target consumers perceive a destination’s image in com‐
parison to alternative offers in the marketplace (Baloglu and Mangaloglu 2001).
Destination image is a central concept in tourism literature because it is highly
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related with tourist and residents’ behavior. Image affects the individual’s sub‐
jective perception of the destination and consequent behavior, such as destina‐
tion choice, trip planning, and activity participation, and also influences post
trip destination evaluation (Echtner and Ritchie 1991; Lee and Lee 2009). Fur‐
ther, residents of destinations have images of their own place of residence that
can and should be investigated in their own right (Gallarza, Saura and García
2002) and affect also tourists’ destination image. Therefore it is vital to develop
the “right” image of the tourist destination for specific target markets and resi‐
dent communities in order to achieve a sustainable competitive advantage (Ba‐
loglu and McCleary 1999).
The negative consequences of tourism massification and the hiper‐active life
style of contemporary societies are leading to the saturation of traditional tour‐
ism destinations. The emergence of new tourism destinations has increased
competition among existing mass tourism destinations catering to the sun, sea
and sand (3S) market. On the other hand it has been noted that changing val‐
ues, motivations and perceptions tourists hold affect their destination choice
(Muller 1991), which might explain the rise of alternative tourism proposals
such as mountain tourism. Some tourism destinations have powerful symbolic
features that exert a strong influence on destination image formation, such as
mountain places. Mountains are one of humankind’s most profound archetypal
symbols and have long been revered, held in awe, and viewed as symbols of
strength, freedom, and eternity (Smethurst 2000: 36). Therefore, mountain re‐
gions have become one of the most attractive tourism destination areas as
demonstrated by the fact that mountain tourism constitutes at least 20% of
global tourism, with mountain destinations being second in global popularity
and the choice of 50 million tourists annually (Thomas, Gill and Hartmann
2006).
As most impressive features of the landscape, mountains reflect the highest
and most central values and beliefs of cultures throughout the world and are
fundamental to the world’s well being (Mountain Institute 2005). In fact, half of
the human population depends, directly or indirectly, on mountains and hu‐
man well‐being depends on mountain resources. Mountains represent 24% of
the Earth’s surface (Kapos et al. 2000), concentrating about 12% of global popu‐
lation (Huddleston, Ataman and Fè d’Ostiani 2003) and another 14% in their
proximity. They play an important role as sources of water, clean air, minerals,
energy, agri‐ and silvicultural produce as well as biodiversity and cultural heri‐
tage, consequently constituting an ideal territory for recreation and tourism
(Monz 2000). Additionally, mountains assume the role of sacred places for
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more than 1 billion of the world population (Bernbaum 1997; Mountain Insti‐
tute 2005).
Until very recently, tourism researches concerned with mountain places
mainly focused on physical, ecological and environmental perspectives (Sme‐
thurst 2000). A perspective of mountain tourism within the corresponding
image context is therefore most interesting. Tourism development is an obvi‐
ous means of achieving sustainable mountain development, particularly where
other economic resources necessary for development are scarce. Mountain
tourism can capitalize on the diverse ecological and cultural characteristics of
mountains. Therefore the development of tourism in mountains can be a key
factor in the focal concern for overall improvement in peoples’ quality of life
through sustainable development initiatives (Nepal and Chipeniuk 2005).
It is in this context that the present research project seeks to analyse, in a ho‐
listic and multi‐disciplinary approach, residents’ and tourists’ image of moun‐
tain destinations, and the respective gap. The aim is to develop the MDI Scale ‐
Mountain Destination Image Scale – in order to measure a wider set of tourism
mountain destination image parameters. Within the MDI scale, images are
related to cognitive and affective factors. The study pretends to understand
particularly the differences between local residents and tourists in respect to
this mountain image. Based on an extensive literature review focusing on the
concept of destination image and of social and cultural meanings of mountains
overtime, and insights from an empirical study of 315 tourists and 315 residents
in European Mountains Destinations – the Serra da Estrela (Portugal), the Alps
(France, Austria and Switzerland) and the Peaks of Europe (Spain) ‐ indicate
that this multi‐dimension scale incorporates eight mountain image dimensions:
(1) negativist, (2) romantic, (3) sacred, (4) spiritual, (5) cosmic and life, (6) sports
and leisure, (7) nature, and (8) authenticity.
The here present study combines quantitative and qualitative survey tech‐
niques. The cognitive variables of tourism destination image considered for the
construction of the survey instrument – the questionnaire – were chosen based
on pre‐established scales and a literature review related to destination image
and mountain constructs. The original scales were adjusted to the reality of
users of tourism services and local residents and the specificity of the tourism
destination ‐ mountain regions. Respondents were asked to rate the mountain
place as a tourism destination on each of a list of 49 attributes on a five‐point
Likert‐type scale: offers very little, offers little, neither little nor much, offers
much, and offers very much (1 to 5, respectively). The affective variables of

740

The 5th World Conference for Graduate Research in Tourism, Hospitality and Leisure

tourism destination image were measured by semantic differential scales based
on related literature. Both scales – Likert and semantic differentials – were also
discussed with experts in the field of destination image measurement. Addi‐
tionally, respondents were asked to answer open‐ended questions and suggest
adjectives related to their subjective mountain perceptions in order to include
other holistic or unique characteristics.
The validation of the proposed model is achieved through four procedures
of analysis. Firstly, a descriptive data analysis is undertaken with univariate
and bivariate analysis, taking into account statistical indicators. The second
procedure corresponds to exploratory factor analysis (EFA), aiming at deter‐
mining the relationship between the observed variables and latent variables.
Thirdly, once defined the variables that represent each factor and the number
of factors, a confirmatory factor analysis (CFA) is applied using full‐
information maximum likelihood (FIML) estimation procedures in LISREL
(Jöreskog and Sörbom 1993). Finally and in order to assess nomological valid‐
ity, measures will be tested with respect to some other constructs to which des‐
tination image constructs are theoretically related (cf. Churchill 1995), such as
place‐attachment. In this sense, the analysis and data processing will be per‐
formed using the programs SPSS and LISREL, in their latest versions.
The study is intends to increase social, cultural and scientific knowledge of
mountains and their meaning for society. This allows a deeper understanding
of the mountains’ social and cultural value and may contribute to increase con‐
cern about the need of mountain preservation, and to transforming them into
sustainable tourist attractions (Rhodes 2002). The understanding of mountain
perceptions, ideas and beliefs can thereby be used to help promote conserva‐
tion, restore damaged environments and strengthen mountain communities
and cultures (Bernbaum 2002). Furthermore, the results of this study should
contribute to tourism marketing practice and literature by providing further
understanding about tourists’ consumer behaviour, new socially determined
forms of tourism consumption and the role of residents in enhancing alterna‐
tive destinations’ value.
Since the tourism destinations should promote their own differentiating and
unique features, the final discussion focused on theoretical and practical impli‐
cations of the MDI scale for tourism destination planning, marketing and man‐
agement. The MDI scale could allow tourism mountain destinations to imple‐
ment effective positioning strategies, increase market segmentation options,
enhance product development and communication strategies, and generally
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improve marketing‐mix strategies, particularly concerning the development of
an effective mountain brand. It is important for mountain destination market‐
ers and managers to understand and analyze different mountain image per‐
spectives and adjust positioning strategies for greater effectiveness, considering
both tourists and their host community.
The study may also be a useful tool for governmental and official tourism
institutions that regulate the tourism activity. Whole national economies can be
greatly dependent on tourism and therefore on residents’ and tourists’ behav‐
iours, directly linked to their perceptions, which makes tourism a highly social
activity (Saarinen 2004). While the interests of residents, tourists, tourism‐
related businesses, and political leaders may seem contradictory, all these
stakeholders share some common objectives, which could be integrated into a
collaborative tourism planning process and result in a strategic, shared and all
inclusive vision for mountain destinations.
There is however some limitations that must be acknowledged in this re‐
search project. From a theoretical standpoint, despite the extensive literature
review, the study might omit and therefore not consider other relevant moun‐
tain image dimensions. From a methodological perspective, this study, like any
empirical research work, has certain limitations which could affect the evalua‐
tion and generalization of its results. The ideal would be the application of this
conceptual model as an image measurement instrument to all mountain desti‐
nations, which however would have been out of the scope of this individual
PhD project. In any case, the replication of this study and corresponding exten‐
sion of the model to other mountain destinations, or other destinations with
similar characteristics, would be more interesting for a more general validation.
Thus generalization of the results is not possible in this study, since the re‐
search area only allows generalization for the sampled mountain communities,
tourists and destinations.
On the other hand, tourism destination image is a dynamic concept because
images are not static but change overtime (Gartner and Hunt 1987; Gallarza,
Saura and García 2002). Therefore it would seem desirable to carry out longitu‐
dinal studies that deal with the process of the formation and changes in image.
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However, in spite of these conclusions, little research has focused upon the
likely impact of EMU on the tourism business environment. In fact, a review of
the literature published since 1990 and up to beginnings of 2007 showed that
limited attention has been given to this subject. On the other hand, when ap‐
plied to the Portuguese context, the major findings and conclusions of a survey
of the literature equally confirmed that the theme was little investigated, de‐
spite the importance that the tourism sector has in the Portuguese economy
(being directly and indirectly responsible for around 250,000 jobs and contrib‐
uting 8% of the Gross Domestic Product. Hence, with the view to contribute to
tourism research and development, this study investigates the implications of
EMU on the tourism business environment, focusing on the hotel industry in
the North of Portugal. The overall aim of this research is to analyse and
critically evaluate the perceived impacts of EMU upon the competitiveness and
decision‐making relating to the hotel industry in the North of Portugal, based
on the views of the tourism stakeholders, representing the national authorities,
industry associations and hotel business.
To meet this aim the following general objectives were set:

School of Services Management
Bournemouth University, UK



To introduce and review the theoretical underpinnings of regional
economic integration with particular reference to the evolution of
the European Union and the introduction of the European Mone‐
tary System;

Date of acceptance: January 2008



To develop a conceptual framework for researching the implica‐
tions of EMU at the three main levels of the business environment
(national, industry and operational level) and, consequently, on
business competitiveness;



To analyse and compare the perceptions on the implications of
EMU using the tourism stakeholders: business people; people from
the industry associations; people from the national authorities;



To understand how EMU affects the decision‐making or strategies
of tourism stakeholders;

ABSTRACT
The implementation and consolidation of Economic and Monetary Union
(EMU) has been viewed as the greatest European force influencing the envi‐
ronment, in which tourism businesses operate and compete. The main argu‐
ments found in the literature were that: (i) the tourism sector is highly sensitive
to external factors such as economic trends or political changes; (ii) the opera‐
tional environment of tourism businesses is highly influenced by exchange rate
stability; (iii) the mobility of people, goods and capital may be influenced by
the single European currency; and (iv) increasing exposition of prices and the
single European monetary policy have led to increased competition in the tour‐
ism sector.

Based on a literature review focusing on the economics of integration, busi‐
ness management and competitiveness theories the underpinning framework
of the primary research were identified and developed. In particular, this re‐
search focuses on the perceptions of the hotel stakeholders towards the impli‐
cations of EMU using and adapting three of Porter’s models: the Diamond, Five
Forces, and Value Chain models. This involves three main components: na‐

Doctor of Philosophy

745

tional, industry and operational environments, which together offer a basis for
determining the perceived implications of EMU on the hotels’ competitiveness
and decision‐making.
In the first component, the model of the Diamond developed by Porter was
selected and adapted as the basis for analysing the national environment. There
were two main reasons for using the Diamond model. First, Porter’s Diamond
includes not just factor conditions (macro perspective) as most of the traditional
models do, but also relevant variables based on the activity of the firms (micro
perspective), such as supporting and related industries or the context for a firm’s
strategy and rivalry, which would allow the encapsulation of more dimensions
of competitiveness in the study of the implications of EMU (i.e. macro and a
micro perspective). Second, the literature revealed that the model had a long
history in providing a basis for the study of competitiveness of individual in‐
dustries or sectors. However, the Diamond model had not been applied to the
study of the implications of EMU on the tourism sector or the hotel industry,
providing an opportunity to apply and assess the suitability of the model to
provide a framework for studies such as this.
Within the context of EMU, there seems to be ample evidence that the Dia‐
mond is influenced by factors outside the home country and in particular the
supranational power of EU. Hence, using Porter’s Diamond for the purpose of
this study required the incorporation of an additional variable in the model
that does not appear in the original model, but which can have an important
role in studying the perceived implications of EMU. This new variable is the
supranational power of the EU and is related to the fact that EMU has contrib‐
uted to the reinforcing of the power of EU decision‐making on economic and
political issues and creating, in this way, an additional influence on national
competitiveness with power enough to be treated as an autonomous variable.
By contrast, the role of chance, which Porter emphasises in the model as refer‐
ring to random events that can either benefit or harm the national business
environment in which firms compete (e.g. major technological breakthroughs,
wars or inventions), was not evaluated in the context of the implications of
EMU, because these events by its nature are not influenced by EMU.
The concept of the Five Forces was used as the second component of the re‐
search framework to analyse the perceptions of the implications of EMU on the
industry environment in order to identify how hotels can obtain a competitive
position within the industry following the introduction of EMU. There are four
main reasons for using the Five Forces model. First, the model sets out a set of
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competitive forces that affect the ability of an industry to serve its customers
and make a profit. The model, based on well‐established microeconomic theo‐
ries such as supply and demand theory, cost and production theory, price elas‐
ticity and competition theory, is used to define and analyse the competitive
environment of an industry. Second, the model combines these considerations
into a single framework. Third, the model can be applied to particular compa‐
nies, market segments, industries or regions. Finally, it confirms the relation‐
ship between a firm’s, or an industry’s, competitive position and its profits,
suggesting that the action of competitive forces determines the long run profit‐
ability of a given industry. Therefore, a change in any of the forces normally
requires an enterprise to re‐assess the marketplace.
In the third component, the research makes use of the concept of the Value
Chain developed by Porter to analyse the impact of EMU on the operational
environment, breaking down the operation of the businesses into the different
activities. The main purpose of this is to identify the influence of EMU, and the
Euro in particular, on the different activities of the businesses, and, at the same
time, to show that the linkages in the value chain can lead to a business gaining
competitive advantage over its rivals.
Each of these levels were analysed within a data triangulation, involving the
perspective of the main stakeholders of the tourism supply side: the national
authorities, the industry associations and the hoteliers. For this purpose, three
sets of surveys were conducted based on the underlying analytical frameworks
and knowledge of EMU and tourism/hotel industry: one survey for each of the
three target groups: (i) in the first stage, the owners/senior managers of 104 ho‐
tels out of a total of 112 hotels in the North of Portugal were personally sur‐
veyed using a structured questionnaire that emerged from the literature and
the aims of the research. (ii) in the second stage, 5 face‐to‐face semi‐structured
interviews were conducted with people in key positions (director/president) in
tourism industry associations to establish the views of the industry associations
who, through their support, may contribute to the success of the tourism indus‐
try and are highly involved with the industry environment. (iii) in the third
stage, 10 face‐to‐face semi‐structured interviews were conducted with people in
key positions in the national authorities (Ministers/Secretary of State and direc‐
tors) dealing directly or indirectly with the hotel’s national environment. To‐
gether, these three surveys provided a multi‐stakeholder perspective ‐ the na‐
tional, the industry and the businesses perspective ‐ using people involved
directly at each level of the business environment).
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With regard to the data analysis, this was structured into two parts based on
the type of questionnaire used: structured and semi‐structured. The semi‐
structured questionnaires were analysed using two types of content analysis,
summation and explanation, using QSR NUD*IST software programme. The
structured questionnaires were analysed using basic descriptive methods, such
as frequencies and cross tabulations. The quantitative data was analysed using
the Statistical Package for Social Sciences.
From a theoretical perspective, this study revealed that by combining Por‐
ter’s models together in an all‐encompassing framework, the pioneering nature
of the research aim was reinforced, since the three models used helped to con‐
firm that there are advantages in merging more than one business environment
level into an integrated study procedure. In fact, each of Porter’s models em‐
phasised certain variables that are relevant for judging the perceived implica‐
tions, resulting from EMU, for the hotel business environment. As result, some
relevant conclusions emerged. For instance, the study reached through the
conceptual framework used was that, as expected in the literature, EMU not
only changed the business environment at a national level, but also changed
the competitive and operational environment of the hotels. However, the re‐
sults of the empirical case study (hotels in the North of Portugal) did not con‐
firm all the specific changes expected. The effect expected in literature was
greater than the effect observed by the hotel stakeholders and, in particular, by
the business respondents.
On the other hand, this study brought to the research arena a three‐
dimensional perspective on the implications of EMU, by using the views of
distinct stakeholders, which previous research on this domain has not done.
Therefore, the inclusion of these study groups in the research permitted con‐
cludes that the study groups had relatively different hopes and fears concern‐
ing EMU. For example, the majority of the literature, supported by the general
views of the national authorities and the industry associations, estimated sig‐
nificant changes at the operational level of tourism businesses. By contrast, the
majority of the business respondents in the North of Portugal, although recog‐
nising that EMU had changed the business environment, perceived that the
implication of EMU on their own hotels was relatively limited, because accord‐
ing to their perceptions only a limited number of measures were required and
most of them were routine in nature.
From a practical perspective, the results obtained made available research
findings with a view to help tourism stakeholders to explore opportunities and
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avoid possible limitations and barriers brought about by EMU. For instance,
this study concluded that there is a need for entrepreneurs to have vision, to
identify substantive opportunities, and to develop the right business plans or
strategies that fit with the new business environment brought about by EMU,
even if the enterprises are small and medium size.One of the main limitations
of the study concerns to the available data, in the sense that primary data were
collected in 2002 and to 2003 and, with EMU as an ongoing process, the busi‐
ness environment has moved on to a new phase in its development.
This study offers original information in a field which, at the time this re‐
search began, was not investigated by previous research and remains still
poorly documented. In fact, this is one of the few studies in the field of tourism,
specifically, designed to understand the perceptions of EMU by the main
stakeholders of the hotel industry. Hence, it is hoped that the presented study
contributes towards understanding the effects of EMU on the tourism sector
and in particular in the hotel industry and, at the same time, encourages further
work in this field.
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ABSTRACT
The research aim is to investigate the role of inter‐organisational knowledge
transfer between small and medium‐sized tourism enterprises, in shaping the
firmʹs absorptive capacity. To date a number of substantial research papers on
absorptive capacity exist. Although the construct is extensively conceptualised,
there is a lack of evolving theories (Volberda et al. 2009). Lane et al. (2006) criti‐
cise its limited focus on Research and Development (R&D) contexts and tech‐
nological transfer. Easterby‐Smith et al. (2008a) argue that there is little varia‐
tion across industrial sectors. Hence, different industries and can be considered
to explore the inner mechanism of absorptive capacity (Easterby‐Smith et al.
2008a). Consequently, this project investigates absorptive capacity in the con‐
text of SMEs in tourism. Ultimately, this project aims to contribute to an ab‐
sorptive capacity theory using qualitative methods. The research project seeks
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to develop a theoretical framework of absorptive capacity development in the
context of SMEs in the service industry. In order to investigate key elements of
this phenomenon, the objective of this research is to investigate, in detail, the
conditions of inter‐organisational relations and micro‐conditions (key charac‐
teristics) of the firm. The conditions are outlining a precondition of absorptive
capacity and are studied to provide conclusion of how absorptive capacity can
be augmented. It is necessary to seek correlations of these influences and
evaluate the potential for absorptive capacity development in certain configu‐
rations. Hence, knowledge transfer is examined according to the SMEs’ knowl‐
edge capabilities at certain process stages. Consequently, this study sheds light
on firm’s abilities to internally explore new knowledge, explore external
knowledge, retain knowledge inside the organization, retain knowledge out‐
side its organizational boundaries, and externally exploit knowledge (cf.
Lichtenthaler and Lichtenthaler 2009).
Tourism has specific issues arising from globalisation. In particular, tech‐
nology is advancing rapidly that implicate a growing and accelerating informa‐
tion flow and transparency. Concomitantly the need for knowledge‐based la‐
bour is growing in the service industries. Innovations are regarded as a neces‐
sity for tourism enterprises to sustain. Companies need to develop core compe‐
tencies and strengths shaped by knowledge (Winter 1987). Hence, knowledge
is systematically organised through knowledge management (KM) to succeed
in today’s competitive environment (OECD 2006). The use of KM has gained
increased interest from academics and practitioners; however, there is still a
lack of empirical research in tourism (Cooper 2006). Tourism is a highly het‐
erogeneous industry, which comprises of numerous small firms. In this context,
knowledge‐intensity is defined by these characteristics and by the exceptional
characteristics of the tourism sector itself (Zeithaml et al. 2008; Pizam 2007). As
part of the knowledge‐based economy, tourism reluctantly embraces the notion
of KM, where knowledge transfer is imperative (Cooper 2006).
KM encompasses three main components: knowledge creation, knowledge
transfer and knowledge utilisation. The literature stresses the importance of
knowledge transfer (KT); however, successful KT is difficult to achieve (Argote
et al. 2000) because it is affected by the firm’s absorptive capacity (Cohen and
Levinthal 1990). SMEs are constrained in their resources and in‐house knowl‐
edge creation, and thus they tend to acquire knowledge from external re‐
sources (Sparrow 2001). Therefore, effective KT from other organisations is
crucial. To do so, requires absorptive capacity to recognise the value, assimilate
and apply knowledge internally (Cohen and Levinthal 1990). Inter‐
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organisational knowledge transfer involves at least two organisations. These
KT activities may include collaboration, personal exchanges, workshops, or
networks. Easterby‐Smith et al. (2008b) suggest that absorptive capacity, inter‐
organisational transfer capability and the motivation to teach is crucial in both
the donor and recipient firm. In addition, interactive dynamics and the type of
knowledge determine the level of success of inter‐organisational knowledge
transfer.
Inter‐organisational knowledge transfer among SMEs in tourism has re‐
ceived less emphasis, although literature is emerging (Chen et al. 2006; Thorpe
et al. 2005). Efficient networks are particularly relevant for tourism destinations
and tourism businesses networks have gained attention in tourism research in
recent years (Shaw and Williams 2009). There is evidence that SMEs advance
their business through networking, which facilitates knowledge exchange
(Costa et al. 2008). Networks can be categorised according to function, interac‐
tion level, or structure (cf. Sørensen 2007; Magnusson and Nilsson 2003;
Granovetter 1973). Here, certain network types and structure are advantageous
for a particular function or achieve a certain level of knowledge integration.
Interestingly, tourism destinations that are complex and heterogeneous, and
possess economic and cultural distances between tourism firms determine
beneficial information flow (Sørensen 2007; Magnusson and Nilsson 2003).
Young enterprises who engage actively in strategic networks are likely to de‐
velop the firm’s absorptive capacity as they disclose new ideas and new ways
of thinking, and therefore widening the interpretive scope of the organisation
(Hughes et al. forthcoming). This implies that different network forms may
have distinctive influence on the firm’s absorptive capacity. Consequently,
existing papers about network types and inter‐organisational relationships are
meagre at best to determine which relations influence and augment firm’s ab‐
sorptive capacity. Thus, a question remains as to how these relationships may
influence the development of the involved capabilities.
To date little is known about which conditions at the macro‐ and micro‐level
are facilitating the knowledge transfer to augment absorptive capacity. At the
macro‐level, the focus lies on conditions that occur at the inter‐organisational
level. In this vein, a relational broker potentially has a facilitating role (Obstfeld
2005). Typically, business networks have a central coordinator (Magnusson and
Nilsson 2003). If the coordinator takes a proactive role, it is likely that they en‐
courage and maintain interaction among complementary firms (Hughes et al.
forthcoming). Bornhorst et al. (in press) state that the Destination Manage‐
ment/Marketing Organization (DMO) is a central organisation who is respon‐
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sible for the management and/or marketing of tourism in a destination. Addi‐
tionally, the DMO’s role is to facilitate, influence and coordinate tourism in
their assigned region. Consequently, a DMO might increase the motivation and
willingness of firms to network together by facilitating linkages to emerge,
silently or otherwise directing firms towards each other, and generally coordi‐
nating the development of tourism. In doing so, the DMO’s actions ought to
create the beginnings of what should or could lead on to become fruitful know‐
ledge transfer relationships among firms. This coordinating role of the tourism
management organisation is expected to have an influence on the development
of absorptive capacity. Arguably, however, the effectiveness of such macro‐
level intervention may depend on micro‐level conditions in each firm. At the
micro‐level, the features and characteristics of individual organisations will be
analysed. Here, characteristics and nature of small and medium‐sized
enterprises and their orientation towards inter‐organisational knowledge trans‐
fer is the key for absorptive capacity. Factors such as firm’s size and structure,
division of labor, leadership style, competency profile, and knowledge stock
might determine the effectiveness of knowlegde transfer (cf. Cooper 2006). It is
necessary to map these influences at the macro‐ and micro‐level precisely and
evaluate the chances for innovations in certain configurations.
Cohen and Levinthal (1990) argue that SMEs have less absorptive capability,
particularly in harvesting and acquiring tacit knowledge. This implies that the
extent of a particular type of knowledge influences the development of absorp‐
tive capacity. Knowledge is mostly classified in two levels, explicit and tacit
knowledge. These two levels of knowledge are categorised according to the
codification. Tacit knowledge is embedded in the human brain and is often
difficult to express (Grover and Davenport 2001). Expression and knowledge is
present through experience and skills (tacit) (Nonaka 1991). It can be seen as
intellectual capital or physical capabilities and skills, which cannot be fully
articulated, represented, and codified by the person (Hallin and Marnburg
2008). In contrast, explicit knowledge can easily be codified and transmitted
and is referred as hard knowledge (Grover and Davenport 2001), which exists
in various places and formats, such as documents, databases, or files (Cooper
2006). In inter‐organisational networks, the distinctive knowledge forms vary
according to micro‐ and macro‐level. Knowledge in an organisation (micro‐
level) is predominantly tacit. This knowledge is created in‐house and is re‐
sponse to the organisational needs where learning or innovation is envisaged.
The knowledge, which is transferred around the network (macro‐level), tends
to be made explicit and supply‐side driven, as it is a response of particular
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knowledge requirements. The distinction between explicit and tacit knowledge
creation is an effective approach to capture knowledge stocks and flows
around heterogeneous networks in tourism (cf. Hislop et al. 1997; Cooper
2006). Here, the ratio of ‘tacit – explicit’ knowledge will play a role in the de‐
velopment of absorptive capacity.
The empirical study (i) identifies small and medium‐sized tourism enter‐
prises, (ii) examines their inter‐organisational relationships, (iii) investigates the
inter‐organisational and organizational conditions, which are involved in the
knowledge transfer activities, and (iv) explores the influence on firm’s absorp‐
tive capacity by a sample of SMEs at a tourism destination. SMEs and the tour‐
ism sector face challenges, which make the field an interesting research context
to contextualise absorptive capacity; hence, this context provides opportunity
to develop and add new perspectives on absorptive capacity. Therefore, this
study will contribute to the knowledge of absorptive capacity and the influence
of inter‐organisational knowledge transfer activities on absorptive capabilities
of SME. Further, the empirical study seeks to contribute to the knowledge of
how intra‐organisational mechanism affects the development of absorptive
capacity and how these interrelate with macro‐level mechanism.
There is a small amount of exploratory research on small and medium sized
enterprises’ relationships and in particular, in terms of how these knowledge
transfer activities influence absorptive capacity (Volberda et al. 2009). Authors
of absorptive capacity literature mainly use quantitative methods, which are of
course useful to test theories and hypothesis (Easterby‐Smith et al. 2008a).
However, this study aims to elucidate perceptions regarding what the facilitat‐
ing factors are to transfer knowledge and how these conditions augment ab‐
sorptive capacity. Therefore, it seems appropriate to address the issue as ex‐
ploratory research ‐ to understand the meanings and underlying patterns ‐ and
inductive research as no single theory is tested, allowing theory to emerge from
the data (cf. Strauss and Cobin 1998; Silverman 2000). Semi‐structured inter‐
views are the main methods to explore the phenomenon, augmented by field
notes and document analysis (from a range of company’s reports such as an‐
nual reports, policy statement, training programmes, and collaboration con‐
tracts). Germany was chosen as research setting. Its tourism indstry consists of
some major global players; nevertheless, 90% is represented by SMEs. Ger‐
many’s tourism has strong economic importance, which has reached world
level with international arrival and receipts (WTO 2008). Besides, Germany’s
tourism is de‐centralised and the sector generates large value to certain eco‐
nomic regions. Mecklenburg‐Western Pomerania was chosen, as it is a highly
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representative tourism destination in Germany and has strong dependence on
and development in the service industry.
The research project builds upon preliminary interviews, which were con‐
ducted after the initial literature review to justify the research question. These
interviews were carried out to get an initial insight into the field, and familiar‐
ity with the facilitators in order to ground and inform the empirical study (Das
2003). Tourism management organisation and other trade associations were
chosen, as they are closest to the individual businesses, and act as potential
facilitators for knowledge transfer (Cooper et al. 2006; Hjalager 2002). These
interviews were useful in:


Confirming that the destination selected was appropriate representing
the desire for inter‐organisational relationships to achieve destination
competitiveness.



Confirming that the research focus was of relevance and importance to
the State’s tourism industry



Signalling that any form of networking and cooperation among SMEs to
develop nature tourism experiences is a matter of development



Aligning the research focus in that the regional tourism organisation are
a potential relational broker for inter‐organisational relationships.

The Annual Forum organised by the Mecklenburg Lake District DMO in
November 2009 for tourism and leisure businesses and accommodation suppli‐
ers provided another opportunity to gain access to SMEs. The conference was
aimed at building and extending networks and cooperation in order to support
an extension of the season and thus generate positive effects for sustainable
tourism. I was given an opportunity to present a workshop on “How to gener‐
ate competitive advantage through networking and cooperation” (Tausend
Seen Forum 2009) where I provided the participants with details of the research
as well as evidence of successful cooperation in tourism. The workshop in‐
cluded a focus group discussion which allowed the 31 participants to share
their experiences on strengths and weaknesses of networks. Moreover, the
SWOT analysis done by the participants during the discussion provided evi‐
dence of current network activities at this destination. It also suggests that
strengths of cooperation outweighs weaknesses. Lastly, the forum aided access
to potential gatekeepers for the in‐depth study.

Doctor of Philosophy

755

The empirical investigation is necessary as a means of identifying key con‐
ditions, if any, that are required for developing absorptive capacity in the inter‐
organisational knowledge transfer process. To achieve this, 60 semi‐structured
interviews will be conducted in 20 inter‐related SMEs. Using snowball sam‐
pling, gatekeepers (owner‐managers), people with the most insider knowledge,
will be chosen according to existing linkages. Interviews aim to gather data
about the macro‐conditions involved in inter‐organisational relationships, per‐
ceived by the owner‐managers. The micro‐level conditions and the firm’s ab‐
sorptive capability are further investigated by interviewing two additional
members of each of the 20 businesses, preferably holding a managerial position
and a junior member. The insights from the two members in addition to the
owner‐manager will help to understand the micro‐conditions involved. In ad‐
dition to the 60 interviews, the director of the DMO will be asked for a formal
interview to investigate the perspective from a relational broker of inter‐
organisational relations. The research project will investigate SME’s in the tour‐
ism industry, from a German perspective. Besides statistical relevance of the
destination within Germany, preliminary interviews and focus group discus‐
sion have been carried out, which confirmed that the research is relevant to
their goals to achieve competitiveness through cooperation among tourism
SMEs. The focus of the research is to investigate conditions at both macro and
micro organizational level, which augment absorptive capacity. In addition to
that, potential influence of a relational broker will also be investigated. To this
end, the effect of “tacit – explicit” knowledge on the development of absorptive
capacity may also be explored.
Here, the inter‐organisational knowledge transfer activities are best studied
using interviews. Hence, snowball sampling will be used to recruit appropriate
gatekeepers and participants, starting in January 2010. To do so, 20 SMEs are
required, which means theoretically that 10 owner‐managers refer to 10 owner‐
mangers involved in the relationship or network. However, this sampling will
become a continuous process because relationships cannot be determined in
advance. Therefore, it remains a flexible approach to sampling, represented by
the owner‐manager, one manager, and one junior. This qualitative study will
contribute to the knowledge of the absorptive capacity construct in the context
of SMEs in tourism.
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ABSTRACT
Tourism is one of the activities of the future because provides new opportuni‐
ties to satisfy important political objective, such as the economic growth and
well‐being of populations, employment, regional development and patrimonial
value. Tourist activity is the largest generator of wealth and employment in the
world. This industry constitutes 11 per cent of global GDP, supports 200 mil‐
lion jobs worldwide, 8 per cent of total employment. By 2010 is estimated that
tourism activity will grow 12 per cent of global GDP and will support 250 mil‐
lion jobs, 9 per cent of total employment (Rita 2000). Tourism has contributed
to the development and industrialization in most countries (Göymen 2000). The
interdependence with many activities turned into a business multiplier of em‐
ployment, foreign exchange and welfare for people (Seabra, Abrantes and
Lages 2007).
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Like other sectors of the economy, the tourism industry is dynamic and con‐
stantly changing (Faulkner 2001), being particularly sensitive to shocks and
external factors that are beyond the control of managers (Evans and Elphick
2005). There is no industry in the world where a crisis caused by terrorism has
such a strong impact, as in tourism (Evans and Elphick 2005). The destinations
suffering from a danger of this kind should manage the crisis, but also begin
marketing efforts to restore tourism by rebuilding its damaged image (Hall and
O´Sullivan 1996; Sonmez 1998). Risk has been identified as a central issue for
international travellers (Yavas 1990). The need for security is an innate feature
of human nature (Maslow 1954) and concerns with it have been proved as one
of the factors that may inhibit the international tourists to travel (Crotts 2003).
Tourist crises are most often caused by incidents that affect the reputation of
safety, comfort and attractiveness of the destinations thus negatively affecting
the perceptions of visitors. As a result of crises, there may be a drop in local
tourism industry by a reduction of tourist’s arrivals (Sonmez, Apostolopoulos
and Tarlow 1999). A terrorist incident or repeated attacks may create a crisis, if
the image of security is affected, significantly. Some authors predicted already
in the 90’s that terrorist attacks would become more indiscriminate. Terrorism
would be institutionalized and would spread out geographically as a method
of armed conflict. We would witness more terrorism than at any other time in
history due to the capacity and interest of the media to cover terrorist incidents
(Atkinson, Sandler and Tschirhart 1987). Unfortunately they were right.
In today’s global economy, the effects of terrorist acts are affecting the soci‐
ety and the economy in general. However, no other industry in the world is so
affected by a crisis caused by terrorism, than the tourism industry (Evans and
Elphick 2005).
The exposure of this industry to terrorist incidents and the consequent vul‐
nerability is recognized by investigators and was visible during the terrorist
events that marked the beginning of the twenty‐first century (Henderson and
Alex 2004).
The destinations that are exposed to this kind of danger have to manage the
crisis, but should also begin marketing efforts to rebuild the its damage image,
and restore tourism (Sonmez 1998). The challenge embodies understanding
how organizations should act to win back consumer’s confidence. This is pos‐
sible only understanding how tourists think and react to terrorism risk, or per‐
ception of risk.
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The fear of terrorism may exist in tourists due to many factors: past experi‐
ences with terrorist attacks, conflict proximity, tourist destination negative
image, social interaction and influence of agents and tour operators (Sonmez
and Graefe 1998b) and exposure to media information (Seabra, Abrantes and
Lages, 2007). We are faced with both a complex and multidisciplinary problem.
There are several factors that affect consumer behavior (Oliver, 1999) and the
consumption patterns of tourism in particular (Sirakaya and Woodside 2005)
due these products’ specific characteristics.
The process of purchasing of services and the involvement of the tourism
products to consumers has some peculiarities (Gursoy and Gavcar 2003). Tour‐
ists buy and consume is normally outside the places where they live (Sirakaya,
Mclellan and Uysal 1996). The decision‐making process used is longer than in
much of the tangible products. Most often tourist does not receive anything
tangible in return for his investment (Seabra, Abrantes and Lages 2007). Tour‐
ists deal with a high level of perceived risk due to their personal investment of
time, effort and money (Teare 1990). Tourists plan and save money over a long
period of time to be able to travel (Moutinho, 1987), which leads them to have a
greater level of involvement in the decision making, selection and purchase of
such products (Gursoy and Gavcar 2003).
One of the most important aspects considered in the study of consumer be‐
havior (Broderick and Mueller, 1999) and in understanding the decision‐
making is the concept of involvement (Dimanche, Havitz and Howard 1993).
Involvement is the degree of commitment with which consumers are commit‐
ted in different aspects of the process of consumption: product, demand for
information, decision‐making and the purchase (Zaichkowsky 1985; Broderick
and Mueller 1999). It is the decision to purchase basis (Zaichkowsky 1986) and
profoundly affect the perceived value of products and its evaluation (Bolton
and Drew 1991).
The concept of involvement has been a central issue in the study of con‐
sumer behavior in general (Zaichkowsky 1985; 1986) and especially in the buy‐
ing decision of tourism products (Dimanche, Havitz and Howard 1991). How‐
ever, its operationalization in the tourism sector, particularly in international
tourism has received little attention (Gursoy and Gavcar 2003). Several scales
used in the operationalization of that concept, are using the dimensional struc‐
ture of ʺpersonal involvement inventory (PII) (Zaichkowsky 1985) and the mul‐
tidimensional structure “consumer involvement profile” (CIP) (Laurent and
Kapferer 1985), the latter having been extensively tested (Jamrozi, Backman
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and Backman 1996) in different sectors including tourism and leisure (Jain and
Srinivasan 1990; Dimanche, Havitz and Howard 1991; Jamrozi, Backman and
Backman 1996; Kim, Scott and Crompton 1997).
In the literature two fundamental precedents of involvement were men‐
tioned (Zaichkowsky 1986): personal factors and the contingency of the situa‐
tion. We can find in the literature the following personal factors: motivation of
the tourist (Beard and Ragheb 1983; Fodness 1994; Ryan and Glendon 1998;
Goosens 2000), personality (Plog 1991), tourist experience (Lehto O´Leary and
Morrison, 2004) among others. The most important factors of contingency are:
the perception of various types of risk in the visited destination (Lepp and Gib‐
son 2003; Floyd and Pennington‐Gray 2004; Kozak, Crotts and Law 2007), ex‐
posure to media (Jin, 2001; George 2003), the direct or indirect contact with
terrorist attacks (Sommer et al. 2005) and contact with various types of crime
during periods of travel or in everyday life (Brunt, Mawby and Hambly 2000).
Regarding the outcome tourists involvement in the purchase of interna‐
tional travel are two fundamental aspects to consider: the behavior of demand
for tourist information (Mitra, Reiss and Capella 1999; Seabra, Abrantes and
Lages 2007) and value attributed to the perceived product consumed (Bolton
and Drew 1991; Chen and Tsai 2007). No study exists with a focus on the im‐
pact of the perceived risk of terrorism, depending on the levels of involvement
and the consequently in the perceived value of tourist services. The intention of
this study is to help close this gap. It is essential to understand tourists’ proc‐
esses of cognitive and affective responses when they feel threatened. Travel,
especially of leisure, should be a pleasant experience. When less positive ele‐
ments enter in the equation, the experience changes, the pleasure is replaced by
apprehension and anxiety.
It is necessary to create more reliable tools to analyze this relationship
(Sonmez 1998). It is necessary to understand consumers’ involvement, the pur‐
chase and consumption behavior in the tourism market. It’s also important to
analyze the influence that the terrorism perceived risk may have on the deci‐
sion to purchase travel, and especially international travel. Models of tourist’s
decision to purchase, theories of decision‐making, particularly those related to
the concept of risk perception, supported by the theory of contingency, consti‐
tute the basis of this study. The process involves integrating several decision‐
making paradigms that reflect the decisions involved in the acquisition and
implementation of international travel, in view of the fear that tourists may
have against terrorism. The aim is also to examine the impact that terrorism
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may have on the perceived value of tourism products and the level of satisfac‐
tion of their consumption.
The study aims, specifically to:
‐ Analyze and measure the influence of personal factors, for example mo‐
tivation, involvement and search for information of tourists in the deci‐
sion making process of buying international travel and the perceived
value of such travel;
‐ Analyze and measure the influence of the factors of contingency, namely
risk perception, exposure to media, exposure to crime in periods of holi‐
days and in everyday life, in the tourists´ involvement;
‐ Analyze and measure the involvement of tourists to purchase interna‐
tional travel;

Doctor of Philosophy

763

Crotts, J. (2003). Theorectical Perspectives on Tourist Criminal Victimization, Journal of Tourism
Studies, 14(1):92‐98.
Dimanche, F., Havitz, M. and Howard, D. (1993). Segmenting Recreationists and Tourists Using
Involvement Profiles, Journal of Travel & Tourism Marketing, 1:33‐52.
Dimanche, F., Havitz, M. and Howard, D. (1991). Testing the Involvement Profile Scale in the
Context of Selected Recreational and Touristic Activities, Journal of Leisure Research, 23:51‐66.
Evans, N., & Elphick, S. (2005). Models of Crisis Management: An Evaluation of theirs Value for
Strategic Planning in the International Travel Industry, International Journal of Tourism
Research, 7:135‐150.
Faulkner, B. (2001). Towards a Framework for Tourism Disaster Management, Tourism
Management, 22:135‐147.
Floyd, M. and Pennington‐Gray, L. (2004). Profiling Risk Perceptions of Tourists, Annals of Tourism
Research, 31(4):1051‐1054.
Fodness, D. (1994). Measuring Tourist Motivation, Annals of Tourism Research, 21:555‐581.
George, R. (2003). Touristsʹ Perceptions of Safety an Security While Visiting Cape Town. Tourism
Management, 24:575‐585.

‐ Analyze the influence of involvement and risk perception in safety im‐
portance to international tourists.

Goossens, C. (2000). Tourism Information and Pleasure Motivation, Annals of Tourism Research,
27:301‐321.

The main motivation of the research described here is the construction of in‐
struments as well as useful conclusions in a scientific context, organizational
and in the sector as a whole. Concerning the first point, the study of decision‐
making processes of international travel, is a fertile area of consumer behavior
in tourism, but few studies integrate the fear of terrorism as a key variable in
tourist decision‐making (Sönmez and Graefe 1998a). This study aims to con‐
tribute to the scientific development of the Tourism area. A sample of interna‐
tional tourists who visited Portugal, Spain and Italy was used. The tourists
were questioned at international airports in Lisbon, Madrid and Milan.

Gursoy, D. and Gavcar, E. (2003). International Leisure Touristsʹ Involvement Profile, Annals of
Tourism Research, 30:906‐926.
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ABSTRACT
Backpacking is a culture symbolic of the increasingly mobile world. With cul‐
tural roots growing from the beatnik and hippie countercultures of the 1950s‐
1970s, backpacking is becoming a mainstream phenomenon in tourism that has
evolved and adapted to technological, social, political and economic trends in
both the home and destination societies of backpackers. These global trends
over the last 50 years have lead to a democratization of backpacking to a large,
heterogeneous, and globally diverse group of people (Paris 2008). The pillars of
ideology of the backpacking subculture (Welk 2004) have persevered over the
last few decades, but the social cohesiveness, imparted early on by the close
connection with the social countercultures of the time, arguably, has not.
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Welk also reasoned that since backpacking has lost the countercultural con‐
nection of its roots, for today’s backpackers, backpacking is just a short‐term
countercultural experience along a set ‘backpacker trail’, and that they are re‐
assimilated into their home society upon returning.
Recent developments in information and communications technology have
provided the basis for the backpacker culture to once again gain the cohesive‐
ness without the temporal or spatial constraints of the ‘backpacker trail.’ While
the physical mobilities of backpackers are still just as important to the back‐
packing experience, new virtual moorings (Hannam, Sheller, and Urry 2006)
have developed that allow backpackers to be fully integrated in their multiple
networks and maintain a sustained state of co‐presence between the back‐
packer culture and their home culture (Mascheroni 2007).
The close virtual proximity that backpackers maintain allow them to be able
to be instantly in contact with friends, family, work, school, and fellow travel‐
lers. Further, the backpacker ideals of independence, freedom, and physical
travel are all enhanced by the virtual mobility of backpacker information, iden‐
tities, and culture. The purpose of this study is to (1) explore the complex so‐
ciality backpackers now maintain by examining the convergence of the internet
and communication technologies, backpacker culture, and physical travel, (2)
develop an understanding of backpacker culture using cultural consensus the‐
ory, (3) examine the affects of individual latent (home/other) cultures on indi‐
viduals cultural competence, and (4) examine the virtual moorings of back‐
packer culture. The research questions include:
1.

Is there a cultural consensus among backpackers?

2.

Are there effects of latent cultures on the backpacker cultural consen‐
sus? If so, on what characteristics make are these differences based?

3.

What technologies are used by backpackers to enhance physical mobil‐
ity and connect to the backpacker culture? How are these technologies
used at home/on the road?

4.

Are there virtual moorings of backpacker culture? How are different
‘types’ of virtual moorings used differently? Are there meanings at‐
tached to each type of mooring? How are aspects of the backpacker
culture manifested through each of the different online technologies?

Many researchers have been hesitant to examine backpacking in its entirety
as a culture (Anderskov 2002), instead examining a part of backpacking, or
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categorizing backpacking as a scene, community, market, type, form, or tribe.
Backpackers on the road are temporary members of the ‘road culture’ partici‐
pating in short‐term fleeting social interactions, often travelling together, eating
together, and sharing common experiences together. The social interactions
(Murphy 2001) between them revolve around the shared ideology and a sense
of companionship in the midst of social insecurity of travelling in a distant
unknown place, but are constrained to just the time spent while travelling. This
sociality is maintained through a shared ideology.
Welk (2004) proposed that the backpacker community has evolved around a
set of stable common symbolic lines of ideology. Five pillars of backpacker ideol‐
ogy include: to travel on a low budget, to meet different people, to be free, in‐
dependent and open‐minded, to organize one’s journey individually and inde‐
pendently, and to travel as long as possible. Welk’s findings were supported by
Paris and Teye’s (forthcoming) study on backpacker motivations. In that study
the authors found that there were six dimensions of backpacker motivation
including: personal and social growth, experiential, relaxation, cultural knowl‐
edge, budget travel, and independence.
Many of the current characteristics of backpackers differ, as a result of the
global trends during the last few decades, than those of the ‘drifters’ and ‘no‐
mads from affluence’ (Cohen 1972, 1973) of the sixties and seventies, but it has
been argued that the ideology, motives, and intentions that have persevered
(Sorensen 1992, 1999, 2003). While the ideology of the backpacker market is
represented in the value system, there is a noticeable gap between the structure
and the actual practice by backpackers (Anderskov 2002; Richards and Wilson
2004). Both Sorensen (1992) and Anderskov (2002) note backpacking culture is
unique in comparison to other travel cultures in that most respondents ideally
wanted to project the values gained as participants in the backpacker culture
over to their ‘normal’ lives. The backpacker culture anchored by the guide‐
books, backpacker trails and enclaves, and travel infrastructure, has also
adapted. The social structure of backpacking has expanded into the virtual
world. The development of the internet, as well as online communities in the
recent decade has created a new social structure on which the ever expanding
backpacker culture can exist. n order to better understand the virtualization of
backpacker culture, this study builds upon previous ethnographic backpacker
studies using cultural consensus theory.
In the field of cognitive anthropology, the cultural consensus theory (CCT)
and analysis was developed as a way of objectively measuring and describing
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the amount and distribution of culture among a group of individuals (Romney,
Weller and Batchelder 1986). The CCT is based on conceptualizing culture as a
shared and learned information pool (D’Andrade 1981). CCT’s central idea is to
“use the pattern of agreement or consensus among information to make infer‐
ences about their differential knowledge of the shared information pool consti‐
tuting culture.” (Romney, Batchelder and Weller 1987: 165). Romney et al
(1987) note three assumptions that are ground rules for the operationalization
of the model made by the formal model of the CCT: 1) that there is a common
truth between informants, that the informants are from shared culture, and that
the cultural reality is the same for all informants in the sample, 2) Local inde‐
pendence, and 3) Each informant has a fixed cultural competence, and that
each question sis the same difficulty level. CCT has been used in a variety of
studies, yet it has not yet been used in the study of tourism. In the context of
theoretical framework of backpacker mobilities, the shared pool of knowledge
is synonymous with the cultural spaces. The flows between the physical spaces
and cultural spaces are the meanings, uses, and importance placed upon the
physical spaces by individual backpackers. For example this can include an
emphasis on staying in budget accommodations, such as hostels, because of the
culturally important practice of traveling on a budget. The construction of suc‐
cessful hostels usually includes common areas where social interaction (Loker‐
Murphy 1997) between backpackers can occur, another culturally important
aspect for backpackers. The historical development of backpacker trails and
enclaves is a result of a structure necessary for passing information on between
individual backpackers, which was further emphasized by the development of
guidebooks. Guidebooks act as vessels for the shared information pool. The
developments in communication technologies have provided new virtual
spaces of backpacking. Flows between the virtual and cultural spaces include
the usage of the tools included in virtual spaces to access and disburse informa‐
tion, as well as creating virtual backpacker identities where individuals can
socially interact with other backpackers.
Surveys were administered through backpacker specific groups on Face‐
book.com and on several threads of Lonely Planet’s Thorn Tree Forum. In addi‐
tion, surveys were administered at backpacker hostels in Cairns and Sydney,
Australia, Fiji, and South East Asia. The questionnaire will measure the cultural
consensus of backpacking using a set of Yes/No questions. This includes atti‐
tudinal questions, motivation questions, activity questions, and behavior ques‐
tions. Cultural consensus analysis provides three estimates regarding individu‐
als agreement with the backpacker cultural domain. The first estimate is the
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eigenvalue ratio between the first and second factor, which estimates the
group’s overall level of agreement. The second measure provides the extent to
which each individual agrees with the group, referred to as cultural compe‐
tence. The third provides the culturally appropriate answer to each of the cul‐
tural domain items (answer key). These estimates were attained through a sur‐
vey administered to 487 individuals who were asked to respond to sixty yes/no
items. Cultural Consensus analysis was conducted using UCINET and SPSS
software. The results indicate that there is a shared cultural model for the sam‐
ple. Further discussion of these results will be included during the presenta‐
tion.
The second part of this study focuses on understanding the virtual moor‐
ings of backpacker culture. A backpacker mobilities framework is as a basis for
this analysis. The New Mobilities Paradigm (Urry 2000, 2007) seeks to establish
a movement driven social science. The mobilities paradigm examines the in‐
creasingly complex world through the exploration of the varying levels of
movement of people, ideas, objects, and information. The mobilities paradigm
provides a strong basis for understanding how the explosion of the internet
and related technologies has been incorporated into the social life of people
around the world.
The recent innovations of the internet and communications technologies
have created a more networked pattering of social life, home life, and work life
(Hannam, Sheller, and Urry 2006). These technologies have allowed many peo‐
ple to maintain intermittent co‐presence with these networks. Co‐presence is
further enhanced by ‘virtual travel’ as many social interactions need to take
place over long distances, where corporeal travel is not as easy. This virtual
proximity is proliferated by advances in cyberspace, including email, social
networking sites, blogs, and other virtual extensions of personal identity. The
virtual proximity of an individual’s multiple networks allow them to easily
shift between or simultaneously interact with more than one network. In the
increasingly complex world, where people need to maintain close networks
over large geographical distances, virtual mobility allows for the strengthening
of interactions. (Urry 2002) The virtual mobility of personal networks allows
people to connect to their networks anywhere and at anytime, especially with
advances in personal wireless technologies (Hannam, Sheller, and Urry 2006).
The spatial division between ‘home and away’ is now less important, which
allows people greater flexibility with concerns to their movements through
time and space. The understanding of the convergence of travel and communi‐
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cations technology can be particularly enhanced through the examination of
the current state of backpacking.

Physical
Spaces

Backpacker
Mobilities
Virtual Spaces

Cultural Spaces

Figure 1. Theoretical Framework of Backpacker Mobilities.

Mobility is inherently part of the backpacker phenomenon. Figure 1 pre‐
sents the theoretical framework of backpackers’ mobilities. The framework
illustrates three ‘spaces’ of backpacking, and the intersections or mobilities
between the spaces. The physical spaces include backpacker destinations, en‐
claves, hostels, transportation, and home locations. The cultural spaces repre‐
sent the shared ideology, identity, social status, motivations and attitudes, ‘out‐
side’ representations and perceptions of backpacking, and transformative af‐
fects of backpacking. The virtual spaces of backpacking include email, online
communities, blogs, and personal websites, as well as mobile devices (laptops,
mobile devices, cell phones) and connections (internet, wi‐fi, broadband). In
the past study of backpacker mobility the focus has been on the physical and
cultural spaces, but recent innovations in communication technology have
added a virtual component to the study of backpacker mobilities.
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Backpackers have fully adapted the new communication tools into their
travel activities, thus giving rise to a new virtual mobility. Travelers can now
be in two places at once, their physical location either at home or on the road,
and the virtual location. Mascheroni (2007) explored the convergence of new
communication media, the internet and mobile phones, and travel by back‐
packers. The author stated that “global nomads produce and maintain mobile
spaces of sociality, founded on a complex interaction of face‐to‐face interaction
and mediated communication, co‐presence and virtual proximity, corporeal
travel and virtual mobilities” (p.527).
Many backpackers use narrative emails and/or travelogues via personal
websites, blogs, or social networking sites to share their experiences with
friends and family back home, as well as fellow travelers. Mascheroni (2007)
points out that travelogues allow backpackers to maintain mobile spaces of
sociality that follow the individual during their trip, are constantly updated,
and with an email address that represents the only permanent address of the
traveler. The mobile sociality allow backpackers to maintain connections with
fluid social networks made up of friends, family, travelers met while on the
road, local people, and unknown travelers (Mascheroni 2007). Adkins and
Grant (2007) note that information and communication technologies develop
solidarity and a culturally shared understanding of what a backpacker is,
which could conflict with the commercial backpacker image.
A mobile‐virtual ethnographic method was developed and employed along
with e‐intereviews to examine the convergence of backpacker culture and
internet technology. Four types of online were examined: Youtube videos, per‐
sonal backpacker blogs, Facebook backpacker groups, and Twitter. The results
of the mobile‐virtual ethnography of backpackers’ virtual moorings suggest
that there are several key differences in the meanings associated and the
use/role of Facebook Groups, blogs, Youtube, and Twitter for backpackers. Key
differences can best be discussed within the backpacker mobilities framework.
The mobile‐virtual ethnography focused on the virtual structure of the
backapckers virtual moorings. The results of the analysis indicate that the vir‐
tual moorings represented by the four types of social media are spatially di‐
vited into two speheres: the statusphere and the blogosphere. A deeper discus‐
sion of results and implications will be provided during the presentation, but
several key implications of this study have become evident.
First, the development of online technologies has lead to a virtualization of
social lives. While this study focused on a specific set of virtual moorings, simi‐
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lar studies could be conducted within other virtual social fabrics to develop a
greater understanding of the role that virtual moorings play within society. For
tourism businesses that are seeking to leverage these online technologies, this
paper provides insight beyond the business and marketing aspects of these
technologies. Tourism businesses that take into account the various meanings
and uses that their target market associates with each of the technologies they
seek to use, they will be more effective in their efforts. Currently, the tourism
industry is trying to leverage these developments for their businesses. They
are developing Facebook pages, Twitter accounts, iPhone applications, and
Youtube videos in order to connect with their customers. Understanding the
implications of the statusphere/blogosphere dichotomy can provide a deeper
understanding of how social media is used by individuals in their daily lives
and while traveling.While it is important to understand these developments
from a business or marketing standpoint, a deeper analysis of the social mean‐
ings and developments of these technologies for tourists is warranted.
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ABSTRACT
Turkey has been exposed to a dramatic process of transformation especially
since tourism has been adopted as an easy instrument to achieve higher cur‐
rency revenues as part of Turkey’s integration with the international commu‐
nity. Enforced integration into the world economy, mechanization of agricul‐
ture, urbanization and migrations are just a few of the most popular factors
that have mainly contributed to the socio‐economic transformation which in‐
fluenced the world views of Turkish citizens. Above all, it was the intra‐family,
kin relations and household structures that have been affected by these trans‐
formations the most. After long term economic instabilities, during the 1980’s
tourism was declared to be a potent panacea for a way to liberalize the econ‐
omy. Thus, the newly enacted tourism encouragement laws gave generous
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incentives to the industry and monetary support to foreign investors (Tosun
1998). The local community, however, have been kept very alienated from the
heritage preservation and tourism management processes (Emge 2003) as the
transition to neo‐liberal economic policies, which promoted land privatization,
had left many of the pastoralists unable to find sufficient areas to rear their
animals.
The previous farming economy thus was transferred to a restrictive tourism
oriented market followed by the mismanagement of tourism activities in the
area which has created inefficiencies at the income distribution level. The in‐
creasing level of unequal competition created by the establishment of big hotels
built close to preserved areas led to the closure of many locally owned tourism‐
related businesses (Tosun 1998). The arrival of foreign and other domestic tour‐
ism agents from more industrialized parts of the country exacerbated the class
and regional inequalities, which stimulated economic, environmental and so‐
cial problems that have created doubts about tourism as a reliable strategy for
the development of developing countries (Bryden 1973). Turkey’s national
tourism policy has also been affected by the accession process to the European
Union since 2003. The EU does not follow a direct tourism policy because of the
multidisciplinary nature of tourism, so does not Turkey. Thus, this research
will examine Turkey’s national Tourism policy and it’s relation to the EU tour‐
ism policies that has itself been shaped by the Turkey’s National Tourism Ac‐
tion Plan. Discovering the characteristics and the transformation of the Turkish
Tourism policy will be one of the main aims of the research.
Cappadocia has a unique geology and is located in the heart of Turkey,
situating at the Anatolian peninsula. People here used to live in natural formed
rock structures locally known as fairy chimneys that were formed into cave
dwellings and monasteries throughout the centuries. However, nowadays in
local ‘heritage museums’ in the area, local people are represented by wax fig‐
ures, evidence of the degree to which the local community, the main inhabi‐
tants of the caves, are not considered and undervalued as a part of the overall
heritage attraction. The people living in the centre of Cappadocia are being
displaced from their caves supposedly because of the threat of erosion, earth‐
quake and the risk of throat cancer. However, the main reason for this dis‐
placement is the increasing tourism and market value of the caves, which are
now bought by many financially‐empowered customers from all around the
world.
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As national tourism initiatives resulted in both the increasing marginaliza‐
tion of native population from the economic opportunities associated with the
industry, the locals have been removed from the valuable properties which
now serve as the centre of tourism activities. While the development of tourism
in Cappadocia has excluded the Cappadocians from both economy and spaces
of tourism, the industry simultaneously still depends upon the presence of
those whose “culture” and “hospitality” is central components of the touristic
experience (Kaspin 1997). As the local community is excluded from all sorts of
tourism activities including trade, a huge variety of cultural and traditional
activities are declining. Some of the people are severely affected by loss of a
significant part of their land and access to their social and economic networks
which led to impoverishment and lost identity (Price 2009). Thus, the possibil‐
ity of establishing a sustainable and integrated heritage culture is decreasing
day by day.
The research will address five main questions in relation to the interconnec‐
tion of social, economic and political processes and tourism policy:
1)

What is the impact of Turkish regional and tourism policies on Cap‐
padocians?

2)

What are the key influences on migration from Cappadocia to larger
cities and its’ relation to development forced displacement? An impor‐
tant part of the research will be to assess the immigration and move‐
ment flow in and out of the region as many of the re‐housed villagers
have begun to reclaim and restore their old homes for the purpose of
making tourist accommodation businesses, known as pansiyon.

3)

What are the factors that impact on the decision to re‐claim caves for
the purposes of tourism accommodation or sell them to non‐resident
nationals or people from overseas?

4)

What is the relationship between tourism‐related income and conser‐
vation tourism? Certain zones in Cappadocia were restricted from po‐
tential tourism accommodations, causing an interest in the preserva‐
tion of the older parts of the villages.

5)

How can anthropology as a discipline have a distinctive contribution
to make to ‘development theory and practice’ in relation to tourism
and whether this involvement will contribute to the development of
anthropology? At this stage wider range of topics will be taken into
consideration while looking at the impacts of development and tour‐
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ism. Some of the topics are: host and guest relationships, promotion
of Christian cultural heritage sites in Islamic lands, marketing strate‐
gies and Turkey’s appearance in the world, promoting ‘the perform‐
ance of the past’ in current developing countries as many of the tour‐
ists come to see and experience the past rather then experiencing the
current realities of the place.
The research, will also observe the younger generation in Cappadocia, as
the transition from a farming economy to tourism‐oriented lifestyle, has made
most of them search for a new future within more modern infrastructures
(Emge 2003). This has prompted youth immigration to more industrialized
cities and other tourism zones throughout the nation. In many cases, immi‐
grants have not found adequate living conditions away from their homes, as
many have moved to slums in bigger cities such as Istanbul. The youth who
remain in Cappadocia prefer to live in houses made of iron and concrete, and
designed differently from the caves. The combination of distance and poor
local transport means, excluded them even more from tourism‐related activi‐
ties. According to current residents, most of the people who are left living in
Cappadocia are retired and living alone without their children. The lack of
local population hinders more sustainable forms of living that would attract the
youth. These research questions have emerged as central through a process of
contextualizing the contemporary situation of the displaced people in Cappa‐
docia, in relation to five important areas of literature: regional development of
Turkey, the anthropology of tourism, the anthropology of development, cul‐
tural heritage and community participation, ethnography and sustainability.
My research will contribute to a growing interdisciplinary and policy engaged
literature on the impact of Turkish national tourism policies on local communi‐
ties in Turkey.
For some, anthropology has made the single strongest, tangible and interna‐
tionally documented and recognized contribution to development policy and
practice over the past quarter century since anthropologists have helped to
frame current debates concerning human and environmental rights, policy
frameworks and guidelines, implementation, evaluation, the limits of state
sovereignty and the agendas of international capital (Oliver and Smith 2009: 6).
However, their understanding on regional policies and their influence on its
adaptation processes remains very limited. Without understanding the proc‐
esses of broader socio‐economic transformations, it is not possible to reach to
conclusions on macro levels, thus anthropologists’ biggest concern mainly re‐
mains to be the results and the aftermath rather then the processes. Fisher
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(2009) points out that the changing policies and laws require more than best
practices and guidelines; it requires an understanding of these evolving trans‐
national political processes.
The purpose of this research is to build a grounded understanding on the
national and international reasons and developments that actually influence
the regional policies by articulating knowledge from various multidisciplinary
fields. To have a wider understanding, based on a broad range of literature
seems highly necessary in order to have a relevant portrait of the current socio‐
economic situation. This would also help to advocate effectively in order to
encourage community participation during the development processes. The
local community in Cappadocia remains to be as “victims” of a development
forced displacement programme that is being implemented by the current gov‐
ernment. As through displacement, development projects that intended posi‐
tive benefits could have very counter‐ developmental consequences for the
people who had to bear the costs (Price 2009).
It is very important to ask whether anthropology as a discipline could have
a distinctive contribution to make to development theory and practice in rela‐
tion to tourism and whether this involvement will contribute to the develop‐
ment of anthropology. According to Hoben; The most important contribution
of anthropology to theories of development lies not so much in anthropological
theories as in the way that anthropological findings have confronted key as‐
sumptions, such as the; antirational “tradition bound” and “rational peasant”
variants of the development paradigm, and their corollary assumption that
economic development and its benefits requires the Westernization of institu‐
tional forms and cultural beliefs (Hoben 1982).
In this case, anthropologists are uniquely positioned to transcend the ethno‐
centrism of the western gaze precisely because of the seriousness with which
we investigate the cultures of the locality (Kaspin 1997), in so doing; the an‐
thropologists can raise or advocate for a voice that is politically informed. Even
though, this does not diminish the value of interpretation as it underscores the
fact that anthropological understandings are not the same thing as local under‐
standings. As Kaspin states; “theirs’ is just a welcome rejoinder to the self‐
indulgent solipsism of this postmodern age”.
Geertz mentions; “the study of tourism and the management of it demands
that it should be seen as an extended field of relationships, into clear‐cut and
exclusive, opposing categories: host and visitor, inside and outside, local and
global, we and they, here and there” (Geertz 1997:20). Thus, this research will
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not only focus on the transformation of policies but also will look at the social
transformation of local identities by discussing host and guest relationships in
relation to the development of tourism. Yet, tourism as a way to development
tries to portray itself as a modern body with a traditional soul; it creates class
and regional inequalities which prompts resistance as human spirit refuses to
be dominated (Abu‐Lughod 1990: 42). This research will also look at a variety
of ethnographies on the Mediterranean and the Middle East, on the host and
guest relationships and their impacts on the local communities, for a cross‐
cultural understanding.
Finally, Tosun (1998) who focuses on the regional development of Turkey
points to the importance of doing more studies to develop a better understand‐
ing on local community involvement in tourism. Only then can the results of
these studies in general provide a better set of policy recommendations for
developing participatory tourism development approaches. To promote com‐
munity participation, Tosun (1998) suggests two main policy recommenda‐
tions: his first argument is about the strong centralist tradition and omnipotent
bureaucracy that should be challenged, which I will discuss in my doctoral
dissertation as the transformation and consequences of the Turkish regional
policies with in the case of Cappadocia, in order to address and highlight the
matter. Secondly, Tosun suggests the establishment of local non‐governmental
organizations (NGOs) that should lead local people to take part in tourism
development. My previous research on sustainability and empowerment, flags
the development of local social businesses and enterprises as potential positive
contributions to local sustainable development. I will examine the degree to
which the establishment of a microcredit institution that gives tourism credits
for local entrepreneurs may serve to establish more sustainable development
The methodology will be a combination of participant observation, surveys,
structured and semi structured interviews, statistical analysis, life history
analysis and participative video during one year of fieldwork from October
2010 to September 2011. This will take place partly in the Goreme region (the
most touristic part) and in Uchisar and Ortahisar villages, which are getting
less support from the Tourism and Culture Ministry. For the latest portrait of
the current socio‐economic and cultural profile of a wider area in both villages,
there will be focus groups created involving the local community, ministry
workers, policy regulators, tourism agencies, tour operators, past and present
hotel owners and many others from different parts of the community. In previ‐
ous studies, developments in Goreme were the main focus. Therefore, I hope to
integrate, enrich and compare the current and relative literature to illustrate the
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current needs and to provide contemporary policy recommendations for a
broader region. Visual ethnographic documentation will be another aspect
adding value to the research, as it will document the social change and trans‐
formation of the locals’ lifestyles after resettlement. I also aim to create partici‐
patory video workshops for the locals which I believe that would facilitate as
an excellent way to gather more in depth information and understanding from
the locals’ point of view.
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ABSTRACT
Tourism sector is a fast improving sector throughout the world. The pace of the
present working conditions, preference of the individuals for leisure time and
increase in the negative effects of daily life conditions arouse the desire for
leaving the residence for a short time. Availability of such situations can cause
result in desire for travelling, seeing new places, meeting new people in indi‐
viduals. The current requirements have led to the new tendencies in tourism
activities and diversification of demand for tourism over time. The core range
of new tendencies of the touristic destinations can be defined as invaluable
natural field in cultural, visual and ecological aspects differ than the ingredi‐
ents of usual sea‐sand‐sun. Especially, it has been recorded that the demand for
the recreational utilization for the natural based tourism has increased today,
and also recorded that forest based tourism has highlighted among the tourism
activities. Tourism activities which are formulated under the principle of sus‐
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tainability have priority for the use of forest resources out off timber and in‐
creased the value of those activities in the public opinion.
In this study, under the choice sets approach, the tourism constraints (Cons)
‐structural, intrapersonal, interpersonal‐ which are effective on destination
selection process; motivations ‐ pull motivations and push motivations “Push”‐
pull motivations and push motivations “Push”‐ which are effective on tourist
behavior and information (re)sources ‐internal information acquisition “Int”
and external information acquisition “Ext‐ which are effective on destination
selection, are investigated.
Data were collected by personal interviews which were made with 386 peo‐
ple visiting Ilgaz Tourism Center. Each interview took 20 to 30 minutes to com‐
plete. Two research models were developed with the aim of determining choice
process of individuals who choose a specific destination.
The first model (M1) consists of 5 hypotheses which evaluate destination
choice process through entire set approach. The second model consists of the
same process, but this model includes representative choice sets. Both of these
models were analyzed by Structural Equation Modeling (SEM). According to
Moutinho (1987), travel decision is under influence of many kinds of external
factors which contain effects of other people. These factors are named social
effects. These effects can be defined as external factors and are classified into
four groups as culture, subculture, social class, reference groups, family (Mou‐
tinho 1987). Internal factors consist of personality, learning, motivation,
perception and attitudes and both of these factors have important role on des‐
tination selection of tourists.
According to Hawkins et al. (2004), extensive problem solving is associated
with high involvement purchases, whereas habitual decision‐making is associ‐
ated with low involvement purchases. In the alternative evaluation stage of
high‐involvement purchases, the consumer mostly uses compensatory decision
rule to evaluate and choose a final selection. Most tourism service purchases
are considered to be high‐involvement and are extensive decision‐making pur‐
chases, because of the relatively high costs, both monetary and non monetary,
involved in these decisions (Moutinho 1987; Sýrakaya and Woodside 2005).
Moreover, some constraints or barriers have negative effect on tourist behavior.
Many studies in tourism literature have focused on leisure constraints (Schnei‐
der and Stanis 2007: 391).
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Crawford et al. (1991) modified a conceptualization of leisure constraints of‐
fered by Crawford and Godbey (1987). They developed a hierarchical model
related to leisure constraints. In this model, leisure constraints have been classi‐
fied into three main groups as intrapersonal, interpersonal, and structural con‐
straints (Alexandris and Carroll 1997: 108).
There are many studies which focused on leisure constraints in tourism lit‐
erature. For example, Pennington‐Gray and Kerstetter (2001) tested a hierarchi‐
cal leisure constraints model in nature‐based tourism. This study focused on
pleasure travelers’ perceived constraints to nature‐based tourism. Eleven con‐
straint statements were identified through a literature review and were chosen
a priori to represent three types of constraint as outlined by Crawford et al.
(1991). The purpose of the study was to determine whether the three types of
constraints (intrapersonal, interpersonal, and structural) existed in the context
of nature‐based tourism. Therefore, in this study, the 11 items of Pennington‐
Gray and Kerstetter (2001) used to measure nature‐based tourism constraints.
These items listed on a 5‐point scale (totally agree to totally disagree).
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to gather information and cope with or reduce perceived risk. When faced with
a purchase decision, a consumer first examines information in memory about
past purchase experiences, including experiences about product class and pre‐
vious learning about the environment. Therefore, internal search can be viewed
as an important source of information available to the consumer (Murray 1991).
External information search can be defined as a motivated and conscious deci‐
sion by the consumer to seek new information from the environment. Sources
of external information can be classified in terms of marketer‐dominated, per‐
sonal, impersonal and direct experience information sources (Murray 1991).
The nine scale items derived from the literature were used to measure the
importance of the internal and external information sources in the choice set
process. These items are listed on a 5‐point scale ranging from totally agree to
totally disagree.

According to Oh et al. (1995), motivation for pleasure travel has received
considerable attention in tourism literature. Most discussions in the tourist
motivation literature have tended to revolve around the concept of “push” and
“pull” factors (Oh et al. 1995). A review of the literature on motivation reveals
that people travel because they are “pushed” into making travel by internal,
psychological forces, and “pulled” by the external forces of the destination
attributes (Yoon and Uysal 2005). The pull and push framework provides a
useful approach for examining the motivations underlying tourist and visiting
behavior. In this framework, push factors refer to the specific forces that influ‐
ence a person’s decision to take vacation, while pull factors refer to forces
which influence the person’s decision for the specific destination to be selected
(Kim et al. 2003).

According to Sýrakaya and Woodside (2005), choice‐set models have re‐
ceived substantial attention in the literature of decision‐making in tourism due
to their practical use for destination marketers. The concept of choice sets was
first introduced by Howard (1963) in consumer behaviour literature. Howard
and Sheth (1969), Narayana and Markin (1975), Brisoux and Laroche (1981),
and Spiggle and Sewall (1987) elaborated this concept. In the literature of tour‐
ism, there are some studies which elaborate the concept of choice sets, for ex‐
ample, Um and Crompton (1990), Woodside and Lysonski (1989), Crompton
(1992), Ankomah et al. (1996). According to the choice‐set theory, a potential
traveler first develops a set of destinations from his/her early consideration or
awareness set. The destinations are chosen from a large number of destination
alternatives, comprising of all the destinations available, which is also known
as the ‘‘total set.’’ The number of alternatives is then reduced to shape his/her
late consideration or his/her evoked set. Finally, one destination is selected
from the evoked set as the final choice (Sýrakaya and Woodside 2005).

In this study, the 18 scale statements for push factors and 7 scale items for
pull factors were used to measure motivations which were derived from previ‐
ous studies in literature. Addition to this, the same push factor items were used
to measure importance of the ideal destination attributes. These items are listed
on a 5‐point scale (Personal push factors range from totally disagree to totally
agree. Destination pull factors range from totally not important to totally im‐
portant and the ideal destination attributes range from very bad to very good).

There are some frameworks for the destination choice process using choice‐
set structure in tourism literature (e.g., Um and Crompton 1990; Crompton
1992; Ankomah et al. 1996). These frameworks assert that destination selection
includes different numbers of stage process and these stages are classified and
named differently in the literature (e.g., awareness set, total set, evoked set,
inert set, inept set, action set, reject set, consideration set, initial consideration
set, late consideration set).

According to Murray (1991), consumer information sources can be classified
into two broad types: internal and external. Both types are used by consumers

Botha et al. (1999) have proposed a model for the high involved pleasure
destination choice process. Central to this model is the concept of choice sets,
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which offer a conceptualization of how potential tourists narrow down the
number of destinations they consider and reach final decision. In this model,
the choice sets process is associated with positioning elements ‐personal moti‐
vations/push factors; destination attributes/pull factors and situational inhibi‐
tors/constraints‐ and information acquisition mode ‐passive information acqui‐
sition/internal information search and active information search/external in‐
formation search. Structure of choice sets process is classified in four stages as
awareness set, initial consideration set, late consideration set and final destina‐
tion choice. This process consists of three elimination phases.
Generally, the choice set approach in the destination choice process is tested
via comparing the mean number of destinations in the sets according to paired
t‐test. Hence, the funneling effect in choice set is empirically validated. How‐
ever, there is a gap in literature about use of other statistical methods to test
choice sets. According to Sýrakaya and Woodside (2005), simplified and field‐
specific models should be created and should be empirically tested to fill the
gap in this area. Statistical methods that allow model testing (i.e. SEM, path
analysis) should be utilized to test the nature of a complete model (Sýrakaya
and Woodside 2005).
The main problem in model testing of choice set process by SEM is defining
the choice sets separately. Therefore, in this study, based on the literature a
different approach was developed for to test the hypotheses of the models by
SEM. There are two choice sets approach in this study namely the entire set
and the representative set. The entire set approach, which is the classical ap‐
proach, evaluates choice sets as a whole. According to this approach, aware‐
ness set includes initial consideration set, late consideration set and the choice.
In this approach, a destination can take place in another set.
The individual assesses and eliminates all alternative destinations for to
reach a final choice of destination. In this process, other alternative destina‐
tions, except the final choice, are eliminated in specific sets by the individual.
As these sets are intangible, the eliminated destinations in the choice sets proc‐
ess were used to define the related sets. In the representative set approach,
every destination takes place in only one set. In this manner, all destinations in
the choice sets process can be defined separately. In order to derive the destina‐
tions in the awareness set, the initial consideration set and the late considera‐
tion set, the respondents were asked three questions which were developed by
Botha et al. (1999). Hereafter, the respondents listed the destinations which
constituted their choice sets. Moreover, high‐involvement type of decision
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process and compensatory decision rule were used. The sets are described and
operationally defined via representative approach. In this approach, the data in
the choice sets were derived from the scales of pull factors. Then, for to define
the sets in the models, the data were used to calculate the compensatory deci‐
sion rule procedures.
In this study, it was determined that individuals eliminated destinations
through mental processes. Moreover, the result of the analysis of the research
hypotheses suggested that consumers eliminate the destinations in the aware‐
ness set in three stages, which are initial consideration set, late consideration
set and the choice. It was also determined that the structural constraints –
namely money and time‐ have negative effect on consumers whereas the inter‐
nal and external information acquisition has positive effect on the destination
choice process. All these variables affect internal motives of consumers and
play important role in selection of destination in the purchase decision process.
Another important result of this study is that the original models can be tested
empirically. The results obtained from application of the models suggest that
the product and brand choice of consumers may be explained in other ex‐
tended purchase decision makings. The results of this study showed that the
product and brand choice of consumers in other extended (high‐involvement
purchase) decision makings can be explained by these models.
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place are investigated under the heading of administrative and political charac‐
teristics heading in different historical periods. Therefore, the historical charac‐
teristics were analyzed as part of other groups of characteristics (See Table 1).
The exemplification for the proposals on the conservation of the spirit of
place is chosen as the settlement of Mustafapaşa (Sinasos, as it was called be‐
fore the 20th century), which is an historical town of a thousand inhabitants in
Cappadocia, near the city of Nevşehir and the touristic town of Ürgüp. Its
complex structure composed of typical Cappadocian particular landscape,
rock‐hewn environments, Christian and Islamic monuments, remarkable 19th
century residential fabric, and its multi‐cultural past requires a thorough analy‐
sis of the different types of characteristics and revealing the relationships be‐
tween material and immaterial characteristics (See Figure 1). Therefore, the
settlement of Mustafapaşa is considered to be an appropriate case study in
searching for methods for the conservation of the spirit of place.
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ABSTRACT
The complexity of historical landscapes requires a deep understanding of the
values of ‘place’, as well as the relationship between these values. Since ‘the
spirit of place’ (genius loci) cannot be explained as the sum of all the characteris‐
tics of place, new methodologies, which are more capable in evaluating places
and complex relationships composing the spirit of place, are being searched by
the discipline of architectural and landscape conservation (Rifaioğlu and Şahin
Güçhan 2007). In the thesis presented here, the term ‘spirit of place’ is consid‐
ered to address both the physical and non‐physical characteristics of place. The
different characteristics of place are analyzed under five main headings, which
are those of historical, physical, cultural, administrative‐political and religious
characteristics. Among those, historical characteristics are seen as the main axis
combining both characteristics, that is to say, both characteristics have a his‐
tory. For instance, the changes of administrative and political characteristics of

Figure 1 A General View From The Town of Mustafapaşa

In order to identify profoundly the characteristics of the settlement of Mustafa‐
paşa, the analysis of characteristics in three different scales is considered to be
indispensible. These different scales of analysis are those of Cappadocia,
Mustafapaşa, and the smaller study areas identified in and around Mustafa‐
paşa. It is believed that the analysis in different scales would help define the
context of Mustafapaşa that is Cappadocia. Moreover, the similarities of Musta‐
fapaşa with its context, which are typical characteristics, and its differences
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from it, which are unique characteristics, could be differentiated. The physical
values are handled in four main groups composed of settlements and topogra‐
phy, residences and monuments, mural paintings and ornamentation, and,
finally, architectural elements. All the physical characteristics are studied in
different scales referred above.
Table 1. The table showing the groups of characteristics studied and the groups of characteristics
and resources of information used.
Historical
Charac.

Hittite Period

SCALE

Physical
Charac.

Administrative
&Political Charac.

Cultural
Characteristics

Religious
Characteristics

Cappadocia

PS

PS

PS

PS

PS

PS

PS

PS

PS

PS

Mustafapaşa
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The classification of the characteristics of place might differ from place to place.
For instance, in the example of Mustafapaşa settlement, the coexistence of
Christianity and Islam is very important and evident both in cultural and phys‐
ical characteristics. Therefore, the religious characteristics are studied as a sepa‐
rate group of characteristics under immaterial characteristics. Similarly, since
the mural paintings are among of the remarkable cultural heritage in Cappado‐
cia, they are studied as a separate group of physical characteristics. However,
when the case study changes, the classification of the groups of characteristics
would change. The historical periods of Cappadocia (and Mustafapaşa) are
determined in eight main groups according to administrative and cultural
changes in the history of place and for each of the groups of characteristics, the
written and visual resources of these characteristics were studied (See Table 1).

Study Areas
Pre-Roman
Period (Assyrian
P.)

Cappadocia
Mustafapaşa
Study Areas
Cappadocia

Roman Period

PS

PS

PS

PS

PS

PS

PS

PS

PS

PS

PS

PS

PS

PS

PS

PS

PS

PS

PS

PS

Cappadocia

PS SS

PS SS

PS SS

PS SS

Mustafapaşa

PS SS

PS SS

PS SS

PS SS

PS SS

PS SS

PS SS

PS SS

Mustafapaşa
Study Areas

Byzantine
Period

Cappadocia
Mustafapaşa
Study Areas
Cappadocia

Seljukid Period

As a result, the historical development of each group of characteristics was
studied. In figure 2, a similar study of Stea and Turan (1993) on the physical
development of Cappadocian residences during centuries is seen. In the exam‐
ple, the study of characteristics of the place and the ‘change patterns’ of the
characteristics might reveal appropriate methods to intervene to the place.
Therefore, the aim of the thesis is to point out the ‘change patterns’ of the place,
and the relationships of the values of the place in order to encourage appropri‐
ate development and tourism activities.

Mustafapaşa
Study Areas
Cappadocia

Ottoman Period

Mustafapaşa
Study Areas

Late Ottoman
Period

Cappadocia
Mustafapaşa
Study Areas

Period
of
Turkish Republic

Study Areas

Previous Studies

PS

Site Survey

SS

Figure 2. La riproduzione delle unità rupestri e costruiti (Stea and Turan 1993: 256).

To summarize, in the thesis, through the classification of all types of values
and determination of the relationships between material and immaterial val‐
ues, a methodology to analyze the ‘spirit of place’ (genius loci) is aimed to be
developed. This methodology would let the authorities that are in charge of the
conservation and development of place take appropriate decisions, which are
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in harmony with the identity of place. Tourism and conservation of historical
places has always been considered as two opposing directions by the scholars
and the professionals. It is believed that the more the number of tourists are
introduced to a place, the more there is the risk for the place to lose its ‘spirit’.
However, there are recent studies, which try to integrate the benefits of tourism
with the conservation aims, thus which proposes a mutual relationship be‐
tween tourism and conservation. In this thesis, it is discussed that the proper
analysis of ‘the spirit of place’ with of all different types of values would let the
integration of development and conservation activities. In other words, tourism
would contribute to the conservation of places, whereas conservation serves as
a tool for development through the methodology of defining and analyzing the
spirit of place.
With regard to the conservation of the immaterial characteristics together
with material ones, tourism could play a fundamental role with its capacity to
organize events and experiences. In recent times, it is a common tendency
among the authorities (like municipalities) of historical settlements to organize
festivals or events to promote touristic visits to the place and to attract attention
to a particular characteristic of place. Most of these activities are intended to be
periodical, whereas only some can continue in the course of time. The results of
such initiatives could be discussed both in terms of their effects to the devel‐
opment and those to the conservation of the place. In terms of conservation of
spirit of place, there are several possibilities: An event or festival organized in a
specific place might contribute to the conservation of genius loci, if it was de‐
signed according to the past experiences of the people of this specific place, in
other words, if it is an interpretation of a past or ongoing tradition of a place. In
this case, the event or festival not only enhances an existing characteristic of
place, but also guarantees the continuation of this tradition by adapting it to the
recent conditions and tourism. The second possibility would be the ‘invention’
of a concept for a new festival or event. In this case, the success of the invented
activity in terms of tourism and conservation is a case specific question and
needs to be analyzed by an interdisciplinary group of experts. The invented
activity could contribute to the spirit of place as a new aspect, or might also
result in physical or cultural deterioration. In the thesis, the activities, i.e.
events, festivals, introduced by tourism is aimed to be discussed in terms of
their potential in conservation to the spirit of place, and, as a methodology, the
results of the analysis of the spirit of place are proposed to be evaluated in de‐
sign of referred events and festivals.
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As a result, it is obvious that touristic activities enhance investments in con‐
servation of place, and when managed properly, tourism and conservation of
the spirit of place could result in self‐sufficient and sustainable systems. Ac‐
cording to the thesis, another important keyword in conservation of the spirit
of place is ‘participation’. In defining the spirit of place, it is necessary to keep
in mind that the place is perceived differently by different stakeholders, result‐
ing in different approaches to the values of place. Consequently, the definition
of different stakeholders, and accordingly, an inclusive approach in determina‐
tion of the values of place is needed.
In the case of Mustafapaşa, different stakeholders of the conservation of the
place might be defined as the inhabitants of Mustafapaşa, the tourism opera‐
tors, the municipalities of Mustafapaşa and Nevşehir, the professors and stu‐
dents of Cappadocia Vocational High School (Kapadokya Meslek Yüksek Okulu),
the experts from different disciplines and the artists who have studied Cappa‐
docia or Mustafapaşa, the relatives old inhabitants of Cappadocia who had to
move to Greece in 1924 and the NGOs related to Mustafapaşa and Cappadocia.
All the different groups of stakeholders defined have a different conception of
place and different interests. Therefore, the analysis of the spirit of place must
be inclusive of all of the different perceptions of place. Moreover, when there
are conflicts between the stakeholders, the analysis should be able to display
these conflicts, in order to be able to intervene positively in the conservation
decisions. As a result, in the thesis, the problematic of the conservation of the
spirit of place (genius loci) is studied in a systematic and multi‐dimensional
manner, and a methodology which can be reflected to other case studies is
aimed to be developed.
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ABSTRACT
In the last decades, the golf activity knew an increasing interest and the num‐
ber of participants rose worldwide. From an upper‐class sport (Flannery and
Leech 2004; Tinkler 2004), golf evolved into niches of leisure tourism and many
countries are developing strategies to captivate these tourists to golf destina‐
tions, as stakeholders realize the multiplier economic effect of golf. Despite this,
women are neglected by these marketing strategies to attract players, which
may indicate that they have been forgotten or that the cultural resistance to
women’s participation in this activity is intrinsically assumed: female golfers
had and still have to overcome prejudice in order to be accepted (Crane 1991;
Kahn 1996; Tinkler 2004).
In an intuitive way, the male tradition of golf is assumed to be associated to
cultural stereotypes. Nevertheless, there is no scientific evidence to prove that.
Previous studies about the women’s role in sports show significant differences
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concerning participation, behaviour and performance justifying those behav‐
ioural differences in physical dissimilarities or distinct ways of perceiving
competitiveness. Some authors defend that females reported higher levels of
performance worry, concentration disruption and somatic anxiety than males
(Abrahamsen et al. 2007). Referring to golfers, Moy and Liaw (1998 cited by
Pyles 2007) asserted that menʹs larger physical size and superior strength ex‐
plained the advantage enjoyed by professional male golfers over their female
counterparts, as men can drive the ball farther. However, others argued that
successfully driving the ball requires more than strength. Hume, Keogh, and
Reid (2005 cited by Pyles 2007) analyzed driving and putting finding that
strength is important in both areas, but flexibility and timing are also critical for
success. The related hypothesis is that gender‐related differences are related to
one or more of those physiological areas. Myers, Gebhardt, Crump, and
Fleishman (1993 cited by Pyles 2007) found statistical support for this: male
golfers score higher in strength and stamina, while females have superior flexi‐
bility. In general, physical differences between men and women may be over‐
come. However, what seems difficult to overcome is the cultural tradition that
acknowledges golf as a “men’s game” (Maas and Haasbrook 2001). This tradi‐
tion goes back to the beginning of ruled golf in the mid 18th Century (The Rules
of Etiquette were firstly written by the Gentlemen Golfers of Leith in 1744) and
it seems to perpetuate itself until today (21st century). Even if the Rules of Eti‐
quette do not state that women are not welcome, this tradition converted into
discriminatory practices that were openly declared: like the legend of the notice
stating that “women and dogs were not allowed in the clubhouse”, in the early
times of golf, or when the Honorable Company of Edinburgh Golfers at Muir‐
field Jeanne Bisgood and Frances Stephens felt very honored with an invitation
for tea: they would be the first women ever to enter this clubhouse. In the foyer,
they saw a large notice board apologizing to the members of the club for “ad‐
mitting women to the building” (Crane 1991: 72).
This constriction is present in a set of stories of famous women golfers, car‐
ried out by several authors (Crane 1991; Mair 1992; Kahn 1996; Bell 2001; Tin‐
kler 2004) and interpreted by Reis and Correia (2009) in light of the theoretical
framework of the Ecological Systems Theory (EST) (Bronfenbrenner 1979; 1992)
and Woodside’s concept of Causal Historical Wave (CHW) sustained by Ray‐
more’s (2002) proposition to deepen the facilitators and constraints paradigm.
This study, functioning as a point of departure for this research, shows that
participation in golf generates from the situational and social contexts that are
prone to women’s participation, whereas the same factors also act to the re‐
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verse side. The human narratives of this study may be outdated as they refer to
episodes occurring between 1864 and 1997, but more recently, McGinnis and
Gentry’s (2006) research on women’s participation in golf lead to similar con‐
clusions. According to the authors, women’s absence from golf participation
relies on social constraints, rather than on personal ones.

ternal factors that inhibit the participation, like institutions, infra‐structures,
socio‐economic status, social background, money, gender and race (Raymore
2002). These factors are assumed to be the main drivers of consumer behaviour,
therefore they could be assumed as the starting point to understand why
women do not participate in golf activities.

This reality, which has persisted for centuries, seems very difficult to over‐
come, since 85% of golf players in Portugal are men; the growth rate of this
market segment is similar to the female growth rate, evidence that has placed
women on the lower 15% of the market share for ages. Nevertheless, the fact
that women enjoy shopping better than men, may establish women as a prom‐
ising market segment: “the fact that women generally have more occasions to
shop (for themselves and their families) and also that shopping activities for
them represent opportunities to socialize and perhaps confirm their status may
well explain this difference” (d’Astous 1990:26). Dholakia (1999) con‐
cludes:“shopping is still a gendered activity with women assuming primary
responsibility for household grocery shopping. For clothing shopping, women
even share responsibility for shopping of men’s clothing” (Dholakia 1999: 162).
In average, women spend more, and are more prone to purchasing: “The rec‐
reational and expressive nature of shopping at the mall seems to appeal to the
female shopper more than the male shopper” (Dholakia 1999: 162). Evidences
that clearly show the potential of women as a market segment.

1) The present study aims at identifying and describing the contexts in
which the golfer respondents live and with which they interacted in
the past, in order to explain what moderates sports behaviour, accord‐
ing to different lifestyles, life stages and facts, as facilitators or con‐
straints, as presented on Figure 1.

This research assumes a humanistic perspective, grounded on EST and
Woodside et al.’s (2006a) concept of CHW. The EST by Bronfenbrenner (1979,
1992) states that “one can only understand the individual by understanding his
or her environment”. An ecological perspective of human development is con‐
cerned with understanding the contexts in which an individual exists, and in‐
corporates the interactions between the individuals (interpersonal), other indi‐
viduals and the social structures of society (structural) to explain human devel‐
opment. Woodside et al. (2006b) propose that the causal history could be one’s
childhood, personality traits, or particular life experiences which shaped one’s
wants and desires. Crawford and Godbey (1987) identified three dimensions of
constraints: intrapersonal, interpersonal and structural. The intrapersonal refers
to the inner self of the individuals and comprises their characteristics, fears and
beliefs. Some of the intrapersonal factors identified by the literature are: per‐
sonality, past experiences and personal performance (Raymore 2002). The in‐
terpersonal constraints are related to social interactions established among
individuals and comprise family, groups of reference, strangers and opinion
leaderships/market mavens (Raymore 2002). The structural constraints are ex‐

Figure 1. Conceptual Framework

A theoretical sampling and data triangulation will support this research. The
main findings result from an interpretative and comparative analysis of 150
long interviews with Portuguese players interpreted and audited by external
experts in golf and tourism in order to enhance gender behaviour differences
and elucidate on how, why, and to what extent this heterogeneity relies on
intrapersonal, interpersonal and structural factors. The research will result on a
theoretical contribution, on the field of gender behaviour, and an empirical
contribution to identify strategic guiding lines for the development of female
markets in Algarve.
2) This research also examines personal history data, particularly the in‐
terviewees’ sport experiences, and investigates the relationship be‐
tween previous sport experiences and the present golf participation by
men and women, highlighting to the main factors that justify their het‐
erogeneity in what concerns the golf activity.
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Raymore (2002) and Woodside et al. (2006b) analyses represent a theoretical
advancement on Leisure Studies, as they suggest an alternative field of re‐
search to the “Constraints Paradigm” (Samdahl and Jekubovich 1997). Leisure
Studies have been mainly confined to the sub‐theme of the constraints (Jackson
1991 cited by Samdahl and Jekubovich 1997), factors that inhibit participation.
Constraints have been studied on an item‐by‐item basis (Jackson 1999 cited by
Raymore 2002) or in the context of specific activities, mainly sports and more
recently, tourism.
The item‐by‐item research relates to studies developed around the three con‐
straint dimensions. In this context, the research has taken one of the three alter‐
natives:
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To find out why individuals suspend their participation

Pyles, M. K. (2007). More than Just the Ryder Cup: An Examination of Relevant Natural Character‐
istics in Professional Golf, The Sport Journal, United States Sports University, 10(3).

2.

To analyse the factors faced by non‐participants
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3.

The factors faced by participants (Gilbert and Hudson 2000)
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The research will result on a theoretical contribution, on the field of con‐
sumer behaviour, particularly on gender behaviour. The main results and con‐
clusions analyzed with basis on a market‐led approach will permit the identifi‐
cation of strategic guiding lines for Algarve to look at potential female markets,
which deserve more attention from the golf‐marketers. The findings report will
enhance gender behaviour analysis and elucidate on how, why, and to what
extent gender heterogeneity relies on intrapersonal, interpersonal and struc‐
tural factors.
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ABSTRACT
In this thesis, it is attempted to explore the role of local and global networks
and institutional thickness in the performance of firms and clusters. Network
relations not only at the local but also at the global level are emphasized as the
crucial factors for promoting the competitiveness and sustainability of places in
recent development literature. In fact, literature on the importance of different
levels of networking has been discussed in different periods, beginning with
local networks in 1980s. Then, starting in the 1990s, the role of global networks
has been emphasized as crucial factors for the competitiveness of the region by
preventing lock‐in. Recent studies also showed that some collaborative actions
have become the basis of networks and led the emergence of new institutions
and strong institutional relations (thickness) may act as a prelude to regional
economic success. In this context, the role of organization building and institu‐
tional thickness in enabling transformation in clusters in addition to other clas‐
sical factors of growth are also examined for explaining the success of in clusters.
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Despite the growing amount of local development literature focusing on
networking and clusters, tourism case has not been covered enough yet in these
debates. Limited discussions are observed not only in development but also in
tourism literature on the contributions made by the level of networking and
institutional thickness to the competitiveness of tourism firms and tourism
clusters. This thesis is an empirical attempt to identify these networks by offer‐
ing a case‐specific illustration of these relational dynamics using quantitative
interdependence techniques including regression analysis, social network
analysis, correspondence analysis, chi‐square, location quotients and crosstabu‐
lations of simple percentages.
In most of the countries, service sector, ‘especially tourism’, is taken as a
catalyst for local development. Many cities invest heavily on tourism for pro‐
moting local development, however, little is known about critical success fac‐
tors that determine economic development of cities via tourism. Anymore, not
only natural attractions and capacities are important, but also institutional and
networking capacities and relations (between hotels, transport companies and
other supporting agents) become important for tourism development. Tourism
is an important sector which requires strong network linkages because of hav‐
ing strong complementarities due to the characteristics it include. Although
strong local networks are important for tourism, it requires at the same time
strong global networks when compared with other sectors because its produc‐
tion and consumption links are more related with the global.
Therefore, the purpose of the thesis is to define the types and the intensity
of local&global networks between tourism institutions (firms/organizations)
and to find out their role and institutional thickness in the success of firms and
clusters. Therefore, the main hypothesis of this thesis is formulated as follows;
“The successful tourism firms and therefore the successful tourism clusters are the ones
which have strong global linkages in addition to local linkages and as well as the ones
which have a strong institutional thickness”.
In the guidance of these discussions, the main research questions of the thesis are
formulated as follows:


“To what extent do local & global networks strongly effect the success
of tourism clusters and tourism firms?



What is the contribution of institutional thickness to the success of
tourism firms and local development?
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To what extent are these tourism clusters different regarding their level
of linkages and emerging associations?



To what extent are these tourism firms different regarding their level of
linkages and connections with associations?

In order to analyze these relationships, Antalya is selected for the case study
due to being the dominant tourism region and heavily agglomerated with tour‐
ism activities in Turkey. Moreover, Antalya is important tourism destination
that shows an increase in tourism associations and networking relations for
competitiveness of tourism. Especially in Antalya, tourism firms such as hotels,
tour operators, travel agencies, have started to collaborate and cooperate for
promoting mutual benefit and cluster attractiveness by the help of these volun‐
tary and nation based tourism associations such as seen in the collaborative
network relations of BETUYAB, GATAB, MATAB, AKTOB and many others.
So, after defining the type of linkages in a conceptual scheme which is ob‐
served between these different tourism agents based on the literature findings
in the theoretical part of this thesis, a survey questionnaire and an in‐depth
analysis are prepared to clarify these network relations for Antalya case. A field
survey is organized among sample tourism agents (such as hotels including
different sizes, travel agencies, tour operators, airline corporations, associa‐
tions) for tourism settlements of Antalya, those are located in Antalya center,
Alanya, Kemer, Kumluca, Manavgat, Serik, Side, Kale, Kaş, Elmalı, Finike,
Gazipaşa.
In the first step empirical analysis, global and local level of connectivity of
firms and clusters are redefined for tourism inspired from the emprical and
descriptive studies of the literature. In the second step, firm level analysis, factors
such as firm size, category and creative project development that define the
level of networking between tourism firms are analysed. Then, factors defining
the relations between tourism firms and tourism associations are evaluated. In
the third step, cluster level analyses are employed. Local and global connections
of tourism firms for different clusters of Antalya are identified. Then, cluster
types such as agglomerated, specialized, governmentally initiated, self‐help
developed clusters are evaluated according to their level of connections. After,
institutional structure of clusters are evaluated according to the types of clus‐
ters and networking behaviours of tourism associations in clusters are evalu‐
ated by using social network analysis. Then, the role of local and global net‐
works is assessed for defining their contribution to local development of a tour‐
ism cluster. In this context, the intensity and geographical level of purchasing
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relations of tourism firms are evaluated for different type and size of firms and
clusters to assess their distributive effect of tourism development to nearby
settlements.
In the last step of this thesis, the importance of local & global networks and
institutional thickness (organization building) are quantitatively analysed by
an econometric model (by using multivariate techniques covering lineer and
binary logistic regressions) in order to reveal their role for defining the success
of tourism firms and growth in tourism clusters.
The findings of this thesis support the main hypotheses of the thesis which
are based on the importance of institutional thickness and networking at the
local and especially global level in the growth of tourism clusters and the per‐
formance of the firms. Critical findings emerging out from thesis are evaluated
under different subheadings to discuss their contribution to theory under the
mass tourism condition of Antalya. The subheadings are;
The importance of big sized firms in tourism development; Due to having a
higher share of global networking in addition to local networking, associational
networks and differentiation in service products, big sized tourism firms in
Antalya are seen to be more competitive and contributive to the growth of clus‐
ters compared to small sized ones. It is also seen that big sized firms especially
4, 5 star hotels, holiday villages and travel agencies have strong networking
relations with tourism associations, not only with nationally organized local
associations but also with self‐help local associations for tourism development.
In this context, institutional thickness which is a widely emphasized develop‐
ment factor in local development seems to be high in big sized tourism firms. It
is seen from the model findings that big sized firms not only affect the com‐
pany performance by attracting higher share of tourists but also affect local
development by developing diverse level of networks not only in development
projects but also in purchasing relations nearby clusters and provinces. In this
context, contrary to the claim of local development literature ‘small is beautiful’,
this thesis contributes it by emphasizing ‘big is also beautiful’ for tourism devel‐
opment.
The importance of public (central government) support in tourism development;
Evidence from Antalya revealed that central government institutions are still
important for the development of tourism. They are supporting tourism devel‐
opment through supporting the establishment of semi‐public associations to
work collaboratively with private businesses, and also supporting by giving
subsidies, preparing tourism development plans as seen in Kemer and Belek

804

The 5th World Conference for Graduate Research in Tourism, Hospitality and Leisure

Tourism Development Project. Contrary to recent development theories, it is
seen that the role of government is still important for the institutionalization
and networking of tourism in Turkey.
The importance of variety in organizational‐set up concerning tourism develop‐
ment; It is interesting to see that lots of varieties in tourism related associations
not only in their areas of interest (advertisement, environment, culture and
business associations) but also in their scale of networks (national, local, dis‐
trict) depending on the cluster type of Antalya. Especially, the role publicly
supported associations (GATAB, BETUYAB) have been of crucial importance
for implementing the projects of each cluster via developing strong networking
linkages at local and global level. However, the increasing role of newly emerg‐
ing self‐help tourism associations especially (due to the inadequate support of
existing associations) seen in Alanya can not be denied for the development of
tourism even though their networks observed mainly at local level and some‐
what weak. It is verified in the regression model that there is a positive signifi‐
cant relation between the increase in organizational capacity of tourism cluster
and its employment growth.
The Importance of Local and Global Networks in Tourism Development; Related
with the intensity of local and global networks, descriptive analysis shows that
local networks are very dominant for tourism firms of Antalya generally. How‐
ever, global networks are increasing and they are crucial especially for big
sized tourism firms. The results of the econometric model built for identifying
the success factors for firms reveal that tourism firms with a high number of
global, horizontal, local and associational linkages with other firms managed to
increase occupancy rates than others. According to binary logistic regression
model results of global connectivity of a firm, it is confirmed that the big size of
the firm, being in an agglomerated cluster and developing vertical network
effects global networking of that firm positively. This result is in line with the
debates of the literature. Related with the importance of global networks, it is
identified that cluster type does not matter. Global networks are important not
only in non‐agglomerated specialized clusters such as Belek, but also in non‐
specialized agglomerated clusters, as is the case in Alanya, Central Antalya and
Side.
Contributions of local and global networks of tourism firms to their clusters,
provinces and to other provinces were evaluated by using the level of purchas‐
ing relations with other firms. Tourism firms which are globally connected and
big sized have higher shares of purchasing relations not only with Antalya
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province but also with other provinces which shows their additional contribu‐
tion to the economy of not only to their cluster but also nearby clusters and
provinces. Moreover, it is revealed that the clusters which have high global
networks have high purchasing relations with other clusters and provinces,
which shows the wide scale of created multiplier effect of tourism and their
contribution to the local economic development. Especially, global networks
seem to be crucial for the growth of the cluster and this expected result con‐
firmed the hypothesis of this thesis by contributing to the development litera‐
ture with a tourism perspective.
Importance of different success models for different clusters; As is emphasized be‐
fore, development is a context dependent issue and there is no “one size fits
all” success model for all kinds of clusters. As seen in the Antalya case, there is
a variety of clusters not only in their development path, but also in their spe‐
cialization of firms. That is why, they show variety in their networks, types of
organizational set‐up and development structures. Firms in clusters of Antalya
start to initate the development of associations, networking linkages between
different actors at different levels depending on the context of the cluster to
become a competitive which shows the importance of these factors varying
levels. The literature mainly discusses the success stories and tries to adapt
success factors for other clusters, but ignores contextuality somewhat as this
study confirms. In this thesis, it is verified that networking and institutions are
important for tourism development but, their importance varies depending on
the cluster and the type of the firm.
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ABSTRACT
The Kelvedon Hatch Secret Nuclear Bunker is one of many secret bunkers,
located in Essex County some 40 miles to the northeast of London. The bunker
is the biggest and deepest Cold War bunker open to the public, situated under
a ‘harmless’ looking bungalow near the town of Brentwood. The bunker was
designed to accommodate up to 600 ‘key’ personnel, including the Prime Min‐
ister, four at least three to four months with the purpose of organising the sur‐
vival of the population in the aftermath of a nuclear conflict. The bunker had
three different military usages during the Cold War, starting as a RAF Rotor
Station, then a civil defence centre through its most recent life as the Regional
Government Headquarters. After the collapse of the Soviet Union the bunker
was decommissioned in 1992 and six year later, in 1998, re‐opened as a tourist
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attraction by the ‘new’ owners, the Parrish family. The bunker can be accessed
through the bungalow, originally built in 1952 by the Air Ministry, after which
a 120 metre long tunnel leads into the main bunker, to the lowest of the three
levels, at a depth of 25 meters, containing the communication and plant
equipment. The second level is the government level comprising of administra‐
tion rooms and (Prime) ministers quarters. The top level includes a small sur‐
gery, several washrooms, dormitories and a large canteen.
The Kelvedon Hatch bunker is indicative of a wider selection of cases, cho‐
sen for its size and current purpose as a tourist attraction. The selection of cases
is complicated since there are numerous remains of civil defence and emer‐
gency planning bunkers, missile sites and airbases, storage facilities and re‐
search establishments, geographically scattered throughout Europe and North
America. Similarly, but less known, are the remains of Cold War sites and bat‐
tlefields in Africa and Central and Southeast Asia. Unlike any previous war,
the Cold War was mainly a ‘placeless’ war between the former Soviet Union
and the USA and their strategic allies. This war was hardly fought on tangible
battlefields, but predominantly in people’s “attitude of mind as two ideologies
clashed in propaganda battles” (English Heritage 1998). After 1989 large num‐
bers of previously active military sites became anachronisms, presenting an
immediate and specific challenge to heritage managers and policy makers.
Cold War heritage can be regarded as a form of war/defence heritage, com‐
prising of “artefacts and places associated with wars and other armed conflicts”
(Timothy and Boyd 2003:25). Numerous authors have examined war/defence
heritage and its tourism implications in great detail (Ashworth 1991; Smith
1996; Lloyd 1998; Strange and Walley 2007). They identified several types of
war/defence heritage attractions, including museums, battlefields, cemeteries
and memorials, and approaches to conservation and interpretation from a vari‐
ety of management and owner perspectives. As the number of studies on
war/defence heritage tourism increased considerably over the last decade, new
concepts and events have also emerged, including dissonant heritage, thana‐
tourism or grief tourism, dark tourism and holocaust tourism (Ashworth and
Tunbridge 1996; Seaton 1996; Lennon and Foley 2000; Dann 2005; Stone and
Sharpley 2008). Corollary, the expansion of this area of heritage tourism has
had an impact on the concept of Cold War tourism pertained within this paper,
which is defined by the researcher as:
Cold War tourism is an experiential type of heritage tourism in which visits
to places are based on being involved in and stimulated by the events, artefacts
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and memorials of the Cold War in the sense of seeking an encounter or feeling
connected with the history of a place.
This definition aligns with the general accepted notion that “heritage is
linked to the past, that is represents some sort of inheritance to be passed down
to current and future generations” (Hardy 1988: 335), presuming that society
filters heritage through a value system that undoubtedly changes over time
and space, and across cultures. The value of heritage can either be imposed
individually as personal or family heritage or collectively as ‘our’ communal or
national heritage (Hall and McArthur 1998). From this cultural point of view,
as discussed by Cossens (2003) and Morris (2003) the Cold War was originally
permeated into the people’s awareness through a sense of unease and appre‐
hension, creating not only direct oppositions but also representing a symbolic
culture ranging from fatalism to satire. As a result, following the concerns ex‐
pressed by Woodward (2004), this has raised a number of significant policy and
ethical issues in conventional heritage management. There is a potential danger
in terms of sanitisation, simplification and objectification of the recording of the
political actions undertaken in these places.
This professional discourse does not sit in isolation, however. The discus‐
sion is also present in the public domain. In general, today’s interest in Cold
War heritage derives from a ‘outsider’s’ curiosity about the foundation of to‐
day’s world and the events that led to this period (Ashworth 1990). Further‐
more, there seems to be an interest from the (often) local community to discuss
and visit Cold War sites and artefacts that were present nearby but concealed
for long periods. This has resulted in the establishment of groups and indi‐
viduals who aim to draw the Cold War remains into the public domain, and to
develop the resources and knowledge needed to open the debate in order to
connect with policy makers. A good example is the Subterranea Britannica
organisation, formed in 1974 and nowadays recognised as an authoritative
body within this specialist area of industrial archaeology and research. In con‐
trast, as described by Strange and Walley (2007: 160), from an ‘insider’s’ view‐
point “there is a strong desire amongst veteran participants to celebrate, secure
and share with each other the experience of place and notion of which they
were part.” Also, the discourse emerges from the “way in which scientist and
technologist of the Cold War era reflect a sense of achievement but also ulti‐
mately disappointment over their role” (Strange and Walley 2007: 160).
Due to these various conflicts and tensions in the discourse of Cold War
heritage, its conservation and management is problematic and difficult to deal
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with, especially in terms of the traditional accounts of historical sites within the
British landscape. Furthermore, despite recent local and national initiatives and
an increasing interest in the future of military remains of the Cold War within
the professional arena as well as local historians, amenity groups and specialist
(Strange and Walley 2007), many remains have already been lost, ruined or
substantially changed from their original Cold War condition.
However there are some exceptions to this story. A rather unexpected initia‐
tive came from local farmer and market gardener G.J. Parrish. It had taken 45
years before he received £2,410 from the British government for the enforced
purchase of part of his property for the construction of the bunker. The land
and the bunker are now back with the family and managed by Parrish’s grand‐
son Mike. In its brochure, website and at the actual bunker descriptions and
representations are largely in ambiguous terms, reflecting its three different
military uses and various Cold War artefacts taken from other sites. This ambi‐
guity seems to reflect a desire to turn away from the ‘official’ or ‘national’ rep‐
resentation and towards a more ‘personal’ and ‘private’ proprietor explanation
of the of the celebration of this particular place and its significance within the
national history of military technology. In doing so, the bunker is represented
from a rather profane tangible tribute to emphasise the imminence and inevita‐
bility of World War III (Deery 2000), excluding the social context of personal
interpretation and memorialisation. Nevertheless, for historians and military
fanatics, particularly those of the Cold War, the bunker is fascinating and pre‐
sents a comprehensive gathering of items of this recent event. Overall, this
demonstrates the difficulties and sentiments of the current heritage manage‐
ment and its concerns in exploring and including other social elements, such as
the nuclear fear and paranoia amongst the British public, to add to the visitor’s
experience.
In this paper, it has become evident that there is growing academic aware‐
ness that the Cold War has had a significant and noteworthy role in the trans‐
formation of Britain’s 20th century landscape, warfare and human experiences.
Moreover, Cold War remains are not only a vital source of information about
British national history but also a part of a wider European and global heritage.
As a result, it is expected that this understanding will become increasingly
apparent as the debate widens and more comparative studies are undertaken.
Conversely, although Cold War military heritage is now regarded as part of a
wider debate about 20th century material culture, at the same time there is a
growing gap in Britain between what is being developed and used at a policy
level and what is happening in practice a particular heritage sites. The case
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example of the Kelvedon Hatch Secret Nuclear Bunker has revealed how exist‐
ing management approaches and policies provide only a limited view of the
nature and remains of the Cold War period. Based on these findings, it seems
that there are considerable difficulties and challenges for those who are con‐
cerned and involved with the conservation and representation at Cold War
sites, which currently discourages and disables visitors’ understanding of the
Cold War and its material, political and social implications. Therefore, further
research is needed to assess these heritage sites and their touristic value and
implications in order to create new understandings of the nature and activity
during the Cold War and its impact on today’s society.
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ABSTRACT
Dean MacCannell, somewhat wryly, notes that ‘factors that motivate tourist
desire are mysterious and illusive, even to the tourists themselves’ (2002: 146).
Travel and tourism to identified sites means going to places that have been
chosen for the content they offer. Such travel provides the traveller with a
framework, an expectation for confirmation of prior knowledge, a purpose –
and an end that is integral to its beginning. In this, therefore, tourism studies’
focus on attractions, authenticity, motivations, expectations, attractions, and the
provision of the many services that assist in getting to and accessing such sites,
has addressed the tourism spectrum.
However, my personal experience of getting aboard a yacht and ‘heading
out’ brought contact with a group of travellers who had chosen to be there,
travelling that way, not because of what their destination was known to offer
and contain, but precisely the opposite. This ‘unknown’ as destination was
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chosen because they did not know what they would find, what it would be like,
what was there, what might happen. These travellers had set out into an un‐
known, seeking to meet face‐to‐face with the people and places that may arise,
willingly accepting whatever may occur.
What does it means to choose the ‘unknown’ as a destination when, con‐
trary to travel and tourism involving identified destinations and sites, it obvi‐
ously does not provide any framework, nor the expectation for confirmation of
prior knowledge, nor even a specified purpose, and the end is, well, open‐
ended? This travelling could hardly be said to be linked with attractions, au‐
thenticity, expectations, sights and the provision of tourism services. Is it re‐
flected in tourism studies? What can be learned from examining travel that is
specifically open to the singularity of what may happen, to the surprise of the
unexpected, where choosing a destination and mode of travel is to deliberately
open up to the potential of the unpredictable?
This research attempted to answer these questions and, in doing so, found
that examining the choice of the ‘unknown’ made a contribution to current
understanding of postmodern subjectivity through understanding the traveller
subject. Terms such as singularity, surprise and the unexpected, openness, po‐
tential and unpredictability that apply to open‐ended travel are also used in
reference to the postmodern subject. To expect that the self may change is to
accept the effect of any of the multiplicities of possibilities that engagement
with the world engenders. To expect that the self may change accepts the un‐
predictable, the unexpected; it allows, in short, for those conditions that sup‐
port and encourage a creative interaction with the world. In being predicated
on allowing difference, it requires a respect for the other – the different, the
unknown – that does not explain away – that is, ‘reduce’ or confine – differ‐
ence. [Note: Since I consider using a capital O is still predicated in metaphysic’s
subtle use of the other as needed for the self, rather than fully realising the
other as separate, I have chosen to use the lower‐case spelling.] Examining the
non‐reducing relationship of self and other has been a significant development
in western philosophy in the latter half of the twentieth century. The personal
travel experience predicated in the unknown, I suggest, is closely akin to this
non‐reductive relationship with the other. While there is acknowledgment in
tourism theory that travel experiences are subjectively perceived, the experi‐
ence as a potential for the unexpected that affects subjectivity has not been ad‐
dressed in depth.
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An examination of tourism studies literature indicated a currently expressed
need for more flexible and interpretive approaches in tourism research in order
to link the experience and its interpretation in a manner that brings the travel‐
ler’s interactive response to place and situation to the fore. In response to this
need, a multi‐vocal presentation was chosen for the thesis. Through interweav‐
ing narrative, theoretical and critical‐creative writing, it was hoped to expand
the exploration of the nature of experience and the relationship of the individ‐
ual and the other. Through this dismantling of established approaches, con‐
cepts of the unknown and the other in travel could be re‐examined to produce
unexpected insights.
This particular approach identified how the use of tropes, metaphors, dis‐
course and contextualisation, in discussing travel and tourism, can change and
challenge the meanings of both the written and spoken word. Discourses de‐
velop within particular times and places which determine what it is possible to
speak, write, or otherwise communicate (Foucault 1972) and the discourses of
tourism are no exception. It is easier, Islam notes, to express and discuss travel
choices in the context of extremes, to map the ‘exorbitant differences ignited by
nothing less than the spectacular’ (1996: 157) than to express an intention of
being open to the surprise of the unexpected experience. Because the dynamics
of the experience may be seen as deriving from ‘the way in which the ordinary
and extraordinary continuously telescope into one another’ (O’Dell 2005: 133),
the language of research can sometimes be found to be frustratingly inadequate
and the tourism researcher is often awkwardly positioned between multiple
disciplines and methodologies.
The ephemeral and creative nature of the experience is difficult to commu‐
nicate but lies at the very heart of travel and tourism for the individual. I con‐
sider that introducing critical‐creative writing into tourism studies offers great
potential for exploring the nature of experience and the relationship of the in‐
dividual and the other. Three ‘voices’ are used to augment the discussion
within this thesis – analytical, narrative and critical‐creative. It was anticipated
that concepts of the unknown and the other in travel can be re‐examined with
unexpected insights through different expressions of travel – theoretical,
imaginative, and descriptive. This style specifically incorporates responsive‐
ness and changes the relationship between voice and reader to bring forward
alternative, previously silent, stories. This writing, one can say, allows lines of
flight (Deleuze and Guattari 1987).
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The choice of the unknown as destination is a choice to access diversity and
change. I suggest that the unknown as destination can mean any place in the
world – urban, remote, and populated – where the unexpected is allowed to
unfold and this offers the possibility of moments of sudden insight, if the trav‐
eller is responsive in the encounter with the difference of the other within those
moments. These ‘moments of encounter’ in travel are experienced by the indi‐
vidual in very personal ways. They are moments where a shift in awareness
occurs (Suvantola 2002). The interaction in the moment, of the traveller, the
other and the space, brings multiple factors into play – the embodied nature of
travel, individual cultural knowledge, a relationship with difference and the
perception of possibilities. These combine to offer a moment of changing
awareness. New ideas, that is, insightful perceptions and connections, are de‐
veloped in the juxtaposition of existing knowledge, new elements and an
openness to the possible combinations available (Csikszentmihalyi 1990). This
comes about in travel because in the new situation encountered, some elements
are known to the visitor, but that at the same time, ‘things are there as objects
we contemplate but whose meanings in their local context we cannot grasp’
(Suvantola 2002: 44). Alain Badiou’s (2003) philosophy of the multiple explains
that a situation is a presented multiplicity of elements, which are non‐
particularised and undefined; these elements are the basic units of the situa‐
tion. An ‘event’ is where any combination of all the elements of the situation is
possible; an event is thus marked by the underlying multiplicity of the situa‐
tion’s elements (Badiou 2004). The moment of encounter, then, is demonstrated
as a chance event located within a particular situation. This moment of encoun‐
ter in travel is an unpredictable event that could be considered to be precarious,
with pleasure on one side and dread on the other. Here Levinas’ (1969) phi‐
losophy of the face‐to‐face encounter with the other provides a conceptual
framework for understanding the responsive relation to difference, for at this
point the role of the other – of difference and the unknown – becomes a focal
part of this moment of encounter.
For Levinas, the face‐to‐face encounter with the other demands that the self
open to the other in response, through the recognition of radical difference.
What is occurring in this moment of encounter with difference is a displace‐
ment of the self from the central position of certainty through an unpredictable
conjunction of elements which provokes a disturbance to the self and which
may lead to the creation of insightful perceptions and connections that open
new conceptualisations. Travelling can be seen as an activity that provides the
opportunity for such moments, which reveal possibilities of existence which
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were previously concealed (Garlick 2002). Travel, then, could be described at a
conceptual level as an activity that enables the individual negotiation of iden‐
tity and subjectivity through a non‐reductive relation with the other. This rela‐
tion with the other is significant to the potential for change in the situation of
the moment.
Levinas holds that the other is not the simple reversal of identity and is not
formed out of resistance but is prior to every initiative; it is not through know‐
ing myself that I know the other, but rather that I am indebted to the other for
knowledge of myself, he argues (in Simms 1997: 11). This suggests that the
presence of the other and the response of the self to the difference of the other
is key to this encounter. The movement of the traveller into the unknown is an
act that positions the self in a situation which holds the elements of a potential
event that may change the self.
In recognising multiplicity and the other as integral to the notion of self
(Garlick 2002), the self is understood as constituted through the relation to the
unknown engendered in an unstable moment of rupture or disturbance. Be‐
cause of revealing something of the way in which the traveller subject is both
active and responsive, a contribution to a new understanding of the subject can
now be considered. I suggest that the other (alterity) and the event (multiple in
the situation) are formative of the subject. The contemporary subject is a dy‐
namic entity within complexity; the proposal that the subject is immanent in
the external which is itself immanent in the subject, is made. The individual self
opens to the world that is external through a process of thinking about that
world that has been developed from experiencing that world. Travel, then,
offers something to philosophy in the form of contributing to the conceptuali‐
sations of the subject and likewise philosophy offers something to tourism
studies in the provision of a framework to further explore the motivations and
aspirations of travel.
The unknown as destination, it is concluded, is chosen for the increased op‐
portunity for changing the traveller’s individual perception of the world, that
is, their subjectivity. This occurs because the nexus of alterity, the event and the
responsive self allows fresh combinations of elements of the experience to form
new conceptualisations and ideas. The traveller subject then has a changed
relationship to the world through the development of new meanings for their
being in the world. In understanding the moment when the traveller is faced
with difference in a situation where there is a conjunction of recognised and
unknown elements, theories of creativity, Levinas’ philosophy of the encounter

816

The 5th World Conference for Graduate Research in Tourism, Hospitality and Leisure

and Badiou’s philosophy of the multiple have been brought together. These
contribute an understanding of the moment of creative encounter that travel
offers, thus providing a new perspective on travel and the travel experience.
The central situation of this thesis, then, is that travel offers the potential for
moments that generate new ideas and therefore new meanings, altering the
subjectivity of the traveller. The choice of the unknown as destination in travel
is an acknowledgement and eager engagement with the understanding that the
other’s face forms me.
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Tourism, especially international tourism, as a human activity that requires
temporary relocation of the subject, touches more than many other different
and distinct jurisdictions. This determines that, in the case of a dispute, two or
more legal systems might be called to solve the problem, with the resulting
problems of coordination arising from that fact. Such problems lead, most of‐
ten, to the consequence of denying compensation for damages. To face this
problem organizations have been encouraged to use alternative dispute resolu‐
tion modes. The leading one is arbitration. Arbitration is the use of one set of
referees who act as judges in a particular case, promoting all the steps they
deem appropriate having in mind a just resolution of the dispute submitted to
them.
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International arbitration is the one that brings into play the interests of in‐
ternational trade or, in a different formulation, interests of different national
legal systems. International arbitration will therefore relate to disputes arising
from economic transactions involving the movement of goods, services and
capital across borders (Lera 1998; Pinheiro 2005; Mimoso 2009). As an alterna‐
tive dispute resolution method, arbitration involves willingness. Only where
the parties agreed, contractually, the use of arbitration this method is possible.
In other words, arbitration is not something that one can impose, unilaterally,
to others that has not given their consent.
Tour operators and travel agents celebrate contracts between themselves
and with their customers. Their purpose, as a business, is and will always be
profit maximization, which is directly related to the volume of business they
are able to generate. Therefore we think it is important to try to see whether
and to what extent, if so, the option for arbitration influences the capacity of a
given company to generate profits. As far as the literature review revealed to
date, this relation has not yet been established. It’s what we propose to do. It is
relatively easy to find the advantages of arbitration: rapid decisions, the possi‐
bility of the parties to choose the judges, confidentiality of arbitral proceedings,
certainty about the way the dispute will be resolved, expertise of arbitrators
and the guarantee of neutrality that arbitrators offer compared with the state
jurisdictions.
In fact, arbitration has several advantages but has also some disadvantages.
The most relevant is its cost. An application delivered to the Court of Arbitra‐
tion of International Chamber of Commerce to discuss the amount of €
500.000,00 with the use of three arbitrators, the total costs to the process can
vary from a minimum of € 33.157,00 to a maximum of € 112,717.00. If the same
application is delivered to, for example, a Portuguese court the amount to be
spent on court fees will be around € 4.100,00. To these amounts, in both cases,
should be added lawyer’s fees. The cost gap of the two ways of litigation is
overwhelming. The decision for arbitration, given the high cost, should there‐
fore bring to organizations using it a real benefit.
In order to understand the benefits of arbitration for a tourism organiza‐
tion it will be crucial to explore and analyze concepts related to the economic
discipline of tourism, especially those related with tourism markets and tour‐
ism product. In fact, the analysis of tourism reveals that the concepts of market
and product commonly accepted in the literature cannot or should not be un‐
critically transported to the study of market and tourism product as they can‐
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not fully explain the reality of tourism (Bull 2006). First, the tourist market is, in
the words of the same author, unusual: the limits of the market may be, or may
not be, related to the geographical location where the product is purchased and
jurisdiction over that market may be, and often actually is, exercised in a differ‐
ent region or even in a different country. Secondly, the structure of this market
also differs from traditional market structure, since the consumer contributes, u
It is also important to mention the way tourism products can be purchased.
There are two major groups: the purchase of transport and accommodation
directly by the tourist, or the purchase of an all inclusive tour (package), where
the tourist cannot distinguish the individual cost of each of its components
(Cunha 2006).
Furthermore, it will also be essential to characterize the tourist market. The
literature review made so far converges to characterize this market as monopo‐
listic competition or oligopoly. (Bull 2006; Cunha 2006). Although some au‐
thors, like Vanhove (2005), also refer to other types of tourism market in addi‐
tion to the above mentioned he writes ʺIt is difficult to find instances of perfect
competition in the tourism sectorʺ (Vanhove 2005: 81).
Some considerations concerning the tourism product has also to be ad‐
dressed. The tourism product has its own characteristics. It is a product that
requires varied contributions from a considerable number of economic agents.
When a tourist decides to travel, in his decision are implicit, for example, buy‐
ing a ticket, hiring accommodation, cost of paid admissions to various attrac‐
tions and/or monuments, meals, souvenirs, etc ... It is a greater or lesser chain
of products that together bring to life the so‐called ʺtourism productʺ. And any
failure in this chain, though seemingly insignificant, will decisively influence
the perception that the tourist will keep of the tourism product. The tourism
product is also characterized by its immobility. The tourist moves to the prod‐
uct and not the reverse. In fact, the tourist becomes a part of the tourism product.
The concept of performance leads us to a comparison between the results
and outcomes achieved. We try to place one organization in face of its competi‐
tors. The performance and competitiveness in tourism has been widely studied
on both tour operators and destinations. We do not intend with this disserta‐
tion to study the effect of arbitration in the performance of destination, which
could possibly be a clue to another study. We only want to quantify the effects
on the performance of the tourism organization (travel agent or tour operator)
arising from the decision of implementing an institutionalized and widespread
use of arbitration. In one word, we will try to see if the use of arbitration brings
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or not a real benefit to organizations assuming the only variation is submission
to arbitration. We also aim to understand if, even with a marginally higher cost,
the adoption of institutionalized arbitration continues to deliver benefits to
organizations.
It is also necessary to clarify what kind of conflicts we are willing to study.
Potential conflicts can be grouped into at least two categories: the conflict be‐
tween tourism organizations and final consumers; and the conflict between two
or more tourism organizations, especially the ones located in different coun‐
tries. The first category is usually the most referenced and studied, but we be‐
lieve that the second will create conflicts with much larger impact.
The aim of this research is to provide to the relevant stakeholders a more
detailed view of various aspects of litigation in the international trade and to
evaluate the effect in organizations of the use of arbitration.
In phase one we intend to prepare the decision maker to design, interpret
and enforce arbitration clauses, starting arbitration proceedings in order to
obtain an arbitration decision (award), including being able to understand and
use all the procedural steps and tools that are used in international arbitration.
In phase two it aims to measure the effect on the organizations of the use of
arbitration. The target for this measurement will be the major tour operators or
travel agencies operating in Portugal, particularly in the Algarve, as well as
tourists to cross validate the data collected there. As much as we can predict at
this earlier stage of this dissertation data collection will use surveys applied to
senior managers of tour operators or travel agents selected and then by apply‐
ing questionnaires to tourists.
The methodology to be used it is the biplot methodology. We believe this
methodology is the most adequate for the investigation to be carried on.
Among the methods of multivariate analysis biplot methods have been a
source of continuous contribution to science since they were created in 1971 by
Gabriel being, however, still little known in the field of tourism. A biplot is a
graphical representation of multivariate data and represents three or more
variables (Gabriel and Odoroff 1990). The biplot approximates the distribution
of a multivariate sample space to a small size, typically of size two, and over‐
laps on the same representation variables on which the sample is measured
(Gower 1996). The representations of the variables are generally vectors and
coincide with the directions that best describe the individual change of each
variable. The prefix ʺBIʺ refers to the overlap in the same representation of in‐
dividuals and variables.
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Galindo, in 1986, proposes what she calls the HJ‐Biplot, which we think it
is the most appropriate to the characteristics of the data we believe it will be
present in this investigation. In this particular representation, the interpretation
of individuals and variables is the same, but it did not prevent the search for
variables that determine the differences between individuals takes place
through factorial axes, ie to interpret the new variables, linear combinations of
departure, and interpret the relations between them with the observed variables.
Thus, we propose the use of Multivariate Analysis Techniques in the con‐
text of reduced dimensionality, where the graphical representation of data us‐
ing the methodology HJ‐biplot is able to explain the relationship between the
competitive practices of the tourism organizations. The justification is based on
the interpretability and the observation that the vast majority of the results of
the analysis of multivariate data can be expressed as lists of individuals of
mixed variables or lists of individuals and variables.
This empirical observation is the consequence that all results expressible in
this way may, of course, be represented by configurations of markers of vari‐
ables and individuals in biplot. This paper seeks to demonstrate the suitability
of the biplot, in particular the HJ‐biplot, for the inspection of data arising from
the sensitivity of tour operators and tourists to the mechanisms of arbitration.
Thus, the results in the context of this research can be used in the process of
formulation and implementation of more efficient practices, but also develop
suggestions and encourage further research on the validity and reliability of the
use of arbitration.
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ABSTRACT
Tourism is a multiple‐disciplinary research topic. In order to investigate the
role of it in sustainable rural development, this research followed on integrated
concept of tourism, that led to the design of a framework with three sets of
research questions (Bramwell and Lane 2000; Roberts and Hall 2001; Cawley
and Gillmor 2008; Saxena and Ilbery 2008). It identifies the possible ingredients
of tourism in sustainable rural development, and proposes an integrated re‐
search approach to examine these aspects. The research framework of my doc‐
toral research includes government policy and planning that facilitates sustain‐
able rural tourism development, the inter‐/ intra‐ partnerships between the
public and the private sectors, and the extent to which tourism development
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impacts on the locality. Furthermore, this research addresses the barriers and
problems that might prevent sustainable rural development from taking place.
A qualitative case study approach is applied in this study. Both tourism and
sustainable local development are highly politically, historically, and locally
influenced. This research inquiry is generally not well served by quantitative
data though it was applied to the majority of existing tourism literature. A
qualitative approach, however, appears to facilitate a greater variety of re‐
sponses to provide an insight into this research inquiry. The definition of rural
tourism in this paper refers to all tourism activities in rural areas. This research
follows the OECD’s typology in its Rural Development Programme, which
considers rural areas as ‘continuing changes of geographic, social and economic
activities’ along as spectrum between the town and natural environment. Three
case study sites in rural Taiwan namely, the townships of Puli, Yuchih, and
Renai, are selected to represent the ‘economically integrated area’ ‘the interme‐
diate area’ and the ‘remote’ regions that are identified in the OECD typology.
For the three cases, the multiple‐case approach is undertaken in order to
provide empirical evidence for the conceptualization of the tourism contribu‐
tions and issues in rural areas, as well as the distinctions between the outcomes
of tourism in the different localities. In order to facilitate the investigation,
fieldwork was undertaken; the specific data collection methods included a re‐
view of documents and archival records, direct observation and semi‐
structured interviews. The fieldwork was conducted in two visits. The pilot
phase was in April 2008 to obtain background information and documents and
identify contacts. The second fieldwork phase was undertaken by the author
during one month intensive stay in Puli (Dec 2008) to conduct interviews, and
undertake direct observations. The interviewees in both the public and private
sectors were identified by the snowball method. The topic schedules used in
interviews shared a common research framework for the three sectors, includ‐
ing central and local government authorities, local businesses and community
organization; in addition, this included some sector‐specific questions. The
transcriptions of the interviews, and the field notes taken during the fieldwork,
were the main source of material for the analysis and discussion in the follow‐
ing section of this paper.
Based on the research framework, the key emerging findings are drawn
from the interactions between policy, tourism and local development. This
includes (1) the policy support mechanisms and the nature of public‐private
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partnerships, (2) the effects of tourism on sustainable local development, and
(3) the early stage of tourism in Puli, Yuchih and Renai.
From a review of current tourism related policy in Taiwan, tourism is a fa‐
voured policy tool due to its perceived positive economic effects. A wide range
of central authorities provide resources in order to encourage various tourism
related developments initiated by stakeholders from businesses, community
organizations or local authorities. Thus, the main way that these stakeholders
access public support is via central government projects. According to the re‐
source providers, the aims and objectives of tourism or rural development re‐
lated projects are varied. The actors who are awarded the money are responsi‐
ble for reaching the stated targets and are under contract to report regularly to
the donors. During the life time of the project, there are formal and informal
meetings and conversations between central government and project recipients.
The findings indicate that current general public‐private interactions in the
case study sites area are largely based on government projects. This is an un‐
surprising result because the current tourism policy focuses on providing
funds for stimulating a ‘bottom‐up’ spirit in local tourism development. This
has brought a quick result in tourism development but along with it there are
three problematic impacts. First, this cannot contribute to the long‐term trusted
partnership and understanding between partners due to the temporary nature
of the project‐based partnership as the interactions only exist during the con‐
tracted period of the project. Second, there is still a threshold that only actors
with a certain capacity, for example, the ability to produce a proposal or to run
a project, that can access the better partnership arrangements with government
authorities. Next, because the project‐based relationship is based exclusively
between donors (central authorities) and project recipients, local government is
not generally part of this negotiation process. Finally, the funded projects gen‐
erally come with universal aims and requirements that all common to all re‐
cipients in order to monitor the quality of project implementation and audit the
use of money. However, these universal guidelines are not sensitive to the
needs of different localities and carry with it the danger of losing the unique
identities of local areas.
Current tourism development in the case study sites is considered to have
provided more positive results than negative. First, from the perspective of
socio‐cultural sustainability, the findings suggest that due to the motivations
provided by tourism, its contributions include the conservation or the redis‐
covery of local traditions in the case study sites. Meanwhile, the issue of the
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lack of local identity was articulated as a problem particularly when a clear
image of the place was recognised to market the place. The Puli case was par‐
ticularly interesting in highlighting the problem of multiple identities which
makes it difficult to develop a unique identity to further develop tourism when
compared to other rural towns in Taiwan. Second, from an economic perspec‐
tive, the findings indicate that Puli simply maintains current jobs rather than
generating further employment, whereas in Yuchih and Renai, more cases of
job generation were identified. A broader influence on the revitalization of
local development and the promotion of local agricultural products were also
mentioned in the research. In addition, the concerns surrounding whether or
not tourism directly benefits local residents were responded to positively, par‐
ticularly in the employment of rural women, which is always a key criterion in
rural development. From the environmental perspective, since there have not
been any scientific reports of the carrying capacities of tourism development in
the three case areas produced, the perceptions of key actors provide a picture
of the current situation. The respondents stated that because tourism in these
case study sites is still at the early development stage, serious environmental
issues have not been noticed. Traffic during the peak season and refuse pro‐
duced by the tourists and the occasionally unpleasant behaviour of tourists,
such as stealing or damaging farms, are the main negative impacts on local
communities. In order to develop tourism, the local authorities invested in
street cleaning for both the local residents and tourists, and they claimed that
the cleaning was much better than before.
Tourism in the three case study sites is considered a recent development.
Despite few tourism hot spots in these case study sites having sight‐seeing
activities since 1980s, tourism development has emerged in the last decade. A
summary of the major events which influence the recent tourism development
in the case study sites is illustrated in Table 1.
The earthquake on the 21st September, 1999 made a significant impact on the
recent development in the case study sites. Puli were the worst impacted area
of the three case study sites. There were 5,638 houses collapsed, and 391 houses
damaged. After this devastation, there was a major programme of reconstruc‐
tion; much funding and donations were poured into these areas to contribute to
rebuilding of roads, apartments, primary and high schools, and community
empowerment programmes. Another big effect on recent tourism development
was in 2001 with the initiation of the two days off weekend policy. Since then,
the numbers of domestic travelling has started increasing. The specific sections
which are responsible for dealing the needs of local tourism development in
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townships were established in 2003 in Puli Township and in 2006 in Yuchih
and Renai Township. Several tourism programmes and strategies have
emerged from them in recent years, for example, the annual flower festival
(since 2004), the black tea festival in Yuchih (since 2003) the long‐stay tourism
programme in Puli (since 2006), and the New Years Eve fireworks in Renai
(since 2007). Since tourism has just started developing in these areas, unsurpris‐
ingly, the available corresponding local public sector resources and budgets
that have been put in place to promote tourism development still remain very
limited.

Table 1. Major Tourism Related Impacts and Events ()
Year

Puli

1960s

1995

Puli Brewery transform into
tourist Brewery

1999

21 Sep 1999 earthquake

Renai

Several tourism facilities established around the Sun Moon
Lake

Cingjing Veterans farm established

The Sun Moon Lake National
Scenic Area administration
established

2001

2 days off weekend policy

2003

The establishment of
tourism section in local
authorities

Annual black tea festival

Long-stay tourism
2004

Nantou
festival

annual

flower

2006
2007

The establishment of tourism
section in Yuchih township
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ment is one outcome of the lack of policy integration. The research findings
indicate that emerging tourism development has provided more positive re‐
sults than negative in the three case study sites. The positive effects include the
conservation of traditional cultures, and due to the current scale of tourism
development, the negative impacts on the locality are not significant to damage
the sustainability of local areas. However, for the longer term, a comprehensive
tourism development plan is suggested which should include a clear land use
plan and environmental management mechanism, and the use of correspond‐
ing environmental monitoring and law enforcement to ensure the sustainability
of the local development.
REFERENCES
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Major reconstruction work and community empowerment programmes has started
1999
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The establishment of tourism
section in Renai township
New Years Eve fireworks

Source: Organised By the Author

In short, current tourism development in these case sites is considered to be
still in the early stages. The tourism related policy framework in Taiwan is still
not well established in terms of the policy content and the integration between
government sectors. For example, the reliance on funds from central govern‐
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ABSTRACT
The United Nations World Tourism Organisation has recognised that fresh
water is one of the most critical and scarce natural resources for the tourism
industry. It is also well documented that the tourism industry over‐uses water
resources by at least a factor of two over permanent residents. The United Na‐
tions Environment Program has estimated that tourists in Spain use as much as
440 litres a day, more than double the average Spanish citizen. Other estimates
of tourist water use range from 300 to 850 litres or a multiplication of as much
as nine times that of locals. In some regions of the world, where tourism is a
major industry, this can result in water shortages and degradation of water
supplies, as well as increased production of waste water.
If the tourism accommodation sector is to manage increasingly scarce water
resources more effectively then it is critical that tourism planners understand
the types of drivers that will encourage the adoption of sustainable water man‐
agement practices and technology by accommodation operators. Using a case
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study in the Grampians Wimmera tourism region of south eastern Australian
this research has identified the external and internal factors that influence ac‐
commodation operators in their approach to sustainable water management.
The relationship between water and tourism becomes more critical when
considering the nature and breadth of the current drought situation in south
eastern Australia. Evidence presented at the Climate Change and Tourism Con‐
ference held at Djerba in 2003 (UNWTO 2003), brought to the attention of re‐
searchers the complexity of the inter‐relationship between fresh water and
tourism in dryland regions. Apart from a small number of studies based tour‐
ism accommodation water usage in the Mediterranean region or island loca‐
tions (Gössling 2001; Essex et al. 2004; Rico‐Amoros et al. 2009) to date there has
been little research into the relationship that dryland regional accommodation
enterprises have with fresh water and how this has changed in an increasingly
water constrained environment. This gap in the research, coupled with the
development of a range of different styles of tourism accommodation that has
accompanied the development of regional tourism destinations in Australia,
has provided the rationale for the research question to be addressed in this PhD
study;
What influences tourism accommodation operators to practice sustainable use of freshwater resources in dryland regions?
Within the complexity of tourism accommodation enterprises’ interaction with
water, this research aims to develop a range of strategies for sustainable fresh‐
water use at the enterprise level that can be applied to different styles of tour‐
ism accommodation. To answer the research question and address the aims of
this research the following activities will be undertaken:


Confirm and measure the key factors in freshwater use in a dryland
tourism region



Map the uses of freshwater in different styles of tourism accommoda‐
tion enterprises and



Identify the factors that influence fresh water use in each style of tour‐
ism accommodation



Develop Sustainable water management strategies



Establish the relationships between the different factors in each style of
accommodation enterprise to identify their contribution to sustainable
water management
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Develop strategies to improve sustainable freshwater use in different
styles of tourism accommodation.

The expected outcome of this research will increase our understanding of
freshwater use in tourism accommodation, determine if different styles of ac‐
commodation behave differently and identify which sustainable water man‐
agement strategies will facilitate sustainable water use for each style of tourism
accommodation enterprises in an increasingly water constrained environment.
The research question will be addressed by looking at the dependent and
independent variables associated with freshwater use in tourism accommoda‐
tion enterprises. Independent variables are those that probably cause or influ‐
ence outcomes while dependent variables are the outcomes of the influence of
the independent variables (Creswell 2009). In this research the dependent vari‐
able is the consumption of freshwater at each tourism accommodation enter‐
prise that is the observed outcome. The independent variables relate to the
values of the operator of that enterprise, the guest and the environment in
which they operate (i.e. things that influence what is observed). This research
will look specifically at those variables that influence the tourism accommoda‐
tion operator as these are likely to have the greatest influence on water use in
their business. However this research recognises that the guest will also influ‐
ence how the operator manages their water resources and will be considered in
the context of how they influence the operator’s behaviour and actions. The
relationship between the variables is complex and is schematically represented
in Figure 1.1.
The key variables that are likely to influence how operators manage their
water resources have been identified through the literature. Table 1.1 lists both
extrinsic and intrinsic variables considered in this research. Identifying the
extent that these factors influence freshwater use in different styles of tourism
accommodation enterprises will enable this research to identify the relationship
between the dependent and independent variables and if this relationship var‐
ies between different styles of tourism accommodation businesses. This will
inform the development of a range of strategies to guide sustainable fresh wa‐
ter use across tourism accommodation enterprises in dryland regions.

Table 1. Extrinsic and Intrinsic Variables
Variable

Extrinsic

Legislative/Regulatory

 Federal/State Government laws relating to
freshwater use.

Intrinsic

 Local Government planning regulations
 Local water authority water restrictions
Water resource issues

 Drought conditions
 Infrastructure projects – Wimmera Mallee
Pipeline
 Water catchment and sources

Industry best practice

 Tourism accreditation and certification



Business ethics

 AAA Tourism star ratings



‘Greenwashing’

 Environmental sustainability programs

 Business
parency

trans-

 Financial
of business

viability

 Award programs
Economic incentives/penalties and
values

 Rebates and incentives for water saving devices
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 Government grants
 Water pricing

Environmental issues and values

 Climate change impacts
 Bushfire risks and impacts
 Environmental water flows for natural and manmade water assets

Marketing and Public Relations
activities

 Tourism Victoria regional Jigsaw program
 Regional website promotion
 Local Government promotion

 Type of accommodation enterprise
 Financial commitments of operator
 Climate
values

change

 Bushfire preparedness
 Environmental
water values
 Business
collateral


printed

Business website.

 Local visitor guides
 Local tourism association promotion
 Media reporting
Operator background and experience

 Tourism
experience


industry

Education

 Knowledge
of
region and local area
 Prior career and
work background

The Grampians and Wimmera Mallee regions have been in drought for over
ten years. Over that time there has been limited research to assess the impact of
an increasingly water constrained environment on the tourism accommodation
sector or on how these enterprises are managing changes to their freshwater
resources. Using a case study method is seen as the most appropriate method
as it enables the collection of comprehensive and in‐ depth information (Collis
and Hussey 2008). Within the case study method both secondary and primary
data will be analysed. The secondary data phase will involve a content analysis
(Edelheim 2007; Emmison and Smith 2007) of accommodation promotional
material focusing on water related issues. It will involve collecting information
about water‐based facilities, features and management for each accommoda‐
tion venue.
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This information will reflect what features are used in the marketing and
promotion of each enterprise, thereby highlighting what the operator is most
interested in promoting and what information is presented to potential guests.
The results of the content analysis will provide an indication of how tourism
accommodation enterprises present their business in terms of water use in a
tourism context. It will also indicate how they seek to communicate these mes‐
sages to potential guests. The analysis of this data provide a comparative base
from which to see if there is a relationship between the public image of the
enterprise and what is actually happening in the business. The primary data
phase of the research will involve a online/telephone survey of up to 100 tour‐
ism accommodation enterprises. The objective of this survey is to identify what
fresh water management activities and infrastructure that tourism accommoda‐
tion enterprises have undertaken over the last five years including:


Water tanks



Shower head flow rates



Toilets – dual flush and flow rates



Baths – size



Spas



saunas



pools – size, covers, heating



laundry water infrastructure



kitchen water infrastructure



gardens, water features – fountains, pools and ponds



Other water features



Water activities – fishing, skiing, boating

To gather this data, all accommodation enterprises will initially be contacted
by email inviting them to participate in the survey with telephone follow up if
required. The final phase of the data collection is a qualitative face‐to‐face in‐
terview with up to 20 operators who have undertaken some form of sustainable
water management activity in the survey. The purpose of the interviews is to
identify the variables that have influenced managers to undertake changes in
their water management in the context of their enterprise. Interview questions
will centre round the following main areas; demographic, business operation
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and attitudinal questions and questioning about water infrastructure. The in‐
formation to be collected in the face‐to‐face survey will include, but is not lim‐
ited to:


Demographic and background data on operators



History of the business – age, size, type of ownership, changes in
management, infrastructure additions and changes



Business activity, seasonality, occupancy rates



Water infrastructure in the business, age, changes



Perceived customer attributes



Value questions regarding environment, business ethics and sustain‐
ability



Marketing activities for the business and involvement in co‐operative
programs.

Qualitative analysis of the interviews will be undertaken to measure the
strength of the relationship between the dependent and intervening variables
and develop appropriate sustainable water management strategies for each
accommodation category.
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ABSTRACT
Rural tourism is a highly selective phenomenon. Its selectivity concerns both
the places where it develops, and the people it engages – only some people will
afford to open a guesthouse, and even fewer will have the necessary knowl‐
edge and resources to make their business visible on wider stages. In the Ro‐
manian countryside, tourism is concentrated in a small number of places: 85%
of the total rural accommodation belongs to 73 villages, from 9 out of the 42
administrative counties of Romania (Turnock 1999). However, the natural,
material and cultural elements on which this type of tourism is built can be
found in many of the 13.000 villages of the country, being by no means con‐
fined only to those areas that are popular today. The central question of my
research is what turns some places of the Romanian countryside into tourist
destinations? Why is there such a high density of people stopping in one place,
while some thirty miles away they are just driving through?
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In answering these questions I am particularly interested in the mediators
that play key roles in making places visible and visitable. There is a wide range
of such intermediaries, very often with non‐local (urban), even non‐national
roots: private entrepreneurs, tour operators, national and international NGOs
with environmental and developmental agendas, as well as the National Tour‐
ist Agency, which is a Governmental body. They work to attract tourists by
creating certain destination‐brands, and there is an interesting ‘politics of rep‐
resentation’ emerging as part of their negotiation of power over resources. The
role of the internet in communicating these representations of places and cul‐
tures to national and international viewers (i.e. potential visitors) has been
growing significantly and ‘global scenes of display’ are emerging online. How‐
ever, partly due to the ways in which search engines work, the websites adver‐
tising touristic destinations are not equally visible and effective. It has been
demonstrated that the web has not democratised visibility as much as it has
democratised the production of content, and that visibility on the web actually
favours the most resourceful agents (Gonzalez‐Bailon 2008). Search engines
return results in a hierarchy, and websites that receive higher numbers of daily
visits and more links from other websites are placed at the top, being therefore
more ‘visible’. Research has shown that these websites belong to the most re‐
sourceful agents who usually have high visibility in traditional news media as
well (ibid. 2008). This is why someone ‘googling’ for ‘rural tourism in Romania’
will usually be directed to those areas of the country in which resourceful in‐
termediate agents are more active, and to those guesthouses that are affiliated
with such agents
In order to investigate the mechanisms that lie behind this selective visibil‐
ity, I will carry on a systematic web analysis. The methodology I put forward is
innovative and falls within the area of Webometrics. With the aid of the LexiUrl
Searcher software I will compare the web impact of different concepts involved
in the marketing of rural tourism, as well as the web impact of prominent web‐
sites. Furthermore, network diagrams will be crated to illustrate the connec‐
tions between them. Interlinks between websites are expected to reflect connec‐
tions between the institutions that author them, ranging from ideological affin‐
ity to actual partnerships and joint projects. Finally, a sample of websites will
be subjected to content analysis. In this, I will be looking at the politics of repre‐
sentation that is at work on the web, and I will be guided by the theoretical
framework previously applied to studies of museums, exhibitions and theme
parks (Kirshenblatt‐Gimblet 1998; Hendry 2000; Kratz 2002). I am interested in
both discourse and photographs, and for that I will be working with Atlas.ti, a
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qualitative data analysis software that allows coding large bodies of text, as
well as pictures. I expect to unravel how and why do different images of the
countryside emerge, and by what sort of underlining aesthetics are they in‐
formed. I will be focusing on the main elements of material and non‐material
culture which are selected for display, as well as on the kind of experiences and
leisure activities that are being packaged as part of the tourist offer. I will also
be concerned with the effectiveness of these images, trying to answer questions
like: which place‐brands are more powerful, and for whom?

population which still relies on subsistence agriculture, understanding the
mechanisms at work in creating tourist destinations is very important and pol‐
icy‐makers will be able to draw from such research.

My findings will be supplemented by media analysis and by more ‘tradi‐
tional’ methods, such as interviews with key actors, possible surveys of rele‐
vant institutions and participant observation. The second part of my research is
planned as a multi‐sited ethnography 1 in several areas of the country. I am
considering destinations where there was significant top‐down intervention
from a non‐local / international body, as well as places with more ‘ad‐hoc’ de‐
velopment of rural accommodation and touristic offer. Based on preliminary
fieldwork I did during my MPhil there are a couple of destinations I am al‐
ready considering. However, almost certainly the results of my web based re‐
search will help me identify more institutions and locations which will make
engaging subjects for empirical investigation. At this stage, my research would
focus on questions such as: How do local displays (i.e. the offer) relate to online
ones? How do locals accommodate display in their day‐to‐day lives, and do
these match tourists’ motivations for visiting the place? I am particularly inter‐
ested in the processes of innovation and diffusion of material culture – spe‐
cially in architecture and in the use of domestic space (such as the new bright
visible colours that are being introduced for façade painting in Bran, or the
Maramureş ‘exhibition rooms’ people set up in their own house for displaying
various hand‐made ‘traditional’ objects).

Kirshenblatt‐Gimblet, B. 1998. Destination Culture: Tourism, Museums, and Heritage. Berkeley: Uni‐
versity of California Press.

My research is intended to extend the anthropological study of traditional
display spaces (such as museums or exhibitions) to the emerging global virtual
stages of display fostered by the internet and by the new communication tech‐
nologies. Furthermore, the proposed research methods will be adding to the
developing field of applied computing in social anthropology. My work in
Romania is also aimed at covering a comparatively uncharted area and at con‐
tributing to the social anthropology of post‐socialist countries. Finally, as tour‐
ism can be a significant source of income diversification and development for a
My access to the communities should be fairly easy, given that I am a native speaker of the
language and I already have fieldwork experience in Romanian villages (I worked in over twenty
villages across the country).

1
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ABSTRACT
The aim of the paper is to critically investigate how, in Bulgaria, traditions are
represented through and via tourism. It examines how understandings of val‐
ues, images, icons and symbols of the nation are conceivably (sometimes con‐
sciously and sometimes subconsciously) being invented, transformed, and
produced as part of the ‘new tourism experience’ in the complex globalizing
and glocalizing context of the postmodern/ postcolonial/ postindustrial world.
A subsidiary aim of this paper is to explore the role of tradition in creating / re‐
creating specific images of Bulgaria in and through tourism. The question
raised in this paper considers the character of traditionality and transitionality
and how it is conceivably used to establish and / or confirm specific views and
images on values, heritage and nationality of Bulgaria within the discourse of
international tourism). It examines the preferential understandings of traditions
in their representations in tourism. It explores the scale and scope of the medi‐
tative authorities of tourism in conveying what comes to be known about his‐
tory and nature in both local and global contexts and as part of a new tourism
experience. The presented study draws on the works of a number of social sci‐
entists from different fields that examine the ways in which tourism is used by
different parties to imagine and compose places, peoples, and pasts. Some of
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pertinent to this study works outlined here. Some of the most important for this
study are:
Horne (1993) in his book “The Intelligent Tourist”, Horne suggests that
tourism is used, sometimes consciously and sometimes subconsciously, as a
mediator that offers totalised narratives. That last idea is of great importance to
this study because it provides a framework for exploring what Kincheloe (2001)
terms monologics [♠ monologics] of the traditions in McKay (1994). The histo‐
rian McKay (1994) concentrates upon the projection of the traditions and transi‐
tions of Nova Scotia. His study provides an understanding of the production
and commodification of traditions that would help with the exploration of sim‐
ilar instances in Bulgaria.
In his work “The End of Tradition?” he examines the survival of tradition in
today’s deteritorialized world and his view is that the end of tradition is not
also its death, merely the end of its concept as” a repository of authentic (and
hence valuable) ideas to be handed down or preserved.”(2004: 2).
Thompson, in AlSayyad (2004: 33), maintains that traditions can be identi‐
fied, produced, packaged and sold to suit different market interests. Tourism is
one of such traditions and transitions producers, (Crouch 1999). This role of
tourism is the central issue of the proposed study, where traditions are under‐
stood as the ‘currency’ of the industry, the basis for the imagining and packag‐
ing and selling of a destination (Hollinshead 1997).
Traditions as being tacit knowledge, expressed in Jacobs critique on the
Edward Shilsʹ Theory of Tradition , has many possibilities for application at the
level of theoretical understandings of matters of traditionality and transitional‐
ity [♠ transitionality]. These are some of the main authors and works that have
provided a theoretical framework for this study. The list is meant to provide a
sample of the type of theoretical insights utilized in the study.
This study has several main characteristics, based on the approach em‐
ployed throughout it, namely bricoleurship. The study is therefore pointedly:
Interpretive – the study is concerned with focuses on understanding (inter‐
preting) the meanings, purposes, and intentions (interpretations) people give to
their own actions and interactions with others, within the context of their own
framework of knowledge and ways of seeing the world and the context of the
multiple truths. (Smith 2008)
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Emergent – in this study the researcher follows the design’s emergence
(flow), and does not make assumptions beforehand of the complex multiple
realities and how they intersect in unpredictable ways to influence the out‐
come, in order to devise the design of the study in an adequate manner (Guba,
1990).
Reflexive – an integral part of this study is the researcher’s critical reflec‐
tions about herself and the origins of the construction of social, cultural, psy‐
chological, political, ideological, economic and educational exigencies that
shape her subjectivities (as well as those of the participants of the research) as
well as the contextual settings within she is found to be.
Briocleurship is an integral part of this study as it helps to bring an in‐depth
understanding of the complexities of traditionality and transitionality in Bul‐
garia in/through tourism. It is mainly an interdisciplinary approach that seeks
to avoid both the superficiality of methodological breath and the parochialism
of unidisiplinary approach. It is concerned not only with the divergent meth‐
ods of inquiry but with the diverse theoretical and philosophical understand‐
ings of the various elements encountered in the act of research. In particular
bricoleurs employ historiographic, philosophical and social theoretical lenses to
gain more complex understanding of the intricacies of the research design
(Kincheloe 2001).
The researcher is currently utilizing some of the following methods (within
her proposed bricoleurship) to investigate the dialectics of ‘tradition’ and ‘tran‐
sition’ in recent/contemporary Bulgaria. The selection of the population is by
purposive sampling [♠ purposive sampling]. The participants in this study
have been selected because of some characteristics, access to information or
knowledge they posses and that fit to the needs of the researcher as her study
emerges.


Long (Semi‐ Structure) Interviewing:



Textual Analysis:



Testimonios;



Visual Analysis:

Considering the character of bricoleurship the findings of the research will
not be verified by evaluated (see Exhibit 1). At this moment crystallization is
being examined as an approach to the evaluation process although within the
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bricoleurship it is drown from the same forms of inquiry and analysis initially
delineated by the bricoleurship itself (Kincheloe 2001).
From the research carried out so far, a number of theoretical insights have
been derived in the form of holding propositions on the topic of traditionality
and transitionality in Bulgaria. The presented holding propositions are
grouped in two groups related to the stated aims and objectives of the study.
The holding propositions are as follows:
One of the main aims of this study is to explore the representations of the
traditions in Bulgaria through tourism, as stated in Aim 1. In many case tradi‐
tions are used to represent and/ or exhibit a specific image of a country to dis‐
tinguish it as a destination different than all other destinations.
Proposition 1: Traditions are indeed used in representations of images of Bulgaria as a
tourist destination.
The use of traditions is a major element in representing Bulgaria at several ex‐
hibits in London through the use of brochures dedicated to the culture of Bul‐
garia, CD giveaways with traditional Bulgarian folk music, a presentation of
traditional Bulgarian wines with an introduction of the ancient history of the
tradition of winemaking in the region, and a presentation of traditional Bulgar‐
ian folk dances and costumes. More over the Agency’s press release underlines
the department’s dedication of the development of cultural tourism.
Proposition 2: Traditions are used to distinguish Bulgaria from other tourism destina‐
tions.
Traditions are viewed (by the people, involved in designing materials for such
events) as expression of the country’s soul and character, something to distin‐
guish it from many other similar destinations. Traditions are expressions of
Bulgaria, something tourists can experience by looking, participating, tasting,
dressing, singing and dancing and taking home as mementoes in the form of
photographs and souvenirs.
Proposition 3: Bridging the gap between the exhibited and the existing traditions.
Traditions are not only utilized in the images representing Bulgaria, they have
been / will be / might be revived for the purpose of attracting tourists so as to
resemble these representations as close as possible, although the causality be‐
tween the two is not clear cut.
Proposition 4: Many places used in representations of the traditional Bulgaria and
exhibited as tourist destinations or places of interests are not opened/available to tourists.
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Despite traditions being heavily used in representational and promotional
work, many of the places they represent or are connected to, according to the
data collected at the Destinations exhibit with the State Tourism Agency, are
not ready to be used, exhibited as tourist destinations or places of interests. In
many cases the infrastructure is poor or nonexistent so tourist cannot visit the
places they have seen in promotion materials or the places themselves are not
ready/ available to be viewed.
Group 2: Proposition on how people involved in the tourism industry un‐
derstand traditions.
There are several contemporary theories in the context of which, tradition is
seen as a product of modernity and a way for modernity to both distinguish
itself from the pre‐modernity, where tradition exists and to achieve some form
of perceived continuity. Tradition becomes not stable, but changeable, it be‐
comes an expression of the dominant understanding of the past in the present
and not genuine expression of valuable knowledge passed down unchanged
from pre‐modern time.
Proposition 5: Traditions in the context of the tourism industry are largely understood
as custodians of authentic knowledge passed down from generation to generation un‐
changed and unchallenged.
Despite the existing theories that try to explain tradition and its survival in the
postmodern world (such as AlSayyad), people in the tourism industry seems to
prefer to work with the ‘modern’ understanding of tradition. That way roman‐
ticized images of the past can be created, a past that although lost to the con‐
temporary person, can still be experienced through the ’authentic’ traditions ,
available, in the case of this research, Bulgaria.
Proposition 6: Who has the power to represent, to exhibit images of the traditional
Bulgaria.
An important issue for this study is the question of who has the power to rep‐
resent, to exhibit images of Bulgaria and its tradition When it comes to repre‐
senting certain images of Bulgaria especially in tourism, politically speaking
there isn’t one plan, or strategy or coordinated work for doing so. The images,
regardless of their content, all seem to conform to the dominant representation
of the Bulgarian identity (and traditions are a major part of that identity). These
issues are related to the ambiguous character of traditions but also deal with
matters of mediation, in as much as they touch on the subject of who is doing
the representations and mediations.
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This paper is a summary of the study of traditions and transitions in Bul‐
garia outlining some of the key points of the dissertation in terms of its main
aims, theoretical understandings, methodological approach and some main
findings. The main aim of the study is to investigate the representations of tra‐
dition in Bulgaria and several main theoretical insights from authors from a
variety of fields have been utilized to achieve this aim. The main methodologi‐
cal framework for this study is bricoleurship and it employs a selection of
methods best suited to examine the selected topic. The research into the tradi‐
tionality and transitionality in Bulgaria is still ongoing. This summary is more
of a snapshot of the research at the time of the writing of the summary and the
final dissertation may differ that what is being presented here. There are still
some issues and problems that are being addressed in terms of theory, meth‐
odology and findings and as the study is emergent, some elements might
change in yet unforeseeable ways but through careful analysis and following
the methodological framework (bricoleurship) already established they can be
dealt with and incorporated in the study.
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ABSTRACT
McDonald’s uniform service has engendered and accelerated so‐called equal
opportunity through the application of a standardized service to people of all
races, ethnic groups, ages, sexes, or social backgrounds. However, providing
the same, homogeneous, and rationalized pattern of service through a con‐
trolled method may have merely become a sign of action to experienced cus‐
tomers and accepted with no emotional feelings of appreciation. The most
important point in terms of understanding service architecture is the awareness
of universality in the conversion from considerate behaviors to a service with
generalized models. The purpose of this paper is to set up an evolution model
of considerate behavior through a study of Japanese high‐class compact‐sized
ryokans and then to clarify, with a knowledge of modularity in economics, the
architecture of high‐context service in providing three types of modules and
explain how their functions are interconnected, based on the concept of consid‐
erate behavior
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The purpose of this paper is to set up an evolution model of considerate be‐
havior and then to clarify, with a knowledge of modularity in economics, high‐
context service architecture. The dissertation consists of three core approaches.
Firstly, the original concept of considerate behavior is introduced. There is a
similar notion of ‘helping behavior’ in the field of pro‐social behavior. Both
‘helping behavior’ and considerate behavior connote a voluntary action, in
sympathy with a person, with no thought of receiving financial gain in order to
provoke his/her positive emotion, knowing that the action may require some
physical or financial cost. The difference is that a ‘helping behavior’ always
responds to a customer’s request while a considerate behavior, which could be
applied to hospitable attitudes in the hospitality industry, concerns a person
who does not require any help.
Polanyi (1966) refers to inherent knowledge as tacit knowledge. There are
two types of tacit knowledge acts – the first one is called ‘proximal’ and the
second one ‘distal’. The differences are highlighted in the following example.
In order to ascertain how much beverage remains in a can, a person may lift the
can up to feel its weight (this is a proximal act) and refer to the experience that
he/she felt the weight of a can filled with a beverage or none at all (this is dis‐
tal), which enables him/her to know how much drink remains in the can. The
act of tacit knowing can form a considerate behavior when the act is applied to
helping a person. Also, considerate behavior can contribute to the formation of
‘service with considerate behaviors’ (S/CB) in the field of service providing.
Considerate behavior can be observed when a service provider serves a drink
at a dinner from a bottle typically made of pottery or porcelain containing hot
fermented rice wine (sake). The provider personally pays attention to the
quantity of sake in the bottle by lifting it up and gauging its weight to deter‐
mine the present quantity. This particular considerate behavior may lead the
provider to link that knowledge with his/her service performance, such as re‐
questing whether the customer would like to order another bottle after the
weight check. When this linkage service becomes popular among other service
attendants or providers, it is recognized as S/CB. It can then develop into a
‘service with generalized models’ (S/GM) or manuals. This service process is
explained in Figure 1, titled ‘Evolution Model of Considerate Behaviors in the
Service Providing’.
Stage 1 in Figure 1, (see a small black triangle containing a white circle) in‐
dicates a considerate behavior (CB1) containing tacit knowledge. The CB1 de‐
velops into a service with considerate behaviors (S/CB1) at Stage 1 as the CB1 is
applied to the service providing. Next the S/CB1 becomes a service with gen‐
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eralized models (S/GM1) at Stage 2 as the S/CB1 is broadly accepted and be‐
comes popular among colleague providers. To attract customers with a better
service, a service provider pays attention to another considerate behavior (CB2)
and links it to the S/GM1 in order to change the S/GM1 into a new S/CB2 at
Stage 3. After the S/CB2 becomes widely known as explicit knowledge and
develops into S/GM2 at Stage 4, a service provider may add additional levels of
CBs to make new S/GMs in the following Stages 5, 6, 7 and so on and so forth.
Secondly, the structure of individual attending service to customers is ana‐
lyzed. According to a modular theory in economics, a ‘module’ is an autono‐
mous subsystem in which each module is thought to organize a more compli‐
cated system or process by way of connecting other modules of the same kind
in accordance with designated rules. Also, a position or function of a module is
determined by ‘architecture’, and an ‘interface’ prescribes how modules are
connected through interactions. With those concepts of the theory, this paper
defines architecture as a framework or fundamental design of a whole‐service
system and applies an idea of a module for considerate behavior, service with
considerate behaviors, and service with generalized models. Architecture has
two aspects of form. One indicates an environment where each module is fixed
with the arrangements of interfaces so as not to create reformations of modules,
and is referred to as ‘modular‐typed architecture’. The other form of architec‐
ture is recognized as ‘integral architecture’, in which the interactions of mod‐
ules are active without interface control. There are two types of individual
attending services – ‘standardized service’ and ‘high‐context service’. Stan‐
dardized service, observed in fast‐food restaurants such as McDonald’s, pro‐
vides a course of service with generalized models in a modular‐typed architec‐
ture while high‐context service, presented in a Japanese high‐class compact‐
sized ryokan, requires occasionally changeable services to a guest.
Thirdly, the condition of structuring high‐context service is presented.
High‐context service is formed with three core modules – considerate behavior,
service with considerate behaviors, and service with generalized models.
These modules bond and work together with their active interfaces, i.e. the
orders of service, moments of silent pauses, or awareness of a priori knowl‐
edge. On the other hand, standardized service applies fixed service patterns
with ruled popular modules among employees so order‐made service or free‐
dom of arrangements is not the purpose of this type. High‐context service is
designed to arrange orders or patterns of service and to create other options to
match customer’s needs by flexibly changing interface links. High‐context ser‐
vice is observed in a Japanese high‐class compact‐sized ryokan. However, not
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all ryokans provide such high‐context service. With high rates of room charges
and dining fees, high‐class compact‐sized ryokans can manage to provide
flexible and rich, but rather time‐consuming, individual attending service to
compete with other accommodation facilities. Unlike European style hotels,
such ryokans accommodate one to five persons in a guest room while hotels
can only one to three at most, depending on the number of beds. These hospi‐
table ryokans do not use beds placed in fixed room positions, but employ mat‐
tresses and futons (sleeping covers) which can be stored in a closet during day‐
time to accommodate up to five guests in a room. In addition, a dinner and
next‐day breakfast are included in a typical one‐night room charge. This sys‐
tem also enables high‐class compact‐sized ryokans to hire additional service
employees, i.e. carrying luggage, serving dinner to each room on a dish‐by‐dish
basis as in a French course menu, preparing bedding all individually assigned
to an employee on a two‐room basis.
McDonald’s standardized, uniform service has engendered and accelerated
so‐called equal opportunity through the application of a standardized service
to people of all races, ethnic groups, ages, sexes, or social backgrounds. People
can receive exactly the same service no matter when or where in this system.
This system has changed the previous service style simply by providing cus‐
tomers with the same quality of service at any McDonald’s franchise for the
same amount of money, with no bias of social status or class. However, pro‐
viding the same, homogeneous, and rationalized pattern of service through a
controlled method may have merely become a sign of action to experienced
customers and accepted with no emotional feelings of appreciation. The most
important point in terms of understanding service architecture is the awareness
of universality in the conversion from considerate behaviors to a service with
generalized models. Although considerate behaviors may change, due to
variations in cultural or religious backgrounds, the Evolution Model is consid‐
ered to be universal to people of all backgrounds. Since this paper clarifies the
architecture of high‐context service in providing three types of modules and
now explains how their functions are interconnected, based on the concept of
considerate behavior, the next research target will focus on how modules and
interfaces operate in accordance with cultural and religious differences.
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Figure 1. The Evolution Model of Considerate Behaviors in the Service Providing
(Source: Fukushima 2009).
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ABSTRACT
The tourism experience concept started to be studied in the 60’s (Uriely 2005),
nevertheless its recognition as an important concept is very recent (Pine and
Gilmore 1998). Literature in tourism experience divides in two main streams.
The first one use the cognitive dimension to explain how tourists face their
experience with core products at the destination. The second one put the emo‐
tional dimension at the forefront of the concept, arguing that this is need if the
intention is to capture the richness of the concept. According to Holbrook and
Hirschman (1982) the concept of experience is defined as “a personal occur‐
rence, often with important emotional significance, founded on the interaction
with stimuli which are the products or services consumed”, being this is a criti‐
cal component to tourist satisfaction.
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Arnould and Price (1993) came forward with an experience model which
postulates that experiences (i.e. emotional states) result from two main areas.
These are the individual and the external context in which the experience takes
place, which is made up of three components: the setting, the interaction with
staff and the interaction with other consumers. Together, these four factors
(setting, staff; customers and individual) influence the (emotional) experience
of the individual. While Arnould and Price’s (1993) study took place in a white
water rafting holiday, this framework has the potential to be applied in explain‐
ing the emotional outcomes of the golf holiday experience with adaptations.
One of the main issues in golf experience will be guest‐guest interaction,
since golfers spend more than four hours together in the golf course and this
interaction will continue on clubhouse after the game. Grove and Fisk (1997)
used the critical incident technique (CIT) to analyse this dimension of the mod‐
el. According to Flanagan (1954) CIT “consists of a set of procedures for collec‐
tion of direct observations of human behavior, aiming at facilitating its
potential use in the solution of practical issues and development of broad psy‐
chological principles, besides outlining procedures for the collection of inci‐
dents observed, which present special significance” and an incident is defined
as “any observable human activity that is sufficiently complete in itself to per‐
mit inferences and predictions to be made about the person performing the act”
In what concern host and guest interaction and even on guest‐place interac‐
tion the contributions come from the psychology with the reversal theory.
Shepherd et al. (2006), under this theory, states that the “experience is based on
the interactions of a number of pairs of mental or metamotivational states…
(telic‐paratelic, negativistic‐conformist, mastery‐sympathy and autic‐alloic sates).”
Nevertheless the advances in experience conceptualization, regarding golf,
the literature about experience is scarce, mainly focusing on the golf tourist
satisfaction (Petrick and Backman 2002a; Petrick 2002; Correia et al. 2007), mo‐
tivations (Petrick et al. 2001, Correia et al. 2006a), behavioural intentions (Pet‐
rick and Backman 2002b, Petrick 2002, Correia et al. 2007) and development
and positioning of golf destination (Kim et al. 2005; Correia et al. 2006b; Videira
et al. 2006; Barros et al. 2010). It is clear that the concept of golf experience, un‐
derstood as an emotional occurrence, has not been explored to a great extent.
Bearing in mind that the golf tourist is usually an individual highly involved
with playing golf and a consumer that looks for novel golfing experiences, it is
important to define and examine the experience concept associated to an activ‐
ity that has become a new form of tourism. Therefore, this study is a further
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attempt to enhance our understanding of the tourist experience in general, and
more specifically of the golf tourism experience.
The current research proposal follows recent calls for more research that
considers the tourist experience phenomenon (Uriely 2005). In addition, an
understanding of the experience is critical for a more reliable evaluation of the
tourist satisfaction. Therefore, the aim of this research is to examine the golf
tourist’s experience, with an emphasis on the golf tourist in the Algarve. The
research is underpinned by Arnould and Price’s (1993) framework, which in‐
corporates, besides the characteristics of the individual, the hosts‐guests,
guests‐guests and place‐guests hosts interactions. However, due to its potential
influence on the tourist experience, the pre‐consumption stage will also be con‐
sidered. The aim of the research will be achieved through addressing the fol‐
lowing objectives:
1.

To review the literature on experience and tourist experience, iden‐
tifying and defining its dimensions in the context of golf tourism;

2.

To design a conceptual framework for researching the golf tourists’
experience that explains, from an interdisciplinary perspective, the
golf experience and its antecedents and consequences;

3.

To empirically test the conceptual framework, examining the rela‐
tionship between the variables that make up the golf tourist’s ex‐
perience;

4.

To make appropriate strategic recommendations to golf tourism
businesses and organisations in the Algarve, with a view to enhance
experience delivered to tourists and consequently leading to the
strengthening of the competitive position of the region as a leading
golf tourist destination.

The current research proposal will be the basis for writing a PhD thesis. The
working conceptual model (see Figure 1) incorporates different constructs that
are going to be examined in detail. In a first moment, it will be important to
identify and examine the intrinsic variables associated to the state of the con‐
sumer in the pre‐consumption stage. This will contribute to understand the
expectation formation regarding the consumption event. According to the lit‐
erature, at this stage variables such as motivation, destination familiarity and
experience, involvement and place attachment should be considered (Um and
Crompton 1990; Crompton 1992). The experience at the moment of consump‐
tion will then be analysed. The model follows the framework put forward by
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Arnould and Price (1993). The model considers the expectations (Petrick and
Backman 2002a) developed by tourists and allows an integrated examination of
the interaction processes between the tourist, the setting, the staff and other
consumers. The study will seek to understand the relationship between these
four areas and the emotions associated to the experience. Bearing in mind that
the context of the research is golf tourism, the research will also look to profile
the industry.

Figure 1. Methodological Framework

From a methodological point of view, and in line with the objectives of the
research, a review of the literature will be undertaken. The purpose of this
stage is to identify and critically evaluate appropriate theories and methodo‐
logical options with a view to establish solid theoretical, conceptual and meth‐
odological foundations. Bearing in mind the aim of this study, the review proc‐
ess will focus on both the tourism and non‐tourism literature. The research will
attempt to develop and apply to tourism theories that have had little applica‐
tion in the field of tourism, such as the experience economy and theories and
models of experience and emotions (eg. flow theory and reversal theory).
Primary research will be carried out through in‐depth interviews and ques‐
tionnaires to golf tourists. The interviews will contribute to identifying the di‐
mensions of the golf experience, as well as to the profiling of each of the vari‐
ables that make up each dimension. Content analysis will be employed to ana‐
lyse the data collected. The information gained at this stage will be critical for
the design of the questionnaire. Next, the data will be inputted and analysed
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with a view to test the several hypothesis formulated during the design stage.
In order to analyse the relationship between variables that influence the golf
tourist’s experience, Structural Equation Modelling (SEM) will be employed
(using Amos 6). SEM explores the relationships between several variables, ena‐
bling the definition of theoretical constructs (latent variables) from observable
variables. In addition, SEM has the benefit of analysing complex relationships
simultaneously (Arbuckle and Wothke 1999).
Finally, an evaluation of the research, including theories, methodology and
results will be undertaken, with a view to clearly establish the contribution to
knowledge, limitations and further research. At the theoretical level, this re‐
search will contribute to an emerging field of knowledge – the experience
economy. At an empirical level, it is expected that the results will lead to ap‐
propriate recommendations for the management of the golf experience.
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on the future generations with the correct uses that specified in the thesis sug‐
gestion.
Some methods are developed to determine economic value to some natural
and cultural areas and resources which has a non‐monetary value. These meth‐
ods can be classified as direct and indirect methods. Indirect methods are based
on to determine the value with following the trend of economic indicators as
expressed in terms of various environmental factors. However direct methods
avoid potential market assumptions and provide individuals to express their
preference for environmental commodities through mutual consultations and
surveys. The most widely used indirect methods are Travel Cost Method and
Hedonic Pricing Method, also the most common used direct method is Contin‐
gent Valuation Method (Ortaçeşme vd. 1999).
Yalova Thermal Spring was the research area. The main material of the
study established from the face to face surveys that applied to the selected visi‐
tors through simple random sampling method. 374 surveys applied in 2 differ‐
ent languages (Turkish, English). Yalova Thermal Spring’s tourists’ total num‐
ber for 2007 year constituted the study population.
Yalova Thermal is in northwestern of Turkey (Figure 1), and located in the
southeast sector of the Marmara region. Research area is in the Termal district
which is connected to Yalova city (Göçmez 2005).

ABSTRACT
The main objective of estimating the natural and cultural resources economic
value is determining the value of provided benefits of the available resources
with the rational use and thus ensuring the sustainability of the resources with
taken into account the current and future benefits of the environmental ele‐
ments. Thermal sources are one of the non‐monetary natural resources and
have positive effects on human health. Thermal resources can be used to im‐
prove in health, to heal and to freshen (Ülker 1992). Yalova Thermal Spring is
an important resource in the field of thermal tourism in Turkey. It has an im‐
portance and potential in terms of natural‐cultural resources and landscapes
values and recreational and tourism use value. It is considered that this study
will be a guide for foreign –domestic visitors and local people to perceive the
value of natural and cultural value of Yalova Thermal Spring, being an area
which is recognized all over the world with developing facilities, and passing

Figure 1. Termal District location map (Anonymous 2007b).

Yalova Thermal Spring is 112 km to Istanbul and is located in 3.750 acres of
natural forests, within archaeological and historical sites (Göçmez 2005). Yalova
Thermal Spring is a first degree natural, archaeological and historic site. Yalova
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Thermal Tourism Center has been declared ʺTourist Centerʺ in accordance with
Encouragement Law No. 2634 and the decision published in the Official Ga‐
zette dated 06.09.1993 and with 17804 number. Tourism Center field size is 90
hectare (Anonymous 2007a).
The most widely used methods which used to determine natural resources’
monetary value are Travel Cost Method and Contingent Valuation Method. For
this purpose in the context of the thesis, these two methods were used for the
determination of the value. Travel Cost Method (TCM), is aiming to estimate
the recreational use value of the area with determining the current demand.
The assumption is accepted the travel cost equal to transportation cost and time
opportunity cost which spent for a recreation tour and demand function is
estimated between travel costs and number of visits. So, the accepted assump‐
tion is consists of a travel‐production function that defined the relationship
between the demand for area and incurred expenses (Ortaçeşme vd. 1999). As
part of the thesis, according to the travel cost method, the surveys conducted in
the 17‐20 July 2008 when the visitors were found in the region intensively. The
survey target audience was over 18 year old visitors. 154 surveys were con‐
ducted. Surveys especially applied to voluntarily tourists, in this context it is
intended more healthy responses. Survey data have been made numerical by
the help of SPSS 15.0 for Windows program and database was created.
The other method used in the context of the thesis is contingent valuation
method. It is a basically a survey method and the necessary data obtained from
survey results that conducted with a group of people who use and do not use
the environmental resource. While application of the method, a hypothetical
market is being created for the environmental goods or services that cannot be
sold in market. People’s benefits getting from goods or services are presented
to people that selected for survey with a scenario and it is asked how much
they want to pay for the use of these goods or services in consideration of bene‐
fits that obtained from these services (McConnel 1985; Bateman and Turner
1993; Carson 2000). Willingness to pay that obtained by the developed scenar‐
ios is a measure of people’s self‐sacrifice in economic terms. This is also means
that individual is given up a part of his income or some goods or services to
benefit from other goods and services. Individual’s payment trend is the basic
data of this method (Bateman and Turner 1993; Hanley 1989; Hanley et al. 1997).
As part of the thesis, according to the contingent valuation method, surveys
conducted to the individuals who use and do not use the environmental re‐
source. Surveys applied face to face. 119 surveys applied to domestic and for‐
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eign visitors in the field and 101 of them applied outside the field. Half of the
surveys were applied outside the area to determine whether people under‐
stood the scenarios or not and to determine individuals payment trends
whether vary or not depending on the use case. 119 surveys have been made
between 31.10.2008 ‐ 02.11.2008. These days are the peak period for visitors
from United Turkish States. Also 101 surveys applied between 02.11.2008 ‐
31.12.2008 out of the field to people who see or do not see the field. Within the
Contingent valuation method, pictures that illustrates the current state and
does not protected situation of the area, showed to individuals. Survey data
have been made numerical by the help of SPSS 15.0 for Windows program and
database was created.
According to the travel cost method, to set the demand model variables
firstly function tests were made. And so total travel costs, accommodation
costs, other than accommodation costs (baths, food&beverage, recreation,
clothing, souvenir), age and location range variables were found statistically
significant in terms of F and t values and were included in the model as ʺinde‐
pendent variablesʺ. Visit number was included in the model as “dependent
variable”.
In the calculation of consumer rant firstly individual’s consumer rant calcu‐
lated. Consumer rant for the semi‐logarithmic function type is as follows:
Consumer rant
CRYL=q/‐βYL

(1)

CR: individual consumer rant
q: individuals average visit number
β: the slope of demand function (expense coefficient)
In the formula q value is equal to the average of the visit total of the partici‐
pating 154 visitors within a year. This value is 3,12. If this value replaced in the
formula, individual consumer rant is equal to:
CRYL =3,12/‐(‐0.001)
CRYL = 3.120 TL
When the calculated individual consumers rant value multiplied by the Ya‐
lova Thermal Spring’s total visitors number total consumer rant is obtained.
TTR=TR x 397.120
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=3.120 x 397.120
=1.239.014.400 TL/year
Surveys applied to the people who went to field and did not go to the field
according to the contingent valuation method, so differences occurred in the
function. Independent variables showed differences for the two groups. Firstly
function tests were made to set independent variables. According to the survey
conducted in the field the total travel cost, income level and age variables were
included in the model as ʺindependent variablesʺ because these variables found
statistically significant in terms of F and t values. Payment trend was already
taken as ʺdependent variableʺ for the contingent valuation method. According
to the survey conducted out of the field income level and age variables were
included in the model as ʺindependent variablesʺ because these variables found
statistically significant in terms of F and t values. Average payment trend is as
follows:
n

 PT
APT=
APT
PTb
n

b

b 1

(2)

n
: Average payment trend
: the highest entry fee payment trend for b individual
: total visitor number (survey applied)

According to the results of field surveys, average entrance fee willingness to
pay of visitors was calculated as 5 TL. In case the development of the current
situation by maintaining, average willingness to pay value of the visitors in‐
creased to 7,90 TL. According to the survey conducted outside the area, aver‐
age entrance fee willingness to pay of people was equal to 9,10 TL. In case the
development of the current situation by maintaining, average willingness to
pay value of the visitors increased to 11,68 TL.
In the decision level analysis to ensure conservation and sustainable man‐
agement of natural resources economic value must be all in all and put into
decision‐making mechanisms. In this context, the calculated value of Yalova
Thermal Spring’s must be taken into consideration to protect the resource and
to ensure sustainable management and functions should be brought to the area
to increase the calculated value. Problems have been detected after value de‐
termining studies and solutions has been trying to bring to these problems. It is
predicted that if the recommendations will be implemented in the area, calcu‐
lated value will be increased.

Doctor of Philosophy

861

According to the travel cost method calculations, Yalova Thermal Spring
use value for the recreational and tourism purposes was calculated as
1,239,014,400 TL per year. Directorate of Yalova Thermal Spring have been
identified the amount of business income as 5.500.00 TL for the 2007 year.
These amounts showed that Yalova Thermal Spring did not work efficiently
and in its real value. Also in 2007, investments in 1.000.000 TL value have been
made in the field. It will be possible to make greater investments with the ob‐
tained use value from the Thermal Spring. In this regard 5 ‰ of the natural
resource value calculated for one year needs to be invested into the field. In this
way resource value will be increased so protection of the area and resource
transfer to the future generations will be possible.
For the contingent valuation method results, individual’s reactions were
positive for the Yalova Thermal Spring’s current situation development and
protection bid and this situation was reflected to the entry fee payment trend.
According to the field survey results, Yalova Thermal Spring tourism and rec‐
reational use value for the current situation calculated as 1.985.600 TL. In the
context of conservation and development status of the area, total payment
trend increase to 3.137.248 TL. For the survey results that applied outside the
area, payment trend of the target group was confirmed higher than visitors’
payment trend. Payment trend calculated as 3.613.792 TL for the current status
and for the development status calculated as 4.638.361,60 TL.
Field has a brand value so people who did not see the area has more will‐
ingness to pay than visitors. Visitors did not find what they are waiting for so
their willingness to pay was decreased. Yalova Thermal Spring’s owned brand
value should not be reduced. The area is a protected area and this caused in‐
vestment inhibition and also area stagnation. This state affects negatively avail‐
able resources and therefore visitors. Visitors evaluate entry fee low because of
the mortification. Area protection and development should be provided with
the investments for the real valuation of the area.
In terms of landscape architecture profession discipline, when the use value
and payment trend for the Yalova Thermal Spring was evaluated, it was identi‐
fied that primarily thermal source had to be protected and investments had to
be done to transfer the natural resource to future generations. Especially water
resources that add great value to the area have to be well‐maintained against
polluting elements. Visitors’ satisfaction levels in terms of thermal tourism
usage were low while the recreation purpose satisfaction levels were sufficient.
This case is valued the area under the real value and caused depletion of natu‐
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ral resources. We should be careful not to lose the current value of the field
while increasing the value of the field in all studies.
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ABSTRACT
The ongoing advances in information technology have led to the developments
of tools that facilitate the integration of tour operations which, together with
the development of the Internet, have now become critical factors for the com‐
petitiveness of the tourism industry. According to Porter and Millar (1985),
information technology can contribute to improve the value chain of products
and services, whether it is in the context of cost advantage or product differen‐
tiation. Butler (1980) points out that the number of people using written infor‐
mation sources as a means of gathering information for their holiday is going
down. At present this is being further emphasised due to the ongoing innova‐
tion in the World Wide Web and supporting technologies, which are making
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internet sites more sophisticated, attractive and real, containing high‐tech char‐
acteristics such as tri‐dimensional visits to museums, art galleries, monuments
and cities. As a consequence, the Internet empowered the ‘‘new’’ tourist who is
becoming knowledgeable and is seeking exceptional value for money and time.
They are less interested in following the crowds in packaged tours and much
more keen to pursue their own preferences and schedules.
The role and potential effects of applying information technology to im‐
prove the tourist decision process is a new and unexplored field of study (Kli‐
cek 2001). There have been many theoretical developments on information
search and how they influence the consumer decision making is one the most
studied areas in consumer behaviour (Schmidt and Spreng 1996). Copeland
(1917) was one of the first to analyse information search associated with the
pre‐decision stage. Others have followed (e.g. Bettman 1979; Engel, Blackwell
and Miniard 1995; Howard and Sheth 1969), developing a theoretical body that
defined the role of information search on each stage of the tourist decision
making process. Fodness and Murray (1998;1999) cited by Gursoy and
McCleary (2004), suggest a classification for the variables influencing the tour‐
ist decision making process: circumstantial variables (previous experience,
financial restrictions, perceived risk, organisation of the journey), the individ‐
ual characteristics (social class, knowledge, involvement, family lifecycle and
education) and the characteristics of the product (travel motive and means of
transportation).
According to Gursoy and McCleary (2004), there are three main approaches
to the study of information search: the motivational approach, where the learn‐
ing process is explained by the tourists’ profile, the attributes of the product, by
the beliefs and attitudes of consumers; the cost‐benefit approach, based upon
information economy principles; and an approach focusing on the cognitive
theory and memory formation. The present study integrates contributions from
different approaches, intending to develop a theoretical model that follows a
process stance, whereby each of the phases of the individual decision making is
emphasised and understood, highlighting the motivations to buy online. The
consumer decision making process has been the focus of many researchers
who, approaching it from different perspectives (cognitive, affective, and eco‐
nomic) have built a solid theoretical body which will serve as a basis for this
study. However, there is a lack of studies that focus on the attitudes and behav‐
iour of consumers in the context of electronic markets .More importantly, there
have been little, if any, attempts to bring together in the same model contrib‐
utes from consumer behaviour and information systems theories, despite the
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fact that there are some tools to understand e‐consumers such as Data Mining,
On‐line Analytical Processing and Customer Relationship Management
(Wardell 1998).
From an economic point of view, the preferences of tourists may be mod‐
elled using the utility model put forward by Ben‐Akiva and Lerman (1985).
This type of model assumes that tourist choice can be represented as a process
in which they analyse the utility of attributes associated with the alternatives
regarded as suitable for satisfying a need. According to Dellaert (2000), more
detailed research about tourist satisfaction and the type of information they
would like to obtain when searching the web is required and any contributions
in this field will contribute to enhance the body of knowledge in this field.
Moreover, virtual experience has begun to play a significant role in the market‐
ing and promotion for tourism industry. According with Guttentag (2009) vari‐
ous authors have acknowledged the contributions of Virtual Reality (VR) to
tourism marketing (e.g. Cheong 1995; Sussmann and Vanhegan 2000; Prideaux
2002), and Williams and Hobson (1995) even stated, ‘‘from a marketing per‐
spective, VR has the potential to revolutionize the promotion and selling of
tourism’’. VR’s tourism marketing potential lies primarily in its ability to pro‐
vide extensive sensory information to prospective tourists. Such a capability is
especially suitable for the tourism sector because many tourism products are
‘confidence goods’ that consumers are unable to test in advance and must de‐
cide whether or not to purchase based simply on available descriptive informa‐
tion (Gratzer, Werthner and Winiwarter 2004; Liu 2005).
Considering that, VR into the tourism sector remains in its infancy, only a
limited amount of existing research has directly examined VR’s implications for
the consumer decision process. Moreover, VR technology is evolving rapidly,
and younger generations, so VR tourism research needs to be constantly re‐
validated through continuous investigation. Due to those facts, this investiga‐
tion also contributes to the growing literature by examining the influence of
purchase involvement in developing virtual relationships (Guttentag 2009).
The lack of studies on consumer attitudes towards the electronic travel mar‐
ket, in particular about the type of online information tourists wish to find
(Wardell 1998) is the basis motivation behind this study. Inspired in the 4 Ss
model developed by Stamboulis and Skayannis (2003), the study will incorpo‐
rate a fifth dimension – attitudes. The model is based upon Segmentation and
an evaluation of Specialisation, Sophistication, Attitudes and Satisfaction
(SESAS) of consumers. At the conceptual level, the purpose is to develop and
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understand these five levels of tourist involvement in the online buying proc‐
ess. At the segmentation level, the objective is to identify the socio‐
demographic and psychographic profile of tourists, identify the way they pur‐
chase and understand the motives for using (and for not using) the Internet as a
means of information gathering and product purchase. At the specialisation
level, the objective is to identify the information that is searched by market
segment, as attributes and motivations, as well as to analyse the influence of
information gathering through the web on the formation of perceptions about
tourist destinations.
As far as the sophistication is concerned, this study will seek to examine
how tourists evaluate webpage’s; if there are differences in the evaluation be‐
tween experienced and inexperienced users of this medium; the importance
attached to the features of web pages; and the number of destinations evalu‐
ated when searching the web and the levels of memory activation in which
they were inserted by tourists. At the attitudes level, the purpose is to define a
model of information search and learning adjusted to the profile of the tourist,
as well as to evaluate if web pages contribute to making a purchase or are just
browsed for learning purposes. Finally, the satisfaction components of the
model will evaluate the extent to which consumers are satisfied using the cog‐
nitive dissonance theory (confirmation/disconfirmation of expectations), as
well as the influence of previous experience on future information search and
processing.
Using virtual images, the e‐tourist understands and ranks destinations
within his/her scale of priorities (Urry 1990). Within the landscape representa‐
tions which have a very important role in the definition of tourism perceptions,
the graphic and virtual elements play an important role. The author suggests
that it is the virtual images that give shape and sense to the anticipation, ex‐
perience and memory of the journey. From a systemic point of view, the study
aims to integrate all stages in the search and processing of information. Recog‐
nising the possibility that there will be differential levels of involvement, the
study will analyse the learning process that leads to the formation of percep‐
tions. Using a pentagonal approach, the study seeks to examine the specialisa‐
tion, sophistication and formation of attitudes, variables that are determined,
and determine, the level of satisfaction.
This methodological approach is geared towards answering the following
questions: who; how; when; what they see, what they would like to see; what
you have found is what you expected. This way, it is possible to evaluate if
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tourists are satisfied with the information they have found or if there is a need
to enhance the information made available through Internet Sites. As far as the
promotion of destinations and tourism products is concerned, the methodology
will allow an understanding of the importance attached to information, estab‐
lishing a guide for identifying the improvements required in terms of design
and accessibility.

Information Search
and Processing

Segmentation
Specialisation

Knowledge

Learning

Satisfaction

Sophistication

Attitudes

Perceptions
and Choice

Figure 1. Methodological Framework.
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variables. This will result in a gird that can be used to measure the
different concepts making up the methodological framework, and
thus empirically testing the model.
(3)

Data collection and data input, which is made up of three stages: data
input, examination of the decision process and definition of satisfac‐
tion variables.

(4)

Data analysis and recommendations, which will serve as a basis for
recommending the re‐engineering of the e‐tourism promotion proc‐
ess, and at the same time to identify images that can position the des‐
tination in the mind of the consumer.

Bearing in mind the objectives and the methodological framework that will
guide the research, this research will define and test criteria for segmenting the
market, define the information search and learning processes in an online envi‐
ronment, define the attributes that make up destination image; measure pur‐
chase satisfaction; emphasise the importance of the Internet as a tool promoting
the efficiency and productivity available to tourists and its influence in learn‐
ing, formation of perceptions and therefore the choice of tourist destinations;
develop a framework for the development of the Internet in tourism, and more
specifically online strategies that can lead to improvements in access to infor‐
mation by consumers and tourism distribution channels; define the criteria and
forms of diffusion and commercialisation of destinations in the web; to foster
the discussion between tourist stakeholders (public and private) regarding the
challenges, problems and benefits of using information technology in tourism.
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ABSTRACT
Hotels as one part of hospitality industry have evolved from the very modest
beginning of families and landowners who opened their homes to travelers to
the high rise of properties today which contain thousands of guest’s rooms that
these facilities can be classified by location, room rate or by the amount of facil‐
ity and services that they deliver to their guest. The hotel industry is experi‐
encing increased globalization, competition, higher customer turnover, grow‐
ing customer acquisition costs and rising customer expectations, meaning that
hotels’ performance and competitiveness are significantly dependent on their
ability to satisfy customers efficiently and effectively.
Nowadays, in most parts of the world hotels are driven by daily operation
throughout the industry. The percentage of academic education is generally
low and general mangers (hoteliers) at any hotel’s levels, usually come from
the operational side of business and they are not familiar with new concept of
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management. Most of the time they act on basis of their experiences, which
cause them to face a lot of problems such as increasing costs, decreasing reve‐
nues and guest dissatisfaction. On the other hand, the increased online
price/product transparency and the new e‐business models (e.g. online auc‐
tions) enhance tourists’ purchasing powers, who are becoming more price sen‐
sitive, less brand loyal, more sophisticated and experienced seekers.
CRM model with requiring customer‐centric business philosophy and cul‐
ture to support effective marketing, sale, making long term relationships and
services process could be the right answer and act as a life saver for most busi‐
nesses, and especially for the hotel industry. But it should be considered that
the disappointing results from many customer relationship management
(CRM) implementations are well documented in both the academic and busi‐
ness press. According to a 2001 Bain and Company survey of 451 senior execu‐
tives, one in every five users reported that their CRM initiatives not only failed
to deliver profitable growth, but also had damaged long‐standing customer
relationships. Despite this evidence, several industry groups have estimated
that billions of dollars are being spent on CRM annually. To remedy this situa‐
tion the present research is trying to find and offer the right and usable solu‐
tions and guidelines for a step by step implementation of CRM in the hotel
industry.
The main question on debates: How could be a hotel implement CRM? Eve‐
ryone wants to be a CRM Hero — the desired outcome. No one wants to be a
CRM Zero — the career‐limiting option. While Customers complain that more
than 50%of their CRM projects have failed and the majority will underestimate
costs by” between 40% and 75%.So The most important question that needs to
be answered is no longer whether you are ready to implement CRM (technol‐
ogy/software/data manipulation), but how you are going to handle the process
of CRM and the day‐to‐day activities that form the core of that process.
CRM is considered to represent a process, a capability, a competency, and
not just a strategy supported with technology. So the key to successful CRM
programs is neither more technology, nor highly personalized services or stag‐
ing customized experiences by offering yet another “special treat” to your loyal
guests. For an industry such as the hotel industry, maybe even more so than for
other industries, successful CRM programs are those that enable “rich commu‐
nication and facilitating appropriate responses that emerge from that commu‐
nication”. Offering the right services and experiences without that type of
communication is virtually impossible. Even though the hotel industry might
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not be the most advanced CRM industry at this point in time, it is definitely an
industry in which the process of CRM and day‐to‐day activities are very much
intertwined. The hotel industry is all about offering hospitality and the most
important means to do so are the people that offer it. It is, probably more than
any other business, a people business.
In the present research, the researcher is going to define all of the tasks and
activates that should be done in different parts and departments of a hotel
from, front office to chefs and Bellboys for application of CRM. As the lack of a
handbook including the practical solutions for the hotel industry is obviously
felt, the results from the present research could be used as a handbook for ho‐
teliers. For making easier use of guidelines and solutions, they needed to be
formed in a framework. So the researcher selected CRM‐7‐18 Model. This
CRM‐7‐18 is the first CRM’s model for hotel industry in the world that was
presented in Oct 2008 during Euro Chrie in Dubai and is used both by academ‐
ics and industry as a reference point for research and implementation. The
writer of the model is Olaf Hermans who is senior lecturer of Strategy & CRM
in Management in NHTV Breda University of Applied Sciences, Academy of
Hotel Management. It’s necessary to mention that the model is just a frame
work for implementing CRM in hotels but not the solution.
Undoubtedly a successful implementation of CRM has a lot of benefits for
hotels such as the increase in the rate of retention, increased revenue and prof‐
itability, reduced internal costs, reduced marketing costs, improved customer
services, positive word of mouth, growth in market share, improved marketing
methods, streamlined business process, better Understanding/addressing cus‐
tomer requirements, higher employee productivity and protected marketing
investment with maximized returns. All these benefits for a hotel can be a
source of long‐term and sustainable competitive advantage. While successful
solutions for implementation of CRM in hotels is still under debate, the results
of the present research, as a guideline for step by step implementing CRM will
help Hoteliers to collect the right information about their customers, organizing
that information for proper analysis and action, keep that information up‐to‐
date, make it accessible to employees, and provide the knowledge for employ‐
ees to convert data into products better matched to customersʹ needs.
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ABSTRACT
Culinary Tourism, if used adequately, can serve as an additional tourist attrac‐
tion for all provinces of the country. There is little mention and lack of detail of
the types and variety of food available to tourists visiting South Africa. For
instance, the media and the eThekweni Travel website has no mention of the
ethnic types of cuisine available in Kwa‐Zulu Natal even though this province
is home to many regional specialities such as Zulu, Scottish, Irish, English, In‐
dian and other variations of food. Eating is a necessary and universal activity,
and it gives one an insight into the lifestyle, history and culture of another
country, and cuisine is an essential manifestation of this (Roberti 2008). The
point is reinforced by Lucy Long who convincingly argues that “culinary tour‐
ism is about food as a subject and medium, destination and vehicle, for tour‐
ism. It is about individuals exploring foods (and wines) new to them as well as
using food to explore new cultures and ways of being. It is about groups using
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food to ‘sell’ their histories and to construct marketable and publicly attractive
identities, and it is about individuals satisfying curiosity” (Long 2004: 2).
This study begins from the notion that the concept of culinary tourism in
South Africa, more specifically Kwa‐Zulu Natal, has yet to entrench itself in the
Tourism Industry. I begin from the premise that the concept of Culinary Tour‐
ism is insufficiently used after analysing published literature, media publica‐
tions, travel advertising material, travel books as well as the eThekweni online
marketing strategies. Specialised cooking tours and ethnic cuisine tasting tours
have not yet been entrenched into the South African Tourism marketing strat‐
egy. While the Western Cape is generally the most preferred destination for
South Africans and overseas tourists, the extent to which this region’s cuisines
are marketed is still seriously underdeveloped.
The main objectives of the study are to determine how food can serve to de‐
velop a model for culinary tourism in Durban, which can serve as an attraction
for local and overseas tourists. The hypothesis addresses these four concerns:


ʺthat Durban does not have a strategy to incorporate culinary tourism
into its marketing strategy.



ʺthat Durbanʹs major places of entertainment, such as its beachfront
and Florida Road, can benefit significantly from an approach that emu‐
lates culinary tourism marketing strategies that have begun in other
parts of mainly the first world.



that the potential for an effective marketing strategy lies with the culi‐
nary specialities of Durbanʹs large Indian population



that the methodologies applied above does lend itself towards effective
qualitative studies in culinary tourism for the future.

Culinary Tourism has increased tourism in areas of the world where it has
been incorporated into their tourism initiatives (Roberti 2008: 1). According to
Roberti (2008), “food and drink of local people are a doorway into their cul‐
ture” (Roberti 2008: 1). Lucy long also reaffirms this by saying that, “ food
tends to provide us with a sense of the ‘realness’ of things” (Long 2004: 5).
Some Western European countries and Canada have a head start in this arena,
as both these countries offer their tourists optional tours that specialize in culi‐
nary tourism, such as cooking eating tours around their countries, wine tasting
tours at retreats as well as trips to farms. South Africa has not yet engaged with
this concept, nor has it been implemented within the South African tourism
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marketing strategies. It has been noted by thinkers such as Hunter (2006) that
tourists and travellers do enjoy and indulge in a variety of foods and drinks
whilst travelling (Hunter 2006: 1). Eating is also viewed as a universal activity.
People have to eat, and not everyone goes shopping and sightseeing (Wolfe
2006 cited in Roberti 2008: 1).
I therefore would like to determine and explore the parameters for a
framework in culinary tourism as a means to strengthen tourism in South Af‐
rica. I aim to examine present culinary tourism trends in the Durban region as
well as identify the present and potential foods that may serve as a basis for a
culinary tourism strategy. Touristic preferences and their needs will be investi‐
gated to ascertain the type of cuisine that needs to be available to them. Some
main economic benefits of a culinary tourism strategy in Durban need to be
identified and examined further. This project will also aim to investigate how
this case study can be of use in wider South Africa and how it can initiate wider
interest in South African Anthropology. Within Durban itself, this study can
prompt and encourage new marketing mechanisms which adequately show‐
case the various ethnic cuisines the region has to offer.
These questions can be appropriately addressed through qualitative re‐
search methods. This research method would be most applicable for this study
because anthropologists often are the ethnographer or fieldworker in new cities
and places engaging with societies or individuals of different cultures and
backgrounds. Ethnographers likewise also travel to places outside their normal
places of work and rest, and emerge themselves in an environment that is new
and different to theirs (Marshall 1998: 202). Qualitative methods such as eth‐
nography have been largely reflexive in the realm of anthropology. Anthro‐
pologists have an opportunity to explicitly think about the promise and limita‐
tions of each methodological act, both while they engage in them and after‐
wards as well (Roseman et al. 2008: 80).
Qualitative research involves personalized contact as well as interviews,
surveys, documents and participant observation data, to understand and ex‐
plain social phenomena. The principal goal of qualitative research type is to
describe and understand the need for an updated approach towards culinary
tourism in South Africa. The qualitative method provides a superior method
for studying the dynamics of people in a tourist setting. This method also pos‐
sesses a primary aim to attain in‐depth or thick descriptions and understanding
as well as reflections of events and or actions of people (Babbie and Mouton
2001: 270).
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Qualitative research methods moreover allow for multiple sources of data
collection, including the use of secondary data and various methods of enquir‐
ies as mentioned above (Babbie and Mouton 2001: 283). I aim to engage with
two hundred respondents, thirty of which will be employers/owners, managers
of restaurant and or hotels located within Durban’s beachfront and in Florida
Road, Morningside. (These groups will serve the core points of observation),
five Tourism Officials of KwaZulu‐Natal Tourism Associations, five Food and
Tourism Magazine Editors/Writers and Contributors, thirty assistants in vari‐
ous restaurants, take‐aways and eateries, eighty tourists (international and
local) and fifty local restaurant patrons in Durban.
Stratified sampling methods will be used whereby the population will be
organized into subsets based on common variables between them, and an ap‐
propriate number of samples are then selected. One of the stratification vari‐
ables for this enquiry would be tourists visiting Durban’s restaurants and eater‐
ies located at the beachfront and Florida Road. This sampling method is most
convenient to manage and implement and errors can be remedied easily (Bab‐
bie and Mouton 2001: 191).
This project begins from the disadvantage of not having a clearly defined
theoretical framework. Lucy Long’s (2004) notion of ‘Culinary Tourism plays a
central role in guiding my ethnographic research study. According to Erik
Wolfe who is the president of the International Culinary Tourism Association,
culinary tourism is defined as the development and promotion of food and
drink as an attraction for visitors (Wolfe cited in Robert 2008: 1). According to
the Canadian Tourism Commission, culinary tourism goes well beyond the
dining experience. “It includes a variety of culinary, agri‐tourism and agri‐food
activities, developed expressly for tourists, that showcase food and beverages
and provide an opportunity for visitors to discover dishes indigenous to each
region while learning about the talent and creativity of artisans” (Canadian
Tourism Commission 2001: 3).
However what appears central to the concept is the issue of authenticity,
which is considered to be central to the notion of culinary tourism. The view as
a form of ‘shock treatment’ in Culinary Tourism is defined for the purposes of
this research as a ‘foreigners indulgence’ in localised types of cuisine during
travel. “Food can then carry us into other realms of experience, allowing us to
be tourists while staying at home” (Long 2004: 1). She further discusses that
there is much more to tasting new, exotic and authentic foods of different cul‐
tures. Instead, it is all about the perception of the otherness and the realisation
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of something being rather different from the usual. For instance, The Worcester
Food and Wine Festival which is held in Cape Town annually, is also a means
of entertainment for many and allows one to engage in historical culture as
well as promote the best in local wine. Hall (cited in du Rand and Heath 2006:
5) argues that food or culinary tourism has become part of local culture of a
destination consumed by tourists. For instance, the African shops in Dublin
provide authentic African foods but are also a window to African identity and
its lifestyle. It is a space where people of African origin meet and interact in an
uninhibiting milieu (Spiller; www.ucc.ie/depts/geography).
Local anthropologists have not as yet produced literature or similar works
to that of Culinary Tourism and authenticity of food and its practices within
South Africa. However, literature which focuses on the anthropology of food,
eating, and tourism are available and have been researched and produced pri‐
marily by anthropologists living in first world regions of the world. Numerous
food biographies and ethnographic studies which focus on history amongst
other avenues demonstrate that tourism has often invented meanings for food
as well as intensified the meanings that are in use. A nation and country’s iden‐
tity is reflected and reinforced by the food experiences it offers. The way in
which certain selected ingredients and fresh produce are combined and cooked
forms an important element of a national cultural identity. Based on these view
points, one can argue that local and regional food is a feature that can add
value to a destination and can contribute towards effective marketing of a des‐
tination (du Rand Heath and Albert’s 2006: 1).
However, ethnic experiences through cuisine do not necessarily require
long distance travel. Long (2004) further explains that one also does not neces‐
sarily have to travel to have a culinary tourism experience of a culture different
to theirs. Ethnic restaurants are an example where people can engage in a tour‐
ism practice without leaving their suburb. Molz (2004) reiterates this when she
notes that Thai restaurants in America are a representation of such experiences.
People curiously imbibe the atmosphere, style of dining, the decor and of
course the food when they indulge in ‘authentic dishes of Thailand’ (Molz 2004
cited in Long 2004: 68).Culinary Tourism marketing strategies in South Africa
were virtually non‐existent. Although the Western Cape tourism website had a
link for dining and entertainment, while in comparison on the Kwa‐Zulu Natal
tourism homepage there was no dining link at all. Durban, which is home to a
variety of Indian cuisine, is yet to be marketed adequately. Even the book,
“Durban In A Word”, which is a new publication has no mention of the variety
of cuisine types available in the city, but discusses the abundance of fresh pro‐
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duce available from our tropical gardens in detail (Rey 2008 cited in Stewart
2008: 130).
Evidently, Durban, and more broadly, South Africa is yet to advertise and
engage with the culinary tourism industry adequately. The evident lack of pub‐
lished literature, advertising material and web based information is a limitation
to this study, but can also serve as motivation and a need for such an investiga‐
tion, more especially for South African anthropologists. Marketing strategies
that have been implemented in Canada and Europe and America can also serve
as guidelines as to how South Africa can connect to this industry. This study
will probe new culinary tourism marketing initiatives within Durban, South
Africa, which will hopefully complement the tourism advertising initiatives
nationally.
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ABSTRACT
In recent years, higher education (HE) in Portugal (as in many other countries
(Ostergaard 2005) has come under an increasing pressure in terms of quality
and efficiency of the education offered and as far as the preparation of its
graduates for the world of work. Meanwhile, a reduction in the number of can‐
didates has been felt in the last decade, partially due to the reduction in the
birth rate, demanding quality assessment of educational provision to allow
students a trustworthy choice when enrolling a Higher Education Institution
(HEI) within the existing ones. The European Association for Quality Assur‐
ance in Higher Education – ENQA – has promoted European co‐operation in
the field of quality assurance, also reinforced by the Bologna Declaration of
1999. The establishment of an European Higher Education Area included Por‐
tugal in a co‐operation perspective which aims to develop comparable criteria
and methodologies.
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Quality assurance of the education provided and employability became
guidelines for the higher education sector (Morley 2001). As end‐users of HEIs,
students’ satisfaction with and their perceived quality of HE educational proc‐
ess are essential to an acceptable reflection and assessment of HEIs’ manage‐
ment and assessment (Srikanthan 2001).The success achieved by graduates in
the world of employment is therefore an essential aspect when assessing HEIs’
educational programmes and services and the aim of this work is to extend and
adjust a Customer Satisfaction Index to the HE framework, introducing the
employability factor as an antecedent of customer’s satisfaction and loyalty to
the institution providing educational services.
The ECSI model (IPQ 1999) – European Customer Satisfaction Index – has
therefore inspired our modeling approach which endeavors measuring stu‐
dents’ perceived quality, satisfaction and loyalty within HEIs, weighting em‐
ployability as an indicator of HEIs’ teaching and administrative support func‐
tions.
The use of Customer Satisfaction Indices and barometers for the evaluation
of business performance in different industries has become increasingly impor‐
tant in these past decades as means of measuring and explaining customer
satisfaction and loyalty and therefore representing an important benchmarking
tool for comparing and improving the economies of different countries (Cassel
and Eklof 2001).The basic structure of the ECSI model has been developed in
1998 by the ECSI Technical Committee (ECSI Technical Committee 1998) as a
structural equation model, comprising links between customer satisfaction and
its determinants and its consequences. In detail, the causes of customer satisfac‐
tion foreseen in the model are image, expectations, perceived quality and per‐
ceived value. Loyalty is the presented consequence of satisfaction, as illustrated
in Figure 1.
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Image

Loyalty
Customer
Expectations

Perceived

Customer
Satisfac-

Perceived
Product / Service Quality

Figure 1. ECSI Model (European Customer Satisfaction Index
Font: (Johnson, Gustafsson, Andreassen, Lervik, & Cha, 2001)

The six interrelated variables introduced are to be validated by the measure‐
ment model. To each latent variable, a set of manifest measurable variables are
associated and these last ones are observed by survey questions to the custom‐
ers. The use of multiple indicators to measure the determinants and the conse‐
quences of satisfaction leads to greater validity and reliability of results.
The concept of employability has received little research attention (Van Dam
2004) despite having become a major concern of governments as far as HE
graduates are concerned and being a key feature of the Bologna process. The
employability of HEIs graduates has dominated much of the educational and
economic policy over the past decade and HEIs have come under increasing
pressure to deliver graduates who are prepared for the world of work, mainly
due to governments’ demands for a greater focus on employability in HE cur‐
ricula regarding developments felt in national and international economy
(Teichler 2000; Little 2003). The assumption that the economic welfare of indi‐
viduals and the competitive advantage of nations have come to depend on the
knowledge, skills and enterprise of the workforce has emphasized the role of
employability.
HEIs responses to this agenda usually include strategies which intend to en‐
hance the development of employability skills and measures of their perform‐
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ance have been created including indicators of graduate labour market out‐
comes (Mason 2009). The knowledge‐driven economy is said to require gradu‐
ates with the type of knowledge, skills and creative potential who can meet the
challenges of a global economy rapidly changing. Yet, a lack of empirical work
focusing the way in which students and graduates are beginning to understand
and manage their employability and future work has been felt, underestimat‐
ing its importance in graduates’ achievement of a positional advantage in the
labour market. This work aims to measure employability as an activator of
satisfaction and for that a set of measurable indicators have been collected
based on literature review related to the theme (Harvey 2001; Little 2001;
Knight and Yorke 2003; Schomburg and Teichler 2006) and adjusted to the
main subject of the study. Consequently, the following topics were considered
in order to examine empirically to what extent employability has a measurable
influence on graduates’ satisfaction concerning the HEI attended.
The items selected to determine employability are as follows:


Time required to enter the labour market;



Value given by employers to the HEI graduates;



Interaction between the HEI and tourism industry sector;



Students’ preparation for the transition to the job market;



Coherence of the job with the studies;



Enhancement of lifelong learning;



Straight link between the HEI and the tourism industry sec‐
tor demands.

This research aims to focus on tourism through its graduated working force,
extending the use of the ECSI to the education framework. The concept of the
ECSI methodology to measure students’ perception of latent variables such as
institution’s image, expectations, quality of human and non‐human elements of
teaching and learning, perception of value, student satisfaction and loyalty was
first introduced by Martensen and Kristensen (2000). These variables were ad‐
justed for our purpose and this adaptation and identification of measurement
topics were based on literature review. In this study, a conceptual model for
measuring graduates’ satisfaction regarding the HEI attended is brought for‐
ward, taking into account the ECSI framework. The proposed model consists of
seven latent variables which are described by three to nine measurement vari‐
ables (indicators), observed by survey questions (items) to customers.
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Hypothesis 7 (H7): Expectations have a direct effect on satisfaction;



Hypothesis 8 (H8): The effect of expectations on satisfaction is indirect
through quality;

H

4.
Image of

H

H

Perceiv
ed

Expectati
ons
H

Graduat
es’ global

H

H

Perceived Quality of non human
elements
Perceived Qual-

Hypotheses related to employability (H1; H2; H3)



Hypothesis 1 (H1): Employability has a direct effect on satisfaction
concerning the HEI attended;



Hypothesis 2 (H2): Employability has a direct effect on the image of
the HEI attended;



Hypothesis 3 (H3): Employability has a direct effect on students’
expectations;
Hypotheses related to image (H4; H5; H6)



Hypothesis 4 (H4): The image of the HEI has a positive and direct ef‐
fect on expectations;



Hypothesis 5 (H5): The image of the HEI has a positive and direct ef‐
fect on loyalty;



Hypothesis 6 (H6): The image of the HEI has a positive and direct ef‐
fect on satisfaction;
3.



Hypothesis 10 (H10): Perceived quality of human elements has a posi‐
tive and direct effect on satisfaction;
5.

Hypotheses related to expectations (H7; H8)



Hypotheses related to perceived value (H11)

Hypothesis 11(H11): Perceived value has a direct impact on satisfac‐
tion;
6.

H

The hypotheses to be tested in this study are as follows:

2.

Hypothesis 9 (H9): Perceived quality of non human elements has an
indirect effect on satisfaction through perceived value;



H

1.



H

H

Hypotheses related to quality (H9;H10)

Hypotheses related to satisfaction (H12)

Hypothesis 12 (H12): Satisfaction concerning the HEI attended has a
positive and direct effect on loyalty to the institution.

All the hypotheses have already been tested in previous studies (even if not
in the tourism research area), except for those related with employability. The
study will use a structural equation model to analyse the cause‐effect relations
among a number of latent factors (satisfaction, image, quality, loyalty, value,
expectations and employability) each of which explained by multiple indica‐
tors, usually observable. The Partial Least Squares (PLS) software will be used
to specify, estimate, assess, and present the model in an intuitive path diagram
to show hypothesized relationships among variables.
Being the graduate defined in this study as the main customer of the educa‐
tional service, a sample of graduates from HE was selected in order to attain
the proposed objectives. The target population for this research consists of
graduates from HE already working in the tourism industry sector in Oeste
and Leiria‐Fátima tourism poles. In order to determine the size of the sample,
the methodology of the ECSI was taken into consideration (Fornell et al. 1994),
which means that a minimum of 250 answers is needed, as well as the number
of cases determined by statistics for its calculation. To collect data, a question‐
naire, adapted from the already existent ECSI questionnaires, was developed
containing key questions based on the research objectives and needed to meas‐
ure the model’s various constructs.
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A pre‐test phase is being conducted in order to ensure that we will be able to
obtain the necessary data to complete the study at hand. This pre‐test consists
of 30 questionnaires which are being distributed on different places within the
Oeste and Leiria‐Fátima tourism poles.The questionnaire is composed of 2
parts. Part I intends to collect information related to personal identification,
educational and socio/economic information (closed questions). Part II is com‐
posed of 44 questions, grouped according to what is intended to be measure
(questions in a 1 to 5 point Likert scale).
The study will use structural equation modelling to analyse the cause‐effect
relations among a number of latent factors (satisfaction, image, quality, loyalty,
value, expectations and employability) each of which explained by multiple
indicators These ones will be the 44 questions (items) included in the second
part of the questionnaire. The Partial Least Squares (PLS) Regression (using the
software Smartpls) will be used to specify, estimate, assess, and present the
model in an intuitive path diagram to show hypothesized relationships among
variables. This technique is also advisable in this sort of samples with more or
less 200/250 respondents. Research hypotheses will be tested through the sign
and statistical significance of each one of the estimated coefficients in the struc‐
tural model. Hypotheses H8 and H9 will be tested through the sign and statis‐
tical significance of indirect effects using the PLS “mediating effects” option.
According to the objectives of this study, which identify the graduates in
tourism as the end‐users of the HE system and aims to represent their satisfac‐
tion and loyalty regarding the HEI attended as a way to evaluate the quality of
the educational programmes and their relation to job market, the work will
progress in order to calculate an index of satisfaction of the graduates in Tour‐
ism studies. We believe that the need for an improvement of the degree of qual‐
ity in HEIs as a strategy to increase their competitiveness, to continue to attract
students in the future, to guarantee the strengthening of the human resources
needed in the tourism industry, to respect Bologna’s process guidelines and to
offer quality standards in tourism education and training justifies this study,
emphasizing its scientific interest.
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ABSTRACT
Ancient travels to the thermal resources were the first tourism travels. In the
ancient times, Chinese, Egyptians, Persians, Greeks, Italians, Germans were
utilizing the thermal waters for therapeutic purposes. In Europe, it was the
Roman time that the facilities called “Tharmae” to use the thermal waters were
built. It is essential part of expectations to have the holiday in healthy and safe
place and to return to home without encountering any problems. According to
World Health organization (UNWHO) health is a state of complete physical,
mental and social well‐being and not merely the absence of disease or infirmity
(UNWHO 1948). Healthy and safety image of the country is one of the priority
items in competition (Koyunoğlu 2003) and health tourism is to leave the living
place for a temporary period to recover the health, to have a holiday in a
healthy environment (Mathieson and Wall 1982; Wright 1988; Goodrich and
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Goodrich 1991; Weilar and Hall 1992; Kozak 1996; Ross 2001; Mueller and
Kaufmann 2004; Connell 2006; Chen, Prebensen and Huan 2008).
Quality of the services offered to tourists, plays an important role to decide to
go to a destinations or not. Tourism activities to be made in healthy and safety
conditions is important for the service quality and tourist satisfaction and
within the competitive tourism market the safety issues have become impor‐
tant part and the vitrine of quality (Richter and Waugh 1986; Pearce 1988; Edg‐
ell 1990; Ryan 1993; Steinmueller 2005; Wilks and Handzsuh 2006). There are
few studies of tourist safety in thermal resorts and none conducted in Turkey.
Also, the number of valid and reliable surveys related to tourist safety in ther‐
mal resorts worldwide is limited.
This study conducted the measure how the staff think about the tourist
health and determine the deficiencies in the resorts to be able to use our geo‐
thermal resources in the world market efficiently to generate economic and
social development. The study field is chosen as 5 star thermal resorts because
they are supposed to have the best physical service standards among the ther‐
mal tourism facilities in Turkey. To search the staffs’ views about 5‐star thermal
resorts in Turkey, firstly the pilot questionnaire form was prepared and applied
to 30 people working in Ministry of Culture and Tourism. The pilot results
were used to improve the clarity and readability of questions and the incoher‐
ent and disordering questions were removed to prepare final questionnaire
form.
The questions of Tourist Safety are adopted from Texas University question‐
naire form and work ethics and ethical climate questions was modified version
of Victor and Cullen’s studies (1988) and the questions of “Quality System” are
taken from the “Quality Management System Scale” developed by Özkan
Tütüncü (Tütüncü and Savran 2008).
The questionnaire forms are copied due to the personnel number of thermal
resorts acquired by interviews of resort managers. The total 349 questionnaire
forms are completed and the data obtained is analyzed by SPSS 17.0 statistic
program. Questionnaire consists of 6 divisions and 55 questions inquiring
safety in the tourist resorts with 19 sentence, business ethics and working con‐
ditions (12 sentence), quality system including 19 sentences, work loyalty with
5 sentences, general views about 4 dependent variables and finally 6 demo‐
graphic questions. To reach more reliable results, five point Likert scale was
used in these parts, ranging from “definitely agree (1)” to “definitely disagree
(5)”. But, in the questions of “work loyalty” to avoid confusion with the results
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the scale was used in reverse range, i.e. from “definitely agree (5)” to “defi‐
nitely disagree (1)”.
The data of 439 participants obtained from all 5‐star thermal hotels in Turkey
were analyzed with SPSS 17.0 (Statistical Program for Social Sciences). Data has
been taken into consideration on the basis of descriptive and inferential statis‐
tics and therefore frequency distributions of demographic questions have been
addressed. All the tests and hypotheses in the study have been examined in the
0.05 significance level. First, data reliability (Cronbach Alpha) was tested. To
determine the validity of the variables, factor analysis (Principal Component
Analysis) is applied and the 4 variables were reduced. Then to examine the
effects of independent variables on the dependent variables, regression tests
have been done.
Table 1. Results of Factor Analysis
Factor
Loading
Institutional Information Sharing System
We learn from our mistakes

µ

6,66

1,8164

39,177

F
Value

Alpha

23,777

0,780

P
0,010

0,362

My chief takes into consideration my views.

0,654

We share information in shifting changes.

0,525

We make informing meetings frequently.

0,768

I may talk to my managers easily.

0,667

Tourist Safety

1,154

We may freely report any harmful mistakes for safety

0,538

It is defined where to consult about safety in resort.

0,539

I get feedbacks about my performance.

0,431

I would feel free if I were a guest here.

0,585

Due to the tourist safety, our facilities are better than last year

0,524

We don’t refrain from taking responsibility for tourist safety.

0,592

In our resort, tourist safety is the biggest priority.

0,659

Management
Our managers consider our thoughts.

Eigen- Variance
Value Explained

6,786

1,778

17,143

0,740

0,010

0,604
0,659

Management doesn’t ignore the safety issue for any expediency.

0,693

The mistakes are not attributed to individuals.

0,494

Work Climate

4,413

Staff is important in our enterprise.

0,850

Welfare of employee is considered.

0,890

In job, it is desired the best solution for everyone.

0,820

Every colleague thinks the best for others.

0,880

It is very important here to obey the rules and procedure

0,680

The importance of rules, procedures and policies of enterprise is
highlighted.

0,480

Company Ethics
It is emphasized of importance of company’s interests

5,791

1,957

28,411

0,887

0,010

44,132

1,957

28,411

0,887

0,001

2,002

20,022

1,987

57,727

0,740

0,010

9,987

58,750

1,929

10,986

0,954

0,010

2,522

84,054

1,892

42,054

0,893

0,010

0,830

We are supposed to deal with company’s interests.

0,860

We are supposed to behave in favour of company.

0,850

Quality System
Planning of work process

0,753

Controlling of records and documents

0,739

Recording the processes,

0,712

Level of management focusing on guests

0,736

Equity of our responsibilities and clearances

0,792

Certainty of policies and targets

0,764

Working conditions

0,692

Number of employees

0,667

Competence, consciousness and training of staff

0,772

Checking and reporting of the services

0,790

Controlling the convenience of the services

0,830

Planning of the services

0,811

Intra - Communication of the enterprise

0,786

Guest satisfaction measures

0,733

Measures of performance

0,799

Improvements of processes (training etc)

0,825

Restorer and preventive activities

0,804

Generally, I think to quit

0,575

Managers listen to our advices about safety.
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Work Loyalty

1,015

Managers direct us towards being a safe enterprise.

890

0,940

I really think to quit

0,938

I will quit as soon as I find a better job

0,871

Kaiser – Meyer – Olkin sampling measure: 0,928; p<0,05; Total variance explained 0,51933; Cron‐
bach Alpha: 0,883

To set forth the discriminant validity of data, correlation analysis was done
and discriminant validity is proved because the Pearson correlation comes up
under 90 %. P ≤ 0, 05 means the positive relation between factors. The strongest
positive relations are respectively between Quality and Work Climate (0,741)
and Management and Institutional Information Sharing System (0,672) and
Quality and Institutional Information Sharing System factors. Meanwhile, the
weakest relations are between Company Ethics and Quality (0,267), Manage‐
ment and Company Ethics (0,264) and Work Loyalty and Company Ethics
(0,217).
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In study, to examine the effects of independent variables on the dependents
which are safety perception, quality management, work ethics and service
quality, regression analysis were done. Results are given in the Table 2.
Table 2: Results of Regression Analyses
Constant of the Model
Dependents

0,18

0,113

-0,287

0,169

Safety

Quality
Management

Work
Ethics

Service
Quality

Independents

Beta Values in the Model

Quality

,745

0,849

1,320

,642

Work Loyalty

,086

0,117

,268

,110

Company Ethics
Management

-0,113
-,499

for Dependent Variable of Safety Perception: R square: 0,313; Adjusted R
Square: 0,309; F= 99,103; Sig F 0,05
for Dependent Variable of Quality Management: R square: 0,576; Adjusted R
Square: 0,573; F= 196,959; Sig F 0,05
for Dependent Variable of Work Ethics: R square: 0,144; Adjusted R Square:
0,138; F= 24,296; Sig F  0,05
for Dependent Variable of Service Quality: R square: 0,440; Adjusted R Square:
0,438; F= 171,075; Sig F  0,05
It is seen in the models of the regression analyses the Quality, Work Loy‐
alty, Value of Enterprise and Management” independent variables are opera‐
tive on the dependent variables; the other independent variables don’t explain
and affect the dependent variables. Moreover, the results of regression analy‐
ses show that;


If the quality increases and turnover rates decreases, the enter‐
prises will be more safe for the guests



Quality and work loyalty factors have positive effect on Quality
Management; meantime company ethics variable has negative ef‐
fect. This result indicates that people don’t consider the company
ethics as a “sympathetic” concept. They think that these kinds of
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ethics don’t consider the concept of quality and for them company
is only place to work and to get benefits.


Any changes in quality and work loyalty variables will cause the
same direction of changes in work ethics but the changes in man‐
agement variable will have the reverse direction effects. This em‐
phasizes that management needs to get in closer contact with em‐
ployees and to explain the management targets and purposes.

Tourism is one of the biggest sectors in the global economy and it has be‐
come very important social and environmental issue, not only economic issue.
Generally, the surveys are about the safety because the safety issue is getting
the biggest importance in today’s world. Parallelly, the safety in tourism is one
of the biggest competitiveness advantage, companies, destinations and coun‐
tries try to emphasize they are safe to have holiday. As it is proved with many
other studies, this study manifests that without safety; there would be no ser‐
vice quality and no customer satisfaction. Therefore, the development of tourist
patient safety culture should be a priority of administrators in public and pri‐
vate sector. The results point out that the thermal resorts are mainly safe for the
guests but, in thermal cure facilities, the deficiency of specialist has to be re‐
duced. This can be achieved if the training is held for the middle‐level staff and
in the medical sciences faculties; the hydro climatology master programs
should be opened.
Safety issue is much more vital in thermal resorts than the other tourism fa‐
cilities and tourism types. By the study, it is revealed that tourism enterprises
have to increase quality and decrease the staff turnover rate to achieve a quali‐
fied service and satisfied guests, so increased revenues. In conclusion, because
of the traditions causing efforts to identify mistakes to be undervalued in Tur‐
key, an environment in which staff can report present or possible errors with‐
out fear of punishment should be established.
However, the study has some limitations. It was carried out only in 5‐star
thermal resorts in Turkey and other thermal plants to be included will give
opportunity to point out the differences between facilities having the different
quality standards. Also, if such studies are applied in combination with ther‐
mal resorts and other types of accommodation facilities, the difference of the
thermal resorts can be pointed out and the basic qualities and quantities can be
defined.
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ABSTRACT
One of web communication power is its global reach. This removes a key con‐
straint on communication and allows website accessibility to people within
different cultures (Oliver and Wynder 1995). This web power raises some im‐
portant questions, which are whether an organizational web interface is cultur‐
ally neutral, or are the graphical user‐interfaces culturally bound, intervening
and influencing the ability to communicate across cultures? The researchers
have taken two directions in answering the previous questions. These are inter‐
face localization or interface internationalization. Hermeking (2005) validated
the two directions by arguing that both standardization and adaption are rele‐
vant to interface design discussion for cross cultural marketing research.
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Researches defend the idea of interface internationalization. They raise an
argument of internet as a global market with its shared values and beliefs. On
this line, Schlegelmilch and Rudolf (1998) sustain that internet has not only
broken down cultural and geographic barriers between countries, but more‐
over contributing to the creation of a new one. On the other hand, the idea of
internet as being a cultural sensitive media has been defended. For example
Fletcher (2006) considered culture as an important source of noise via virtual
world, which interrupts the communication process. Due to this Fletcher ar‐
gued that culturally congruent web content decreases cognitive effort to proc‐
ess information on the site. This leads to an easier navigation and favourable
attitude toward a web site.
From the quick review of some of the IT adaption theories, it is clear that
cultural variables are not well structured in IT theories. Instead there is confu‐
sion between social and cultural concepts, which is clear in presence theory. On
the other hand some theories such as TAM missed cultural and social variables,
which is noticeable later by some researchers who tried to provide an extended
TAM that include cultural variable. However, considering culture within TAM
is still in its early stages. Therefore, the researcher can argue that there is a clear
lack of theory which directly contributes to the cultural presence on web interface.
Tourism has emerged as one of the most relevant world sectors, which con‐
tributes to economical wealth in a number of countries (WTO 1997). Statistics
provided by the World Tourism Organization (WTO) emphasized the eco‐
nomic significance of tourism at global level. Over the internet, whether online
companies (e.g. Cheapest Flights) or, Internet enabled companies (e.g. Thomas
Cook, British Airways, etc), are largely extending day after day. Customers
dealing with online tourism sites are increasing annually. Hence it is more ap‐
propriate to consider such wide online business sector. This enables providing
some guidelines for designing an Arab user interface. One important feature of
tourism industry which makes it more suitable for internet marketing is being
informational –intensive product (Huang 2005). In addition to informational –
intensive product, Burger (1997) argued that travel industry is well suited to
internet marketing because of their distinctive high priced, high involvement,
heterogeneous and high risk characteristics.
Researchers such as Resinger and Turner (1999) and Hsieh and Tsai (2009)
raise the fact that tourism service is sensitive to its consumer’s cultural back‐
ground. It is dealing with international consumers with different values and
beliefs. This affects their perception toward the service quality. Reisinger and
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Turner (1998) stated that tourists’ needs and expectations are culturally driven.
This means that cultural difference in tourists’ needs and expectations can
cause a problem in interaction. Hsieh and Tsai (2009) named that problem as
cultural shocks. They argued that considering consumers culture could help to
decrease the shocks associated with tourism service; therefore, persuading re‐
visit over the long term. While the previous web cultural frameworks (Marcus
and Gould 2000; Singh, Zaho and Hu 2003) provided some guidelines for de‐
signing intercultural interface, most of these guidelines were based on self re‐
ported data and experience rather than actual observation of user’s behaviour
and perception. Additionally there was still little empirical research on how
cultural aspects can affect users interface design.
Most of the previous researches who tried to assess that affect went into
one of two trends. The first trend was adapted by Baack and Singh (2007); they
depend only on the existing cultural theories (Hofstede, Schwartz, Hall, Trom‐
penaars and Hampden‐Turner). The existing cultural theories does not address
consumer behaviour or web stereotypes designing aspects such as colour,
symbols and navigation style. The second trend was raised by Gibb and Mat‐
thaiakis (2007); they focused on interface aspect while ignoring existing cultural
theories. This means that literature lack of a web localization framework that
combine cultural theories and web interface designing aspects can emerge. This
highlighted the gap between existing cultural model (Hofstede, et.), consumer
behaviour and HCI theories. A research was made by Fletcher (2006) to close
that gap; he tried to combine both (cultural theories and web stereotypes de‐
signing aspects). However he focused on a specific cultural dimension without
observing an actual user’s behaviour. In order to close that gap, there is an es‐
sential need for a web localization framework which assesses users’ behaviour
and cultural perception to determine which of the web design and content are
culturally sensitive.
Tourism and cultural literature can be summarized into three trends. The
first trend was adapted by Hsieh and Tsai (2009); they investigated the effect of
culture on tourism service and e‐service quality. Secondly, Chen and Gursoy
(2000) assessed the cultural effect on tourists’ external information source gath‐
ering. The last trend was the work of Litvin and Crotts (2004) who investigated
the effect of culture on tourists’ behaviour and consumption.
The previous review highlights some gaps in assessing the online tourism
searching patterns within different cultures and how this may result in a better
web interface features. In that perspective Pan and Turner (2006) are still ques‐
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tioning how the cultural difference in travellers searching behaviour can result
in a better web interface.
Tourism sites are gaining nowadays much attention between Arab users,
who start depending on them to plan their trip. However most of the previous
studies that consider cultural difference among internet users are still focusing
on western culture and ignoring eastern or Arab culture. All over the literature
Arab culture is characterized by high uncertainty avoidance, collectivism,
feminine and high power distance culture. This unique culture should be con‐
sidered when designing an interface for an Arab searching travellers.
Searching behaviour has been stressed through the literature as an impor‐
tant aspect to of tourism consumer behaviour. The Internet is considered an
important source of information gathering within tourism sector. Once con‐
sumers decided to take a trip, internet provide them with an easy and effective
way to search for different destinations and best offers. Among the users ac‐
cessing travel sites 66.2 percent are aiming information and very few engage in
a further stage of online booking (Lang 2000).
Researchers refer the importance of searching behaviour within the tour‐
ism sector to the unique nature of that service. Some authors such as Buhalis
and Laws (2001) stated the fact that the choice of travelled destination is a
highly involvement decision. Tourists prefer to engage in an intensive search
before their trip. High risk and complexity of the tourism are other features that
were raised through literature to stress the importance of searching behaviour
within that service sector. The high uncertainty and complexity associated with
travel service increases the consumer need for information to reduce the risk
associated with that service (Öörni 2004).
Tourism is the main sector covered in that research due to its sensitivity to
consumer cultural background. Within consumer behaviour, searching was
found to be more affected by consumers’ cultural background especially within
tourism sector. This is due to the unique features of tourism sector such as high
involvement, risk and complexity. Internet is shown as one of the important
source of travel related information. Hence, this research is questioning
whether cultural differences between internet travel users are an important
issue. How cultural differences in travellers searching behaviour can result in a
better web interface? Answering the previous questions help in providing
guidelines to adapt travel web interface for Arab searching users. These guide‐
lines will facilitate the way in developing a web localization framework that
suits Arab tourism site users. This leads to the research context, which inte‐
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grates three main areas to help answer the research questions. These are culture
and tourism, culture and consumer behaviour, culture and web interface re‐
searches. Research aims and objectives:




Assess the cultural difference within the Arab travellers searching
behaviour.
Provide guidelines to adapt travel web interface for an Arab search‐
ing users.
Develop a suitable model for website localization and more specifi‐
cally, for Arab tourism site users.

First, and foremost, the study is establishing an empirical framework for
cultural adaptation of web communications. Second, the research contributes in
providing useful information, which will help in filling the theoretical gap of
issues relating to the cultural factors that influence user interface design. Third,
describe the cultural presence that exists within web interface, which will be
helpful in describing the localization of virtual communities.
First, help tourism marketers to understand online tourists’ searching be‐
haviour, and to provide them with recommendations to accommodate different
cultures when designing their website. Grounded theory was adapted to build
research theoretical framework, by which the researcher believes that the the‐
ory is grounded in the internet users’ perception and their web experience. The
first stage will include unstructured interview with customer services staff
within UK travel agents. Those agents will be selected based on the extensive
dealing with Arab customers. Staff will be asked about their Arab consumers
travelling preferences to gain a deep understand of the cultural dimensions
that may affect Arab consumers travelling behaviour. At the second stage a
sample of Arab participants will be observed while conducting online trip
search and planning. This observation will be followed by semi‐structured in‐
depth interviews with participants. Participant interviews at that stage will
offer a chance to discuss users’ experience and feelings that reflect their cultural
background. This helps in digging under the surface of their described experi‐
ence. Discussing each participant experience will help to understand the cul‐
tural inference within web interface. Interviews will allow researcher to reach
an interpretive inquiry (Charmaz 2006). This is required to build the research
theoretical framework.
Data will be gathered and analysed based on
grounded theory coding principles, which are open, axial and selective coding.
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ABSTRACT
This paper aims to present a dissertation focusing on intangible cultural heri‐
tage valorization efforts through tourism in Turkey. The basic argument of the
dissertation is that Turkey, an eminent tourism destination, has wrongly devel‐
oped tourism industry with excessive exploitation of natural resources. Like‐
wise, her cultural heritage could not be conserved and promoted. In particular,
the rich intangible cultural heritage of the country which fades under rapid
modernization and urbanization is not truly valorized by various socio‐
economic units including the tourism domain. This paper will firstly provide a
brief conceptual background of basic themes tackled in the dissertation. Sec‐
ondly, hypotheses and methodology used during the research will be outlined
together with the brief explanation of chapter contents. Thirdly, some general
conclusions drawn out from the results will be discussed without going into
details in order to give a basic comprehension to the reader.
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Cultural heritage (human built environments) is one of the pillars of tourism
attractions together with natural resources (mountains, seas, sun etc). Valoriz‐
ing cultural heritage means essentially, meeting of cultural assets with multiple
segments of society –including tourists‐ in a sustainable way. In a typical val‐
orization process it is possible to see stages such as inventory, repair, renova‐
tion, conservation, promotion, and commercialization. A widely used criterion
to classify cultural heritage focus on intangible and tangible aspects. Intangible
cultural heritage (ICH) received increased attention from UNESCO spheres,
academics and politics during the last decade. The reason behind this interest
lies on excessive fragility of intangible heritage as they may easily get lost if
necessary attention is not paid.
ICH is also a tool used in developing national and regional identities. The
importance of this heritage stems also from contemporary social conditions. In
a globalized, highly mobilized world where transport and communication has
changed radically human conditions there is certain unease intrinsic to human
existence. Information is abundant, geographical boundaries and distances are
losing their meanings of the last century. There are new forms of cultural pro‐
duction developing mainly through digital media. This new era of information
and communication technologies had crystallized severe problems of humanity
too. Cultures became closer and got connected more dense and frequent. “The
other” once an exotic creature –attraction of tourists‐ became close and readily
available person. As a result; mixed marriages, international travels, global
trade increase. Are there new forms of culture developing within this scheme?
Are different cultures are unified to form a new cultural system with fewer
cultures (an increasing trend of universalism, a new bipolar cultural setting
after post‐soviet era) or is proliferation of cultures at local level is a reality?
This new condition is perceived rather threatening in developed countries.
Illegal immigration, changing population profiles, long‐lasting unemployment,
and xenophobia are some vivid concerns. Meanwhile, tangible cultural assets
(bridges, temples, monuments, historical buildings etc) are easier to identify,
classify, inventory, and conserve. Tangible heritages are concrete, sometimes
massive buildings or objects, properties produced by human‐beings, built with
durable elements. They survive during several generations with renovation
and repair. While tangible heritage constitute what human‐beings did, intangi‐
ble heritage denotes how they live(d), socialize(d), and why they behave(d) so at
certain spatiotemporal conditions. Therefore, ICH is deeply interested with the
existential circumstances of humankind.
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Among several elements of intangible cultural heritage; traditional activities,
language, linguistic expressions and activities, lullabies, mythologies, fables
and tales, old medicines, dance, music, kitchen, vernacular food and drinks,
social behaviors, customs, celebrations and feasts, local skills and competen‐
cies, handcrafts are some examples all which are human‐related and living
with the society. Handcrafts are one of the under researched themes regarding
tourism studies. Handcrafts have been traditionally considered as a pictur‐
esque ingredient of tourist shopping, an approach overwhelmingly underesti‐
mating cultural, anthropological, sociological, folkloric, imaginary, and identity
connotations.
Handcrafts are a combination of tangible and intangible heritage concepts,
but the intangibility seems to outweigh the former. The important thing about
handcrafts is not primarily handmade objects shaped by crafters but the me‐
dium the artisanal activity is taking place. Handcrafts hide behind a long his‐
tory, intergenerational know‐how transfers, and linguistic extensions. In short,
handcraft production, which is rarefying activity along with modernity and
social changes, is not a simple act of object shaping. It is closely related with the
authenticity and identity of a given nation or community. Communities, na‐
tions, crafters, geographies differ in handcrafts they generate, the raw materials
(glass, wood, stone…) they specialize, motifs and designs they prefer.
Turkey, rich in cultural heritage of both types, tangible and intangible, has so
far could not effectively promote her cultural attractions. In reality, cultural
attractions are as attractive as natural resources of the country. In this context,
ICH in Turkey needs a better marketing strategy for her intangible cultural
properties through tourism. In contemporary Turkey, whatever left from the
past as handcraft tradition is mainly accessible in rural areas, that means vil‐
lages. Old city centers conserve also some types of handcrafts to a lesser extent.
Handcrafts can be marketed through tourism as typical souvenirs and tourism
can support efforts of cultural heritage valorization. However, the fragile bal‐
ance of conservation/commoditization should be taken into consideration.
Basic challenge of the dissertation is to understand current heritage valoriza‐
tion efforts and tourism relation in Turkey by qualitatively analyzing an ar‐
tisanal Turkish village. Novelty of the study lies in a three partite explanation;
firstly ICH studies are recent and inadequate in Turkey, secondly Turkish
handcrafts are mostly neglected by tourism scholars (left to anthropologists
and folklorists), and thirdly qualitative studies focusing on roles’ of villages in
Turkish tourism shopping are few in literature.

Doctor of Philosophy

903

The study concentrated on artisanal production of evil eyes with the tradi‐
tional technique of blowlamp glassmaking. Hypotheses of the study were
grouped around three main questions; How‐Why‐Which? With sub‐questions
underneath each main question, author tried to describe and interpret how au‐
thentic handcrafts (evil eyes) were produced, valorized, and marketed (point‐
ing 4 Ps and consumer tourist) via tourism in a typical Turkish village? An‐
other axe of questioning went on why a village produces handcrafts, underpin‐
ning the benefits to the local people, why villages should be linked to tourism
shopping and why is it important for a rural community to get acquainted to
marketing concepts to commercialize their cultural heritage. The third axe of
probing concentrated on which marketing policies would be suitable for an
artisanal village to annex the local heritage with modern tourism industry.
Were asked too; which characteristics define a village specializing in handcraft
production marketable in tourism markets, and which lessons would be de‐
rived from Turkish experience of local handcraft marketing through tourist
shopping for the overall tourism literature.
As expressed earlier, the main purpose of the study is to discover and inter‐
pret intangible cultural heritage valorization efforts in Turkey exemplified by
handcrafts marketed in tourism markets and social interactions resulted from
this commerce. Relations between these concepts are amalgamated in a cross‐
case study merging three separate but interrelated case studies. The study fol‐
lows qualitative and interpretive approach. The choice of this approach is pur‐
poseful; because the phenomenon of rural artisanal product marketing via
tourism markets is broadly unknown theme where initial data is rare, and the
sample is not clear as crafters are not registered generally due to underground
economy and habitual acceptance of handcraft as leisure/hobby activity. As the
reality of the phenomena was complex an exploratory qualitative study seemed
best alternative. Multiple data collection techniques were used (semi‐structured
in‐depth interviews, informal interviews, collective discussions, life‐histories,
direct observation, document analysis, voice and video recording, taking pho‐
tographs).
Based on secondary data obtained from literature and opinions of field ex‐
perts were designed semi‐structured interview questionnaires. They are ad‐
ministered to gather opinions of key informants belonging to three case study
groups; community (selected local residents, elected local governors, handi‐
craftsmen), local enterprise marketing village’s products, and globalized inter‐
national marketing enterprise selling handcrafts (evil eyes) of the village.
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Two in‐depth interview questionnaires were designed. One of them was
used during interviews with local community. Respondents from the local
community were chosen in accordance with snowball sampling technique. The
other was used with two companies marketing local products. Questionnaires
first aimed to describe general environment and situation regarding the case.
Following questions focused on 8 stages (questions) of cultural heritage valori‐
zation process developed by UEPCN (European University of Cultural and
Natural Heritage) adapted for blowlamp glasswork. Added to these 8 ques‐
tions were 5 broad questions exploring marketing mix and consumer related
aspects of local handcraft trade via tourism in the given village. These latter
questions compiled several subordinated questions to clarify the concepts for
respondent’s clear understanding.
To overcome validity concerns of interview questionnaires; references from
the literature are scanned and advices of different specialists from the field are
followed. Date collection process (2006‐2007) included fifteen in‐depth inter‐
views, all realized by the author. Only two interviews were done through re‐
corded telephone conversations, while the rest were face‐to‐face conversations.
Interviews provided abundant primary data which structured questionnaires
would not capture in entirety. The data collection process required several in
situ observations and visits of craft workers in their ateliers.
Data gathered are interpreted based on the conceptual analytical framework
developed at the theoretical sections of the study and logical reasoning was
applied. During the reporting phase of the findings; qualitative questions asked
at commencement of the study were revisited. When the reporting was com‐
pleted the text had three chapters concentrating in different aspects of the problem.
In the first two chapters the literature survey has been realized in order to
state the place of research theme precisely in the academic body of knowledge.
The first chapter tackled broad terms such as heritage, culture, tourism, hand‐
craft, marketing and intersections of these concepts. Cultural tourism and crea‐
tive economy and use of culture for economic purposes were some topics dis‐
cussed. The second chapter aimed to elucidate the situation of Turkey regard‐
ing her role in global tourism trade, world cultural heritage listed by UNESCO,
and handcrafts in Turkish culture. This second chapter classified and described
handcraft types listed as source of usable products (for use in daily life) across
decorative handcrafts considered as work of art/piece such as marbling of pa‐
per and calligraphy. Marketing of Turkish handcrafts by public and private
sectors, the professional organization of craft workers since Ahi guilds and their
training are also analyzed in this chapter. The third and final chapter dealt with
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qualitative field research to explore the reality. In this chapter all three case
studies are explained one by one according to how the sample (respondent)
choice was made, how the data were collected, which results were obtained,
and which conclusions were appointed based on the data interpretation. Les‐
sons and implications derived are discussed at the end with theoretical and
practical extensions. Recommendations were developed for practitioners and
governments to terminate with limits of the research and future research sug‐
gestions. The manuscript included nine annexes after references. Visual display
of data gathered from the field survey took in this section.
Findings indicate cultural heritage is a new concept in Turkey. For example;
governmental units such as Ministry of Tourism and Culture and Turkish
Academy of Sciences have started a project to create the inventory of Turkish
National Cultural Heritage database since 2000. ICH is a recent research theme
not only in Turkey but also in the world. Departments at Turkish universities
tackling the cultural heritage studies are generally folklore, turcology, and fac‐
ulties of fine arts. Intangible heritage receives increased attention by well‐
established journals such as Journal of National Folklore (Milli Folklor).
Concerning crafters; their number diminish day by day and they confront se‐
vere problems in marketing their products because of demographic, social and
cultural reasons. Despite high quality labor, marketing of handcrafts to tourists
is negatively affected by crafters themselves, tourism industry enterprises and
tourists. Local rural communities suffer from low‐if any‐ level of cultural heri‐
tage awareness, unplanned immigrations, fragmented demographic profile,
and incapacity of collaboration. Disorganized structure of cultural heritage
valorization stages, obscure demand profile, problematic access to tourism
markets, distorted distribution structure, and inexistence of strategy combining
marketing mix elements are general problems crystallized in Turkish rural areas.
This study has limitations as it focus on only one of several handcraft types‐
that of blowlamp glasswork evil eye‐ and cover only one village as geographi‐
cal unit, therefore cannot be generalized to all handcraft types and whole coun‐
try. Further researches are needed on other regions and handcraft types. Fi‐
nally, tourism has potential to save handcrafts threatened by industrialization
if carefully managed in Turkey. Handcrafts should be annexed to tourism
shopping in the context of sustainability, creativity, and ICH. Turkey has po‐
tentials to conserve her cultural heritage by the help of tourism industry. In this
direction, partnership among local community, public bodies and private sec‐
tor seems compulsory in innovative forms
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ABSTRACT
Tourism is one of the most important issues in development particularly in
Iran. This subject can be substituted for oil income and shift to be one of the
most important development fields. Many factors are involved in tourism such
as politics, security, economic relationship, culture, hygiene, transportation and
handling, as well as many other factors. It is obvious that tourism organization
should not be considered as a derived branch of a larger organization consider‐
ing the availabilities in the country. In 2002, the number of 1,584,922 tourists
visited the country; in 2003, 1,208,707 tourists have entered the country by land,
sea, and air ways which its foreign currency income is estimated about
US$967,000,000. It shows a 12.8 growth compare to same period in the previous
year.
The aim of this research is to estimate the rate of tourists satisfactory by re‐
ceived services in Esfahan to attract more tourists to Iran and especially Esfa‐
han and to investigate why the countries which are not comparable to Iran
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from the aspects of geographical and historical situations and natural and cul‐
tural graces have more income from attracting tourists. We are located at the
place of 90th for tourism income, although Iran is one of the first 10 countries in
tourism attractiveness and in memorials is one of the premier 5 countries in the
world. In Ecotourism and variation of plant and animal species we just own the
portion of 0.05 percent of the world’s tourism income. Therefore, we are look‐
ing for the answers to these questions:
1.

What is the rate of tourists’ satisfaction from the hotel management fa‐
cilities in Esfahan?

2.

What is the rate of tourists’ satisfaction from the social security in Esfahan?

3.

What is the rate of tourists’ satisfaction from social relationships with
people in Esfahan?

4.

What is the rate of tourists’ satisfaction from attractive places in Esfahan?

According to this fact that the present research studies the tourists; rate of
satisfaction from received services in Esfahan, it is a survey method in “de‐
scriptive studies aims for systematic description of situation in a real and con‐
crete way in spite of etiological relations studies and the researcher studies the
variant without any modification.”
Gathering information is by questionnaire which was submitted to the tour‐
ists by the researcher and was gathered and analyzed after the completion. This
questionnaire is arranged with 25 closed‐response questions based on the five
degree Likert scale and bears the 4 items of the satisfaction rate of tourists from
the hoteling facilities, social security, social relationship with people, and at‐
tractive places. So the statistical society in this research includes all foreigner
tourists stayed in Esfahan from December to January and the number of sam‐
ples is estimated based on Morgan table for 150 people.
In this research, analysis of information is applied at the level of descriptive
statistics from the average and standard deviation and in at the level of inferen‐
tial statistics from the single variant “t” test, separate “t”, one way variance
analysis, Scheffe test, Hoteling “t” test and correlated “t” test. Validity of whole
questionnaire is estimated based on the Cronbach’s alpha ratio 0.91 which
shows the high validity of measuring tool. The validity in each of the 4 items is
as follows: 0.86 satisfaction in hoteling facilities, 0.86 social security, 0.77 social
relationships, and 0.85 for attractive places. For narrative measuring of the
questionnaire in present research, the narrative method related to the content is
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used. For this purpose, the questions were written and submitted to the in‐
structor with consultation of the specialists’ opinions and its form and content
was confirmed after the required corrections.
Analysis of the research findings represents that the satisfactory rate for ho‐
teling facilities as 3.86 with standard deviation of 0.715, for social security 3.40
with standard deviation of 0.726, for social relationships 3.97 with standard
deviation of 0.777, and for attractive places 3.77 with standard deviation of 1.12.
Comparison of the answers average score with the society average represents
the satisfactory rate of four items in upper average level. Comparison of tour‐
ists’ satisfactory rate in four items represented that their satisfactory was not
the same for each factors and the highest satisfaction was for social security
with the average of 3.97 and the lowest for social security for the average of
3.40. Comparison of tourists views based on the age groups showed the satis‐
faction in various age groups was not the same; satisfaction of tourist under 30
years old and from 30 to 40 years old were higher than the upper 41 years old
age group. The results of the present research are used for different aims:
1.

Report to the relevant authorities for improvement of the positive
points and removal of the weak points.

2.

Put the research’s results in the universal valid articles to inform the
other country’s people interested in visiting Iran.

3.

Report to Iran well known hotel managers to study the results for
proper fulfillments.

4.

Report to Esfahan Trades Guild.

5.

Report to Medias in order to inform people for the improvement of
positive points and weak points’ removal.
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ABSTRACT
The tourism seasonality is the fluctuation of the tourism activities during the
year. The determinative factors of this phenomenon had been specified by in‐
vestigators during the studies in determined regions. The tourism seasonality
management is the aim of diverse strategies argued and implemented for pub‐
lic and private tourism sectors. The effect of the seasonality is harmful for the
sustainable development of the tourist destinations, having aggravations for
stakeholders. This phenomenon are responsible for the existence of innumer‐
able difficulties faced by the tourist supply, including the attainment of financ‐
ings, turnover and the problems related with the increase of the demand in one
determined time and the excess of offer in another one. The first dedicated
study about the exploration and understanding of the seasonality, Seasonality in
Tourism, was published in 1975 by BarOn. Since this, some articles, research
and studies with this case had been developed.
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The seasonality factors are the subjects of diverse research and studies. The
seasonality causes can be classified in: natural, institutional, social and econom‐
ics causes. However, the reason for which the seasonality happens depends on
the destination characteristics, as well as the impacts provoked for this phe‐
nomenon, that can vary as the destination localization, reflecting in the physical
conditions and the nature of the attractions. These can be positive and negative
and are related with economic, ambient, social‐cultural factors and job. Ahead
of the extensive variety of situations, the tourism seasonality management can
have the contribution of the supply managers in the adoption of efficient
strategies that help to minimize the negative impacts of this phenomenon.
Thus, it was opted to investigate the tourist supply distinguished by the docu‐
ment of the Tourism Satellite Account elaborated by World Tourism Organiza‐
tion (OMT 1999), which grouped the tourism specific characteristic products in
seven sectors: hotels and other services of lodging; restaurant services; trans‐
port services; travel agencies services, the tourist operators and the tourist
guides; cultural services; leisure and recreation services; and others.
The empirical research was developed in the Algarve region, south of Por‐
tugal. This is one of the more visited regions of Portugal, attracting millions of
tourists per year who are stimulated, mainly, for the sun‐and‐beach tourism. In
the year of 2004 the Algarve region received about 5.5 million tourists (AHETA
2004), what it represented 39% of the total of tourist in Portugal in this year. In
2008, the Algarve had 36% of the Portugal nights spent (Tourism of Portugal
2010).
The Algarve region has assorted companies distributed between the seven
characteristic products, thus making possible the efficient development of this
inquiry. For the knowledge of the existing companies in the Algarve region, the
companies listed in the Região do Turismo do Algarve (RTA) and the creden‐
tial companies in the Direcção Geral do Turismo (DGT), had been analyzed.
The seasonality can be calculated through the method of the Coefficient of Gini
(G) and can be demonstrated by the Lorenz Curve graph. This method was
applied for the Algarve statistical data through the number of nights spent in
1996 and 2006. In the year of 1996 the Algarve G was 0.271162 and in the year
of 2006 the G was 0.290967. This same analysis with the 1996 Portugal nights
spent and 2006 got the following results: the G for 1996 was 0.19142 while for
2006 the G was 0.194864. In both cases, Algarve and Portugal, the G presented a
light increase of its values, therefore the more next to 1 (one) will be the result
of the calculation of G, more the destination is seasonal. In the three analyzed
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aspects – tourism, seasonality and supply ‐ the Algarve region was, in such a
way, the ideal area of this study.
The empirical research was carried through in February, March and April of
2007 through the sending of questionnaires with open and closed questions, by
e‐mail, for 116 companies. The questionnaire was divided in five parts: identifi‐
cation, functioning and markets, job, tourism seasonality in the company and
tourism seasonality in the Algarve destination. Of the sampling, 39 companies
had answered the inquiry. The study of the strategies adoptees by the Algarve
tourist supply involved representative companies of the seven tourism charac‐
teristic products. However, the classified companies as ‘others’, in this inquiry,
are companies that organize events, but also with activity of travel agency. In
such a way, the companies identified with ‘travel agencies and events’ can in
such a way be representative of the type ‘others’ as of the type ‘travel agency’.
The second part of the inquiry, Functioning and Markets, involved questions
about the company activities variation and about the customers. The main re‐
sults of this part had been: 87% of the companies open during all the year; the
average occupation/sales of January to June, for all the tourism characteristic
products was placed enters 1 to 10%, in July and August the occupation was
enters 91 to 100% and September to December the occupation for the majority
of the inquired companies came back to be enters 1 to 10%; the main market of
January and December was senior tourist; February, March, April and Novem‐
ber was the sport tourist; and May to October was the sun‐and‐beach tourist.
The inquiry developed to the tourist supply had questions about the job, for
being one of the tourism seasonality consequences. The job was the subject of
some researchers as Lundtorp et al. (1999), Butler (2001), Flognfeldt (2001),
Commons and Page (2001), Nadal et al. (2004), Andriotis (2005), among others.
In this stage, it was questioned about the turnover, the age and the instruction
level. When associating the information of turnover with the information about
the age and the education level for each tourism characteristic product, it’s
possible to have, approximately, the profile of the employees of each area:
lodging – 26 to 40 years old with complementary education and five months
without work; restaurant ‐ 26 to 40 years old with complementary education
and nine months without work; agencies ‐ 26 to 40 years old with complemen‐
tary education and work during all year; transport ‐ 26 to 40 years old with
complementary education and six months without work; cultural services ‐ 26
to 40 years old with superior education and work during all year; and leisure
services – less then 25 years old with complementary education and nine
months without work.
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Before answer about the seasonality, it was questioned for the companies if
they adopt or not strategies to tourism seasonality management. Of the 39
companies who had answered, 33 had said that adopt strategies. The eight
strategies chosen to be part of this question had been the more cited strategies
in scientific articles about tourism seasonality. Table 1 presents the result of the
more adoptees strategies in first place, second, third and four, to each charac‐
teristic product.
Table 1. Strategies Adopted by Companies
1º

2ª

3ª

4ª

Lodging

Development of new
products/
Flexibility of the
prices

Improvement of the
services

Association with
other companies

Use the information technologies

Restaurant

Development of new
products

Contract specialized
workers/ Use the
information technologies

Improvement of the
services

Association with
other companies

Travel and
Events

Development of new
products

Flexibility of the prices

Development of
market research

Use the information technologies

Cultural Services

Development of new
products/ Improvement of installations

Contract specialized
workers

Association with
other companies /
Improvement of the
services

Use the information technologies

Leisure Services

Improvement of
installations

Development of market
research / Improvement
of the services

Association with
other companies

Development of
new products

Transport

Flexibility of the
prices

Improvement of the
services

Development of
market research

Use the information technologies

In the studies carried through about the tourism seasonality, BarOn (1975),
Baum and Lundtorp (1999), Butler (2001), Nadal et al. (2004), among others,
they had pointed the existence of four main causes of this phenomenon: natu‐
ral, institutional, social pressure and economic factor. In the formulated ques‐
tion to know the order of the main causes of the seasonality, in each one of the
inquired companies, promotional cause was added to it. The result demon‐
strates that the natural causes had been the main responsible for the tourism
seasonality in those companies.
After to know the strategies adopted for the company in the tourism sea‐
sonality management was questioned about the strategies that would have to
be adoptees to attenuate the negative effect of the tourism seasonality in the
Algarve destination. The strategies that more had been indicated had been:
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‘development of new products to attract other market segments’ (71.8%); ‘im‐
provement of the services, through offers more products with qualities’
(61.5%); ‘improvement of the destination installations and infrastructures’
(59%); with the same indication (46.2%), the strategies of ‘flexibility of the
prices, decreasing at the low season’, ‘development of market research to iden‐
tify new markets’ and ‘use the information technologies to promote the desti‐
nation’; and the less indicated (33.3%) was the strategy of ‘association with
other destinations to attract new market segments’ and ‘contract local work‐
force’.
The strategies placed in this question had been the same ones available in
the question before, about the strategies adoptees for the tourism seasonality
management in the companies. The intention, in carrying through this repeti‐
tion, was to know which strategies was more adoptees for the companies and
which strategies are seen as being the ones that must be adoptees by the desti‐
nation. The results of this analysis can be verified in table 2 and shows that the
responsible for the destination/place is one that has to adopt almost all the
strategies, only three are manager’s responsibility, according to the inquiry
answers.
Table 2 . Tourism Seasonality Strategies, Company and Destination
Strategies

Company%

Place%

Improvement of the installations and infrastructures

30,8

59

Improvement of the services, through offers more products with qualities

43,6

61,5

Development of new products to attract other market segments

56,4

71,8

Flexibility of the prices, decreasing at the low season

51,3

46,2

Contract local workforce

25,6

33,3

Development of market research to identify new markets

35,9

46,2

Association with other destinations to attract new market segment

38,5

33,3

Use the information technologies to promote the destination

48,7

46,2

Beyond the tourism seasonality causes it is important to know the impacts
of this phenomenon in the Algarve. For in such a way, it was requested to each
manager to indicate the main impact to the least one in the destination. The job
was considered the main impact of the tourism seasonality in the Algarve, con‐
sequence of the temporary contract and the increase of the unemployment at
the low season, as well as of the lack of specialized workforce, because of the
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seasonal job. These results had been analyzed and argued for each tourism
characteristic product.
In this inquiry, it was possible to evaluate the tourist supply about the
strategies adoptees for each tourism characteristic product in relation to sea‐
sonality management. The strategies had been identified, analyzed and argued
for each characteristic product, being this the subject of the developed work.
The discussion had been based with important justification, where the analyses
presented in this work will be able to give one contribute for new inquiries and,
mainly, to the suppliers have directions in the identification of efficient strate‐
gies in the tourism seasonality management.
The analysis and discussion of the results had allowed prove that the tour‐
ism seasonality management through the tourist supply happens in accordance
with adoptees strategies for each manager with the concern to attenuate the
negative seasonality impacts in the company. Each manager affirmed to adopt
strategies that are coherent with its necessities, however, the managers had not
demonstrated to have a joint action. In such a way, the tourism seasonality in
the Algarve cannot be managed through the implemented different actions for
each manager. The suggestion, for the case of the Algarve, is the association of
the managers in the strategies development that can attenuate the negative
impacts of the tourism seasonality in the company, but they have to have a
target common: the destination seasonality management. The promotion of the
destination is a strategy to be developed in set. The Algarve does not have to be
promoted like multi‐sold, have to be promoted with goals to be reached, with
focus in the segment of market determined for each season of the year, as an
example.
The strategies to the tourism seasonality management, to be efficient, need
to be developed with the support and agreement of all stakeholders. Each
manager can develop strategies in set with the other manager and these can
come to be part of a goal, associated with the public sector and the residents.
For in such a way, each stakeholder must participate actively in the decisions
on the Algarve seasonality management.
The investigation of this master thesis proved the managers of the tourism
characteristic products the interest in the tourism seasonality managing
through the adoption of strategies. It was evident, in this investigation that the
seasonality needs to be managed. The negative impacts, mainly the ones that
are related with the employment and the fluctuation of the companies yield,
need to be attenuated. In such a way, it is necessary others inquiries with the
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stakeholders to confirm the interest of all in adopt, as a goal, the tourism sea‐
sonality management, proving that this is a natural tourism phenomenon, but
which needs to be managed in the Algarve destination.
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affecting the local communities (Choi and Kim 2009). However, there have
been few researches carried out to investigate the visitors’ interests in Korea’s
characteristic heritage sites (Lim 2002). The purpose of this study empirically
examined the visitors’ perceived importance (expectation) toward a cultural
heritage site, focusing on one specific site of Gyeongbok Palace. Therefore, this
study was undertaken to establish a general concept on the attractiveness of a
cultural heritage site as a tourist destination. Specific aims of this research were
to assess the touristic attractiveness of cultural heritage sites and to suggest the
future direction of tourism development.
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ABSTRACT
Today, tourists’ activity patterns are shifting from mere leisure‐oriented tour to
self‐developing, learning, and life enlightening experience through cultural
tourism (Kim and Lee 2000). Tourists are interested in learning about different
cultures and histories from cultural heritage destinations and historical explo‐
rations (Jeon 2006; You and Kim 2008). The majority of them visit cultural and
historical sites for the appreciation of their educational values (Kim 2005). His‐
torical architectures, old homes and cultural heritage resources are particularly
popular with today’s tourists because visiting these sites would be both inter‐
esting and educational (Ministry of Culture, Sports & Tourism / Korea Culture
& Tourism Institute 2008). Gyeongbok Palace, the object for this study, is one of
the best known historical heritage sites (Lee 2004) in Seoul, Korea. In addition
to historical architectures, history related programs are part of cultural tour’s
assets on their own merits. Tourist destinations involving a full use of cultural
heritage program bring about a qualitative improvement of tourism, positively

The main goals of this work were as follows: First, this study shall show that
there were differences between the levels of ʹimportanceʹ and ʹsatisfactionʹ on
the attractiveness of Gyeongbok Palace. Second, the perception of importance
and satisfaction about the touristic attributes of the Palace might reflect visitors’
socio‐demographics and their behaviors during and after their visits to the site.
Third, the discord between the importance perceived and the satisfaction
achieved resulted from significant differences in the visitors’ characteristics of
socio‐demographics and the behaviors.
For the aim of this study the visitors to the Gyeongbok Palace were sur‐
veyed concerning their reasons for the visit. Total of 420 visitors were sur‐
veyed, and data from 390 visitors’ surveys were used to find any correlation
between the cultural importance of the palace and how satisfied they were after
the visits. This correlation is important because it could tell us if some of the
visitors would want to revisit the palace (Ahn 2003; Hong 2004; Kim 2005;
Yoon et al. 2008). To establish such a quantitative correlation, the IPA method
was applied in identifying a better way to meet the visitors’ expectations from
their visits to heritage sites such as Gyeongbok Palace. T‐test and ANOVA pro‐
cedures examined any difference between the visitors’ expectation and their
after‐visit reactions (namely, how satisfied or dissatisfied). It was anticipated
that the visitors had different reasons for being attracted to a historical site.
This research showed the differences between the perceived importance of the
site before the visit and the degree of post‐visit satisfaction for the attributes
that Gyeongbok Palace offers as a heritage site. Finally, this study’s aim is to
develop an effective plan for promoting heritage sites as a tourist attraction.
From the Importance‐Performance Analysis (IPA) the results revealed that
the visitors were less satisfied than they expected from visiting the historical
heritage site because there were not enough brochures, leaflets, and audio‐
visual aids providing the educational/historical information for the visitors.
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They expected the reputation and authenticity of the site to be of greater impor‐
tance for its touristic values. Surprisingly, the Palace as a place to relax and rest
played a significant role in visiting the site as the visitors expressed the greatest
degree of satisfaction with their visits. The differences in the visitorsʹ responses
between the perceived importance and the degree of expressed satisfaction
were demonstrated in their complaints and comments about the lack of ʹcul‐
tural and historical guidesʹ, ‘desirability of audio and video devices for tour‐
ists’, and ‘insufficient parking spaces’ in and around the palace site.
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Figure 1. IPA for Attractiveness of Gyeoungbok Palace

1. Historical reputation, 2. Historical authenticity, 3. Traditional landscapes,
4. Mood and image, 5. Historical and traditional architectures, 6. Interesting
historical traditional ceremonies, 7. Historical and traditional culture functions,
8. Educational and learning experiences, 9. Attractiveness various heritage
remains, 10. Information of brochures and guide boards, 11. Disposition and
role of commentators, 12. Information systems of audio and video, 13. Ease for
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acquisition of information, 14. Clean environments, 15. Good mood for rest and
relaxation, 16. Safety, 17. Convenience and cost of transportation
Specifically, the disagreement between the visitor expectation and the post‐
visit satisfaction depended on visitors’ educational and economic levels.
Demographic analysis of the visitors showed that the more educated (with
higher incomes) they were, the greater the disagreement they expressed. Each
of the visitors was accompanied by his/her friends and family while spending
one to two hours of time relaxing on the palace lawn. Generally most visitors
got the information about Gyeongbok Palace through internet websites, em‐
phasizing the critical importance of constructing and maintaining well organ‐
ized webpage layouts. As described earlier, the primary reason for visiting the
palace was to enjoy the sightseeing of the historic architectures and other dy‐
nastic remains. However, many visitors simply came to spend time for an af‐
ternoon of relaxation on the palace garden and lawn. This observation con‐
trasted with the previous studies suggesting that the visitors came to the palace
exclusively to learn about its historical and cultural aspects. It also reflected the
visitors’ disappointment with the less than adequate information about the
heritage site and the lack of on‐site tour guides (both personal and audio/video
gizmos). Diverse on‐site experience programs of traditional events and enter‐
taining performances could be developed and staged on the palace ground and
other sites with audience/visitor participants. With regard to the visitors’ de‐
meanors and activities during their visit to the palace, devices and tools to brief
the visitors should be available for their cultural, historical, and educational
experiences. The visitorsʹ differences between the perceived importance and
the achieved satisfaction were favorably affected by the availability of informa‐
tion about the palace on the internet website. Thus, information about the site
on the Internet should be efficiently disseminated.
In summary, it was the purpose here to consider differences between the visi‐
tors’ degree of importance and the satisfaction toward the attractiveness of
cultural heritage sites. Results revealed that: (1) There were indeed differences
between the perceived importance of the visiting site and the degree of post‐
visit satisfaction about the touristic attributes of Gyeongbok Palace, (2) the lev‐
els of importance and satisfaction about the touristic attractiveness of the Pal‐
ace depended on the visitorsʹ socio‐demographics and behaviors, and (3) there
is a degree of difference between the importance and the satisfaction that de‐
pended on the visitorsʹ socio‐demographics and behaviors. The study recom‐
mended that these deficiencies should be rectified to enhance the attractiveness
of the palace for its touristic merits. Furthermore, this study emphasized the
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attractiveness of Gyeongbok Palace (and other historical and cultural heritage
sites) for its touristic merits, especially after achieving the agreement between
what a visitor expects and how satisfied the visit was by improving the touris‐
tic attractiveness of the heritage site(s). To increase the visitors’ degree of satis‐
faction, informative literatures and educational programs on the cultural and
historical heritages should be made more widely available to the visitors.

Table 1. T‐test of Importance and Satisfaction about Attractiveness
Attractiveness

Importance
Mean

SD

Satisfaction
N

Mean

SD

N

I-S

t

p

1. Historical reputation

4.52

0.68

2

3.71

0.83

8 0.81 16.850 .000***

2. Historical authenticity

4.52

0.69

1

3.76

0.87

7 0.76 16.630 .000***

3. Traditional landscapes

4.32

0.77

5

3.82

0.87

3 0.50 11.368 .000***

4. Mood and image

4.17

0.82

7

3.76

0.87

6 0.41

5. Historical and traditional architectures

4.40

0.76

3

3.89

0.86

1 0.51 12.386 .000***

6. Interesting historical traditional ceremonies

3.84

0.91

14

3.18

0.97

12 0.66 11.278 .000***

7. Historical and traditional culture functions

3.91

0.89

12

3.13

0.93

14 0.78 13.562 .000***

8. Educational and learning experiences

4.01

0.88

10

3.35

0.86

11 0.66 12.793 .000***

9. Attractiveness various heritage remains

4.06

0.90

9

3.46

0.87

10 0.60 12.628 .000***

10. Information of brochures and guide
boards

3.90

0.90

13

3.15

0.93

13 0.75 13.412 .000***

11. Disposition and role of commentators

3.73

0.96

16

2.86

0.96

16 0.87 13.867 .000***

12. Information systems of audio and video

3.42

1.05

17

2.75

0.94

17 0.67 11.366 .000***

13. Ease for acquisition of information

3.81

0.89

15

3.09

0.87

15 0.72 12.469 .000***

14. Clean environments

4.32

0.85

4

3.79

0.92

5 0.53 10.321 .000***

15. Good mood for rest and relaxation

4.16

0.87

8

3.88

0.89

2 0.28

6.122 .000***

16. Safety

4.18

0.86

6

3.79

0.87

4 0.39

7.992 .000***

17. Convenience and cost of transportation

3.95

0.94

11

3.51

0.95

9 0.44

8.518 .000***

Mean

4.03

* p < .05, ** p < .01, *** p < .001

3.40

8.877 .000***
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In conclusion, results of this research indicated that the tourism manage‐
ment organizations must disseminate the necessary information about the heri‐
tage sites as widely as possible. Also, adequate tools, facilities, and guide ser‐
vices must be provided to better meet the visitors’ expectations. Lee (2004)’s
study was also mentioned that expansions of training for advanced manpower
and infrastructures for experiences of histories, cultures, and styles of living the
past in a heritage site are demanded. The study recommends for an improve‐
ment the attractiveness of the Gyeongbok Palace as an important touristic asset
by providing administrative assistants and well‐trained tour guides for the
visitors. A plan for the development of highly skilled personnel and informa‐
tion systems must be initiated to maximize the educational benefits from visit‐
ing and revisiting heritage sites such as Gyeongbok Palace.
This work has some limitations in generalizing the cultural heritage sites for
the promotion of cultural tourism because this survey conducted to only Ko‐
rean visitors to one typical heritage site. However, major findings are probably
of general significance applicable to other cultural and historical tourist attrac‐
tions. Further studies focusing on the attractiveness of heritage sites as cultural
tourist destinations shall also take into account international visitors.
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ABSTRACT
Nowadays, sustainable tourism is a comprehensive achievement that has will‐
ing for long‐lasting development of the tourism industry without destructive
effects on natural habitat. (Zadeh and Nejad 2002: 55). Sustainable tourism
considers tourism as frontier border which it is established triangular relation‐
ship between host society, its land and guest society or tourists in one hand,
and on the other hand between host society, its land and tourism. Geotourism
as a new concept of the tourism that is based on special geographic specifica‐
tion of one place, takes peopleʹs willing all over the world everincreasingly. We
can describe Geotourism as: ʺA kind of tourism that sustains and promotes the
geographic characters of one place (it includes environment, heritage, aesthet‐
ics, culture and wellbeing of residents.)ʺ (Tourtellot 2006: 2). The aims of Geot‐
ourism are based on benefits of tourism expectations that visit first place and
have considerable beneficial for society without destroying the qualities. The
other benefit that Geotourism for society accompanies maybe is more impor‐
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tant and value. That is superiority and pride which the society achieves after
recognizing the valuable inheritance and following that is the responsibility
that pictures these events on the eyes of visitors.
Wetlands are the most biological spaces in the world because of having
various unique biologics, several tourism recreation importances, innumerable
scientific, investigation values and ... . They also have special situation in the
international environmental protection system and biotravel accumulations
(Papoli Yazdi and Saqaiee 2006:200). Iran, because of possessing more than 40
worthy wetlands and being the birthplace of the Ramsar agreement needs to
discovered and protected its natural Geotourists investments. The Gavkhoni
Wetland, the ninth international wetland in Iran, with 47600 hectares extant in
145 kilometers is placed on south‐east part of Isfahan. This wetland is located
between 32° latitude,22° north minutes and 32°,15° north minutes and 52° east,
59° minutes longitude. This wetland culminates in Jarqoyeh part from north‐
east, to Nayeen city in south‐west and west area of Nodoushan in Yazd to
Abarqoo desert in north‐west to the Rodsheteen village in west (Noori 2000:
135).
Gavkhoni wetland is natural, interior, free and has salt water which is set‐
tled in the list of Ramsar Convention with ZIR.18 code in 1975.The Gavkhoni
Wetland is one of the unique and rare wetlands in the world because of having
special geographical natural and habitat conditions and also Ecological, bio‐
logical and hydraulic factors, which is scientifically so important for the re‐
searchers (Najari 2003: 32). Geotourism pays attention to this area because of its
old residence with wealthy culture. Considering the mentioned matters and the
importance of the potentialities and limitations of The Gavkhoni Wetland, it
can affect the planning of the sustainable tourism and its problems in this area.
The author tries to introduce both the Geotourists investments of The Gavk‐
honi Wetland and to investigate its strengths, weaknesses, opportunities and
threats from professors, students, geologists and visitors perspective. Finally,
according to these ideas and points, each interior and exterior factor which
affects Geotourism of The Gavkhoni Wetland is assessed and evaluated based
on SWOT and FAS models.
The strategic planning and evolution is one of the geographical science
subjects which are used recently. Strategic planning tries to evaluate all dimen‐
sions of the projects and plans in order to select the best and the most strategic
decision. Indeed, this planning is a systematic way in order to make decisions
and to carry out activities for forming, guiding and achieving to its usage and
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results (Moradi Masihi 2002). Strategic management is a process for analyzing
and recognizing the interior environment (strengths and weaknesses points)
and the exterior environment (opportunities and threats points) of the systems.
Besides, using this strategic management, the systems are established their
strategic way and created strategies to achieve their aims (Harison and John
2003). Experience has shown that wherever the tourism develops accidentally
and without planning and strategy, several habitat and social problems emerge
and in long‐term its problems become more than its usages (Ranjbarian and
Zahedi 2000: 73).
As you see in table (1), in The Gavkhoni Wetland and its neighboring area,
there are 16 internal strengths against 12 internal weaknesses points, and 5
external opportunities against 8 external threats. In total there are 21 strengths
points and opportunities as a merits and 20 weaknesses and threats points as a
limitation against the development of the Geotourism of The Gavkhoni Wet‐
land. However, we will have an international and national Geotourism pole if
we decrease the internal and external weaknesses points and take advantage of
the potentials and strengths points.
Table 1. SWOT (The Main Effective Factors) Matrix on Geotourism of the Gavkhoni Wetland
Internal

External

Strengths(S)

Opportunities(O)

S1: The existence of the beautiful and unique sights
such as; the placement of The Gavkhoni Wetland in
central plateau of Iran, Black mountain, Artezin wells,
Karsetik springs,
S2: The existence of various and excellent historical
attractions, customs, local dialect, special clothing of the
women …
S3: Variety of the Geomorphologic phenomenon;
watery, windy and evaporatory such as; sand Duns,
river and lake terraces, Delta, salty Polygon and salty
mine….
S4: Taking advantage of the variety of geological
structure of this area ….
S5: Taking advantage of the sport potential of the sand
Duns for flying and training flight with glider and paraglider, sand climbing and camel riding
S6: Taking advantage of the sand therapy in the west
borders and salt therapy in the south-west of The
Gavkhoni Wetland for establishing rooms for the salt
therapy and making salty lamp-shades, salty candlestick, salty massage stones, salty pipe…
S7: Taking advantage of the Geotourism potential of the
sand Duns for holding sand-painted congresses and
making sand sculpture
S8: Taking advantage of the desert climatic parameters

O1: Multidirectional Geotourism insight which covers all
sides of tourism more than the unidirectional tourism of the
neighboring area
O2: Placing a crowded city (Esfahan), Varzaneh and other
urban and rural centers next to the Gavkhoni Wetland
O3: Paying more attention to the planning and investment
in Geotourism part by the government
O4: Rising the motivation of the private sector on the
investment in this area
O5: Rising the motivation for holding national and regional
tours and travels
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for watching the smooth and starry sky at nights, using
the solar generators with regard to the high number of
the sunny hours, making watching rooms for the study
of the sand and wind movements in the desert
S9: The high level of the knowledge, culture and cooperation sense of the local people in this area especially
in Varzaneh city
S10: The creation of pride and superiority sense in the
local people after introducing the Geotourists investments of their area
S11: Preparing for the Geotourism investment and
planning and taking advantage of the natural and
humanistic attractions to world Geotourism market
S12: Powerful Geotourism facilities and potentials for the
attraction of the tourists in all parts especially in Geotourism
S13: Taking advantage of the animal investments of The
Gavkhoni Wetland especially the immigrant birds in the
Bird watching part
S14: Taking advantage of the plant covering, rush, for
Booria Bafi industry considering the carminative property of rush
S15: Taking advantage of the salt mines and salt waters
for establishing Aquaculture and training Artemia
S16: Taking advantage of the calmness and silence of
the desert for relaxing
Weaknesses (W)

Threats (T)

W1: Lack of appropriate residential facilitations and
hospitalities according to the tourists' requests in the
urban and rural areas.
W2: Lack of unified planning and policies because of the
dispersion of tourism areas from each other.
W3: Low investment in the Geotourism part in this area
W4: Lack of rebuilding, renovating and protecting the
Geotourism investment in this area
W5: Inadequacy of trained experts and leaders in this
area
W6: Lack of acceptance of the local clothing, dialect
and handicrafts by the young generation
W7: Lack of enough budget for the tourism project in this
area
W8: Destruction of the traditional architecture of the area
and replacing it by the same modern structure
W9: Inappropriate environmental infrastructures such
as urban and rural sewage system
W10: The existence of the contrast and difference
between the culture of the local people and tourists
W11: Desert genesis and development
W12: High evaporation because of the desert situation
and hot and dry weather of this area.

T1: Entering the rural, urban and industrial population,
drained salty lands and transferring to Zayandeh Rood
directly and indirectly and as a result endangering the
ecosystems of the wetland and wiping out the animal and
plant species
T2: Decreasing the entrance water from Zayandeh Rood to
the wetland and don't providing the utilized water for the
wetland
T3: Establishing the connecting road between Varzaneh
and Nodoushan near the wetland against the Ramsar
agreement
T4: The extension of the traditional and local culture such
as dialect, customs, architecture and residence because of
coming large number of the tourists to this area
T5: Cultural incompatibility among tourisms and local
people in this area
T6: Price increase of the lands, bourse and subsequently
price
T7: Destructing the animal and plant covering in this area
because of the illegal usage and unlawful haunting
T8: The existence of the large number of people in this
area because of disobeying of tourism management
principles.

FAS model (IFAS,EFAS), analyze and organized the external and internal
factors of the systems according to the classification of the strategic factors such
as; strengths, weaknesses, opportunities and threats points. To construct these
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tables, it is necessary to do the following processes step by step to analyze the
systemʹs situation:


In the first column, there are 8 up to 10 important strengths, weak‐
nesses, opportunities and threats points about the system.



In the second column (weight), each factor weights from 1 (the most
important) to 0 (the least important) based on its possible effect on the
current strategic situation of its weight systems. The more weight the
more effect on the current and future situation. Sum of the column (2) is
(1) without considering the number of the factors.







In the third column (classification), each factor is given a special score
from 5 to 1 based on its current position and importance. This classifica‐
tion shows in what way the system respond to every factor.
In the fourth column (weigh score), weight multiplies with the degree of
each factor to reach the weight score for each factor (Column 2 * Col‐
umn 3)
In fifth column, the factors are graded based on their scores. At last, we
can determine how system responds to the available and potential fac‐
tors and forces. The weight score of the system is always 3 (Hekmat Nia
and Mousavi 2006: 293).

In this study, the author investigated the strengths, weaknesses, opportuni‐
ties and threats points of the Geotourism of The Gavkhoni Wetland based on
SWOT and FAS models. According to the data which are obtained from the
responses of the professors (25) of the geography and geology, students of ge‐
ology, geographyand geomorphology (55) and regional tourists (20) analyzed
by the IFAS model, the most important strength point of the Geotourism of The
Gavkhoni Wetland the existence of the numerous and excellent historical at‐
tractions and the most important weakness is Lack of appropriate residential
facilitations and hospitalities. Although, this area has potential and powerful
Geotourists investments but it faces with management weak points. We have a
national and even international Geotourism pole if these weaknesses wipes out.
After analyzing the data by the EFAS model, the most important strength point
of the Geotourism of The Gavkhoni Wetland is multidirectional Geotourism
insight which covers all sides of it and the most important weakness is entering
the rural, urban and industrial population, drained salty lands. Total number of
all average scores of the effective external factors which is 4.27, shows their
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important role in the Geotourism of The Gavkhoni Wetland. Entirely, the ex‐
ternal environment is a threat to the Geotourism of The Gavkhoni Wetland
than. Therefore, its population should be decreased and also its required water
should be prepared by the proper management.
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ABSTRACT
Three different approaches to wine tourism can be discerned – that of wine
producers, of tourism operators, and of consumers (Getz 2000). Thus, wine
tourism is at the same time a marketing opportunity for producers, a strategy
for developing and marketing wine‐related attractions, and a form of consumer
behavior (Getz and Brown 2006a; Charters and Ali‐Knight 2002). The leading
motivations for wine tourism are intellectual motivation and mastery of a skill,
which lead to participation in the activities most identified with wine tourism –
visiting wineries to experience wine tasting (Getz et al. 2007). Additional moti‐
vations are learning about wine, meeting wine producers, social gatherings,
and spending a day out (Yuan et al. 2005). The fact that the leading motivations
for wine tourism are directly connected with the product and the secondary
motivations are somewhat connected to it, indicates that wine tourists are wine
consumers seeking a product‐dependent experience as part of a lifestyle, who
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navigate between fulfilling the needs of both tourists and wine consumers
(Alant and Bruwer 2004).
Studies have shown that the profile of the wine tourist is similar to that of
the wine consumer, and it is consistently found to be that of a middle aged
person employed in a professional or managerial position, with higher than
average education and income, who lives in the vicinity of the wine area. Fami‐
lies with children tend to visit wineries less, and visitors are usually couples
without children or those whose children no longer live at home. The presence
of a spouse who is also a wine lover can encourage wine tourism (Sparks 2007;
Getz and Brown 2006b; Carlsen 2004; Mitchell et al. 2000; Getz 2000). A survey
of several previous studies that examined aspects of consumer behavior among
wine tourists shows that usually visitors to wineries are people who consume
wine regularly, have average to extensive knowledge about wine, and visit
wineries and wine districts several times each year (Mitchell et al. 2000). It is
expected that people for whom wine is a highly involved part of their lifestyle
will participate in journeys to wine areas or include wine related attractions in
trips with a general or other goal (Brown and Getz 2005).
The study described here examined whether a connection exists between
wine consumption characteristics and socio‐demographic characteristics on the
one hand, and the consumer and spatial behavior of Israeli wine tourists and
the nature of such a correlation, if it exists, on the other. The study is based on a
field survey carried out by means of structured self‐administered question‐
naires. The survey was carried out in wine tourism sites in areas identified with
wine and wine tourism, between November 2007 and May 2008. The survey
was conducted in four wineries open to visitors, located in the Golan Heights
and the Upper Galilee, in northern Israel. The sampled population (N=254) was
restricted to independent Israeli tourists (FITs). A random sample of visitors to
the winery was selected during the survey period. Two main hypotheses were
formulated for this study:
a. A correlation exists between wine related consumer behavior and the
consumer and spatial behavior of wine tourists in Israel.
b. A correlation exists between socio‐demographic background and con‐
sumer and spatial behavior of wine tourists in Israel.
This is an exploratory study intended to characterize Israeli wine tourists
only. It does not characterize wine consumers in Israel in general, but only
visitors to the selected wineries. Included in this group are characteristics con‐
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nected to the choice, purchase, appreciation and use of wine in daily life. The
most basic and important datum is the amount of wine consumed. It appears
that participants in the sample drink between zero to 15 glasses per week, with
an average of 2.83, which translates into the consumption of 17.6 liters per year.
This number is much higher than the annual average consumption of wine in
Israel, which stands at 4‐6 liters per person (Rogov 2007). 48.0% of surveyees
buy wine in Wine specialty shop, and 9.8% prefer to buy wine at the winery.
Respondents consume wine more often than any other types of alcoholic bev‐
erages, and at many opportunities – at home, work and public Environment.
In addition to objective factors, respondents were also asked for their sub‐
jective evaluation of several characteristics of wine related involvement (in
Parentheses: Average and Standard Deviation): level of interest (3.52, 1.05),
level of knowledge (2.78, 0.97), level of skill (2.53, 1.03), investment of time
(2.62, 1.00) and investment of money (2.98, 1.03). A Pearson correlation shows a
moderate to strong positive correlation between interest and knowledge
(r=0.637, p<0.01), a moderate positive correlation between interest and skill
(r=0.553, p<0.01), and a strong positive correlation between skill and knowledge
(r=0.778, p<0.01). At the same time, a t‐test for paired samples shows that inter‐
est level is significantly higher than knowledge level (t=13.585, p<0.01) and than
skill level (t=16.039, p<0.01), and that knowledge level is also higher than skill
level (t=6.042, p<0.01).
This group included characteristics connected to the factors that encourage
and attract wine tourism, as well as touring patterns and wine related tourism
behavior. İn relation to factors encouraging wine tourism (push factors), The
findings show that wine tasting is the main motivation for visiting wine tour‐
ism sites and especially wineries (N=206, 81.4%). The findings pertaining to
subjective characteristics presented above, indicating that interest level is
higher than knowledge level and skill level, can explain the other motivations
that received high ratings – expanding knowledge about wine (N=157, 62.1%)
and learning about its production process (N=140, 55.3%). Trip itinerary con‐
siderations constitute the most common factor attracting wine tourism (pull
factors) (N=186, 73.2%). Other important factors are the desire to become famil‐
iar with the wines produced at the site (N=70, 27.6%) or, alternatively, previous
familiarity with those wines (N=60, 23.6%).
About one quarter of the sample (24.8%) were Surveyed during their first
visit to a wine tourism site. 75.2% of the sample have visited wine tourism sites
in the past, many have done so only once (46.5%) and a few do so regularly
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(5.9%), but less than one quarter of them (23.8%) have previously visited the
site in which they completed the survey. In keeping with the motivational fac‐
tors for visiting wine tourism sites presented above, wine tasting is the most
common activity engaged in by those surveyed (N=223, 88.1%). Second in
popularity is the guided tour of the winery (N=190, 75.1%). More than half of
those surveyed (51.4%) stated that they purchased wine as part of their visit to
the winery.
As for spatial behavior, an interesting finding is that while about half of the
respondents planned to visit the specific site, the entire area constitutes a main
factor of attraction, and not necessarily the specific site. The wine site in which
the survey was conducted constituted the determining factor in selecting the
destination area for only 6.7% of the sample. İn addition, the absolute majority
of the surveyees (N=230, 90.6%) visited other tourist attractions and sites dur‐
ing their trip. Other findings indicate that visitors travel great distance from the
areas of residence to the wineries (76% travelled 150 km and more), and that
77.2% of the respondents where visiting the winery as part of a two or three
day vacation and not a day trip. The survey founds show that most of the visi‐
tors are in the middle age groups (ages 25 to 44 constitute 68.5% of the sample),
married with no children under age 18, living in urban areas. More than half of
those surveyed responded that their income is high or very high in relation to
the average, almost 75% have an academic education, and 63% of them are
employed in academic, liberal or managerial professions.
To facilitate an effective examination of the correlation between wine related
consumer behavior and wine tourism consumer and spatial behavior, a meas‐
ure was constructed that weighs most of the variables connected to wine re‐
lated consumer behavior. Based on this measure, each respondent received a
raw score for level of wine related involvement. Based on the involvement
score, respondents were divided into three groups reflecting their level of wine
involvement – low, medium or high. χ²test show a significant dependence be‐
tween level of wine related involvement and previous visits to the specific site
(χ²(2)=12.465, p<0.01). A Cramer contingency coefficient shows a moderate
positive correlation (V=0.222, p<0.01) between level of wine related involve‐
ment and previous visits to the specific site. These findings correspond to pre‐
vious studies in which it was found that wine is highly involved in the life‐
styles of those visiting wineries (Brown & Getz, 2005); they consume wine
regularly, have average to high knowledge about wine, and visit wineries and
wine districts several times a year (Mitchell et al. 2000).
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Although the spatial behavior of those surveyed in the present study was
not found to be affected by their level of wine related involvement, a correla‐
tion was definitely found between level of wine related involvement and wine
tourism consumer behavior. This correlation can be seen on two different levels
– quantitative and functional. Quantitatively, it was found that those with a
higher level of wine involvement have a richer wine tourism history. Accord‐
ingly, it can be said that people who engage in more wine tourism activity are
people who consume more wine, with greater frequency, and in a broader va‐
riety of situations. These people also hold a higher self estimation about the
subjective characteristics level of interest, knowledge, skill, investment of time
and investment of money. Functionally, differences were found between the
factors encouraging and attracting wine tourism at the different levels of wine
related involvement. These differences apparently result from the greater fa‐
miliarity with the wine world manifested by those with a higher level of in‐
volvement and from their self estimation about subjective characteristics.
In relation to Socio‐demographic characteristics, correlations where found
between income and Previous visits to wine tourism sites (r=0.277, p<0.001) and
Previous visits to the present site (v=0.273, p<0.001), as well as between Age
group and Previous visits to wine tourism sites (r=0.229, p<0.001) and Previous
visits to the present site (v=0.292, p<0.001). Additional socio‐demographic char‐
acteristics were also examined, such as education, age group and family status,
but no significant relationships were found between them and the behavior
characteristics. These findings correspond to the findings of Charters and Petti‐
grew (2006) who noted that people manifesting high involvement in their area
of interest must have the free time and income needed to invest in that area.
In answer to the research question, it was found that wine tourist consumer
behavior in the northern area of Israel is apparently correlated mainly with
wine related consumer behavior, both quantitatively and functionally. In terms
of spatial behavior, a number of findings emerged to indicate that the choice of
the north of the country is of great importance in this case. The findings indi‐
cate that this can be considered a specific pattern of tourism. It is quite possible
that in other regions of the country a different pattern of visits to wineries and
to wine tourism attractions would be found. The conclusion to be drawn is that
in the tourism pattern in the area under study, visiting a wine tourism attrac‐
tion is part of the tourist experience which includes additional components, all
of which taken together can satisfy the motivations and needs of visitors in this
given regional framework.
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ABSTRACT
Food has always been a marketing tool whether individually through the use
of dinner and a movie for courting efforts, ceremonial occasions religious and
non‐religious, to whole communities claiming to be the birthplace and/or best
producer of unique cuisines. Food as a marketing tool on the macro level has
been over looked frequently as the product is very much perishable, differs
from individual to individual and variations are poorly defined (Boyne, Hall
and Williams 2003) but through closer examination food tourism has the
potential to help revive whole communities whether they are just starting to
look at the tourist market or communities restructuring their marketing
strategies. Food tourism utilizes locally produce products that not only
enhances the tourist’s pallet but creates excitement towards the destination,
increases the tourist’s experience, as well as establishes a sustainable structure
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for which locals experience the revenue generated from tourism while
regulating policies and programs to prevent over saturation and loss of natural
resources (Everett and Aitchison 2008). Food has become more then just a
source of nutrition; food has become a driving factor in the stability of nations
and through the correct usage can create substantial rewards and enhance
other industries and policies.
Food tourism is in its early stages of the product life cycle (Boyne, Hall and
Williams 2003) and with the increasing availability of global commuting,
travelers are now capable of seeking out destinations where food is a dominate
motivation for traveling to the location. Because of this emergence of a unique
social behavior, exploratory research is warranted for understanding how such
behaviors affect the local communities through regional identity, economic
significance, policy making, environmental influences, and what makes these
cuisines culturally important. To study food tourism, especially at the
destination level, we need to establish what makes a culturally important
cuisine. This will be generated through semi‐structured interviews and focus
groups from the New Orleans communities in determining a unique cuisine
associated with the region. From this base we can then proceed to send out
surveys to those interested in traveling to New Orleans through the local
Convention and Visitor Bureaus and examine their perception and motivation
of the destination in relation to the cuisine associated with the area. The
proposal of this study will be that:
1.

Regional cuisine(s) establishes the community (New Orleans) as a
culturally important piece of the host nation as a whole.

2.

A regional cuisine provides a social artifact for preservation within a
community and builds a sustainable infrastructure that benefit from its
existence.

3.

Regional cuisines provide an advantage to destinations seeking to
attract visitors.

In defining food tourism there is a need to differentiate between tourists
who consume food as a part of the travel experience and those tourists
whose activities, behaviors and even destination selection is influenced by
an interest in food. Food tourism may be defined as visitation to primary
and secondary food producers, food festivals, restaurants and specific
locations for which food tasting and experiencing the attributes of
specialist food production region is the primary motivating factor for travel
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(Mitchell and Hall 2001). Such a definition does not mean that any trip to a
restaurant is food tourism, rather the desire to experience a particular type
of food or the produce of a specific region or even to taste the dishes of a
particular chef must be the major motivation for such travel. It is the
conscious acknowledgement by tourists that food is more than sustenance,
it is a cultural artifact with a myriad of facets that can be enjoyed in many
locations and through many activities such as food trails, events, festivals
and visitor attractions.
The current research on food tourism as a market segment shows that the
investigation of the food tourists has its challenge in identifying the market
(McKercher, Okumus and Okumus 2008; Rand and Heath 2006) and
determining the main decision processes in the choosing a of destination
purely based on the culturally important cuisines (Foxall 1993; Fox 2007;
Frochot and Morrison 2000; Getz and Brown 2006; Hall, Sharpies, Mitchell,
Macionis and Camboume 2003; Hashimoto and Telfer 2006). However through
the continued examination the food tourist segment has shown that people are
and have been identified to be traveling to destinations for the cuisines
available and that food tourism marketing has shown a decisive increase in the
number of visitors through out the year.
Food tourism is an interesting topic as it appears to be a rising specialized
activity as are ecotourism, cultural tourism, and heritage tourism but since
there is a gap in the research of the group there can not be a definite
determination of the existence of the group. Nonetheless food related tourism
is a proven existence and for marketing purposes is at the beginning of the
strategic planning process. The need and services are identified as well as small
tidbits of information on the demographics of the tourists so a quick vision can
be established. Now with continued research the marketing steps will be able
to more forward to establish environmental impacts and research into
placement and product services. Food tourism holds the possibility to be a
strong market with tourist traveling to all different locations all over the world
and even destinations close by.
The literature review revealed that only limited interdisciplinary research
had been undertaken on the interrelationships between food, identity,
sustainability and tourism. There was also minimal interaction between
academic discourses and current policy and practice debates. The academic
and policy literature review, which was then augmented by tourist brochures,
websites, and advertisements, established the foundation for research
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questions and methodology. A regional case study strategy was undertaken
which allows findings to be generalized into a theoretical frameworks and
applied to other situations, thus exposing avenues requiring greater
investigation. This is a relatively new area of research so the case study is an
exploratory study, acknowledging that its small scale nature prevented it from
being fully explanatory (Yin 1994). Recent work on food tourism has
acknowledged the case study to be an effective research strategy, providing a
vital link between theory and practice (Hjalager and Richards 2002). It has also
been suggested that ‘a case study can identity relevant issues and the various
driving forces that are important for the development of tourism or
gastronomy in a particular area’ (Hjalager and Richards 2002: 228), and recent
food tourism case studies have proved successful in this endeavor (Jones and
Jenkins 2002; Kneafsey and Ilbery 2001; Sharples 2003).
A flexible, qualitative methodological approach, cross‐validated by
secondary quantitative surveys, was selected as most effective in capturing the
rich diversity and depth of data relating to identity, heritage, personal
experience and the role of food within the county from other studies and as
such this study will adopt a similar approach. Qualitative data generation is
sensitive to the social context of the research and can unearth meaningful
elements in a multilayered local context (Mason 1996), making it appropriate in
an exploratory study of identity construction and cultural phenomenon. The
research issues are intrinsically subjective in nature, and therefore a semi‐
structured 45 minute interviews is considered to be appropriate, incorporating
a degree of flexibility within a predesigned interview structure.
A sample of 12 individuals from the community were interviewed, four
local “long‐term” residents having spent at least 10 or more years in the New
Orleans area, four civil leaders from the area, and four individuals currently
working “first contact” positions in the hospitality industry for at least two
years. The goals of the interviews were to establish a cuisine identity for the
area, cultural importance of local cuisines, and identities associated with the
New Orleans market. By interviewing long‐term residents and civil leaders it
was possible to see the changes and growth of the New Orleans identity as well
as community identity with local cuisines. Interviewing first contact hospitality
employees not only provide an examination of how the New Orleans area is
being promoted towards tourists but as well as the perception and interest of
tourists.
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Following the interviews, a focus group of local chefs from the area was
used to see how the culinary field perceives New Orleans as a food destination
as well as to provide information on locally produced products. Since recently
there has been a push for organic and healthy foods, providing food items that
have been grown locally increases marketability and popularity in the
mainstream. This is a key component for regional cuisines since the majority of
produce is required to be locally grown. Once local food products used in the
restaurants were established, examinations of trends within the region were
looked into. Since regional cuisines can be considered either by the locally
produce or by technique used to produce the food items both need to be
explored.
The survey was distributed towards the beginning of the tourist season of
the New Orleans area through the help of the New Orleans’ CVB. The survey
consisted of 31 items including demographics as well as a brief sensation
seeking scale, adjusted for food tourism, for the level of attraction the
individual feels towards unique foods which may play a role in the
individual’s decision in choosing New Orleans as a destination. The survey
was administered through a web‐based survey tool, zapsurvey.com. A link to
the survey was emailed out to individuals that had contacted the CVB about
interest in traveling to the New Orleans area.
Several previous studies have examined the relationship between the
dimensions developed by Plog (1974)and Eysenck and Eyseneck (1964). Lee‐
Hoxter and Lester (1988) found a correlation between Plog’s (1974) allocentrism
and Extroversion (Eysenck and Eysenck 1964). Jackson, White, and White
(2001) further developed this relationship by conducting a factor analysis of all
the items from both Plog (1974) and Eysenck and Eysenck’s Scales (1964),
which resulted in a two factor solution. The two factor solution suggested that
the two dimensions are independent of each other.
While Plog’s model of adventuresome has been used immensely in the field
of tourism research the model only accurately shows what the individual’s
ideal vacation destination would be. While this does help to identify a level of
adventuresome within the individuals and helps to establish the foundation of
tourist pattern predictability, the destination selection alone should not and is
not an accurate means of establishing a predicative pattern to which tourist can
be classified. The destination is a key part but not the whole. This is where
Jackson’s model attempts to prefect the process with the addition of Eysenck
and Eyseneck’s Extroversion scale. By combining the destination selection
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predictability of the adventuresome scale with a scale of social interaction
Jackson is not only able to identify choice destinations within specific groups
but also supplies a level of sociability of the individual which is important for
any tourist destination. However, while Jackson’s model is able to segment the
tourist population into more manageable groups, the bases of the model are
based on external catalyses. This is where the sensation seeking scale is able to
complete the representation of tourist groups by examining the internal
catalyses. The sensation seeking scale or BSSS explores the level to which an
individual desires a novel experience; by applying this scale to tourist
behaviors we are able to observe whether individuals prefer a more familiarity
in destinations and activities or more of an uniqueness in destinations and
activities. By combining the BSSS with Jackson’s model a complete view of
tourist personality types are established as well as an appearance of a
predictability pattern.
Through the use of this model establishing what type of food tourist are
interested in selecting New Orleans as a destination provides a marketability of
the destinations as well as provides a detailed look into the motivations and
type of food experiences tourists are looking to have, from exploring the outer
parts of the city in search for local favorite restaurants to hip and stylish
restaurants catering to the tourist.
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ABSTRACT
Revenue management started from airline industry was first brought into hos‐
pitality industry and applied in Marriott International in 1980s. By the late
1980s, many hotels adopted revenue management as a part of the standard
operating procedure (Cross, Higbie and Cross 2009), in order to sell the perish‐
able inventory to the most profitable mix of customers to maximize revenue
(Cross 1997). To use revenue management effectively, hotel companies must
develop logical differential pricing policies to segment their customers into
those who are sensitive to the price and those who are not (Kimes 2000).
In the context of hotel organizations, information technology provides a
valuable opportunity to optimize revenue (Noone and Andrew 2000). The ap‐
plication of internet in the business field started from early 1990s (Law and Hsu
2005), has already become a sales and marketing channel for tourism busi‐
nesses (Jang 2004). Travelers often use multiple websites to search and compare
prices before making reservation decision (Law and Huang 2006). The third‐
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party websites, like Priceline and Expedia, significantly change the way in
which hotels sell their capacity. The electronic distribution channels give the
hotels an opportunity to dispose of their inventory to the customer efficiently,
as well as offer the potential of dynamic customer based pricing practice (Ki‐
mes 2000).
Information searching before reservation is a significant part of purchase
decision process (Jang 2004). And customers are more likely to view revenue
management practices as fair if they are provided with full information on
restrictions associated with discounted rates (Kimes 1994). Choi and Mattila
(2006) found that increasing the level of information availability improved cus‐
tomers’ fairness perceptions. In general, customers believe that they deserve a
reasonable price and that firms are entitled to make a reasonable profit. (Kah‐
neman, Knetsch and Thaler 1986). In addition, if the customers perceive that
firms are behaving unfairly, they are less likely to patronize that firm (Kahne‐
man et al. 1986). Therefore, it is important for hotel companies to understand
the influence of pricing policy information provided on their own websites and
third‐party distribution channels. Furthermore, the travel intermediaries could
also take advantage of customer‐preferred information to offer tailored pack‐
ages and content displays to encourage bookings (Carrol and Siguwa 2003).
Hotels use differential pricing policy to segment customers by the price that
they are willing to pay and make rooms available only to those who are willing
to accept higher rates when demand exceeds their fixed capacity (Mattila and
Choi 2005). Nowadays, the internet‐enabled distribution channels make the
price more transparent and comparable to the customers (Carrol and Siguwa
2003). Knowledgeable customers may know how to find the lower rate, but the
inexperienced customer may not (Kimes 2000). It was proved that customers
view this practice highly unfavorable (Kimes 1994). Moreover, if the customers
do not see a distinction between the different prices being quoted, differential
pricing strategy may not work (Kimes 2000). The aim of this study is to explore
the impact of offering differential information on pricing policy on Chinese
customers’ perceptions during the online reservation process. The objective of
this study is threefold. First, scenarios will be designed to test Chinese custom‐
ers’ perceived fairness, reasonableness, honesty and acceptability of the hotel’s
variable pricing. Second, given the different scenarios, customers’ satisfaction
and purchase intention during the online reservation process, will be explored.
Third, whether several factors may influence Chinese customers’ perceptions of
fairness, reasonableness, honesty, and acceptability will be examined. Those
characteristic factors include gender, travelling purpose, payment source, trav‐
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elling experience, length of stay, reservation time before arrival, booking chan‐
nel used. Those three steps are necessary to understand guests’ perception of
hotel’s pricing policy from Chinese customers’ perspectives.
Revenue management practices implemented in a global scale, people from
different cultures could have diversified perceptions (Beldona and Kwansa
2008). Prior research provides evidence that information search behavior would
be different among cultures (Dawar, Parker, and Price 1996) and customers
from different cultural background have different service expectation, percep‐
tion, and satisfaction (Donthu and Yoo 1998; Mattila 1999; Kimes and Wirtz
2003; Choi and Mattila 2006). To date, most of previous studies conducted on
customers’ perceptions of hotel revenue management practices have done from
American customers’ perspectives (Kimes 2002; Choi and Mattila 2006; Rohlfs
and Kimes 2007). But there is a lack of research from Chinese customers’ per‐
spective, which needs to be further explored. In addition, it is suggested by the
prior research done by Choi and Mattila (2006) that the impact of hotel pricing
policies on customer perceived fairness could try to conduct in different distri‐
bution channels, such as internet, with different samples.
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The level of perceived fairness depends on the difference between the price
given by the hotel and the cost for the service in customer’s eyes. Reference
prices which come from market price, posted price and past experience with
the company (Kimes 1994), always use here as a benchmark. So fairness is a
consideration in rate setting (Rohlfs and Kimes 2007). More importantly for the
companies, creating and sustaining positive perceptions of price fairness can
lead to improved customer satisfaction and profitability (Thaler 1985; Kahne‐
man et.al. 1986).
Reasonableness: Reasonableness is under the principle of dual entitlement,
which holds that majority of customers believe that they have the right to get a
reasonable price and the firms are entitled to reasonable profit (Kimes 1994).
For example, if the cost of the service has increased for some reason, the cus‐
tomer would treat the action of increasing the price as reasonable to maintain
the profit. The hotels develop various rate restrictions to differentiate different
market segment, but whether the customer perceive it reasonable or not need
to be found out. Companies that provide unreasonable prices will ruin its repu‐
tation among the potential customers (Rohlfs and Kimes 2007).

Chinese hospitality industry is quickly becoming one of the largest and
most important sectors in the world (Pizam 2008). Specifically, the booming
tourism industry in the 21th century has made China as the largest source of
tourists in Asia (Pizam 2008). The World Tourism Organization forecasts that
China will rank first in world destinations and forth in tourist generating coun‐
tries by 2020 (China Daily News, 2004). With the increasing popularity of
online reservation and being the most populated country in the world, China is
one of the major online markets now and is likely to become the largest market
in the future (Bai, Law and Wen 2008). According to China Internet Network
Information Centre (CNNIC 2007) statistical report, the total number of Inter‐
net users has reached 111 million by Year 2005. Hence, China has large tourism
market and plenty potential online buyers or browsers on travel products. It is
significant for international hotel management to understand Chinese cus‐
tomer’s perceptions of hotel’s pricing policy during the online reservation process.

Honesty: Honesty means that firms are expected to be socially responsible by
not taking advantage of consumers (Maxwell 1995). How honest the customer
trust the firm to be, to some extent, depends on how familiarity the customer
with the pricing policy. Customers may perceive the some business practices
honest but unfair, if customers find a company is using its market power and
manipulating the customers (Kahneman et.al. 1986).

Four measurements will be used to explore the impact of differential pricing
police information on Chinese customers’ perception of hotel’s price:

The research methodology chosen in this study is the quantitative approach.
A survey will be formed based on the prior research and administered to a
convenience sample. Because the travelling purpose is different between the
leisure customers and business customers, so their behavior should be differ‐
ent. In this study, the approach to collect the data from these two groups of
people would be separate. The Mainland Chinese travelers at the Hong Kong

Fairness: The customer normally treat the transaction conducted fair when
the value to the firm matching the value to the customer (Kahneman et.al.
1986). The customer may perceive unfair when the company increasing the
value to the firm but without increasing the value to the customer accordingly.

Acceptability: Acceptability is related to customer’s purchase intention. Ex‐
amples of unacceptable practices are overcharging customers, raising price
without justification, providing inadequate information about the transaction,
and not stocking advertised or discounted items, including bait‐and‐switch
tactics (Kahneman et.al. 1986; Seiders and Berry 1998; Rohlfs and Kimes 2007).
Customer may find it acceptable that there is an equal balance between the
customer’s bargaining power and the firm’s pricing power (Kahneman et.al.
1986; Rohlfs and Kimes 2007).
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Convention and Exhibition Center will be surveyed as the targeted business
travelers, since these people come to Hong Kong for the purpose of business
and are more likely to have to stay at a hotel. For the leisure customer, the same
survey will be posted online, including the popular tourism advisory websites
and the tourism discuss forum since those people there are usually do the
online shopping and plan their trip independently.
The survey will include three parts, in accordance with the objectives of this
study. In the first part, the demographic information, reservation behavior and
attitude toward differential pricing strategies on the electronic distribution
channels will be investigated. In the second part, scenarios will be designed to
measure the accountability for the customer perceived fairness, reasonableness,
honesty and acceptability. Based on Choi and Mattila’s study (2006), scenarios
are designed to test respondents’ perceived fairness, reasonableness, honesty
and acceptability. Seven‐point Likert‐type scale will be used to let participants
to give ratings for each question. In the last part, how likely the customer will
purchase the service will be asked as well. The data collection is in progress now.
As the respondents are people from Mainland Chinese, so the survey would
be conducted in Chinese. In order to minimize the translation bias, back‐to‐
back translation will be adopted in this research.
Descriptive analysis will be used to demonstrate the demographic informa‐
tion, reservation behavior, attitude and ratings of perceptions. The mean differ‐
ence comparison among different demographic and behavior groups will be
conducted by T‐test and ANOVA.
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ABSTRACT
After the economic downturn, airlines are operating in an increasingly com‐
petitive environment. Applying revenue management can help airlines gain
more additional revenues. Additional revenue can be gained by carrying a
better fare mix, and airline business can be hurt in terms of revenue by not
having a revenue management system (Belobaba and Wilson 1997). The airline
industry has been utilizing revenue management for four decades. It is essen‐
tial to understand customers’ preferences to successfully establish airline ticket
prices with appropriate restrictions. Compared with leisure travelers, business
travelers are less price‐sensitive in that they have no or little control over the
date or the length of stay on their travel, and usually their companies are re‐
sponsible for paying for their business trip, while leisure travelers, on the con‐
trary, are more price‐sensitive and flexible about the date and the length of
stay, and thus are chosen as the research object in this study.
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The purpose of this study is to design the most preferred air fare from Bei‐
jing to Hong Kong for the Chinese market with a set of rate restrictions using
the conjoint analysis. The remainder of this paper is organized as follow: Sec‐
tion 2 reviews previous studies regarding the application of revenue manage‐
ment concepts to various industries in the past 30 years, the introduction and
development of rate fences, and customers’ perceptions of revenue manage‐
ment. In section 3, a conjoint analysis is conducted to discover customers’ pref‐
erences of the “Beijing to Hong Kong air fare”, using utility and relative impor‐
tance scores. Research findings are presented in section 4, followed by section 5
which includes the researcher’s suggestions to the industry.
Recently, airlines are operating in an increasingly competitive environment.
Especially during the economic downturn, applying revenue management
properly is essential for the airlines to survive. Studies of revenue management
began more than 30 years ago. American Airline first created the “Super Saver”
air tickets with capacity‐controlled fares in 1977, and successfully generated
additional revenues (Hanks, Cross and Noland 2002). Orkin first stated in 1988
that instead of focusing on occupancy rate or average room rate, hotel manag‐
ers should try to maximize revenues. Kimes (1989) is one of the earliest pio‐
neers who have started to conduct researches on revenue management. She
clearly defined revenue management as a process of allocating the right type of
capacity to the right kind of customer at the right prices so as to maximize
revenues. From then on, revenue management is widely applied not only to the
airline and hotel industry, but also to restaurants, golf‐courses, and even casi‐
nos. In 1998, Kimes further introduced a sophisticated way to measure the per‐
formance of revenue management – revenue per available time‐based inven‐
tory unit (RevPATI). To be more specific, revenue per available room‐night
(RevPAR) is measured in the hotel industry, while revenue per available seat‐
mile (RevPASM) is used in the airline industry (Kimes, 1998). Compared with
the hotel industry and the airline industry, revenue management in the restau‐
rant industry is relatively new. Kimes, Chase, Choi, Ngonzi, and Lee (1998)
introduced revenue per available seat hour (RevPASH) to measure the per‐
formance of revenue management in restaurants. RevPASH can be achieved by
optimizing the restaurant’s table mix. However, if the new design of table mix
is not appropriate, both employees’ satisfaction and the number of customers
will decrease (Kimes and Thompson 2004).
Along with revenue management, “the rate fences method” was generated
by Hanks, Cross, and Noland in 1992 as the most strategic way to offer dis‐
counts when applying revenue management. Rate fences are a set of restric‐
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tions designed to allow customers to segment themselves into appropriate rate
categories based on their needs, behavior, or willingness to pay (Hanks, Cross
and Noland 1992), and rate fences can be categorized into physical ones and
non‐physical ones, of which physical fences include room type, view, room
location, and presence of amenities, and non‐physical ones include customer
characteristics, transaction characteristics, and consumption characteristics
(Kimes 2002).
A large number of studies have been conducted to examine customers’ per‐
ceptions of revenue management. Among these studies, one of the important
attributes is about fairness. Kimes (2002) states that perceived fairness is essen‐
tial to maximize long‐run profit, and she finds that customers believe raising
the price to maintain profit is fair, while raising the price to increase profit is
unfair, and they also feel that to remain at the same price while cost decreases
is fair.
Studies of customers’ perceptions of fairness in the restaurant industry were
conducted by Kimes and Wirtz in 2001. Kimes and Wirtz (2001) found that
nationalities of the customers significantly influence their perceptions towards
rate fences in restaurants. Demand‐based pricing in the form of coupons, time‐
of‐day and lunch/dinner pricing were perceived fair by restaurant patrons,
while weekday/weekend pricing was perceived as neutral to slightly unfair,
and table location pricing was considered neutral to somewhat unfair.
Besides, studies about customers’ perceptions of fairness in the golf industry
conducted by Kimes and Wirtz in 2002 found that arrival duration control
practices in the form of reservation fees or no‐show fees and demand‐based
pricing in the form of coupons, time‐of‐day and reduced tee time intervals
were perceived unfair to golfers, while time‐of‐booking pricing was considered
as neutral to slightly unfair, and varying price levels were felt unfair.
Moreover, there are also studies of customers’ perceptions of fairness in the
hotel industry. Choi and Mattila (2003) pointed out that when customers paid a
higher rate than other customers, they perceive the pricing practice less fair.
Reference customers used to compare room rates significantly influence cus‐
tomersʹ perceptions of fairness. Prices outcomes that are lower or higher than
expected did not significantly affect customersʹ perceptions of fairness. Giving
information about hotel room pricing practices while customers are making
reservation has positive impact on customersʹ perceptions.
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As for customers’ perceptions of fairness about revenue management ap‐
plied to Internet booking, Huang, Chang and Chen (2005) found that customers
do not favor revenue management practices on the Internet, and they believe
that to sell a product on the Internet for the same price as it is sold through
traditional channels is not fair. However, the number of studies of customers’
perceptions of fairness in the airline industry is relatively smaller, because
revenue management has been employed in the airline industry. The applica‐
tion of revenue management has a relatively longer history compared with that
in the hotel, restaurant, and other service industries, and it is widely accepted
by customers. Studies of revenue management about customers’ perceptions
have been focused more on fairness. Therefore, from the marketing perspec‐
tive, this study will design an airline ticket from Beijing to Hong Kong for the
Chinese market using a conjoint analysis in consideration of customers’ prefer‐
ences of a set of rate fences.
Business travelers are less price‐sensitive compared with leisure travelers in
that they have no or little control over the date or the length of stay on their
travel, while leisure travelers, on the contrary, are more price‐sensitive and
flexible about the date and the length of stay, and thus are chosen as the re‐
search object in this study.
The conjoint analysis is chosen as the main approach to the exploration of
the research questions. In accordance with this, convenient sampling is em‐
ployed in which 300 to 400 questionnaires will be collected in some popular
tourists’ sites in Hong Kong, such as the Peak, the Star Avenue, and duty‐free
shops as well. All the questionnaires are expected to be completed and col‐
lected within 4 weeks.
The questionnaire is composed of two parts, with the first part serving the
research sub‐questions and the second part asking demographic questions.
Combined with four kinds of prices, three types of rate fences including ad‐
vance purchase, refundability, and changes allowed are presented in the first
part. All rate‐fences come from real travel websites Tickets.com, and collected
on January 27, 2010. The air fares are weekend roundtrip fares from Beijing to
Hong Kong with a departure day of March 5 (Friday) and a return day of
March 7 (Sunday), 2010. Each type of rate fences includes several factors. For
example, there are the 14‐day advance purchase, the 21‐day advance purchase,
and the 30‐day advance purchase in the “Advance Purchase” category. Also, in
the “Refundability” category, no refund, full refund at 200 RMB, and full re‐
fund at 450 RMB are presented, whereas in the “Change” category, there are
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the “non‐changeable”, changeable with RMB 180 each way, and RMB 500 each
way. 25 combinations are generated by SPSS within which 2 combinations are
repeated. Therefore, 23 combinations are presented in the questionnaire. A
conjoint analysis will be conducted to figure out all kinds of possible combina‐
tions of rate fences, and respondents are asked to rank the combinations ac‐
cording to their preference from 1 to 23. Utility scores will be used to figure out
the most preferred combination rated by all respondents, and relative impor‐
tance scores will be used to find out the most important factor which affects
respondents’ decisions.
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ABSTRACT
In the paper we introduce the slow city concept and its potential for tourism. In order
to exemplify the features of a slow city, two cases are examined in this study. One of
them “Orvieto” from Italy is an old example of slow cities and the other “Seferihisar” is
a new and the only example from Turkey. Slow city movement was formed in 1999
based on the principles of slow food movement. It emphasizes the local distinctiveness of a city, aims to conserve natural, cultural and historical features and assets
which give character and identity to a place and to build a sense of belonging for the
citizens. Slow city charter covers many aspects of urban design and planning. In promoting ‘quality of life’, slow city initiatives mainly focus on gastronomic and aesthetic
experiences and hospitality. Therefore cities which are accepted as slow city also provide good opportunities for the development of sustainable tourism. Slow city movement requires the collaboration of various actors such as the local authorities, NGOs
and the public. Ministry of Culture and Tourism is supporting the activities of slow city
candidates and accept that it would be a good opportunity for the rehabilitation of
overall qualities of the cities and tourism development.
Key words: slow city, Seferihisar, Orvieto, cities

INTRODUCTION
Modern living conditions and globalization reveal a new life‐style. The new
forms of life have their own dynamics. Cities become places where people have
to live faster. On the one hand development of new technology brings speed to
various areas of life like transmitting information, transportation etc. on the
other hand people have less time even for ordinary daily life routines or leisure
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and tourism activities. As a result globalization causes consumerism based
stereotype human behaviors and standard or similar places. Rapidly develop‐
ing cities are subject to changes in physical, social and economic structures. It
can be observed that physical features of the cities as well as local qualities,
products etc. are transformed hastily in many parts of the world. The rapid
change sometimes produces negative effects such as loss of original character
or degradation of quality of life.
In order to form a new approach to overcome the negative effects of current
developments, the slow city movement began in October 1999 when four Ital‐
ian towns started to apply the ideas of Slow Food to urban planning. The Slow
City movement (or Cittaslow movement) originated in Greve, a small town in
the Chianti region of Northern Italy, and it received a sensational response
from urban dwellers. Since then almost 111 cities have joined and are commit‐
ted to implementing a charter and adhere to a criteria list (Mayer and Knox
2009). The Slow Food movement was officially launched in 1989 with a mani‐
festo that states its aim as “rediscovering the flavors and savors of regional
cooking and banishing the degrading effects of fast food. In broad terms, both
organizations are in favor of local, traditional cultures, leisurely consideration,
enjoyment, and conviviality.
Slow city emphasizes local distinctiveness in a context of globalization and
seeks to improve quality of life locally. It aims to achieve this by globally dis‐
seminating a model for local governance which is adopted by its accredited
members (Pink 2008). The goal is to foster the development of places that enjoy
a robust vitality based on good food, healthy environments, sustainable econ‐
omies, and traditional rhythms of community life (Cittaslow 2006; Mayer and
Knox 2009). These ideas led to a Charter that leans heavily towards the fos‐
tering of conviviality and the promotion of high‐quality local produce. The
charter represents the broader philosophy of the movement and should be read
as a blueprint or a roadmap for future urban development. It outlines the
obligations for a Slow City regarding environmental protection and
sustainability, as well as quality of life, conviviality, and hospitality (Mayer and
Knox 2009).
In promoting ‘quality of life’, slow city initiatives mainly focus on gastro‐
nomic and aesthetic experiences, while ‘quality of life’ is rarely conceptualized.
Constituting a focus in public policy and community programs in Europe,
‘quality of life’ has until recently focused on living standards measured in ma‐
terial wealth, health, housing, employment, working conditions, education and
security, and has often been economic and quantitative in outlook (Marshall
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1998; Loades 2005). This means that the Charter also covers many aspects of
urban design and planning. Candidate cities must be committed not only to
supporting traditional local arts and crafts but also to supporting modern in‐
dustries whose products lend distinctiveness and identity to the region. They
must also be committed to the conservation of the distinctive character of their
built environment and must pledge to plant trees, create more green space, in‐
crease cycle paths and “pedestrianized” streets, keep piazzas free of advertis‐
ing billboards and neon, ban car alarms, reduce noise pollution, light pollution
and air pollution, foster the use of alternative sources of energy, improve pub‐
lic transport and promote eco‐friendly architecture in any new developments
(Mayer and Knox 2009).
REQUIREMENTS TO BE A SLOW CITY
There are 60 criteria for the enrolment of a candidate town into the Slow City.
The 60 criteria are grouped into six headings (or families) and are written as a
code of tangible and verifiable conduct. According to these principles and
measures, Slow Cities are cities that implement an environmental policy de‐
signed to maintain and develop the characteristics of their surrounding area
and urban fabric, placing the onus on techniques of recovery and reuse. (Miele
2008).
Environment: Cittaslow (slow city) aims to support initiatives that benefit
wildlife, landscape, cultural heritage and the environment. This involves en‐
couraging activities that will enhance and improve measures relating to envi‐
ronment, for example air and water quality, composting, light pollution, alter‐
native sources of energy, electromagnetic systems, and Local Agenda 21 issues
(www.disscouncil.com). Some criteria about environment (Mayer and Knox
2009):








System for air quality testing and reporting
Programs in support of new composting technologies, support for
composting in individual households
Support for alternative, renewable energy sources in the city
Local ban of genetically modified foods and organism in agriculture
Water management: Protection of drinking water, sewage treatment,
and use of rain water
Programs eliminating negative influences on urban design, i.e. aes‐
thetically displeasing advertisements
Control systems and measures to limit electro smog
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Prevention of noise and measures to reduce noise
Light pollution measurement and prevention

Infrastructure: Cittaslow aims to encourage people to live and enjoy life at a
human pace, and to provide an infrastructure that helps all people savour and
enjoy life and what it has to offer. (www.disscouncil.com). Some criteria about
infrastructure (Mayer and Knox 2009):


Urban revitalization and historic preservation



Programs to minimize traffic and support of a pedestrian environment
and alternative mobility (bike paths, public transportation, traffic calm‐
ing, etc.)



Access and availability of public spaces for the handicapped



Family‐friendly city: Support of social services to all socioeconomic
groups



Provision of sufficient public green spaces within the city



Regulations for delivery traffic



Implementation of a schedule of opening and closing hours for the
commercial interests of the town that is in keeping with the needs of
the citizens



Citizen‐friendly opening hours for city offices



Existence of a Slow City information office

Quality of urban fabric: Cittaslow aims to promote the maintenance, conser‐
vation and enhancement of historic areas, buildings and artifacts of cultural
and local significance and their sympathetic re‐use (www.disscouncil.com).
Some criteria about Quality of urban fabric (Mayer and Knox 2009):


Promotion of eco‐friendly architecture



Use of recyclable containers in public structures



Effective litter and waste management



Use of sympathetically designed litter bins



Use of containers for refuse and their removal according to established
timetables



Support and maintenance of region‐specific plants in public and pri‐
vate spaces



Programs to catalogue and protect trees and green spaces



Development of a city‐wide internet‐based network for citizens (Web‐
page, e‐government, etc.) and advertisement of these efforts
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Encouragement of local produce and products: Cittaslow aims to encourage city
to be a town where traditional crafts and skills are still in use and where you
can buy locally made goods and local produce in season. Cittaslow wants to
encourage a healthy community where healthy living and eating are seen as an
important goal (www.disscouncil.com). Some criteria about encouragement of
local produce and products (Mayer and Knox 2009):
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Existence of a policy for facilitating visitor access during events and
celebrations.



Availability of guarded car parks in areas near the city centre



Existence of brochures to the “slow” guide to the city



Slow tours in the city



Existence of a web‐based homepage



Programs to support organic agriculture and certification of products.
Ban of genetically modified products



Protection of and support for products and production techniques rep‐
resenting local tradition



Implementation of concepts for use of local products in local restau‐
rants (including refectories and cafeterias)



Educational programs about food, nutrition and taste in cooperation
with Slow Food



Slow Food project for the preservation of unique local foodstuffs and
traditional production techniques in danger of extinction





Implementation of an annual census of local products

Existence of programs to involve citizenry in the implementation of
Slow City philosophy and criteria





Creation of market opportunities for natural and local products (i.e.
farmer’s market, etc.)

Extensive public relations efforts about Slow City



Initiatives to encourage the protection of local products and handicrafts



Implementation of programs that emphasize and conserve local cul‐
tural traditions and events

Hospitality: A key aim of the Cittaslow program is to create and protect jobs
in small independent retail and tourism businesses and ultimately to safeguard
businesses in the retail and tourism sectors. These supporting projects aim to
improve tourism in the target wards and which would lead to increased num‐
bers of visitors to town (www.disscouncil.com). Some criteria about hospitality
(Mayer and Knox 2009):


Education and training of city staff about Slow City ideas and pro‐
grams



System for verification that local government and local businesses are
honest in their signage and that there is no false advertising



International signage and sustainable urban design concept for signage



Existence of well‐marked tourist routes with information and description



Policies for hospitality

Slow city awareness creation: The vision is for slow city and the target hinter‐
land wards to become an exemplar in the implementation of Cittaslow. It is to
raise the profile of Cittaslow in the community, showcase Cittaslow, make
Slow City activities evident to residents and visitors and facilitate community
engagement and volunteering in Cittaslow projects. Cittaslow is an approach to
life which aims to respect the small realities of daily life and encourages people
along a less frantic path (www.disscouncil.com). Some criteria about Cittaslow
awareness creation (Mayer and Knox 2009):

EXAMPLES OF SLOW CITIES
Orvieto: Slow Food, Slow Worship, Slow Tourism, Slow Leisure Time and
Slow Energy
Orvieto is a small town located in the southern part of the Umbria region, in
central Italy. It has a long history, originally founded by the Etruscans and
called Velzna. Nowadays, there are many remains and traces of the different
people who have inhabited this town in the past 3000 years, but its contempo‐
rary unique urban layout is still the one that was achieved in the 13th and 14th
centuries, with its public buildings of tufa stone and churches, even though
they co‐exist with classic facades and elegant buildings, that have been added
through the 16th century and later in the 19th century, when the town was re‐
newed and the medieval fabric integrated with new palaces and churches de‐
signed by famous architects of that time (Miele 2008).
Nowadays, 10.000 people live in the city itself and another 15.000 in the val‐
ley and in the surrounding hills. In 1999, Orvieto was one of the founders of the
association. Orvieto slowness is enacted in many objects, practices and spaces.
However, preservation is not the only way in which ‘slowness’ is performed in
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Orvieto, but ‘new’ slow practices, objects and spaces have been invented, pro‐
liferating and co‐existing next to the old ones, and this is probably a most inter‐
esting ‘product’ of slow city (Miele 2008).

usage of local, organic ingredients is mainly realizable for people who are af‐
fluent, ‘culturally educated’ and, importantly, have the time for a ‘slow life‐
style’ (Loades 2005).

In Orvieto, the most renowned slow ‘objects’ are its local foods and wines.
So new slow practices of hospitality linked to rural tourism have proliferated
around the old ones of making wine and typical foods. The Palace of Taste is a
building and an initiative that was established for supporting events and mani‐
festations that promote the culinary identity of the town. It can be defined as a
space for both preserving and imagining slowness. It is a meeting point for
food and wine producers, public institutions and private enterprises (restau‐
rants, canteens, supermarkets), for fostering research activities to preserve local
breeds, endangered fruit and vegetable varieties and for a systematic census of
typical cured meats, cheeses, typical animal breeds, local fruit and vegetable
varieties and fish (Miele 2008).

Seferihisar

The revision of school meals was the first initiative that Orvieto undertook
when it became a Slow City in 1999. Since then, particular attention has been
dedicated to creating opportunities for children’s taste education and, through
food, to increasing their awareness and knowledge of the environment in
which they live. An example of a recent initiative in this direction is the plan
for the children’s summer activities proposed by the Palace of Taste (Miele
2008).
Orvieto’s Slowness is also enacted in many other ways. Some of them ad‐
dress a concern for the sustainability of the economic activities, such as the ini‐
tiatives for the gastronomic tourism and slow‐hospitality that are centered on
the identity of the place as in the so‐called Events of Taste and the renowned
international gastronomic and music festival Umbria Jazz Winter. Other initia‐
tives address directly the quality of life of its inhabitants with the preservation
and valorization of long‐lasting traditional worship practices and traditions of
conviviality. Other recent initiatives in Orvieto speak directly to the search for
new opportunities to increase the awareness of living in a Slow City and ad‐
dress the quality of free time of its inhabitants (Miele 2008).
Slow city is better perceived as a societal project in which a whole town
adopts the ideology of ‘slow living’. Although to most Italians food and wine
are important markers of locality which symbolize ‘quality of life’ and sensual
pleasure, adopting the particular type of ‘slow lifestyle’ promoted by slow city
requires not only cultural and economic assets, but importantly time. Slow
city’s focus on ‘slow’ consumption and preparation of food and wine, and the

Seferihisar is located in the southwest of the İzmir and Aegean Region. The
oldest settlement in the Seferihisar is called as Teos and it is known that the
location settled down at B.C 2000 by the Cretan’s, escaping from Aka people,
also this is a town of Kayra people. So it can be presumed that region is used
from 4000 years. Agriculture and tourism are the basis for economical activi‐
ties. The strengths of Seferihisar is its tangerine and also broad resources of
sun, geothermal and wind energy and its historical heritage (www.seferihisar.
bel.tr).
Seferihisar is the first and the only slow city in Turkey. It is the first city
which applied to the Citta Slow Committee for the membership. After having
an examination period for the fulfillment of 60 criteria for certification, Seferihi‐
sar deemed to be a slow city. Seferihisar is going to be the center of slow cities
in Turkey that means other candidate cities will first contact to Seferihisar for
their acceptance. Being supported as a slow city by most of the residents and
with the efforts of the municipality Seferihisar manages to proceed for the ful‐
fillment of the conditions of slow cities. With this perspective Seferihisar has
defined a roadmap and has started to implement them. In this framework sev‐
eral studies made for investigating the quality of air water and soil in order to
make the parameters consistent with the slow city requirements.
On energy consumption, solar power is planned to be used for street light‐
ing as a first step.
A system was formed for the effective management of litter and waste dis‐
posals by providing the collection of litter separately according to its material
like glass, metal, plastic, paper etc. at source. In addition for the development of
this system a number of conferences and campaigns are planned to be organized.
For the revitalization of local economy and tourism “Seferihisar Village Ba‐
zaar” is organized for the marketing of natural and organic products. Local
farmers and cooperatives are encouraged to produce and sell their products at
village bazaar without paying an extra to the municipality.
For the renovation of cityscape of Seferihisar painters from the town and
İzmir started to work for building a characteristic image by using the color
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element on the facades and plant material. The results of the study will be
shared with the Chambers of the Architects and Landscape Architects for im‐
plementation.

would promote the entire city. These changes will make Seferihisar a model for
Turkey” (www.baktabulum.com/english‐world‐news).

With the collaboration of Chambers of Artisans and Craftsmen, some pro‐
grams and meetings are organized for the conservation of local arts and hand‐
crafts which are facing extinction.

THE POTENTIAL OF SLOW CITY MOVEMENT FOR TOURISM ACTIVITIES

An education program is planned with Dokuz Eylül University to increase
the awareness of local people on tourism and hospitality as well as capacity
building on the concept of slow city. In schools establishment of fruit and vege‐
table gardens are planned, the participation of students to growth and con‐
sumption of the foods is aimed as to give the new habits for the student’s adult
life.
Stories of the town which are unknown or forgotten are collected from the
elderly people to build a social history about Seferihisar.
For the presentation and advertisement of Seferihisar Slow City the prepara‐
tion of a web page is underway.
A special dish called “nohutlu mantı” is introduced and promoted as the
typical food of Seferihisar. Boutique hotels are encouraged instead of huge hotels.
While becoming a slow city Seferihisar has experienced the obstacle of lim‐
ited economic sources. However Local authorities are very eager to take steps
and transform the city to build a new identity which has roots in to the history.
By setting up a free wireless connection for all residents, the municipality at‐
tempts a democratic governance and aims increasing the participation of peo‐
ple in a transparent administration. It is planned to broadcast the city council
meetings along with the municipality council live on the internet, so the expan‐
sion of computer usage is one of the main goals.
In addition the municipality is planning to provide other educational pro‐
grams to craftsmen in the district, especially for the ones working in the service
sector (taxi drivers and salesmen etc.). These programs intend to enhance the
skills of appropriate behavior, language and communication towards the visi‐
tors. All the initiatives are performed to make Seferihisar an attractive hot spot
for domestic and foreign tourists. The city mayor states that “generally in Tur‐
key, tourism agencies organize mass tourism, which prevents the promotion of
the city by stuffing tourists in certain hotels; however, if the slow city project
goes successfully, Seferihisar would be an important point of tourism which

The proposals of slow city movement are in line with the principles of sustain‐
ability. The qualities of the place emphasized with slow city concept are also
very important for a healthy tourism development which aims the protection of
natural and cultural environment and a controlled development of resources at
the same time. Slow city movement can provide an additional attraction for
tourism by adding extra quality standards and labels. Therefore it is expected
to bring a positive incentive for tourism development in Turkey. Slow city
movement can be related to ecotourism as well. On contrast to mass tourism or
sun and sand tourism, eco tourism is sensitive towards the use of natural and
cultural resources. In general tourists who attend ecotourism activities have
awareness for the protection of the environment. In slow city movement there
is a similar expectation for the user profile. Slow city movement provides op‐
portunities for tourism by increasing identity and taking precautions for the
rehabilitation of irregular developments in cities. Slow City movement helps
cities to improve its own unique fabric within some significant rituals. One of
the six main headings of being a slow city is hospitality of which is also the
main feature of Turkish people and an important attraction factor for tourists.
The provision of international signage and existence of well‐marked tourist
routes and guidance with brochures of “slow city” are the initiatives that help
to increase tourist appeal and so the urban development.
CONCLUSION
Slow city rooted by slow food movement is an opposite attitude of current ri‐
tuals. It uses traditional resources with the integration of technological tools.
The increasing demand for natural areas, traditional cuisine, renewable energy
resources, green spaces and tourism opportunities cause to the spreading posi‐
tive impacts that many cities now are willing to be a member of the network.
Slow city concept is a way of thinking in essence, it gives value to people and
the place, supports the authenticity of the city, reinforces the production of lo‐
cal food and handcrafts and protects the environment. Slow city movement
requires the collaboration of various actors such as the local authorities, NGOs
and the public. Ministry of Culture and Tourism is supporting the activities of
slow city candidates and accept that it would be a good opportunity for the re‐
habilitation of overall qualities of the cities and tourism development. People
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are struggling to find a place with tranquility and peace. Slow city movement is
a good chance to enjoy life without hurries and worries and fell all the qualities
of the environment.
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