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Preface  

These proceedings represent the work of contributors to the 2nd International Conference on Tourism 
Research (ICTR 2019), hosted by University Portucalense on 14-15 March 2019. The Conference Chair is Dr. 
Cristina Sousa and the Programme Chairs are Dr. Isabel Vaz de Freitas and Dr. Jorge Marques, all from 
Portucalense University. 

ICTR is now a well-established event on the academic research calendar and now in its 2nd year the key aim 
remains the opportunity for participants to share ideas and meet the people who hold them. The scope of 
papers will ensure an interesting two days. The subjects covered illustrate the wide range of topics that fall 
into this important and ever-growing area of research. 

The opening keynote presentation is given by Prof Greg Gardner, State University of New York, who will talk 
about The Importance of The Past in an Uncertain Future. Then an afternoon keynote will be given by Dr. 
Hajnalka Csáfor, Eszterházy Károly University, Eger Hungary, on the subject Developing a Dual Education 
System in Tourism Studies. The second day of the conference will open with an address by Dr. Sanna-Mari 
Renfors, from the Satakunta University of Applied Sciences (SAMK), Finland on the topic of Opportunities for 
sustainable development of coastal and maritime tourism: The case of Finland. 
 
With an initial submission of 124 abstracts, after the double blind, peer review process there are 41 Academic 
research papers, 3 PhD research papers, 1 Masters Research paper and 1 work-in-progress paper published in 
these Conference Proceedings. These papers represent research from Austria, Brazil, Canada, Czech Republic, 
Egypt, Finland, Hungary, Italy, Japan, Latvia, Poland, Portugal, Slovakia, South Africa, Spain, Switzerland, 
Tanzania, United Arab Emirates, United Kingdom and United States of America.  
 
We hope you enjoy the conference. 
 
Cristina Sousa 
University Portucalense  
Porto, Portugal 
March 2019 
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Abstract: This paper considers the facilitators and barriers impacting human resource management (HRM) devolution in 
hotel properties in a Canadian city as perceived by upper managers, line managers and human resource practitioners. 
Human resource management devolution is a process where traditional HRM practices such as interviewing, selection and 
training are passed from HRM specialists to the line managers, those responsible for day-to-day operations. Interviews 
were conducted face to face with general managers, human resource managers, and line managers and were recorded and 
transcribed for thematic analysis.  Results identified the main facilitators as providing support and training, and 
establishing HR systems and procedures. Barriers included lack of time, high workloads, and lack of training. Findings 
highlight the importance of context in learning and human resource management devolution. Implications for managers 
are that awareness and communication of the goals and strategies of HRM devolution are important, and training and 
support increases effectiveness. Due to the uniqueness of hotel properties such as their 24 hour operating hours and 
fluctuating seasonality and demand cycles, access to HR expertise may need to be customized by property. The changing 
dynamics of the international hotel industry and the forecasted labour shortage make it imperative that we understand 
how human resource practices are implemented and the resulting impact on the employees in this industry. 
 
Keywords:  human resource management, HR devolution, hotel management, barriers and facilitators to HR devolution 

1. Introduction 
Human resource management (HRM) devolution, is a process whereby traditional HRM practices such as 
interviewing, selecting, and training, are passed from HRM specialists to line managers (LMs) (Hall & 
Torrington, 1998). HRM devolution has become of increased interest, has been increasing in organizations 
(Kulik & Bainbridge, 2006; Perry & Kulik, 2008) and is a trend that is continuing (Herington, McPhail, & 
Guilding, 2013). A recent review by Blayney, Cormier-MacBurnie, & Young (2018) indicated that HRM 
devolution is occurring in numerous organizational types around the world, although much of the research has 
focused on large organizations. 
 
The research on HRM devolution has examined its drivers, which include cost control (Brewster & Larsen, 
1992; Lawson, Mouly, & Dakin, 1999; McGuire, Stoner, & Mylona, 2008) and accountability (Lawson, Mouly & 
Dakin, 1999; McGuire, Stoner & Mylona, 2008) among others. Some have examined advantages including 
improved reputation for HRM practitioners (Kulik & Perry, 2008). Others have discussed disadvantages of HRM 
devolution such as having line managers (LMs) take on more responsibility for learning and having HRM 
learning specialists becoming more marginalized (Gibb, 2003). HRM devolution within organizations can be 
uneven (McGovern, Gratton, Hope-Hailey, Styles, & Truss, 1997) and increased workloads and stress for line 
managers can ensue (Hutchinson & Purcell, 2010). Others have examined the level to which HRM is devolved, 
to senior managers (Whittaker & Marchington, 2003), to middle managers (Cascón-Pereira & Valverde, 2013; 
Conway & Monks, 2010), and to first-line managers (Purcell & Hutchinson, 2007; Ryu & Kim, 2013). Additional 
research has examined areas of HRM responsibility that have been devolved (Cascón-Pereira & Valverde, 
2013; Kulik & Bainbridge, 2006), types of HRM support that are provided to line managers (Evans, 2015; 
Lawson, Mouly & Dakin, 1999; Whittaker & Marchington, 2003), and effectiveness of HRM devolution (Azmi, 
2010; Ryu & Kim, 2013). 
 
This paper examines factors that impact HRM devolution, focusing on hotel properties in a Canadian context. 
The study’s research questions and methodology are presented and results are discussed with implications for 
hotel managers. No literature on HRM devolution in hotels in a Canadian context was discovered and this 
paper begins to address this shortage of research.  
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2. Literature Review 
The tourism and hospitality (THI) sector plays an important economic role in Canada and in 2012 it had 
revenues of $81.7 billion (CDN), but by 2017, tourism accounted for nearly 3% ($35 billion) of Canada’s GDP, 
and generated more than 700,000 jobs (Destination Canada, 2018; Government of Canada, 2018). Tourism is a 
growth industry with a rate of 11.1% compared to the world average growth rate of 3.9% (Destination Canada, 
2016, p. 11; Statistics Canada, 2018). In Canada in 2015 there were 8,178 properties, 447,586 rooms available, 
and 304,000 employees in the hotel industry. Hotel-supply growth rates have been positive with a forecasted 
growth rate of 1.5% in 2015 (Hotel industry fact sheet, 2016).  
 
THI operates in a turbulent, global environment and faces challenges such as global transparency, safety and 
security, sustainability, improving customer service, competition, and human resources issues, and changing 
technology (Dornan & Moufakkir, 2015). Given the size of the hotel sector, its growth, and the high levels of 
competition and rapid changes, managing human resources is important for all managers (Teague & Roche, 
2012). However, HRM devolvement has been uneven across organizations in terms of industry type, 
management level, HRM activities conducted by LMs, and by the level of support from HRM practitioners 
(Blayney, et al., 2018).  
 
Facilitators are those factors that make it easy to devolve traditional HRM practices to those in line positions in 
organizations. Table 1 provides an overview of 13 facilitators of HRM devolution identified in the literature. 
Facilitators most frequently mentioned included training for supervisors, having a positive attitude toward 
HRM, and support for line managers from HRM practitioners. The initial purpose of this paper is to examine 
facilitators of HRM devolution as perceived by upper-level managers, line managers, and HRM practitioners in 
hotels in a Canadian context. 
 
Barriers are those factors that make it difficult to devolve HRM practices to those in line positions in 
organizations. Table 2 provides an overview of 40 barriers to HRM devolution identified in the literature. Four 
barriers that were most frequently mentioned included heavy workloads/lack of time, line managers’ lack of 
HRM-related knowledge and skills/training, lack of alignment and coordination between HRM policies and line 
managers’ actions, and lack of support for line managers. The second purpose of this paper is to examine the 
barriers to HRM devolution as perceived by top managers, line managers, and HRM practitioners in hotels in a 
Canadian context. 

Table 1:  Facilitators of HRM devolution 
Facilitators identified Authors  
1. training for managers Cunningham & Hyman, 1995; Kuvaas, et al., 2014; Maxwell & Watson, 2006 
2. positive attitude to HRM Kuvaas, et al., 2014, McDermott, Fitzgerald, van Gestel, & Keating, 2015; 

Whittaker & Marchington, 2003 
3. support from HRM Gollan, et al., 2015; McDermott, et al., 2015; Whittaker & Marchington, 2003 
4. support from management Maxwell & Watson, 2006 
5. administrative support Maxwell & Watson, 2006 
6. perceived supervisory responsibility for HR 

activities 
Maxwell & Watson, 2006 

7. proper support materials Maxwell & Watson, 2006 
8. HR techniques and ideas Maxwell & Watson, 2006 
9. role clarity in HR delivery McDermott, et al., 2015 
10. collaboration in HR delivery McDermott, et al., 2015 
11. consistency in HR delivery McDermott, et al., 2015 
12. “clear lines of liaison and reporting” McDermott, et al., 2015, p. 287 
13. availability of effective and easy-to-use HR 

systems 
McGuire, et al., 2008 

Table 2:  Barriers to HRM devolution 
Barriers identified Authors 
Heavy workloads/lack of time to implement HRM activities 
 

Conway & Monks, 2010; Evans, 2015; Keegan, Huemann, & 
Turner, 2012; Larsen & Brewster, 2003; Maxwell & Watson, 
2006; McGovern et al., 1997; McGuire, et al., 2008; Nehles, van 
Riemsdijk, Kok, & Looise, 2006; Papalexandris, & Panyotopoulou, 
2005; Walker & Hamilton, 2011; Whittaker & Marchington, 2003 

LMs’ lack of HR-related knowledge and skills/training Evans, 2015;  Larsen & Brewster, 2003; McDermott, et al., 2015; 
McGuire, et al., 2008; Nehles, et al., 2006; Papalexandris, & 
Panyotopoulou, 2005; Walker & Hamilton, 2011 

2



Candace Blayney, Paulette Cormier-MacBurnie and Jeffrey D. Young 
 

Barriers identified Authors 
Lack of alignment and coordination between HRM policies and 
FLMs’ actions 

Evans, 2015; Herington, Mcphail & Guilding, 2013; Nehles, et al., 
2006 

Lack of support for LMs Conway & Monks, 2010; Evans, 2015; Nehles, et al., 2006; 
Walker & Hamilton, 2011 

Lack of/difficulty in monitoring LMs Evans, 2015; Papalexandris, & Panyotopoulou, 2005 
Lack of incentives for implementing HRM practices Evans, 2015; McGovern et al., 1997 
LMs’ unwillingness to perform HRM role Conway & Monks, 2010; Larsen & Brewster, 2003 
Difficult to train LMs Herington, et al., 2013; Papalexandris, & Panyotopoulou, 2005 
Conflict between LMs and HR Herington, et al., 2013; Srimannarayana, 2012 
Lack of access to/contact with HRM specialists; Lack of HRM 
support 

Keegan, et al., 2012; McDermott, et al., 2015 

Differences in view of HRM strategic initiative among HR and 
managers; 
LMs’ lack of delegation skills; LMs’ lack of learning-support skills; 
LMs’ lack of communication skills; LMs’ lack of time-management 
skills; LMs’ role conflict; LMs’ discomfort with coaching 

Maxwell & Watson, 2006 

Inherent conflicts in FLM role such as managing costs versus 
providing quality service 

Evans, 2015 

No agreement between managers about responsibilities to 
devolve 

Conway & Monks, 2010; Keegan, et al., 2012 

Fear of loss status by HR staff if HR work is done by others; Fear of 
HR staff of being replaced by technology; LMs’ fear of criticism for 
poor HRM performance; LMs’ fear of conflict with subordinates 
over HRM issues; LMs’ fear of poor advice from HRM specialists 

Papalexandris, & Panyotopoulou, 2005 

LMs don’t know about recent HRM developments; LMs lack a 
broad organizational or long-term view of HRM; LMs lack of 
ability in policy development in HRM 

Larsen & Brewster, 2003 

Centralized decision making;  
HRM managers and LMs do not share a sense of what devolution 
means 

Conway & Monks, 2010 

Cognitive and physical distance of HRM practitioners; HRM 
practitioners lack legitimacy; Resistance from powerful 
professional staff; De-professionalizing pressures on HR 
practitioners 

McDermott, et al., 2015 

Political pressures McGuire, et al., 2008 
Structural/cultural resistance; LMs’ failure to see benefits of 
devolution; Poor attitudes held by LMs regarding HRM practice; 
Differences in perspectives on LMS’ ability to practice HRM 

Cunningham & Hyman, 1995 

 
The findings reported in Table 1 suggest that different facilitators have been identified in different contexts. 
Perceived supervisory responsibility for HR activities was identified by those in hotels (Maxwell & Watson, 
2006), whereas consistency in HR delivery was a facilitator in a hospital context (McDermott et al., 2015), and 
availability of effective and easy-to-use HR systems was a facilitator in public-service organizations (McGuire, 
Stoner & Mylona, 2008). A similar view regarding barriers to devolution emerges from the findings reported in 
Table 2. Centralized decision making was a barrier to devolution in Irish health service organizations (Conway 
& Monks, 2010), LMs’ discomfort with coaching was viewed as a barrier in hotels (Maxwell & Watson, 2006), 
and political pressures were barriers in public-service organizations (McGuire, et al., 2008). 
 
Generic facilitators of HRM devolution arise in various studies. As seen in Table 1 facilitators such as training 
for managers are similar across different contexts such as public-sector and private-sector firms in 
manufacturing and services in Scotland (Cunningham & Hyman, 1995), government and non-government 
service organizations in Norway (Kuvaas, Dysvik, & Buch, 2014), and hotels in Scotland (Maxwell & Watson, 
2006). Positive attitude and support from HRM were identified by a large food manufacturer in the UK 
(Whittaker & Marchington, 2003), and a medical device manufacturer in Australia (Gollan, Kalfa & Xu, 2015).  
The material in Table 2 suggests that heavy workloads and lack of time to implement HRM and line managers’ 
lack of HRM-related knowledge and skills/training are somewhat generic barriers to HRM devolution. Further, 
there are devolution facilitators and barriers that are agreed on by managers within organizations (Maxwell & 
Watson, 2006). For example, provision of support material and maintenance of the program at hand were 
facilitators and short-term job pressures were barriers that human resource specialists and line managers 
agreed upon. The third purpose of this study is to examine facilitators of and barriers to HRM devolution in 
hotels to determine if they are unique or generic in terms of the devolution literature and/or relative to 
different managers within hotels. 
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Based on the literature review, the following guiding questions for this study ensue: 
 

1. What are the facilitators of HRM devolution as perceived by upper-level managers, line managers, and 
HRM practitioners in hotels in a Canadian context? 

2. What are the barriers to HRM devolution as perceived by upper-level managers, line managers, and 
HRM practitioners in hotels in a Canadian context? 

3. Are perceptions of facilitators and barriers held by managers in Canadian hotels generic or do they 
differ from perceptions of those in other contexts identified in the literature? Further, do perceptions 
of barriers differ among the various types of managers in Canadian hotels? 

3. Methodology 

3.1 Participants 
Participants in this study were employed by large hotels in Halifax and resorts outside of Halifax, Nova Scotia. 
The larger hotels were chosen due to the criterion of having a human resource department within their 
organization as human resource practitioners were one of our target participants. To facilitate accessibility for 
data collection, the selected hotels needed to be in the Halifax area or within driving distance. Five participants 
were upper-level managers (UMs) and were general managers of properties, five were human resource 
management practitioners (HRPs) (one of whom played a dual role and managed an additional area), and 24 
were employed as line managers (LMs) and managed various departments and/or supervised front-line 
activities. An interview guide, with nine open-ended questions, was used to collect participant responses 
however, this paper will focus on two of these questions specifically relating to barriers and facilitators to the 
devolution of human resources.   

3.2 Procedures 
The general managers of seven large hotel properties in the Halifax Municipality and adjacent areas were 
emailed letters of invitation that described the study, asked for their participation, and asked for their 
permission to contact and interview human resource and functional area managers. The managers of five 
properties agreed to participate in the interviews. The interview approach was used to enable rich data 
collection to give insights into the area of question (Marshall & Rossman, 1999).  This approach is similar to 
previous research in the area of human resources and devolution (Davis & Luiz, 2015; Herington, McPhail & 
Guilding, 2013; Link & Miller, 2015). All interviews were conducted by two of the authors from the fall of 2016 
to the spring of 2017. Interviewers met face-to-face with participants in their offices or work areas. In total 34 
interviews that lasted 30-60 minutes were completed.  This sample size of 34 was considered adequate for 
generating themes in exploratory analysis as previous research have used smaller numbers of participants 
(Davis, Luiz, 2015; Herington, McPhail & Guilding, 2013; Hsieh & Eggers, 2013) such as 13, 14 and 15 
participants respectively being interviewed. 
  
The literature review was used to develop the interview questions. Upper managers and line managers were 
asked two questions: (1) Are there any factors that make it easy for you to complete your HR work in your 
current role? Please describe. Any examples?  (2) Are there any factors that make it difficult for you to 
complete your HR work in your current role? Please describe.  Any examples? Human resource practitioners 
were also asked two questions: (1) Are there any factors that make it easy for line managers to complete their 
HR activities in their current jobs? (2) Are there any factors that make it difficult for line managers to complete 
their HR activities in their current jobs? Please describe. Any examples?  

3.3 Data Coding and Analysis 
Qualitative data analysis uses the inductive approach to reduce large amounts of text data and thematic 
analysis identifies patterns and generates emergent themes (Miles & Huberman, 1994). This is done by 
identifying repeating phrases which is the basis of thematic analysis. Broad categories are first identified from 
the transcripts and then patterns are found which help us to understand the data and its meaning. This 
method is similar to that of Herington et al. (2013) who followed Wolcott’s (1994) process of “three major 
phases: description (relying heavily on verbatim quotes from respondents), analysis (identifying important 
factors and themes) and interpretation (making sense of meanings in context).” (p. 71). 
 
The recorded interviews were transcribed, and then entered into MAXQDA. There were also notes taken 
during the interviews. The transcription was completed by a professional transcriber, and the first step of 
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analysis was each of the three researchers independently read the full transcripts highlighting themes from the 
two questions. A researcher trained in coding and a research student worked together and coded the 
transcripts. The progressive coding process involved first identifying and defining categories creating labels and 
descriptions with some examples of the text to illustrate the meanings. Next a hierarchical category system 
was used to indicate a ranking order. The three researchers then compared themes from reading the 
transcripts and reviewed the codings from MAXQDA. Subsequent discussions occurred among the three 
researchers to interpret the coded data and create themes and high agreement was reached. Group consensus 
was employed to resolve inconsistencies. Raw responses from the transcripts and notes taken during the 
interviews were used to add to the discussions. Over time and with multiple interactions among the three 
researchers, a hierarchy evolved in which the facilitators and barriers most often identified became apparent. 

4. Results and Discussion 
The first guiding research question asked, “What are the facilitators of HRM devolution as perceived by upper-
level managers, line managers, and HRM practitioners in hotels in a Canadian context?” Table 3 provides an 
overview of responses. The following is a summary with sample statements from the transcripts.  
 
UMs identified seven types of facilitators with having systems in place and support from head office both 
mentioned twice.  
 
Sample: 

having good HR practices in place, support from head office, and access to legal advice were important 
facilitators  

 
HRPs identified six facilitators, the most common of which were internal and external support and having 
policies and procedures in place.  
 
Sample: 

internal support was, for example, if line managers have questions then the HR person is there to help 
them. 

 
LMs mentioned 18 facilitators, the most frequently identified were having internal HR support (n=11), having 
HR resources available (n=10), receiving HR training (n=7), having technology available (n=5), and having 
policies and procedures in place (n=2).  
 
Sample: 

If I do have any questions I know how to get the answers and know I have the support that I need 
 
Table 3 shows a broad array of facilitators of HR devolution in hotels, somewhat more in number than 
identified in the literature review. Facilitators included access to legal advice, leading by example, using 
feedback from managers to establish new practices, building rapport with colleagues, allowing managers to 
maintain some autonomy in HR decisions, and suggesting that LMs remain approachable to subordinates and 
others. 

Table 3: Facilitators of HRM devolution 
Participant’s 
Position 

Responses 

UMs 
 

having systems/practices in place (UM2, UM3, UM5) 
HR support from head office (UM2, UM5) 
access to legal advice (UM2)  
having a positive attitude toward HR (UM1) 
leading by example (UM1) 
attending meetings results in people being focused (UM4) 
having an HR manager in place (UM5) 

HRPs 
 

support – internal and/or external (HRP1, HRP3, HRP5) 
policies and procedures (HRP4, HRP5) 
keeping an eye on probation periods and keeping managers informed (HRP1) 
buy-in from the team (HRP2) 
using feedback to develop new practices (HRP2) 
HR being there to assist (HRP4) 

LMs having internal HR support (LM2, LM4, LM8, LM9, LM12, LM15, LM16, LM19, LM20, LM21, LM22) 
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Participant’s 
Position 

Responses 

 having HR resources available (LM6, LM10, LM12, LM15, LM18, LM19, LM20, LM22, LM23, LM24) 
HR training  (LM6, LM7, LM17, LM18, LM22, LM23, LM24) 
technology (LM3, LM5, LM11, LM12, LM13) 
having policies and procedures in place (LM1, LM21) 
support of other managers local and regional (LM2, LM7) 
keeping up employee morale through HR actions (LM1); creating a sense of a team among all employees 
(LM17); employees engaged in community (LM5); accountability (LM11); external network (LM14); efficient 
hiring (LM14); flexibility with standards (LM10); rapport with employees and colleagues (LM10); coordination 
within organizations (LM9); past experience with HR practices (LM4); some autonomy in HR decisions (LM3); 
personal approachability required for HR role (LM22) 

 
The second research question asked, “What are the barriers to HRM devolution as perceived by upper-level 
managers, line managers, and HRM practitioners in hotels in a Canadian context?” Table 4 provides an 
overview of devolution barriers. 
 
UMS identified seven types of barriers with having too much work and too little time, established procedures, 
and communication difficulties all mentioned twice.  
 
Sample: 

I think the biggest one is time, I mean there’s a lot to do … I have to decide how I’m going to allocate 
my time 

 
HRPs identified six barriers, the most common of which were lack of time and too much work, mentioned four 
times.  
 
Sample: 

many managers were working managers and supervisors and some of those positions have gone away 
and so they just keep absorbing some of those additional things 

 
In response to the barriers question, six LMs indicated that there were no factors that made doing their HR 
work difficult. For example, LM4 said, “I don’t think so.” and LM5 responded, “No, not really. It’s great.” 
However, other UMs, HRPs, and LMs identified a variety of barriers to devolution, as presented in Table 4.  
 
LMs identified seven barriers, the most common of which were lack of time and staff and scheduling 
difficulties, which were identified by four LMs.  
 
Sample: 

there’s just not enough time in the day to complete all of those tedious paperwork tasks 
 
As with the facilitators, there is a broad array of barriers to HR devolution in hotels, but barriers were 
somewhat fewer in number than identified in the literature. However, the responses provided in Table 4 
suggest commonalities with the existing literature. For example, heavy workloads and lack of time identified 
by numerous writers (see for example, Evans, 2015; et al., 2012; Larsen & Brewster, 2003; Maxwell & Watson, 
2006; McGovern, et al., 1997; McGuire, et al., 2008; Nehles, et al., 2006; Papalexandris, & Panyotopoulou, 
2005) were also the prime barriers to devolution noted in this study. Other barriers noted in Table 4 included 
lack of training noted by others in the literature review (Evans, 2015; Larsen & Brewster, 2003; McDermott, et 
al., 2015; Walker & Hamilton, 2011). Further, barriers such as lack of alignment and coordination between 
HRM policies and LMs’ actions (Evans, 2015; Herington, et al., 2013; Nehles, et al., 2006) were noted in this 
study in terms of established procedures, communication difficulties, having to follow established policies, and 
differences in views across departments. 
The third guiding question of this study asked, “Do perceptions of facilitators and barriers held by managers in 
Canadian hotels differ from perceptions of those in other contexts identified in the literature? Further, do 
perceptions of facilitators and barriers differ among the various types of managers in Canadian hotels (i.e., 
general managers, line managers and human resource practitioners)?” 
 
The facilitators in Table 3 suggest commonalities with the existing literature. Having HR support (Gollan, Kalfa 
& Xu, 2015; McDermott, et al., 2015; Whittaker & Marchington, 2003), having HR systems and practices in 

6



Candace Blayney, Paulette Cormier-MacBurnie and Jeffrey D. Young 
 

place (McGuire, 2008), and training for line managers (Cunningham & Hyman, 1995; Kuvaas et al., 2014; 
Maxwell & Watson, 2006) were identified as facilitators. There are generic facilitators of HR devolution across 
various contexts and there were also shared facilitators identified in Table 3, including having systems and 
practices in place and having managerial and HR support. 

Table 4:  Barriers to HRM devolution 
Participant’s 
Position 

Responses 

UMs 
 

too much work and too little time (UM3, UM4) 
established procedures (UM2, UM5) 
communication difficulties (UM1, UM2) 
dealing with new issues such as technology (UM5) 
managing generational differences (UM5) 
inconsistent leadership (UM1) 
slow response from HR colleagues (UM2) 

HRPs 
 

lack of time and too much work (HRP2, HRP3, HRP4, HRP5) 
difficulties beyond the control of LMs (HRP1, HRP4) 
lack of training (HRP5) 
insufficient resources (HRP4) 
forecasting demands on properties (HRP1) 
technology problems (HRP3) 

LMs 
 

lack of time and staff (LM9, LM16, LM19, LM20) 
scheduling difficulties (LM3, LM7, LM9, LM24) 
having to follow policies (LM11, LM13, LM15) 
technology problems (LM8, LM9, LM12) 
dealing with difficult employees/people (LM2, LM22) 
dealing with different people (LM21, LM23) 
differences in views across departments (LM23) 

 
The barriers provided in Table 4 suggest that “having too little time and too much work to do” was a theme 
that was common across all three groups in this study, which is consistent with the literature (Evans, 2015; 
Keegan, et al., 2012; Maxwell & Watson, 2006; McGovern et al., 1997; McGuire, Stoner & Mylona, 2008; 
Walker & Hamilton, 2011; Whittaker & Marchington, 2003). It appears that some barriers to devolution are 
somewhat generic, for example, lack of time. However, each of the three groups also identified barriers that 
were different from those identified by the other groups and those identified in the research.  

5. Conclusions 
The limitation of this study is that it is based on a relatively small sample but facilitators and barriers to HRM 
devolution are numerous and there are some similarities within managerial groups and across organizations.  
 
Providing support and training to those managers expected to enact HR roles as well as establishing HR 
systems and procedures seem quite important to the success of devolution. It seems that generic barriers to 
devolution exist and include such factors as lack of time, high workloads, and lack of training. Overall we do 
accept that some facilitators and barriers might well be reasonably generic, but there are still some facilitators 
and barriers that are unique to some organizations and/or managers and context becomes very important.  
 
Implications for hotel operators and their managers are that awareness and communication of the goals and 
strategies of HRM devolution is important, and training and support increase effectiveness. 
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Abstract: This paper examines the mediating role of customer post service information between firm-customer 
interactions and New Service Development (NSD) across tourism firms. Themes in this study are drawn from the usefulness 
and the attention of Service Dominant Logic and Customer Dominant Logic, which envisage that, both the customer and 
the firm share knowledge and skills on a mutual benefit. However, only the customer context has been placed as the key 
benefit for most literature and less on a firm context. This study used a survey method to obtain data from a sample of 290 
tourism firms. Then the relationships of firm-customer interactions, customer post service information on new service 
development were tested through Structural Equation Modelling (SEM) in AMOS 23. Prior to that, the data was open up 
for factor analysis in order to confirm the measurement model. The findings reveal that both firm-customer interactions 
and customer post service information have a positive influence on new service development. The results further suggest a 
partial mediation of customer post service information on firm-customer interactions and new service development. 
Regardless of the partial mediation, the direct relationship of firm-customer interactions to new service development was 
weaker than the indirect relationship. This suggests that interactions are highly associated with the customer post service 
information which further helps in the development of new services. The study offers an extension of the theoretical 
understanding in interactions as applied in the service dominant logic. Apart from the exchange focus, interactions can be 
used as an information stimulation tool used for new service development across firms. Practically, managers should 
emphasize strong interactions with their customers in all stages of service production. This would influence their customers 
in providing post service information which is termed essential for the development of new services across industries. 
 
Keywords: Customer post service information, Firm-customer interactions, New service development and Tourism firms 

1. Introduction 
Several research papers have noted that interactions and customer information are essential in the 
development of new services (Alam, 2002; Fang, 2008; Taghizadeh, Rahman, and Marimuthu, 2018). Basically, 
the assumptions on this concept are derived from the value co creation among customers and the firm as joint 
parties that collectively work together for their mutual benefit through an exchange process (Vargo and Lusch, 
2004). This working stance originates from many other concepts such as market and learning orientations 
which have opened up for dipper customer engagement (Jaworski and Kohli, 1993; Slater and Narver, 1995).  
 
To-date the attitude of interacting and absorbing customer information has enslaved the service industry and 
raised more concern in the literature (Eide and Mossberg, 2013; Alam, 2013; Storey and Larbig, 2018). The 
study refers interaction to all the conversations taking place in the service process which in turn deliver 
customer information available for any further action. These conversations basically involve the exchange of 
information but, at times, also goods and services (Hornbæk and Oulasvirta, 2017). That is to say, referring to 
the tourism sector, customer service delivery is accompanied by many pre and post conversations which are 
termed useful for service rectification. Through such dialogues, the working firms get access to customer 
needs and possible solutions as related inputs for the NSD process which is nowhere else to be found except 
from customers (Nambisan, 2002). This suggest that by interacting with customers, the firms get access to new 
ideas, knowledge and other resourceful information which can facilitate a better new service development 
process (Matthing, Sandén, and Edvardsson , 2004; Fang, 2008; Storey and Larbig, 2018). 
 
Studies suggest a number of positive outcomes when customers are taken as part of key stakeholders in the 
NSD process. These outcomes include better product performance (Morgan, Obal and Anokhin, 2018); 
increased internal knowledge (Ramirez, et al., 2018), enhanced service design (Storey and Larbig, 2018) and 
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increased innovative capability (Belkahla and Triki, 2011). Regardless of such outcomes, explicitly interactions 
outcomes across the services industry lack empirical support but also this concept contains unclear definition.  
 
Hornbæk and Oulasvirta (2017) address a few aspects missing  in interactions studies such as lack of scientific 
and homogenous definition with more concepts being derived from human computer interactions as well as 
technology related interactions. Human to human related interactions studies have received little attention 
thus Hornbæk and Oulasvirta (2017) call for further empirical research work in service related fields with 
human- human interactions. Based on this suggestion and the theoretical support of interactions in value 
creation, this study aims at examining the mediating role of customer post service information between firm-
customer interactions and new service development in the context of tourism firms. With this objective, this 
paper proceeds with the literature review, followed by the research methodology and results. Thereafter the 
discussion, implication, limitation of the study and lastly the conclusion. 

2. Literature review                                            
Ever since the evolution of relationship marketing, the role of customers in several firm activities has been 
enormous. Customers play a great role in product and service modification and supporting the establishment 
of new services. Indeed the theoretical foundation regarding such customer roles has been dispersed and 
scattered in several disciplines. Mostly, interactions have been studied in communication and advertisement 
research, human computer interaction (Bødker, 1995; Hornbæk and Oulasvirta, 2017) and on technology 
related fields (Kirlik, 2006). In relationship marketing, the concept is at its infant stage (Vargo and Lusch, 2004; 
Heinonen et al., 2010). Therefore, the theoretical framework of this is derived from the service dominant logic 
and customer dominant logic which integrates interactions and customer activities as necessary aspects of 
value formation (Vargo and Lusch, 2004; Heinonen et al, 2010).  
 
Service dominant logic is relevant since it offers the importance of interactions as a medium to service delivery 
between the firm and the customers who exchange their skills and information for value creation. Similarly, 
the customer dominant logic embraces the customer’s activities, experiences and their life context in the 
service delivery process (Heinonen et al, 2010). Thus both theories intend to bring new managerial strategies 
that look at customers and the firm in a wider perspective. 
 
Empirically, the view of customers as a source of innovative ideas has its origin from the literature including 
von Hippel (1986) and Groth (2004). As users of services, customers share their needs and preferences to meet 
their desired wants; in such they offer the firm information related to the services and goods at the service 
environment. Ramirez et al., (2018) suggest that innovative ideas come from both the internal and external 
environment. While internally innovative ideas come from employees and other firm related personnel, the 
external innovative ideas are explained to be from customers, suppliers and even competitors. From 
customers, information is obtained through customer activities, experience and dialogues which later enhance 
value formation (Heinonen et al, 2010). Contacting and working in collaboration with customers enhances 
product performance as it enhances the understanding of user needs and reduced development costs (Urban 
and von Hippel, 1988). Not only that, this further increases the success on product development process 
(Laage-Hellman, Lind and Perna, 2014). 
 
From this perspective, the NSD not only rely on internal firm resources (Ramirez et al, 2018) but also on 
another three aspects. The first is the effectiveness and the ability of the firm to integrate its customer 
information. Second, its interactions and modes build to capture the information within the service context 
(Alam, 2002). Third is the relationship with the external parties (Vargo and Lusch, 2004). Thus, another study 
acknowledges that the more the firm links with its external parties the more it realizes its innovation (Laursen 
and Salter, 2006). 

2.1 New service development 
New service development is an aspect of innovation that is vital for building a firm’s competitive advantage 
(Schumpeter, 1934). Innovation literature regards NSD as the creation of new services or the modification of 
the available services for the purpose of meeting new customer demand, responding to customer preferences 
and building a firm’s innovative capacity (Matthing, Sanden and Edvardsson, 2004; Eide and Mossberg, 2013; 
Hjalager, 2015). Generally, innovation is referred to as the act of creating or improving firm products (both 
tangible and intangible); process; organization and markets (OECD, 2005). As such, the NSD art can take place 
in any form of innovation through to products being the final service output. Also, in the service process it may 
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include the ways in which services are delivered to include the approaches of delivery and tools of service 
delivery. In the organization forms, NSD is reflected in the structure of the firm, its service delivery culture and 
its management approaches. Moreover, in the market approach it covers the distribution systems, new 
markets and all sort of marketing approaches. Arguably NSD is embraced as one form of innovation taking 
place in the service sector. It exists in the establishment and design of new customer services, products, 
process, organization, markets and all sort of improvement associated with the service (OECD, 2005).  Overall, 
NSD has ruled the recent literature for its interactivity with several theories, industries and multiple firm 
advantages.  

2.2 Firm-customer interaction 
Firm-customer interaction is by far compulsory in the service industry. The reason being the inseparability of 
the services with its providers makes it more complex and dependent on many variables.  Interactions are the 
most vital element that make the service exchange process sustainable (Nambisan, 2002; Alam, 2013).  
 
Interactions act as the medium through which services are delivered and value is transferred from the service 
providers to the service users (Vargo and Lusch, 2004). According to the service dominant logic, both players 
contain value items and resources which need to be exchanged and create a mutual benefit amongst them 
(Vargo and Lusch, 2004). However, such resources and knowledge are scattered across several stages of 
interaction. According to Alam (2002), customer interaction is more intense at the initial stages during idea 
generation. At this point several information and customer ideas are extracted, which later in the analysis 
stage through sorting very fine and visible ideas pass to the next step. At several stages customers are involved 
in the whole process of service generation and value creation. Similarly, special customer interaction and 
involvement through lead users in specific stages of new product development reveal positive impact on new 
products/services (Gruner and Homburg, 2000).  Generally, firm-customer interaction is necessary for 
successful innovation (Im and Workman, 2004) and different modes of interactions result into specific types of 
innovation such as products, markets, process and organization (Eide and Mossberg, 2013). So we suggest 
that;  
Firm customer interactions have a direct positive relationship with new service development  

2.3 Customer post service information 
Customer post service information is broadly described as all information provided by the customers during 
and after service delivery (Nguyen Hau and Thuy 2016). This information is specific to the firm, employees, 
services, products and service process based on their own service experience. The information is vigorous for 
improving firms’ services and other marketing decisions (Chang and Taylor 2016). Recalling this in the 
customer dominant logic, customer post service information is cited as one of the customer experience 
moments that comes last after service delivery (Heinonen et al, 2010). Such information happens due to either 
service consumption; firms’ interaction experience in the service delivery process to create information and 
actions which customers offer to the service provider or others regarding their service experience (Heinonen 
et al, 2010). Other literature describes this as an extra role of customer behavior in the service industry which 
may include suggestions to service improvement, complaints, complements and appraisal towards the service 
and its service providers (Groth, 2004). Through such behavior, customer information has entrenched firms 
with significant benefits. These include enhancing product marketing speed (Fang, 2008) and facilitating new 
product performance (Chang and Taylor, 2016; Morgan Obal and Anokhin, 2018). Others are improving the 
firms’ innovative capability (Belkahla and Triki, 2011) and increased internal knowledge (Ramirez et al, 2018). 
All these, lastly facilitate the new service development process.  
 
Customer post service information mediates the positive relationship between firm customer interactions and 
new service development.  

3. Research methodology 

3.1 Data collection 
This study was conducted in the tourism sector while using tourism firms as the unit of analysis. Two types of 
firms namely tour operators and cultural enterprises were purposely selected because they were highly 
involved in the designing of new services for the past years but also they were the most involved with 
customers as far as tourism experience is concerned (TACTO, 2018, January 3rd).These were selected from 
three parts of Tanzania which carry out tourism more than in the rest of the country; Arusha, Kilimanjaro and 
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Zanzibar. Wildlife tourism from Arusha accounts for 30.9% of all tourist in 2016, while Beach tourism in 
Zanzibar occupies 22.7% and cultural and mountain climbing in Kilimanjaro occupies 12.4% of all tourists in 
Tanzania in 2016 (National Bureau of Statistics, 2017). The three regions account for a total of 72% of all 
tourists visiting Tanzania for that particular year.   
 
The population of these firms was determined using the online booking engine (Trip advisor) in which a total of 
960 firms were found. For this survey, a questionnaire was used to gather the required information from 
managers of the firms. Data was collected from 15th January to 31st March 2018 by three personnel namely 
the researcher and two research assistants. Each personnel was assigned to one region and the research 
assistants were trained to be familiar with the research objectives but also they were informed about the 
possible data collection setbacks like rejection. Systematic sampling method was used and a total of 480 
questionnaires were physically administered in the areas and 295 questionnaires were successfully filled in and 
collected. Out of these, 290 questionnaires met the quality for further analysis and 5 questionnaires were 
omitted from the sample for multivariate outlier problems. According to Hair et al., (2014), this sample size is 
adequate for both factor analysis and SEM. The data was cleaned and checked for outliers and multivariate 
assumptions to ensure non bias and influential results.  

3.2 Measures 
The questionnaire was developed from multiple scales used in the previous studies. New service development 
was measured in six items from Knowles, Hansen and Dibrell (2008). These items are intended to capture the 
extent to which firms seek information and implement NSD. The firm-customer interaction was measured in 
four items adopted from Rindfleisch and Moorman (2001). These items focused on how close customers and 
the firm service providers feel  to one another during and after services. Lastly, the customer post service 
information was measured in seven items adopted from Belkahla and Triki (2011) and Yi and Gong (2013).  
 
These items measured the extent to which the firm seek and act on customer after service information. All the 
variables were measured in the five Likert scales, one representing strongly disagree and five referring to 
strongly agree.  

3.3 Validity reliability  
Through confirmatory factor analysis, the study variables were checked for validity and reliability. Validity was 
measured by Average Variance Extracted (AVE) whereas all values were above 0.5, while construct reliability 
was all above 0.7 that indicates convergence/internal consistency (Hair, et al., 2014). The model fit met the 
minimum required value after model specification. Two items were dropped during model specification from 
NSD and Interaction. See Table 1. 

Table 1: Variables and Measures 
Variable and items Factor 

Loading 
AVE CR 

New service development   0.615 0.888 

Our company actively seeks new service processes from outside this organization. .866   

Within our company, we are able to implement new service processes used by other companies. .833   

Our company actively seeks new products from outside this organization. .802   

Our company actively seeks new business systems from outside this organization. .746   

Within our company, we are able to implement new business systems used by other companies. .656   

Customer post service information  0.620 0.920 

Tourists’ feedback helps us rectify new products/services after their diffusion. .863   

Collecting information about and from tourists allows us to be accurate in developing new products. .846   

We adapt and modify our new products/services on the basis of tourists’ feedback. .820   

We draw upon tourists’ suggestions to launch new products and services. .814   

When tourists encounter a problem during service, they let the service provider know.  .737   

 When customers receive a good service from the employee they comment on it. .646   

 If customers have useful ideas on how to improve service, they let the employee know. .626   

Firm customer Interaction  0.835 0.938 

The transfer of information about tourist needs and preferences takes place frequently. .956   
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Variable and items Factor 
Loading 

AVE CR 

We actively transfer information gathered from our tourists into the development team. .904   

If we feel that shared information by tourists is appropriate we seek further information during 
product/service improvement. 

.891     

N= 290;    Model Fit,  Chi square = 182.33;   df = 86;   X2/df = 2.12;  RMSEA = 0.062;  CFI = 0.97; GFI = 0.92 

Average Variance Extracted (AVE) was calculated according to Hair et al, 2014: p > 0.5; CR= Construct Reliability 

4. Results 

4.1 Descriptive statistics and correlations 
From the sample of 290 tourism firms the descriptive analysis indicates that tour operators represent 77% of 
the sample and 23% represent the cultural enterprises. Further observation depicts that tour operators 
represent a large group of the respondents, however, this was only 27% of its overall population. While 
cultural enterprises represent the minority group yet the 23% was equivalent to 47 % of its population. This 
suggests that by representation, cultural enterprises were highly represented compared to the tour operators.  
 
Among these firms 68% offer between 4 to 6 services and 32% offer equally below and above 4 and 6 services 
respectively. In these firms about 43% age between 7 to 14 years which represent the largest age group. 
However, there was one firm which was older than the rest aging 68 years. Generally the sample was 
characterized by small and medium size firms to the extent of 60%. These employ around 5 to 20 employees 
however in the sample there was one highly employing firm which had 800 employees. The average number of 
customers received by these firms range between 100 to 700 customers per year (45%), while 32% receive up 
to 99 customer and a few firms receive above 10,000 customers a year.  
 
According to the mean, standard deviations and correlations the dependent variable NSD shows a positive 
relationship with customer post service information and firm-customer interaction. Moreover with the other 
firm characteristics, NSD, customer post service information and firm-customer interaction are positively 
related to the number of customers, new services developed and the overall firm’s total services. Such results 
provide support for further analysis. 

Table 2: Correlations and Descriptive Statistics 
  Mean SD 1 2 3 4 5 6 7 8 

1.New Service 
Development 

3.88 .608 1               

2.Interaction 4.01 .576 .557** 1             

3.Post 
information 

4.11 .603 .568** .617** 1           

4.Firm Age 11.57 8.432 .097 .137* .077 1         

5.No. Employees 22.88 53.201 .048 .124* .078 .399** 1       

6.No. Customers 737.47 1500.82 .346** .361** .274** .315** .209** 1     

7.No. Services 5.00 1.618 .232** .261** .297** .275** .180** .407** 1   

8.No.New 
Services 

2.88 1.377 .260** .206** .250** .293** .150* .427** .422** 1 

**. ;  *.  Pearson Correlation is significant at p< 0.01;    p< 0.05 
SD.         Standard Deviation 

4.2 Testing hypotheses 
In order to test the hypothesis, SEM was utilized to examine the relationships between variables. SEM was 
appropriate because of its ability to test both the hypothesis and the mediation between variables and to 
properly confirm the significance of the results through bootstrapping. The analysis of the structural model 
was by assessing R2, the Critical Ratio, and the respective regression weights. The direct relationship between 
firm-customer interaction and NSD was significant and positive (0.377; p<0.001) with the critical ratio of 7.821 
greater than 1.96 and the total variance explained being 25%. This result indicates that as a firm interacts with 
its customers it has positive outcomes in its NSD and such interactions increase the rate of new services due to 
the assumed greater input from customers. Thus, the direct relationship is supported by such results. See 
Figure 1 below; 
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Figure 1: The Direct Relationship Results 

The indirect relationship was tested whereas customer post service information was used as a mediator of 
NSD and firm-customer interaction. Through bootstrapping it was confirmed that customer post service 
information partially mediates the relationship of NSD and firm-customer interaction (0.202; p<0.001) with the 
critical ratio of 4.187 greater than 1.96 and the total variance explained being 40%. The indirect effects result 
is significant on a two tail bootstrapping confidence (0.178; p<0.001) to indicate the indirect relationship and 
the occurrence of partial mediation since the direct relationship remains significant with reduced effect from 
0.5 to .27.See Figure 2 below; 
 

 
Figure 2: The Indirect Relationship Results (Mediated Model)  

5. Discussion of the findings 
The aim of the study was to test the mediation of the customer post service information on the NSD and firm 
customer interaction. The findings reveal that, in the presence of customer post service information, 
interactions become more useful in the new service development process across service firms. The 
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interactions ability create better positive results as they stimulate further information from customers during 
and  after their service process. The analysis and the results indicate that, NSD is well explained when a firm 
emphasizes on customer post service information rather than manipulating on basic interactions alone. Such 
results imply that, firms which focus on preparing their customers to provide more information on their 
service process have greater access to customer post service information. Reflecting this to the tourism sector, 
such results have as significant a contribution to managers in the service industry as  the recent  tourism sector 
which has been greatly depending on  customer reviews as they become more responsive to other 
experienced customer information. This information is basically significant as it has a pure feeling of the firm’s 
services and these customers represent a true picture of  exactly what exists in the services.  
 
These results are similar and in support of customer involvement in the innovation process according to 
Matthing, Sanden and Edvardsson, (2004). But also in Fang (2008) similar customer participation aspects have 
been noticed to improve products’ performance and their ability to be known in the market through 
customers. Along with such remarks Taghizadeh, Rahmen and Marimuthu, (2018) also suggest that both 
internal and external idea generation opportunities make a great contribution in value creation as such ideas 
become useful for service restructuring and redesigning. At the same time, interactions studies also emphasize 
the usefulness of interactions as a source of information to new service development process. Several studies 
note that interactions are a crucial part of the innovation process. According to Alam (2013) as customers 
interact with the innovation team, they offer new service ideas for better services. But also customer’s 
information during interactions can be used to reconcile some redesigning conflicts in the innovation process.  
 
Conclusively, both interactions and customers post service information are termed in this study as influencers 
of NSD, more specifically when interactions are used as a means to stimulate customer post service 
information and is later used as a mediator for NSD. 

6. Study implications 
Developing new services is an art and a strategic action that requires a high level of users (customers) self-
information and their overall engagement (Matthing, Sanden and Edvardsson, 2004; Alam, 2013). Customer 
self-information and their engagement has been viewed as a source of new ideas and suggestions that are 
useful for new service development and service improvement (Matthing, Sanden and Edvardsson, 2004).  
 
Recalling from the service dominant logic, interactions are means through which services are exchanged and  
value creation is enhanced (Vargo and Lusch, 2004; Lusch and Nambisan, 2015). In addition, the customer 
dominant logic suggests that, customers are the key resource in the service process as they facilitate value 
formation. That is to say firms that have a strong link with their customers and know how to position these 
customers, can access  useful  ideas, suggestions and comments for improving their services and easily create 
the new ones which better fit customer’s needs. These results give an insight on the use of interactions 
between the firm’s employees and the customers to facilitate the provision of after service customer 
information. This helps the process of making new services an easy task since the services developed reflect 
the customer experiences that come from their related interactions. In this way, firms end up creating quality 
services and offer their customers required satisfactions.  
 
Therefore, companies that strictly capitalize on interactions have a high possibility of obtaining more after 
service customer information which also in turn gives positive results in new service development. Since NSD 
involves the understanding of customer needs and preferences (Matthing, Sanden and Edvardsson, 2004), 
managers need to consider the proper means of improving the interaction’s quality and also create strategic 
mechanisms that will gather more information from their customers. Such strategic approaches may include 
enhancing active customer support systems which are easily tracked for information processing. But, 
moreover, managers may be enhanced through interactions to create a set of procedures that may help in 
shaping the overall customer experience and satisfaction.  

7. Study limitations and future research areas 
These study findings need to be interpreted with respect to the following limitations. First, the measurement 
scale used for firm-customer interactions was drawn from several different scales which may indicate 
inconsistency in the measure of interaction. Thus this study recommends the development of new scales to 
measure interactions as it has become one of the key concepts in innovation and value co creation. Second, 
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the study was sector specific in the tourism sector which is highly diverse with many business lines having 
different settings that may result in different business approaches, hence different practices which may affect 
results. Therefore, the study suggests the use of one specific firm type within a given service sector in order to 
make concrete similarities, differences and even generalization. Methodologically the study suggests the use 
of other multivariate analysis techniques in order to increase the reliability of the results. Finally we advise 
these results are interpreted with caution and future research should try to address these shortcomings in 
extending and supplementing the current results. 

8. Conclusion 
This study intends to propose a framework and empirical evidence on the relationship between firm-customer 
interactions, customer post service information and new service development. Our findings reveal that in the 
presence of customer post service information, firm-customer interaction has a strong, significant positive 
relationship with new service development. This positive significant relationship was also revealed in both 
firm-customer interactions and customer post service information to new service development. However the 
direct relationship was weaker than the mediated relationship. The study offers both theoretical and empirical 
contribution in understanding interactions and customers as applied in the service and customer dominant 
logics. Practically to managers the study underlines  the use of interactions in generating more customer post 
service information which ultimately could enhance the development of new services. Therefore, this study 
adds to the customer and interaction related literature to bring about the combination of factors that work 
best in the development of new services which is an important issue in the innovation literature.  
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Abstract:  This study aims to explore and understand the future human resources needs in the tourism industry and it is 
based on a sample of enterprises located in the municipality of Barcelos, belonging to the sector of tourism. This study 
focused on both skills, professional and personal, to be held by the collaborator, required by the business sector in the 
recruitment and personnel selection process and the means used for their recruitment and selection as well as vocational 
training programs. For this study, qualitative methodology was chosen throughout individual semi structured interviews 
and applying content analysis of data. The results allowed the development of the ideal profile of the tourist collaborator 
to the municipality of Barcelos as well as the characterization of the business sector and its recruitment and selection of 
personnel process. Regarding to the ideal profile, it should be qualified in the area of tourism, preferably at a degree level, 
detain written and spoken knowledge of the English language, hold ICT skills, specifically linked to the management of 
reserves, and should know the main attractions as well as the type of customers in the region where the company 
operates. It should also hold a presentable image and be helpful and empathic in relations with customers, flexible for the 
performance of multiple functions, availability of schedules, namely weekends and holidays and is punctual and assiduous. 
Regarding to the recruitment and the selection of the staff process, the most widely means used for recruitment are the 
spontaneous applications and job advertisements and in the selection of personnel the mean most used is the individual 
interview. In relation to vocational training, we have verified that the provided vocational training programmes were 
implemented in the workplace and focused, above all, themes like the type of products sold by the companies, attention to 
the client and pastry. 
 
Keywords: Barcelos; human resources; professional and personal skills; tourism; recruitment and personnel selection 
process 

1. Introduction 
The tourism sector is characterized by numerous activities, attractions and facilities developed to satisfy the 
different motivations of tourists on the various tourist destinations, presenting, over the last six decades, 
continuous growth and diversification, making it one of the largest and fastest growing sectors in the world 
and affirming itself as a motor for social and economic growth (United Nations World Tourism Organization, 
2008, 2016). 
 
The contribution of the sector to the world employment has proved to be growing and to be relevant, 
representing, in the year 2015, in a direct way, about 3.6% of the total number of worldwide jobs and in a 
directly, indirectly, and induced way, about 9.5% of the total number of world jobs. In the year 2026, the direct 
contribution to the world employment should be around 4% and directly, indirectly, and induced way should 
represent about 11% (World Travel & Tourism Council, 2016). 
 
Given the importance of human capital in tourism, the present study has as main objective feature the ideal 
profile for the candidate or collaborator of the tourist sector of the municipality of Barcelos, seeking to specify 
the professional and personal skills to detain more valued by the business tissue. It is also intended to feature 
the company's economic activity, in particular, the number of workers and turnover, their human resources 
with regard to the means used in the recruitment and selection process of the staff, the vocational training 
processes and the future recruitment needs. 

2. Literature Review 

2.1 Human capital and its skills 
Competencies represent personal characteristics or inputs that are seen as any individual inherent behavior 
resulting in better outputs or performance in a working situation, that is to say, the outcome that results from 
the relationship between the application of individual attributes (knowledge, attitudes or skills) and the 
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performance of operational tasks that allow workers to have better professional performance. The attributes 
associated with this positive result that have cognitive origin are called hard skills and the attributes and those 
which have origin in human behaviors are called soft skills (Christu, 2002; Coll and Zegwaard, 2006; Lowry and 
Flohr, 2005; Spowart, 2011; Weinland, Gregory and Petrick, 2016). 
 
Hard, technical or cognitive skills are the necessary knowledge and technical skills for the performance of a 
task or profession. They are defined as the capacities, skills or achievements, individually detained and seized 
from knowledge obtained by education, training or experience that allow the evaluation and identification of 
complicated problems that lead to the development of creative and complex solutions for them (Coll and 
Zegwaard, 2006; Robles, 2012; Weber et al, 2009) 
 
The soft skills are interpersonal, human, personal or behavioral skills, intangible skills and personality traits of 
each,  in personal or  professional contexts contributing to the success of an organization and that are based 
on the attitudes and behaviors hold by each and do not depend exclusively on acquired education (Coll and 
Zegwaard, 2006; Ibrahim, Boerhannoeddin and Kayo, 2017; Junrat et al, 2014; Robles, 2012; Sisson and 
Adams, 2013; Sitompul et al, 2017; Tsitskari et al, 2017; Weber et al., 2009). 
 
The main difference between these two types of skills is based on its applicability. Hard skills are directly 
applied to the performance of a profession, i.e., those used to perform a particular task or activity. In the 
opposite sense, soft skills are largely comprehensive and applicable to the performance of all professions, 
tasks or activities. They also complement the needed technical requirements for the performance of a 
profession and are considered more important, mainly in companies providing services, since there is a 
proximity and a personal relation between the employees and the clients (Kamaruddin et al, 2012; Robles, 
2012).  
 
The detention and development of soft skills are determinant in the process of recruitment and selection of 
personnel in the 21st century since most of organizations associate their success to the detention of personnel 
with this type of skills. This success derives from the personal capacity of interpretation and execution, in the 
workplace, of the information provided by the company, improving the performance and aligning it with the 
objectives of each organization, hence the increasing importance given by companies to the development of 
this type of skills in their staff (Ibrahim et al., 2017; Junrat et al., 2014; Robles, 2012). 
 
Given the pace of change and the transformations felt in the labor market in the 21st century, associated to 
competitive and global economies, the detention and training of skilled workforce is evident and necessary 
since new emerging jobs require new skills or the adaptability of the existing ones by the workers. The workers 
should have a development of soft skills providing them with greater adaptability and possibility of 
employability, since this type of skills is associated with a high sense of individual professional responsibility 
that will lead to an increase in productivity (Junrat et al., 2014; Vafai, 2016). 
 
In the tourism sector, it is considered important to hold skills such as the sensitive and understanding 
management of customers´ problems, ethical and professional behaviors in the workplace, demonstration of a 
professional pose, oral and writing communication, development of positive professional relationships,   
interpersonal skills, techniques related to products or services, business-related software but also general 
computer knowledge, creative thinking, guidance for services, quality management, identification and solving 
problems, adaptation to change (Chung, 2000; Lin, 2002). 
 
It is imperative that workers should be more and more better prepared for the new labour market 
requirements because skills necessities evolve over time according to the types of jobs. The identification of 
the needed skills allow better planning for the recruiters, provide information that allows the development of 
better curricular pathways to students, allowing them to foster the skills expected by the labour market, but 
also to the educational institutions, providing these a better construction of the educational and formative 
offer that can respond to the effective needs of the market. Employers interview candidates with better 
technical knowledge but employ the holders of the best soft skills, since the detention and development of 
soft skills add value to acquired knowledge and give better guarantees of employability (Jeou-Shyan et al, 
2011; Spowart, 2011). 
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2.2 The importance of human capital in tourism sector 
Human capital can be defined by the characteristics and competencies, both professional and personal, 
acquired and seized by the worker throughout his life and which contribute to the increase of his professional 
productivity and delivers added value to the companies, so it should be seen by the organizations as an 
investment in the present for obtaining future incomes. It can be developed through education and vocational 
training according to the interests and objectives of each organization (Bañuls, Rodríguez and Jiménez, 2007; 
Moura, Xavier and Silva, 2011; Nordhaug, 1998; Wagenaar, 2014) 
 
The changes in the global market have led to the satisfaction of new consumer needs, leading the 
organizations, in their recruitment and personnel selection process, to give greater emphasis on the holders of 
soft, behavioral and personal skills and less importance to technical skills, since the ability to communicate, the 
interpersonal relationship, the attitudes and behaviors are fundamental to the satisfaction of customers´ 
needs and expectations. As a consequence, there is a need for differentiation by organizations, being the main 
strategy of differentiation the detention of quality and qualified human capital, since they are important 
factors in the provision of quality services in global economies needing competitive distinction factors (Bañuls 
et al., 2007; Baum, 2007; Bzunek, 2015; Peiró and Ripoll, 1999). 
 
In the tourism industry there is a constant personal contact between the consumer and the human capital of 
the organization, so the detention, development and training of qualified human resources play a decisive role 
in the competitiveness of the sector, since this factor is closely linked to the perceived quality of the final 
tourist product presented and is one of the main reasons for the satisfaction, recommendation and repetition 
of both visitors and tourist destinations so tourism planning should pay special attention to the development 
of human resources, improving and qualifying it according to the companies needs since they are a strategic 
element in the increase of productivity and efficiency of tourist destinations and also their agent for growth 
and development (Bañuls et al., 2007; Bañuls, 2009; Giannakis and Harker, 2014). 

3. Methodology 

3.1 Data collection techniques and research questions 
We have applied a qualitative methodology, through survey questionnaires completed by the interviewer and 
also an individual interview, both directed to business owners or managers of tourist unit located in the 
municipality of Barcelos.  
 
In the survey questionnaire, a scale method was applied to measure the degree of importance given by the 
entrepreneurs in relation to the professional and personal skills to be detained by the employees of the sector. 
In the interview, the questions raised in the survey questionnaire were intensified through open questions 
presented to the respondents, aiming to develop their processes of recruitment and selection of staff as well 
as the importance given to professional training. 
 
The construction of the questions of the survey questionnaire and the interview were created according to the 
objectives of the study and the revision of the literature carried out, thus allowing the formulation of the 
following research questions: RQ1) What is the ideal profile for working in the tourism sector?; RQ2) What are 
the main skills to be detained by the worker?; RQ3) What are the main means of recruitment and selection of 
staff used by organizations?; RQ4) What is the importance given by organizations to professional training and 
personal development of their staff? 

3.2 Population and sample of study 
The population of this study covers business owners or managers of a tourist unit located in the municipality of 
Barcelos.  Specifically, the sample is based on 5 survey questionnaire, completed by the interviewer, and 5 
Individual interviews to 2 partner-managers and 3 managers of tourist companies located in the municipality 
of Barcelos. 
 
Regarding the subsector of economic activity, 3 of the participants belong to the "Accommodation and food" 
(AF) subsector, 1 to the “Transports and logistics” (TL) sector and the last to the sector of the "Recreational 
and cultural activities” (RCA), chosen according to the dispersion of active companies by subsector of 
economic activity registered in the year 2016 (See figure 1). 
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As for gender, 80% of participants were male and 20% female, they all have a length of service in their 
companies superior to 2 years and 80% of respondents indicate having experience in the field for over 20 
years. The average age recorded was 44.2 years. As far as the education level is concerned, 80% of participants 
had qualifications at secondary school level and 20% at basic education level. 

3.3 Collection and analysis of data 
The data collection techniques used were: survey questionnaire completed by the respondent and a 
structured interview. The survey was divided into 5 Parts, specifically: i) Sociodemographic characterization of 
the participant; ii) Characterization of the economic activity of the companies; iii) Characterization of the 
necessary profile to be held by the human resources in the recruitment and selection process of staff, divided 
into professional and personnel skills to be detained; iv) Characterization of the human resources held by the 
company, namely regarding the means used during the recruitment and selection process of staff and training 
programmes, and, finally, v) Future recruitment needs of the companies. 
 
The interview followed a script of questions, with the possibility of to be completed or restructured during the 
interview, made up of 12 open questions, covering topics such as: professional and personal skills searched in 
the employees, difficulties and means used in the recruitment and personnel selection process, the role of 
internships and vocational training in the sector. 
 
For the data processing we made an analysis of the content obtained through the hearing, reading and 
transcription of the data, allowing us to present them in accordance with the objectives of this study, providing 
the interpretation and the construction of conclusions on the ideal profile for the candidate or tourist 
contributor in the municipality of Barcelos. 

4. Profile of the business tissue and the human capital of the tourism sector: case study 
of the municipality of Barcelos  

4.1 Tourism in the municipality of Barcelos 
In the year 2016, the tourism sector registered a total of 229 active companies. The highest representation in 
the municipality of Barcelos is the sector of "Accommodation and food", with 181 active companies, about 
79% of the total of companies, followed by the sector "Recreational and cultural activities", with 26 active 
companies, about 11.4% of the total number of companies and, at last, the "Transports and logistics” sector 
with 22 active companies, about 9.6% of the total number of companies (See figure 1). 

Figure 1: Distribution of the active touristic companies by subsector of economic activity recorded in the year 
2016 of the total municipality of Barcelos (in % of total) 

Source: SABI database (2017) 

4.2 Sample business tissue characterization  
Regarding to the business dimension, the majority of the sample indicated that their companies have less than 
10 employees (micro-enterprises). With respect to the companies’ turnover, the distribution is dispersed, but 
in majority they had an annual turnover of more than 50,000 € (See table 1).  
 

79.0% 

11.4% 9.6% 
Accommodation and food subsector Recreational and cultural activities

subsector
Transports and logistics subsector
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Table 1: Characterization of the business tissue of the study sample regarding to the number of workers and 
the annual volume of business 

Sector economic activity Company size Annual volume of business 
Accommodation and food [AF] < 10 workers < 50 000 € 
Accommodation and food [AF] [50 and 249] Workers > 200 000 € 
Transportation and Logistics [TL] < 10 workers > 200 000 € 
Accommodation and food [AF] < 10 workers > 150 000 and < 200 000 € 
Recreational and cultural activities [RCA] < 10 workers > 50 000 € and <100 000 € 

Source: Own Elaboration 

Regarding the recruitment and selection of staff process, we find that the most widely means used for 
recruitment were the spontaneous applications and job advertisements. The mean most used for selection of 
personnel was the individual interview (See table 2). 

Table 2: Means used for the recruitment and staff selection process 
Sector economic activity Medium used for staff recruitment Medium used for staff selection 
AF Spontaneous applications Individual interviews 
AF Job advertisements Individual interviews 
TL Spontaneous applications Individual interviews 
AF Spontaneous applications All the answers 
RCA Job advertisements Individual interviews 

Source: Own Elaboration 

In relation to vocational training, we have verified that most of the companies had provided vocational training 
programmes to their employees in the last year, implemented in the workplace and focused, above all, themes 
like the type of products sold by the companies, attention to the client and pastry (See table 3).  

Table 3: Implementation of vocational training programs, training areas and chosen place 
Sector economic activity Professional training provided Training areas Vocational training Site 
AF No, never provided any training program (Not applicable) (Not applicable) 
AF Yes, in the last six months Pastry Workplace 
TL Yes, in the last six months Products sold Workplace 
AF Yes, last year Attention to the client  Workplace 
RCA No, never provided any training program (Not applicable) (Not applicable) 

Source: Own Elaboration 

4.3 Professional skills to be detained by employees 
Regarding to the skills that should be detained by the employee or candidate for the tourist sector of the 
municipality of Barcelos, we concluded that, in relation to professional skills, most of the sample considers 
QH1 and QH2 very important. The remaining skills were considered at least important for the majority of the 
respondents (See table 4). 

Table 4: Professional skills to hold 

Subtitle: VI-Very important; I-important; LI-Less important and IND-indifferent  
 

Sector economic 
activity 

QH1 
Languages 

QH2 
ICT Optics 
User 

QH3 
Professional ICT 
Optics 

QH4 
Local 
ethnography 

QH5 
Different 
countries/cultures 

AF I VI I I LI 
AF VI VI VI I VI 
TL VI VI VI VI VI 
AF VI I I I IND 
RCA VI VI VI I I 

Source: Own Elaboration 

QH6 was considered very important in the subsector of the "Transport and logistics" and important for the 
subsector of “Recreational and cultural activities”. QH7 and QH8 were considered very important to the 
majority of the respondents. QH9 were considered, for the most part, at least important in all subsectors.  
 
QH10 assumed a very important role in the "Transport and logistics" subsector (See table 5).  
 

23



Vânia Costa and António Cerdeiras 
 

Table 5: Summary of responses (professional skills to be detained) 6 to 10 of the questionnaire 

Subtitle: VI-Very important; I-important; LI-Less important and IND-indifferent  
 

Sector economic activity QH6 
Market trends 

QH7 
Tourist information 

QH8 
Stock management 

QH9 
Sales Techniques 

QH10 
Tourism legislation 

AF LI VI VI I IND 
AF I I VI I I 
TL VI VI VI VI VI 
AF IND I IND IND IND 
RCA I VI I VI LI 

Source: Own Elaboration 

4.4 Personal skills to be detained by employees 
In relation to the personal knowledge to be held by the collaborator of the tourist sector in the municipality of 
Barcelos, we see that most of respondents considered QS1, QS2, QS3, and QS5 very important. QS4 seems to 
be a determining competence to be held for all sectors since everyone considered it very important (See table 
6). 

Table 6: Summary of replies 1 to 5 (personal skills to be detained) of the questionnaire 

Subtitle: VI-Very important; I-important; LI-Less important and IND-indifferent  
 

Sector economic activity QS1 
Listening capacity 

QS2 
Multitasking 

QS3 
Schedules Availability 

QS4 
Teamwork 

QS5 
Relations w/clients 

AF VI VI VI VI VI 
AF VI VI VI VI VI 
TL VI VI VI VI VI 
AF I VI I VI VI 
RCA I LI I VI I 

Source: Own Elaboration 

The majority of respondents considered QS6, QS7, QS8 AND QS10 very important. QS9 was considered by 
most of the respondents as important (See table 7).  

Table 7:  Summary table of replies 6 to 10 (personal skills to be detained) of the questionnaire 

Subtitle: VI-Very important; I-important; LI-Less important and IND-indifferent  
 

Sector economic 
activity 

QS6 
Identification with the 
organization 

QS7 
Creativity and 
Initiative 

QS8 
Work under 
pressure 

QS9 
Solving clients 
problems 

QS10 
Communication 

AF IND VI VI VI I 
AF VI VI VI I VI 
TL VI VI VI I VI 
AF VI I I I VI 
RCA I VI I VI I 

Source: Own Elaboration 

QS11, QS12 and QS15 were considered very important by the majority of respondents. QS13 AND QS14 
appeared as determining skills to be held by the employee, given the unanimity of all respondents in 
considering them very important (See table 8).  

Table 8: Summary table of replies 11 to 15 (personal skills to be detained) of the questionnaire 

Subtitle: VI-Very important; I-important; LI-Less important and IND-indifferent  
Sector 
economic 
activity 

QS11 
Organization of the 
workplace 

QS12 
Adapting to 
customer needs 

QS13 
Elegance, efficiency 
and courtesy 

QS14 
Punctuality and 
attendance 

QS15 
Speed, efficiency 
and autonomy 

AF VI I VI VI I 
AF VI VI VI VI VI 
TL VI VI VI VI VI 
AF I VI VI VI I 
RCA I VI VI VI VI 

Source: Own Elaboration 
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QS16, QS17 and QS18 were considered very important for the most of respondents (See table 9).  

Table 9: Summary table of responses 16 to 18 (personal skills to be detained) of the questionnaire 

Subtitle: VI-Very important; I-important; LI-Less important and IND-indifferent  
Sector economic activity QS16 

Adaptation to technological evolution 
QS17 
Responsibility  

QS18 
Confidence and security 

AF I IND I 
AF VI VI VI 
TL VI VI VI 
AF I I VI 
RCA VI I I 

Source: Own Elaboration 

QS19 was considered important for the majority of respondents. QS20 and QS21 were considered very 
important to most of the respondents (See table 10).  

Table 10: Summary table of replies 19 to 21 (personal skills to be detained) of the questionnaire 

Subtitle: VI-Very important; I-important; LI-Less important and IND-indifferent  
Sector economic activity QS19 

Time Management 
QS20 
Resolution unforeseen situations 

QS21 
Establishing interpersonal relations 

AF I I I 
AF VI VI VI 
TL VI VI VI 
AF I I VI 
RCA I VI VI 

Source: Own Elaboration 

5. Conclusions 
The global economy, based on knowledge and technological evolution, has brought new challenges of 
competitive differentiation to organizations, particularly organizations based in services providing, as is the 
case in the tourism sector that has as main productive resource the human capital, making it the main 
competitive advantage to the organization, given the connection to the quality of the final product presented 
to the tourists as well as to the satisfaction and loyalty of the customers of the different tourist destinations. 
 
Thus, the qualifications of the human resources of the sector are fundamental for the development and 
planning of the different tourist destinations, and the vocational training and development of professional 
skills but especially personal and/or behavioral skills are key factors that allow the elevation of the level of 
competitiveness and quality of the sector, responding this way to the constant evolution of the demands of 
tourists and the tourist market. 
 
Analyzing the data obtained, we found that, in the sample studied, respondents present an average age of 
44.2 years, and the majority of them hold qualifications at secondary level of education and are managers of 
microenterprises (number less than 10 workers). In response to RQ3 they reveal that the staff recruitment 
process of their institutions it is done through spontaneous applications and job advertisements and the staff 
selection chosen through individual interviews. In response to RQ4 the vocational training is an important 
factor for the companies, since the majority indicated that they had provided training programs to their 
employees in the last year. 
 
Regarding to the ideal profile of the candidate for tourist collaborator in the municipality of Barcelos, 
responding to RQ1 and RQ2, it should be qualified in the area of tourism, preferably at a degree level, detain 
written and spoken knowledges of the English language, hold skills at information and communication 
technologies, specifically linked to the management of reserves, and should know the main attractions as well 
as the type of customers in the region where the company operates. It should also hold a presentable image 
and be helpful and empathic in relations with customers, flexible for the performance of multiple functions, 
availability of schedules, namely weekends and holidays and is punctual and assiduous. 

6. Implications and limitations of research 
The main limitations of this study are the small number of the entrepreneurs heard, in spite of the fact that 
about 30 participants were invited but only 5 were available to collaborate, as well as the use of the semi 
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structured interviews. Despite the fact that these interviews allowed a greater freedom of dialogue they 
finished to hinder the analysis of the data due to the dispersive responses of the respondents. Even though the 
limitations identified, the proposed objectives were achieved.  
 
In future research lines, it would be appropriate to replicate the study at the local level, with a more 
comprehensive and representative sample of the business tissue studied, or even applying it at national level, 
seeking to identify the necessary qualifications for each subsector of economic activity and the respective 
regional differences.  
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Abstract: The growing importance of the tourism sector in the Portuguese economy makes it critical the assessment of its 
financial achievements and the competitive advantages of this sector (Bank of Portugal, 2016). Over the past few decades 
the competitiveness has been growing interest in international research into tourism in general and particularly in 
hospitality. The main aim of this research is to analyze the economic and financial achievement of the hotel sector as well 
as find out its financial potential. So, and bearing in mind the goal of this paper, the methodology used was based on the 
collection of data relating to a selection of the companies with the Portuguese classification of economic activities (CEA) 55 
– Accommodation, in 2017, a whole of 6.792 companies. The economic and financial information was collected from 
balance sheets and financial reports of 2007 to 2016, through SABI (Iberian Balance Sheet Analysis System) database. 
Furthermore, we analyze the differences in financial ratios of hotels and other tourism companies and statistical 
significance test were applied to test the existence of statistically significant differences between this two groups of 
companies. The indicators of corporate performance under consideration are Return on Assets (ROA), Return on Equity 
(ROE), Earnings before Interest, Taxes, Depreciation and Amortization (EBITDA), Business Volume (BV); Gross Value Added 
(GVA), Apparent Labor Productivity (ALP), General Liquidity (LG), Solvency (SLV) and Financial Autonomy (FAUT). The 
examination of the economic and financial performance of the hotel sector allows, through the evolution of its indicators, 
to highlight the main strengths and weaknesses of this sector. This examination is shown to be crucial in defining the 
strategy of the sector, both from the point of view of investors and hotel managers and government tourism policymakers. 
We conclude that most of the variables present statistically significant differences comparing the results between the 
accommodation and the other tourist activities. 
 
Keywords: competitiveness, hospitality industry, hotels, tourism, corporate performance   

1. Introduction 
Tourism is a strategic sector, recognized for its economic, social, cultural and environmental impact on the 
economy. Tourism and travel is an important economic activity in most countries around the world, the sector 
generates nearly 10% of economic output and 313 million jobs, supports 1 in 10 jobs in the global economy or 
9.9% of total employment in 2017 (UNWTO, 2018a). Includes multiple sources of revenue and exports 
contributing to improve the balance of payments, job creation, tax revenues and the development of 
additional infrastructure, creating in this way a positive influence on the economy as a whole (Archer, 1995; 
Ashley, Roe & Goodwin, 2001; Brohman, 1996; Davis, Allen & Consenza, 1988; Durbarry, 2002; Harrison 1992; 
Sharpley & Telfer 2002; Webster & Ivanov, 2014).  
 
Hospitality is a significant sector of the tourism industry (Planinc, Bojnec & Ivankovič, 2013). Given the 
importance of the tourism sector, it is necessary to study the companies and understand if the different 
segments of economic activity that compose the sector followed the growth, innovated and adapted to the 
different market demand. In addition, understand if the growth of the sector allows companies to be more 
competitive and resistant to constant change, or if, on the other hand, the business structure is fragile and 
unstable. According to Sainaghi, Phillips and Zavarrone (2017) in the last three decades have seen a growing 
interest within the academic study of the performance of tourism.  
 
This work contributed with a study for the tourism sector, seeking to understand the competitiveness and 
business performance in the Portuguese hotel industry, through the analysis of nine indicators of corporate 
performance. Thus, the main focus of this study is to analyze the economic and financial achievement of the 
hotel sector as well as find out its financial potential. Moreover, with our analysis we aim to answer our 
research question: “There is a statistically significant difference between profitability ratios of companies which 
belong to Accommodation and listed companies from other activities in the tourism sector?”.  
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The remainder of the paper is organized as follows. Section 2 reviews the empirical research efforts in the 
literature. Section 3 presents the case study, specifically the competitiveness and business performance, an 
application to the Portuguese hospitality industry and describes the methodology, data and variables. Section 
4 presents the discussions and conclusion. 

2. Measurement of Financial Performance: Tourism Sector Analysis  
Over the last few years a number of approaches and a broad conceptualization on competitiveness have 
emerged in literature. Porter (1985) argues that companies with superior performance present a competitive 
advantage, that is, the ability to create value above the average of its competitors. The companies that create 
value above the average of their industry must present superior results.  
 
In the last years, according Porter (1985), the economic theory, especially in tourism, emphasizes the 
importance of creating and adding value in order to gain and maintain the competitive advantage. Associated 
with the evaluation of business performance is crucial to address economic and financial performance, since it 
is from these concepts that better understand the evolution of the company, namely in terms of inflows and 
outflows of economic and financial flows. Performance evaluation of a company is related to how well a 
company can use it assets, equity, revenue and expenses. Financial ratio analysis is one of the best tools of 
performance evaluation of any company. According Wheelen, Hunger, Hoffman and Bamford (2017) financial 
ratios can be calculated using the accounting statements, such as the balance sheet, income statement, cash 
flow statement.  
 
There are several perspectives for evaluating a company's financial performance, which stresses that there is 
no unanimity regarding the indicators to be used. Empirical studies are usually based on the analysis of 
performance variables to measure company competitiveness. Studies of performance indicators are discussed 
in the literature and measured largely by the firm’s financial outcomes. Therefore, there is a large volume of 
published studies describing the role of financial analysis of hotel performance (Planinc, Bojnec & Ivankovič, 
2013). Some authors propose a traditional performance measures tend to quantify performance, other 
authors suggest the use of ratios, and many studies propose the use of yield management in order to analyze 
the efficiency of hotel industry (Baker and Riley, 1994; Meyer, 2003). On the other hand, so-called alternative 
approaches have emerged that have analyzed performance from a qualitative perspective (Sainaghi, 2010; 
Sainaghi, Phillips & Zavarrone, 2017).  
 
According Varum, Eusébio, Melo, Alvarenga and Carvalho (2013), the hospitality industry is currently 
immersed in an uncertain and highly competitive environment. The customer's experiences and satisfaction 
with this service depend on mutual cooperation of various tourism sectors and the demand fluctuates and is 
seasonal. The digital media is a challenge for the hotel industry. According to the authors, all factors 
mentioned justify the argument that the definition of hotel based on the identification of the critical success 
factor helps the hotels to develop long-term competitive advantages and improve performance. 
 
The world's lodging and, in particular, a hotel industry, has grown in the last years. According to the UNWTO 
(2017) in 2017 there were about 16.5 million hotel rooms worldwide. The global hotel industry has grown 
17.7% by total number of rooms in the last decade (Statista, 2018). Between 2015 and 2018, the occupancy 
rate of hotels in the four regions has remained between 50 and 80 percent. The Portuguese hotel industry too 
registered a significantly growth in the last decade. 
 
After reviewing the literature, we conclude that to perform an analysis of the performance of the hospitality 
sector we will have to take into account the financial indicators. In this sense, we apply a traditional analysis to 
the companies of the hotel sector in Portugal. Pursuing the studies by Chen (2010) for the hotel industry in 
Taiwan and Bunić and Šušak (2015) for the tourism sector in the Republic of Croatia, a pioneer study of the 
competitiveness of the hotel industry in Portugal will take place. 
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3. Competitiveness and business performance: an application to the Portuguese 
Hospitality Industry 

3.1 Methodology 
The analysis of the hotel industry was carried out using data from the official financial statements. The 
empirical data were obtained from the SABI database, a database where you can obtain the annual official 
financial statements of companies. Considering the classification of the activities of the tourism sector of the 
Bank of Portugal (2016), the database records 46.951 Portuguese companies in the tourism sector in 2017. 
During the 2007 to 2016 period there was a growth of 103% in the number of companies, in 2007 the database 
registers 23.139 tourism companies.  
 
The sample is composed of a selection of companies with the CEA 55 – Accommodation, according to the 
Portuguese classification of economic activities (CEA - Rev. 3), based in Portugal, in 2017, a whole of 6.792 
companies (INE, 2015). The financial analysis was performed for companies for the 2007 to 2016 period. The 
sample was composed from these main criteria, noting the companies that presented some inconsistency in 
the data or financial statements were removed from the sample. According to the data, 29.5% (2.005) of study 
companies sample belong to the segment of economic activity of Letting services of short-stay furnished 
accommodation (CEA 55201), followed by Short-stay lodging in farmhouses (CEA 55202) with 21.1% of the 
companies (1.433), and hotels with restaurant (CEA 55111) with 17.3% (1.173). The remaining companies are 
distributed by the remaining economic activities under study (Table 2). 

Table 2: Sample and segments of economic activity under study 
CEA Code Description CEA N % 
55111 Hotels with restaurant  1,173 17.3 
55112 Guest houses with restaurant   169 2.5 
55113 Inns with restaurante 47 0.7 
55114 Lodging-houses with restaurante 13 0.2 
55115 Motels with restaurante 26 0.4 
55116 Apartment-hotels with restaurante 120 1.8 
55117 Holiday villages with restaurante 109 1.6 
55118 Holiday flats with restaurante 104 1.5 
55119 Other hotel and similar estabilishments with restaurant 227 3.3 
55121 Hotels without restaurante 222 3.3 
55122 Guest houses without restaurant   132 1.9 
55123 Holiday flats without restaurante 218 3.2 
55124 Other hotel and similar establishments without restaurant 244 3.6 
55201 Letting services of short-stay furnished accommodation 2,005 29.5 
55202 Short-stay lodging in farmhouses  1,433 21.1 
55203 Holiday camps 7 0.1 
55204 Other short-stay accommodation 349 5.1 
55300 Camping sites, including caravan sites 104 1.5 
55900 Other accommodation 90 1.3 
Total  6,792 100.0 

Source: Author’s calculation.  

Although the descriptive statistical analysis allows the conclusion regarding the evolution of the indicators 
under study, however, it is not enough to answer one of the main questions of this study. In this sense, and in 
order to evaluate the effect of differences in the business fabric under study, the following hypotheses were 
developed: 

Hypothesis 1: There is a statistically significant difference between profitability ratios of companies, 
which belong to Classification of Economic Activity Code (CEA) 55 – Accommodation and listed 
companies from other activities in the tourism sector (Food and beverage service activities, Transport 
and logistics, Travel agency, tour operator, reservation service and related activities and Arts, 
entertainment, sports and recreation activities).  

Given the objective of the present investigation, nine economic and financial indicators were selected, 
indicators that allow quantification of competitiveness factors (Table 3). We used SPSS statistical software to 
conduct this analysis. To conclude our empirical analysis and our hypotheses, we performed a counterfactual 
analysis using non-parametric tests since the sample has a large dimension. The analysis method against 
factual, used in this study, is known in the literature as have coarsened exact matching. According to Iacus, 
King and Porro (2012) is the direct comparison of the performance of groups of companies, which present 
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similar characteristics to all the relevant variables. Translating, in targeting companies by groups, based on 
discrete observable variables and on comparative analysis of the evolution of average performance over a 
defined period, between enterprise groups.  

Table 3: Competitiveness indicators  

 Ratio  Formula Analysis 

ROA (Return on Assets) ROA=  ROA is the return of invested assets or profitability of assets, reflects 
firms’ efficiency in utilising total assets, holding constant firms’ financing 
policy. 

ROE (Return on Equity) ROE=  ROE is the return of invested equity and profitability of own capital, ie, 
represents returns to shareholders of common stocks. 

EBITDA (Earnings 
before Interest and 
Taxes, Depreciation and 
Amortizations) 

EBITDA= Net profit + Interest +  
+ Profit Taxes + Depreciation +  

+ Amortization  

Can be used to analyze and compare profitability between companies 
and industries because it 
eliminates the effects of financing and accounting decisions. 

BV (Business Volume)  Business Volume  Bussiness volume measures the firm’s revenue.  

GVA (Gross Value 
Added) 

GVA= GDP + subsidies on 
products - taxes on products 

Gross Value Added measures the productive contribution of the 
company, that is, what it actually created through its production. 

ALP (Apparent Labor 
Productivity) ALP=  Measures the efficiency in the use of human resources related to the 

company, with the wealth created in production, on average, by each 
worker. 
Competitiveness is as an aggregate concept, with labor productivity as a 
key component in making a firm competitive. 

GL (General Liquidity) GL=  Represents the ratio of current assets and short-term liabilities.  

SR (Solvency ratio) SR=
Equity capital

 Solvency represents the company's capacity to pay long-term financial 
liabilities; it refers to a longer horizon 
of activity. Long-term solvency analysis seeks to determine in each 
financial year whether or not the organization is 
subject to bankruptcy risk. 

AR (Autonomy ratio) AR=
Total assets

 Corresponds to that part of the assets of the company that is financed 
by equity. 
It is an indicator of the capital structure in the short term, since it is 
susceptible to be influenced by the operational activity in the sense that 
the asset includes, in addition to the fixed assets, the circulating assets. 

Source: Adapted from Mladineo & Susak (2015) and Constantin & Loredana (2012). 

3.2 Empirical Results  
This section delivers the findings of the empirical work. It firstly adverts the descriptive statistics and analysis. 
During the period under study there has been an increasing number of companies. In 2007 the database 
registers 5.209 active companies with the EAC 55, based in Portugal, and in 2017 a total of 6,792 companies, 
corresponding to a growth of 1,583 companies (≈ 30%) (Figure 1). It should be noted that during the period 
under study, the year of 2016 stands out since it was the year that registered the highest number of new 
companies. Thus, in 2017 the companies of the hotel industry represent 14% of the total of companies of the 
tourism sector. 
 
This sample of companies registers, for the most part, micro-enterprises. Specifically, 4.637 micro-enterprises 
(68.3%), 802 small companies (11.8%), 1.331 medium-sized enterprises (19.6%) and only 22 large enterprises 
(0.3%). Analyzing geographically the location of the companies we conclude that the region that concentrates 
more companies is Lisbon (32%), followed by the North (24.9%), Algarve (14.2%), Centre (12.5%), Alentejo 
(6.9%), Madeira (4.9%) and Azores (4.6%). 
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Figure 1: Number of Companies in Accommodation - CEA 55 in Portugal, 2006 to 2017 

Source: Authors own elaboration.   

Table 4 shows the number of employees in accommodation in the 2007 to 2016 period in Portugal. As can be 
seen, the number of employees has increased, on average, the annual rate of growth was 3,86%.  The annual 
rate of growth (Tk) has varied over the years, increases over several years and declines in other some years 
(2008-2009; 2009-2010; 2011-2012).  

Table 4: Number of Employees in Accommodation - CEA 55, in Portugal  
Item 2007 2008 2009 2010 2011 2012 2013 2014 2015 2016 
N 41,217 44,473 42,369 42,311 44,997 43,793 44,766 47,778 52,767 57,177 
TK 4.2% 7.9% -4.7% -0.1% 6.3% -2.7% 2.2% 6.7% 10.4% 8.4% 

Notes: n – number of employees; Tk- annual rate of growth.  

Source: Authors own elaboration.   

As regards the descriptive analysis of the variables of economic or financial results, we can conclude that, 
between 2007 and 2016, ROA always presented negative values, registering an average value of -0.02% in 
2007 and -0.20% in 2016 (Table 5 and 6).  

Table 5: Competitiveness indicators in Accommodation - CEA 55 in Portugal (Mean) 
(1) (2) (3) (4) (5) (6) (7) (8) (9) (10) 

2007 -0.02 -0.17 167,224 829,303 458,071 9,432 8.06 69.24 69.24 

2008 -0.07 -0.05 135,486 771,857 417,342 10,136 18.12 65.70 65.70 
2009 -0.08 0.59 101,122 693,997 363,141 10,665 15.61 62.98 62.98 
2010 -0.12 0.11 108,006 661,895 545,357 17,492 23.78 53.96 53.97 

2011 -0.15 0.01 38,565 658,241 263,733 4,902 39.70 48.22 48.22 

2012 -0.21 0.08 61,699 572,876 250,183 6,409 12.54 33.95 33.95 

2013 -0.16 0.15 88,034 566,857 264,671 7,945 12.36 30.96 30.96 
2014 -0.50 0.07 103,738 598,691 260,374 8,004 12.45 21.03 21.03 
2015 -0.45 -0.10 144,188 601,457 314,995 11,451 12.34 -11.24 -11.24 
2016 -0.20 -0.13 153,298 616,026 317,397 17,304 12.73 -2.02 -21.89 

Notes: (1) year; (2) ROA (%); (3) ROE (%); (4) EBITDA (in Euros); (5) BV (in Euros); (6) GVA (in Euros); (7) ALP (in Euros); (8) GL (%); SR (%); AR 
(%) 

Source: Authors own elaboration.   

The ROE variable also registered negative values and the same downward trend, -0.17% in 2007 and -0.13% in 
2016. In this sense, the results in descriptive statistics suggest that these variables reflect a slight in decrease in 
the profitability of the companies under study during the period under analysis. The average value of EBITDA 
increased between 2007 and 2016 by approximately 20.8%, reflecting an increase in the companies' operating 
performance. However, in average terms the BV decreased by approximately 20.9%, reflecting a decrease in 
average per accommodation unit. The GVA also decreased (20.4%), which indicates a decrease in the 
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productive contribution of the company, that is, what it actually created through its production. On the other 
hand, the ALP increased in the period in analysis (120%), which indicates a greater efficiency in the use of 
human resources related to the company. The liquidity, solvency and financial autonomy ratios indicate a 
better performance in terms of the short term, since the overall liquidity ratio, although fluctuating, is always 
positive. However, the medium and long-term ratios reflect some financial difficulties of the hotel industry, 
which in terms of solvency and in terms of financial autonomy. 

Table 6: Rate of growth of competitiveness indicators  
Competitiveness indicators Rate growth 2007 to 2017 

ROA -0.20 % ↓ 
ROE -0.13 % ↓ 

EBITDA 20.8% ↑ 

BV -20.9 % ↓ 

GVA - 20.4% ↓ 

ALP 120% ↑ 

GL 1.24 pp ↑ 

SR -73.38 pp ↓ 

AR -93.25 pp ↓ 

Source: Authors own elaboration.   

Comparing the competitiveness indicators means between companies from hotel industry and companies 
from all other activities, we can conclude that the average values has slight differed the companies of the hotel 
sector present better financial performance in several indicators (Table 7). Only the ROE and the General 
liquidity of the hotel industry show slightly lower results than the rest of the tourism sector. 

Table 7:  Competitiveness indicators in Accommodation and in other activities in tourism sector 
 Accommodation  Other activities  Accommodation Vs. Other activities 

ROA 2016 -0.20 -0.68 better performance 

ROA 2007 -0.03 -0.06 better performance 

ROE 2016 -0.13 0.06 worse performance  

ROE 2007 -0.17 0.08 worse performance 

EBITDA 2016 153,298.02 63,808.20 better performance 

EBITDA 2007 167,223.55 64,954.12 better performance 

BV 2016 616,026.21 465,466.63 better performance 

BV 2007 829,302.95 560,835.95 better performance 

GVA 2016 317,397.18 161,212.99 better performance 

GVA 2007 458,070.96 192,481.61 better performance 

ALP 2016 17,304.39 9,960.07 better performance 

ALP 2007 9,432.08 6,587.73 better performance 

GL 2016 12.73 43.83 worse performance 

GL 2007 42.69 487.55 worse performance 

SR 2016 -2.02 -193.34 better performance 

SR 2007 69.23 54.41 better performance 

AR 2016 -21.89 -247.32 better performance 

AR 2007 69.24 54.41 better performance 

Source: Authors own elaboration.   

With the statistical inference, this research aims to verify the growth indicators are statistically significant, or 
just a coincidence and, responding to research goals. Independent samples t-test was used to compare 
financial ratios means between companies from hotel industry and companies from all other activities. The 
results of statistical analysis reveal that there is significant difference between some competitiveness 
indicators means of two analysed groups of companies (Table 8).  
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Table 8: Independent sample test - Hotel industry and Other tourism activities 
Competitiveness 
indicators 

Levene's Test t-test for Equality of Means 
F Sig. t Df Sig. (2-

tailed)
Mean 
Difference

Std. Error 
Difference

95% Confidence Interval of 
Lower Upper 

ROA 2016 EVA 5,285 ,022 -1,441 39537 ,150 -,48326 ,33 -1,14 ,17 
EVNA      -3,350 38872,095 ,001 -,48326 ,14 -,76 -,20 

ROA 2007 EVA 3,027 ,082 -,488 22173 ,626 -,03193 ,06542 -,16016 ,09630 
EVNA      -1,308 21528,149 ,191 -,03193 ,02442 -,07979 ,01593 

ROE 2016 EVA ,000 ,992 ,795 39558 ,426 ,18261 ,22 -,26 ,63 
EVNA      ,842 8065,878 ,400 ,18261 ,21 -,24 ,60 

ROE 2007 EVA ,104 ,747 ,923 22168 ,356 ,25532 ,27654 -,28671 ,79736 
EVNA      ,690 2885,818 ,491 ,25532 ,37030 -,47076 ,98141 

EBITDA 
2016

EVA 16,211 ,000 -2,704 39574 ,007 -89489,82 33099,43 -154365,49 -24614,15 
EVNA      -4,679 18748,031 ,000 -89489,82 19126,39 -126979,28 -52000,36 

EBITDA 
2007 

EVA 16,017 ,000 -2,670 22173 ,008 -70167,91 29951,71 -128875,58 -11460,24 
EVNA      -4,399 5764,316 ,000 -70167,91 16556,32 -102623,79 -37712,03 

BV 2016 EVA 1,457 ,227 -,841 39574 ,401 -150559,58 179125,10 -501648,96 200529,80 
EVNA      -1,834 38263,778 ,067 -150559,58 82080,13 -311438,73 10319,56 

BV 2007 EVA 1,080 ,299 -,918 22171 ,359 -263807,53 265537,32 -784281,08 256666,02 
EVNA      -2,169 17851,073 ,030 -263807,53 111499,83 -482359,16 -45255,90 

GVA 2016 EVA 14,144 ,000 -2,558 39575 ,011 -156184,19 61057,12 -275857,58 -36510,80 
EVNA      -4,752 23430,852 ,000 -156184,19 32869,84 -220611,23 -91757,14 

GVA 2007 EVA 12,352 ,000 -2,638 22173 ,008 -225526,79 90246,47 -402416,80 -48636,77 
EVNA      -5,094 8536,492 ,000 -225526,79 44207,23 -312182,79 -138870,78 

ALP 2016 EVA 79,321 ,000 -6,568 43251 ,000 -7344,31 1118,20 -9536,01 -5152,62 
EVNA      -6,728 7661,365 ,000 -7344,31 1091,63 -9484,21 -5204,41 

ALP 2007 EVA 47,813 ,000 -3,044 45474 ,002 -1906,07 898,47 -3667,10 -145,04 
EVNA      -2,854 8104,675 ,004 -1906,07 894,86 -3660,22 -151,93 

GL 2016 EVA ,500 ,480 ,385 38442 ,700 31,10 80,80 -127,27 189,48 
EVNA      ,947 33026,280 ,344 31,10 32,84 -33,27 95,49 

GL 2007 EVA ,477 ,490 ,349 21495 ,727 -8 070,25 3 019,47 -13 988,67 -2 151,84 
EVNA      ,959 19204,038 ,338 -8 070,25 8 323,53 -24 392,62 8 252,11 

SR 2016 EVA 6,211 ,013 -1,611 46896 ,107 -191,32 118,76 -424,10 41,46 
EVNA      -3,876 41783,189 ,000 -191,32 49,35 -288,06 -94,57 

SR 2007 EVA 24,790 ,000 -4,747 46944 ,000 -15,19 5,15 -25,30 -5,08 
EVNA      -9,227 33160,478 ,000 -15,19 2,42 -19,93 -10,44 

AR 2016 EVA 5,835 ,016 -1,595 39536 ,111 -225,43 141,33 -502,44 51,58 
EVNA      -3,856 35289,676 ,000 -225,43 58,46 -340,03 -110,82 

AR 2007 EVA 24,790 ,000 -4,747 46944 ,000 -15,19 5,15 -25,30 -5,08 
EVNA      -9,227 33160,478 ,000 -15,19 2,42 -19,93 -10,44 

Legend: (EVA) Equal variances assumed; (EVNA) Equal variances not assumed  

Source: Authors own elaboration.  

After taking into account results of statistical analysis, conclusions can be drawn regarding acceptance and 
rejection of hypothesis (Table 9).  

Table 9: Acceptance and rejection of hypothesis  
Hypothesis and sub-hypothesis Acceptance/Rejection 
H1 Hypothesis 1: There is a statistically significant difference between profitability ratios of companies wich belong 

to Classification of Economic Activity Code (CEA) 55 – Accommodation and listed companies from other activities 
in the tourism sector 

H1.1 Sub-hypothesis 1.1: ROA  Rejected 
H1.2 Sub-hypothesis 1.2: ROE  Rejected 
H1.3 Sub-hypothesis 1.3: EBITDA  Accepted 
H1.4 Sub-hypothesis 1.4: BV  Accepted 
H1.5 Sub-hypothesis 1.5: GVA Accepted 
H1.6 Sub-hypothesis 1.5: ALP  Accepted 
H1.7 Sub-hypothesis 1.5: GL  Rejected 
H1.8 Sub-hypothesis 1.5: SR  Accepted 
H1.9 Sub-hypothesis 1.5: AR  Accepted 

Source: Authors own elaboration.  

Specifically, there is significant difference between some competitiveness ratios, especially Earnings before 
Interest and Taxes, Depreciation and Amortizations (EBITDA), Business Volume (BV), Gross Value Added (GVA), 
Apparent Labor Productivity (ALP), Solvency ratio (SR), Autonomy ratio (AR) of companies in hotel industry and 
other activities in tourism. The profitability (ROA and ROE) and General Liquidity (GL) ratios reveal opposite 
results, in other words, there is no significant difference between these ratios means of two analysed groups 
of companies.  
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4. Discussions and conclusion  
According to economic theory, the tourist offer defines the destination or product, i.e. existence of added 
value for consumers of tourism product (Bunić & Šušak, 2015). In this sense and given the importance of the 
tourism sector, the present research is focused on the classic formula that has been used to evaluate the 
financial potential companies in the tourist activity sector in Portugal, with an analysis of nine indicators of 
corporate performance. 
 
The statistical analysis allows to conclude that, despite the growth of the tourism sector, in the period under 
review, from 2007 to 2016, the companies under study lost their competitive and innovative factors. In 2017, 
the tourism sector in Portugal registered about 57.6 million overnight stays, translating a global income of 
about 15,15 billion euros and contributed directly to about 6.8% of the Portuguese GDP and about 8.5% of the 
total employment (UNWTO, 2018b). In spite of the growth of these tourist indicators, between 2007 and 2017, 
the turnover of the hotel sector decreased, the ROA and ROE ratios presented negative values in the period 
under study, reflecting negative returns of the hotel sector, solvency and financial autonomy decreased. Only 
the short-term liquidity ratios, the EBITDA and the Apparent Labor Productivity growth. 
 
Comparing the competitiveness indicators means between companies from hotel industry and companies 
from all other tourism activities, we conclude that the hotel sector present better financial performance in 
several indicators. The results of statistical inferences allow us to conclude that comparing the 
competitiveness indicators means between companies from hotel industry and companies from all other 
activities, we can conclude that the average values has slight differed the companies of the hotel sector 
present better financial performance in several indicators. Only the ROE and the General liquidity of the hotel 
industry show slightly lower results than the rest of the tourism sector. There is significant difference between 
in most of the ratios, such as EBITDA, BV, GVA, ALP, SR, AR of companies in hotel industry and other activities 
in tourism. Only tree indicators, profitability (ROA and ROE) and General Liquidity ratios, reveal opposite 
results, i.e. there is no significant difference between these ratios means of two analysed groups of companies.  
 
The empirical results with the present analysis are of relevance for future strategy for the hospitality sector 
development in Portugal. Future research on this subject should be undertaken, in particular with the use of 
other qualitative and quantitative approaches to understand these differences, such as the study comparing 
competitiveness indicators with tourist demand indicators.  
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Abstract: The intellectual capital is an important corporate asset, able to generate sustainable competitive advantages and 
higher financial income. In the literature is recognized as a key element of the value creation in contemporary economy. 
One of the factors that emphasized the importance of intellectual capital in an organization was to change the focus of 
tangible capital management for the intangible, as a result of the affirmation of its importance in the process of creating 
organizational value (Abeysekera, 2006). This work aims to evaluate and compare the intellectual capital in its three 
dimensions: (i) human capital, (ii) structural capital and (iii) relational capital, to identify the added value and the efficiency 
of each dimension in the context of the tourism sector. To approach the aim of the study the method Value Added 
Intellectual Coefficient (VAIC™) was applied and the practical data were collected from the Simplified Business Information 
(IES) through SABI (Iberian Balance Sheet Analysis System) database. Therefore, the economic and financial information 
was collected from balance sheets and financial reports of 46 951 Portuguese companies in the tourism sector, during the 
2007 to 2016 period. The results showed that all the dimensions of the intellectual capital has a positive and significant 
impact on the business performance of the tourism sector. Therefore the results coincide with the literature, since human 
capital is the most effective dimension of intellectual capital and value creation (average representation of 60%), 
suggesting that the substantially more efficient intellectual capital than the financial component. However, between 2007 
and 2016 we concluded a VAIC decrease of 12.7% (3.47 in 2007 and 3.03 in 2016), reflecting a decrease in the efficiency of 
capital employed (-10%), human capital (- 21%) and relational capital (-19%). Analysing the data taking into account the 
reference values concerning indices of efficiency we can conclude that the indexes present good and excellent 
performance during the period under review, reflecting a minimum corporate income for efficient business income. The 
application of the VAIC™ model provides practical implications for management and valorization of intellectual capital. So 
the empirical results with the present analysis are of relevance for future strategy for the tourism sector development in 
Portugal.  
 
Keywords: Intellectual Capital, Human Capital, Value Creation, Tourism, Value Added Intellectual Coefficient (VAICTM). 

1. Introduction 
The tourism has been presented as one of the most important sectors of the different economies for its 
capacity to contribute to economic growth and job creation (European Commission, 2017). The year 2016 
continued to be a growth booster in job creation, having contributed to about one out of ten worldwide jobs, 
representing about 292 million jobs. Despite these positive numbers, the continuity of the positive 
performance of this sector is at risk, since the shortage of qualification of the workforce puts in doubt about 14 
million jobs around the world. Therefore, the research problem comes up from the changing dynamics of the 
tourism sector as well as from the technical training needs of human resources in the sector (World Travel and 
Tourism Council, 2016; World Economic Forum, 2017).  
 
Currently, organizations including the whole corporate structure of the tourism sector, are faced with the 
challenge of strategic and policy changes in response to social, demographic developments (Obeidat, Abdallah, 
Aqqad, Akhoershiedah, & Maqableh, 2017). In this sense, according to the authors, organizations need to 
adopt new forms of management in order to ensure their competitiveness, which may pass by investing in 
areas such as employee training, customer relations, research and development. These investments fall in the 
intellectual capital (IC) approach. For this reason, despite having organizations for several years diverted the 
attention of the IC, currently have promoted their importance at the expense of physical and financial capital 
as the basis of competitiveness, given the recognition of this capital as the basis for success in today's 
economies. 
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For Obeidat et al. (2017) literature has asserted the influence of IC in areas of significant importance, as 
economic growth (Huang & Liu, 2005), the creation of value (Kateb, Swies Masa'deh & Maqableh, 2014; Nazari 
& Herremans, 2007), competitiveness (Will & Martos, 2009), business performance (Kommenic & Pokrajcic, 
2012), performance at work (Vratskikh, Masadeh, Al-Lozi & Maqableh, 2016) and sustainability (Sherif & 
Elsayed, 2016). In addition, the IC demonstrates that organizations composed of employees with certain skills 
allows superior organizational results. 
 
Organizations differ in performance depending on the variation of organizational resources including tangible 
and intangible resources. Improve organizational performance depends on the successful deployment of 
tangible but also intangible resources as the effective management of knowledge and behavior of employees. 
Knowledge and intelligent management of all human resources that represent the knowledge capital of 
organizations support organizations to sustain and maintain a competitive advantage and to achieve high 
levels of organizational performance. 
 
On the other hand, the tourism industry includes a variety of businesses, offers different ways of tourist 
experiences, and provides diversity of supply services for the tourists. In addition, the enterprises are mainly 
micro ones, consisting of a small number of workers. The talent of the human capital in this sector emerges as 
a significantly bigger challenge than the one faced in all the other sectors. 
 
Given the importance of this subject, this work contributed with a study for the tourism sector, seeking to 
understand the human capital in the sector, as well as identify the efficiency and value creation. Thus, the 
present study has as main objective to evaluate and compare the IC, in its three dimensions, within the 
tourism sector, by applying the methodology intellectual value added coefficient (VAIC).  

2. Review of literature 
Intellectual capital has become a topic of great interest in the investigation. The new knowledge-based 
economy shifted attention to the intangible assets of organizations and how they are managed, being 
considered IC as valuable because the intangible assets are more important than tangible assets. So for 
organizations remain competitive should be performed a systematic approach of the IC assets. 
 
Pulic (1998, 2000, 2003 and 2005) was one of the first authors that focused the research on the perspective of 
IC in order to explicitly focus on the relationship between IC and economic performance and the first that base 
their analyses only on the company's financial data. For the design of the model VAIC, the author part of the 
goal to find a way of measuring the knowledge-based economy that is able to indicate the amount of value 
created and how productive is at all levels of business activity, business processes or into segments of society 
(Flowers, García & Adame, 2017). According to the authors, the main argument of Pulic (2008) draws on the 
knowledge of human resources that transform and incorporate knowledge into products and services that 
create value. In this sense, the author interprets the costs with knowledge workers as an investment in human 
capital, which expects a return. 
 
The model does not change the accounting principles to consider the existence of knowledge workers and 
provides a system of monitoring the effectiveness of business activities performed by employees. As well, a 
factor that distinguishes this author is that directly apply concepts of IC in the field of company Economics. The 
model assigned explicit economic values, the added value (VA) and the capital employed (CE), the human 
capital (HC) and the structural capital (SC) and, on that basis, raises the intellectual value added coefficient 
(VAIC). VAIC model assumes that the IC combines with the financial capital, since this cannot create value by 
itself. This model is based on the relevant definitions of IC considering human capital as one of the most 
important parts of this IC. 
 
According to Stähle, Stähle and Aho (2011) this model is applied in various regional and national analyses in 
order to study the performance of individual companies and has often been quoted in academic research. 
According to Martins, Morais and Isidro (2012) this methodology has been used in several studies in order to 
verify the relationship between the market value and creating value. The authors identified some limitations of 
the model and of the studies, including confine themselves to certain countries. There are no studies with 
comparative analysis at the international level, in addition to the sample size vary widely. However, offers 
several advantages (Chan, 2009a; Chen et al., 2005; Firer & Williams, 2003; Flores et al., 2017; Goh, 2005; 
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Inkinen, 2015, Mavridis, 2004). The model performs a comparative analysis between companies, industries 
and countries, as well as comparative analysis in time series. In addition, the template is applied based on 
accounting information, i.e., data previously accounted for and audited, thus avoiding additional costs of 
information gathering (Martins et al., 2012). Table 1 contains the literature review that analyses the relation 
between components of intellectual capital and value creation. 

Table 1: Intellectual capital and value creation 
Authors  Methodology and Sample Findings 

Laing et al. (2010) VAICTM model.  
 
Sample: two companies operating in the Australian 
hotel industry over a four-year period (2004-2007). 

The correlation between the HCE and ICE is very 
much evident. This suggests that the reliance on 
human capital is a key element of the business 
performance, at least in the hotel sector. 

Zéghal and Maaloul 
(2010) 

VAICTM model.  
 
Sample: 300 UK companies divided into three 
groups of industries: high-tech, traditional and 
services. 

Results show that the CEE has a significantly 
positive association with a company’s financial and 
stock market performance.  

Paknezhad and 
Ahmadkhani (2012) 

VAICTM model.  
 
Sample: a firm for three consecutive years between 
2008 and 2010. 
 

The results indicated that there was no meaningful 
relationship between IC and return on assets for 
fiscal years of 2008 and 2009, but there was a 
meaningful relationship between these two items 
for the fiscal year of 2010.  

Shaban and Kavida 
(2013) 

VAICTM model.  
 
Sample: 22 Information Technology (IT) companies 
listed in BSE 500. 

The relationships between the performance of a 
company IC’s and conventional performance 
indicators are varied and indicate that profitability 
and IC are positively associated, whereas no 
significant relationship is observed between IC with 
productivity and market valuation but CEE. 

Matinfard and Khavari 
(2015) 

VAICTM model.  
 
Sample: Companies listed on Tehran Stock 
Exchange over the period 2006-2012 is calculated. 

The findings indicate a positive and significant 
relationship between IC and financial performance 
of companies and a positive effect of the size of 
company on availability rate of IC and financial 
performance of a company.   

Kamath (2017) Modified Value Added Coefficient (M-VAIC). 
 
Sample: 165 export firms listed on National Stock 
Exchange (NSE) for a six-year period from 2007 to 
2013. 

The results further confirmed that productivity and 
export performance of all firms is highly influenced 
by human capital efficiency. 

Pradana et al. (2018) VAICTM model.  
 
Sample: 28 companies from retail trade and 
property & real estate sectors listed on Indonesia 
Stock Exchange (BEI) from 2014 to 2016. 

Value Added Human Capital (VAHU) and Structural 
Capital Value Added (STVA) have no significant 
effect on company value. 

Yilmaz and Acar (2018) Modified Value Added Coefficient (M-VAIC). 
 
Sample: Companies listed in Borsa Istanbul 100 
index (BIST-100) for the periods 2011 - 2014. 

Physical capital and human capital has a significant 
effect on financial performance whereas physical 
capital and relational capital has an influence on 
market performance. 

Source: Own elaboration based on the authors cited 

The empirical studies on IC in Tourism pointed out the relevance of the approach, taking into account the 
importance of the human factor in this sector. “The current debate argues that work with IC enhances 
business performance” (Engstrom, Westnes & Westnes, 2003, p. 5). 
 
In this sense, it becomes critical to measure the performance of the application of knowledge in creating value, 
because it is one of the mechanisms that "support and enhancement the intellectual capital of an 
organization"(Bilhim et. al., 2007, p. 51). 

3. Data and methodology  
This study is based in secondary data on Portuguese companies, so was applied and the practical data were 
collected from the Simplified Business Information (IES) through SABI (Iberian Balance Sheet Analysis System) 
data base. Therefore, the economic and financial information was collected from balance sheets and financial 
reports of 46 951 Portuguese companies in the tourism sector, during the 2007 to 2016 period. 
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VAIC model aims to measure the efficiency and the creation of heat and, in this sense, evaluate the 
information concerning the efficiency of processes and people in the context of creating value by measuring 
the coefficients of efficiency in use of capital financial and intellectual capital (Martins et al., 2012). Specifically 
the measurement of intellectual capital is based on the relationship between three main components: (I) 
capital employed; (II) human capital; (III) structural capital. The capital employed is based on the capital 
invested in the company, i.e. the accounting point of view reflects the net asset of the company. Human 
capital is translated by costs and finally structural capital arises as the value added obtained by the company 
from its inferred processes of human capital. 
 
In this sense, this model is intended to measure the extent to which a company produces added value based 
on the use of capital, human capital and structural capital. The intellectual capital is measured by the sum of 
ratios that incorporate the three components in which the model is based. 
 
Based on these definitions and assumptions, VAIC is calculated as the direct sum of the main indexes of 
efficiency, which are calculated as ratios of the capital employed efficiency coefficient (CEE) (1), the human 
capital efficiency coefficient (HCE) (2) and the structural capital efficiency coefficient (SCE) (3). The efficiency 
ratio of the physical and financial capital or the capital employed efficiency coefficient (EEC) is measured by: 
 

      (1) 
 
Where: VA represents the added value and CA represents the capital employed, measured by total assets. The 
VA is measured by:  
 
VA = Results before depreciation and taxes + financing expenses personnel Expenses   
   (2) 
The HCE is measure by:  

       (3) 
 
HC represents spending on personnel, the HCE refers to the relationship between the value added (VA), and 
the spending on personnel (HC), indicating the creation of value through human capital of a company. The HCE 
can be interpreted as the additional value created by a monetary unit spent per employee (Martins et al., 
2012). The value added by human resources cost indicates not only the effectiveness but also the intensity of 
work and the economics of an industry. If the parameter receive the value '1', it means that the value created 
added was completely used in human resource costs. 
 
The SCE is measure by:  

       (4) 
 
SC is given by: SC = VA-HC. This indicator is dependent on the added value and in inverse proportion to 
personal expenses. This indicator means that the higher the percentage of spending on personnel (HC) in value 
added (VA), the smaller the proportion of structural capital. In reality, the SCE measures how much capital a 
company can create through a monetary unit invested in aggregate value, that is, measures the productivity or 
efficiency of the added value. As a result, the ICE results of summation the HCE and the SCE and the RCE, 
namely: 
 
ICE = HCE + SCE+RCE      (5) 
RCE = RC/VA       (6) 
 
RC integrates the costs of goods as a proxy (Martins et al., 2012).  Finally, the coefficient of the added value is 
given by the sum of the index of efficiency of IC and the efficiency index of physical and financial capital: 
 
VAIC = ICE + CEE      (7) 
Or 
VAIC = HCE+SCE+RCE + CEE    (8) 
 
Public (2008) stresses the importance of increasing the level of efficiency of IC, considering that control of the 
creation of value is essential to take care of the efficiency of the resources used. Therefore, the author 
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provides a way that allows an overview of productivity at all levels. The VAIC is a relational index at which the 
value added produced is compared to capital employed and to human capital, that is, the personal spending. 
VAIC method calculates the overall efficiency of a company and their efficiency of IC. 
 
When the structural capital is zero, or negative, VAIC can take zero or negative values. The index normally 
ranges from VAIC 1 and 3 and is calculated as the sum of the rates of value added to capital and human capital 
employee spending on personnel. Lazzolino and Laise (2013) established benchmarks for the coefficients that 
allow an assessment of the organization performance (table 2). 

Table 2: Reference Values of the indexes of efficiency 
ICE HCE SCE Interpretation 
<1   Does not create enough value to cover the obligations vis-à-vis employees. 

1 1 0 Value too worrisome, is on the edge of survival, with this efficiency only spending on labour are to be 
covered 

1,25 1,13 0,12 Bass performance. Concern, since no creates an amount sufficient to ensure the development of the 
business. Some entries and obligations are not covered. 

1,75 1,44 0,31 Relatively good performance, but uncertain, do not guarantee the long-term security. The settlement of 
the liabilities is not enough for the investment and business success.    

2 1,62 0,38 Good performance, minimum value to ensure a corporate income (an amount sufficient to cover the 
balances, depreciation, interest, taxes, dividends and shareholders). 

≥2,5 ≥2 ≥0,5 Great performance, generated mainly by high-tech companies and other related companies. This is the 
lowest level of efficiency that really can ensure business and workplace. 

Source: Flores et al. (2017) adapted by Pulic (2008) e Lazzolino and Laise (2013) 

4. Results and discussion 
The results of a descriptive analysis of VAIC evolution between 2007 and 2016 and the EEC, HCE, SCE and CERS 
are presented in table 3. Analyzing the average EEC used between 2007 (0.58) and 2016 (0.52) declined 
slightly. The minimum value was reached in 2013 (0.35) and in 2007 has reached the maximum value (0.58).  
 
The HCE shows average values between 1.56 in 2007 and 1.98 in 2016, the minimum values were recorded in 
2016 (1.56) and the maximum values were recorded in 2010 (3.13). 
 
With regard to SCE, notes that the average amount kept throughout the period under review, from 0.33 (2007 
and 2016). Reached minimum value in 2011 and the maximum value in 2012. The ICE in 2007 was around the 
average value of 2.26 and 1.95 in 2016, has reached the maximum value in 2010 the minimum value in 2011. 
The RCE ranged from 0.58 in 2007 and 0.47 in 2016, showing minimum values of 0.29 in 2013 and peak values 
of 0.69 in 2009. 
 
Finally, analyzing the VAIC, it complete a minimum value in 2011 (2.66) and a maximum value in 2010 (4.36). 
On the other hand, VAIC varied from 3.47 in 2007 and 3.03 in 2016. In 2007 the tourism sector created €3.47 
for each €1.00 invested, of which the capital used accounted for €0.58 (16.7%), human capital (57%), entry 
€1.98 the capital €0.33 (9.5%), structural and relational capital €0,58 (16,7%). 
 
In 2016, the tourism sector created €3.03 for every €1.00 used, slightly less than 2007. That same year the 
index of efficiency of human capital is €1.98, being the component with the highest representation of value 
creation (51.5%). On the other hand the structural capital represents €0.33 (10.9%) and the physical and 
financial capital, that translates the value generated for each unit invested in tangible assets, represents €0.52 
(17.1%) and relational capital €0.47 (15.5%).  

Table 3: Average coefficient of efficiency of intellectual capital in the tourism industry in Portugal 

 CEE HCE SCE ICE RCE VAIC 

2016 0,52 1,56 0,33 1,95 0,47 3,03 

2015 0,33 1,59 0,47 2,01 0,45 2,89 

2014 0,36 1,72 0,35 2,01 0,40 2,82 

2013 0,35 2,20 0,40 2,54 0,29 3,21 

2012 0,36 1,59 0,85 2,51 0,39 3,26 
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 CEE HCE SCE ICE RCE VAIC 

2011 0,40 1,84 -0,16 1,66 0,56 2,66 

2010 0,54 3,13 0,17 3,23 0,52 4,36 

2009 0,64 2,10 0,32 2,37 0,69 3,70 

2008 0,56 2,05 0,31 2,31 0,62 3,52 

2007 0,58 1,98 0,33 2,26 0,58 3,47 

Source: own elaboration 

The results coincide with some studies of literature (Kujansivu & Lönnqvist, 2007; FitzPatrick et. al., 2013; 
Flores et al., 2017; Kamath, 2017; Laing et al., 2010; Lopes, 2017; González et al., 2017; Maji & Goswami, 2016; 
Matinfard & Khavari, 2015; Shaban & Kavida, 2013; Yilmaz & Acar, 2018; Zeghal & Maaloul, 2010. Human 
capital is the most effective dimension of IC and value creation, which suggests that the tourism sector created 
substantially more efficient value of IC than the financial component.  
 
However, some studies have obtained slightly different results, particularly in the analysis of statistical 
evidence of the relative importance of human capital in performance manages (Díez et al., 2010; Pradanaa et 
al., 2018; Paknezhad & Ahmadkhani, 2012). 
 
Therefore, between 2007 and 2016 sense a decreased VAIC of 12.7% (3.47 in 2007 and 3.03 in 2016), reflecting 
a decrease of efficiency of capital used (-10%), human capital (-21%) and relational capital (-19%). It should be 
noted that during the year of 2011 there is a sharp reduction of VAIC, as it is possible to detect in Figure 1, 
largely resulting from the economic crisis in 2011, having been, between 2011 and 2012, a reduction of 6.4% of 
the direct contribution of the tourism to the GDP at current prices in Portugal. In 2016, there is a slight 
increase of 4.8% compared with VAIC of 2015 and most of its components. 

Figure 1: Evolution of the average coefficients of efficiency of intellectual capital in the tourism industry in 
Portugal  

 
Source: Own elaboration  

The data analysis, taking into account the reference values concerning indexes of ICE, the HCE and the SCE, 
estimated by Lazzolino and Emiliano (2013), helps in the interpretation of the results concerning the 
performance and financial situation of the companies (table 4).  

Table 4: Interpretation of the reference values of the indexes of efficiency. 
 2007 2008 2009 2010 2011 2012 2013 2014 2015 2016 
ICE BD BD BD OD BD   OD OD BD BD RBD 
HCE BD OD OD OD BD RBD OD BD RBD RBD 
SCE RBD RBD RBD BxD NV OD  BD  RBD BD RBD 

Source: Own elaboration 

Where: OD-great performance; BD-good performance; RBD-Relatively good performance; BxD-poor 
performance; VP-concern Value; NV-does not create value 
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The index of efficiency of IC offers a good performance throughout much of the period under review. Only in 
2016 notes relatively good performance, which translates that companies present themselves as relatively safe 
to their financial situation during the entire period. 
 
The index of structural capital only featured a great performance in 2012 and registered a negative value in 
2011 and poor performance in 2010. In the remaining years recorded a relatively good performance. The 
human capital efficiency index features great performance in the period from 2008 to 2010 and 2013, which 
reflects an efficient entrepreneurial income and in 2007, 2011 and 2014 companies showed a good 
performance by translating a minimum income efficient business, this is an amount sufficient to cover the 
balances, depreciation, bank interests and dividends of shareholders. In 2012, 2015 and 2016 notes a relatively 
good performance, indicating that companies have no assurance results. 

5. Conclusions  
The IC is recognized in the literature as the most important production factor in the current economy. We have 
seen a dramatic growth of intangible factors of development in the world in the last decades of the twentieth 
century, being responsible for this situation the large mergers and acquisitions, the expansion in the services 
sector, the sophistication of the technologies and markets and the strong customer orientation (Rodrigues, 
2011). 
 
Intellectual capital has as components human capital, structural capital and relational capital. Human capital is 
the knowledge and skills of individual workers, the structural capital is a strategic asset that includes 
infrastructure, information systems, internal processes and the relational capital is the value of the relations 
established with the stakeholders. These components of IC are the drivers of value creation that contribute 
most to innovation and sustained achievement of competitive advantages.  
 
Pulic (1998) sought, through the VAICTM model, to measure business performance in the knowledge-based 
economy through the quantification of the intellectual efficiency in value creation context. According to Pulic 
(2004), the workers of the knowledge create value through intellectual efficiency, efficiency measure through 
the value created in relation to investment in human capital. The measurement of ICE is the innovative factor 
of this model because it allows companies to highlight the activities that generate added value. 
 
This study sought to analyze the efficiency of IC value creation in the tourism sector in Portugal from 2007 to 
2016. The results revealed a positive and significant impact of all dimensions of IC in business performance. 
 
 Specifically, in 2016, the tourism sector in Portugal created €3.03 for every €1.00 used, being a value lower 
than that obtained in 2007 (which was 3.47). The efficiency of human capital is the component with the largest 
representation in the value creation (51.5%), followed by the structural capital (10.9%), physical and financial 
capital (17.1%) and relational capital (15.5%). 
 
Given the importance of this issue, this study contributed to identify the creation of efficiency and value in 
Portuguese Tourism sector. 
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Abstract: The tourism sector has been presented as one of the most important sectors of diverse economies due to its 
capacity to contribute to economic growth and job creation. Being an industry of people, it directly depends on the 
performance of activities, on skills, professionalism, quality, and competitiveness, so it is essential to answer with precise 
planning politics which should be the most approximated to the real needs of the sector. This exploratory article aims to 
examine and feature the educational offer in the tourism sector, both Portuguese and Finnish, concerning the level of 
qualifications of the population and the educational offering. The tourism sector characterized by low-skill and labour-
intensive employment, is facing new challenges that emerge from technological developments, the expansion of social 
networks, the impact of millennials in redefining business models, the higher level of information and demand of the 
consumers, and the overall change of tourism demand. In Portugal, the level of qualification is inadequate, since 50% of 
the employed population in this sector has a primary education level. In Finland, in the year 2016, the majority of the 
population has a secondary school level qualification. This work is a bibliographic review that seeks to understand the 
evolutionary scenarios for higher education in tourism in the context of the Portuguese and Finnish contexts. The research 
systematizes data collection and conducts a quantitative and comparative analysis of secondary data collected from the 
official statistics entities of both countries. In addition, a review conducted and focused on the content of the existing 
courses of tourism related to higher degree programmes in Portugal and Finland discusses the relationship between these 
and the challenges of the tourism industry. Thus, this study aims to contribute to a better knowledge of the present as well 
as to put forward future solutions to the challenges of the industry, given the current importance of continuous individual 
development throughout life. 
 
Keywords: tourism education, higher education, curriculum development, tourism 

1. Introduction 
The tourism sector continues to consolidate itself as one of the main economic activities driving the various 
economies around the world given its capacity to generate revenue and boost job creation. In the year 2017 it 
directly represented about 3.2% of world GDP and about 3.6% of global employment, representing in the 
period of 2013-2017, on average, approximately 3.1% of global GDP and about 3.6% of world employment 
(World Travel & Tourism Council, 2018c). 
 
Regarding tourist arrivals, 2017 was the year with the largest growth since 2010. The average growth rate in 
the period of 2005-2017 was about 4.2%. Since 2015 tourist revenues also have a positive path showing an 
average growth rate in the period of 2005-2017 of about 5.7% (World Tourism Organization, 2018). 
 
Throughout Europe, on the other hand, the economic crisis, the need for new skills and the demographic 
changes have contributed to the recognition that the learning strategies of adults and lifelong learning must 
play a key role in the policies of competitiveness and employability, social inclusion and active citizenship. Skills 
will determine competitiveness to a large extent and the capacity to generate innovation. These factors attract 
investment and will play a crucial and essential role in social cohesion through economic growth and job 
creation. This growth intensifies the need for continuous improvement of skills and competencies to meet the 
growing needs of the labour market in knowledge-based economies (World Bank, 2010; European 
Commission, 2013; 2016; World Economic Forum, 2018). 
 
In this sense, the educational institutions are important tools in the decisions that people make in their choices 
about education or a professional career. Some aspects of particular relevance of the educational institutions 
are: a) operating as professional advisers, b) supplying of information about employment and skill needs of the 
various sectors, c) validating and recognising formal and non-formal learning, and d) motivating individual 
learners in learning throughout life regardless of their employment condition (European Commission, 2013). 
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In tourism, the different public and private players share the idea that education and training of human 
resources assume a decisive role in the competitiveness of the sector due to the ability to influence the 
perceived quality of the final tourist product presented by the companies during service provision (Bañuls et 
al., 2007; Bañuls, 2009; Giannakis & Harker, 2014). 
 
Thus, the main objective of this article is to contribute with an exploratory analysis of educational and training 
offerings, by comparing the Portuguese and Finnish contexts, as well as the educational levels of the 
population and the educational offering in relation to the Tourism discipline.   
The main reasons for choosing an analysis of Portugal and Finland is related to a history of joint collaboration 
of the researchers, the well-recognized model image of education in Finland, and the positive evolution of the 
tourism industry in Portugal. 
 
To achieve this goal, in the first point there is a short introduction, demonstrating the importance of tourism in 
the world economy and the reason for the choice of the article theme. Next, we applied a literature review 
that focuses on the concepts of education, vocational training and tourism discipline. After this analysis, in the 
third part we present the methodology used in the study, based on the exploratory analysis of the data of the 
main statistical Finnish and Portuguese entities. This is followed by an analysis of the development in the key 
statistics of interest of both countries as well as skill levels and educational offerings, with a special focus on 
higher education. In the remaining points, we present a comparative analysis of both contexts and, lastly, the 
main findings and results of the study. 

2. Education and training in tourism  

2.1 The importance and contribution of the education  
Education, in knowledge societies where we live, is not limited to a restrictive number of years of study, but it 
happens continuously, both within formal and informal education institutions and in contexts external to 
institutional educational systems. Aligned with these principles, education in tourism provides different 
educational paths that allow for continuous learning and development of critical thinking. Given the 
multidisciplinary nature of the Tourism field, education contributes to the enrichment of the individual but 
also to the wider society where the individual resides (Cuffy, Tribe & Airey, 2012). 
 
Education is a continuous process, where each individual learns the same issues differently from others, 
combining and accumulating multiple origins of past experiences to better understand the present and future 
challenges, thus building up a cumulative knowledge during a lifetime (Falk, Ballantyne, Packer & 
Benckendorff, 2012).  
 
Education allows the acquisition of technical skills and the formation of the behavior and the character of 
individuals, developing their critical thinking so it is considered to be a strategic tool in the economic and social 
development of societies in the long term, since it is a process that occurs continuously throughout life (Jiang 
& Alexakis, 2017; Kyllonen, 2013; Salgado & Costa, 2009). 
 
Educational institutions transmit knowledge and the skills required for the performance of different 
professions, giving a greater added value to the organizations by converting and qualifying human resources 
(Mira, Mónico, Moura, 2017).  
 
Institutions also validate and recognize knowledge and skills obtained in formal and non-formal education as 
well as contribute to the labour market, by providing tools that allow the updating of skills to face the 
opportunities and challenges that will continue to arise in the future (European Commission, 2013). 

3. Disciplinary area Tourism 
Tourism consists of complex relations and a wide range of business types, which requires a holistic analysis so 
that the tourism phenomenon may be understood in its different parts. The contribution of the various 
sciences in the study of tourism, including the economic and financial analysis of the business and the social 
and environmental analysis of the various actors, has been fundamental to understand the various existing 
relations in tourism.  While it is a scientifically complex area, the developments, analysis, and theoretical 
advances are shown to enable the involvement of knowledge, aim to improve social conditions and to face 
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practical situations and challenges throughout the sector (Salgado, 2011; Salgado, Lemos, Costa & Silva, 2017; 
Tribe & Liburd, 2016). 
 
Tourism asserts itself as an interdisciplinary area of knowledge which studies the tourism phenomena on the 
basis of research methods used by other more mature social sciences. This allows for the theoretical and 
scientific development of its object and contributes to the foundation, construction and affirmation of its basis 
while maintaining its own autonomous scientific and educational area, giving rise to the creation of various 
schools of tourism within universities (Benckendorff & Zehrer, 2013; Pirnar, 2014; Salgado & Costa, 2009; 
Sogayar & Rejowski, 2011). 
 
In spite of the growth felt over the last 50 years, it is considered to be a young disciplinary area. The main 
objective of teaching in the tourism area is the provision of curriculum structures suitable to the constant 
developments of labour market needs which ensures the meeting of the sector challenges by providing skilled 
and qualified labour. This is only possible if there is a closer relation between educational institutions and 
businesses that allow the creation of protocols that will grant students more practice opportunities for 
learning and gaining knowledge of real sector realities. The market trends point out to workers having an 
effective working knowledge of the tourism industry (Huang, Lalopa & Adler, 2016; Teixeira, 2001). 
 
Employment in tourism, due to its interdisciplinary, includes the need of multiple skills, thus, education and 
training in tourism should include varied themes that allow the transferability and applicability to all kinds of 
professions, making it possible to achieve successful careers in this industry (Daniel, Costa, Pita & Costa, 2017; 
Inui, Wheeler & Lankford, 2006) 

4. Methodology   
This study was based on the research question - With both countries placing different emphasis on the tourism 
sector, how is this difference reflected in the importance of teaching the discipline of tourism?  
 
In addition, was built on the critical review of literature which aimed to know about the "state of the art" of 
higher education in tourism.  
 
Grounded on this knowledge we sought to answer the starting point of the present study, namely the 
evolution of higher education in tourism in the Portuguese and Finnish realities. In this sense, research was 
carried out on the evolution of teaching in tourism and on the programmatic contents taught in the existing 
courses of tourism in the higher education programs in Portugal and Finland. Additionally, a discussion ensues 
about the relationship between these and the challenges of the tourism industry as well as the realities of 
education.  
 
The literature review focused on the analysis of secondary data of both national official statistics data 
concerning the importance of the tourism sector in the Portuguese and Finnish realities, as well as the 
educational framework of both countries in tourism courses. 

4.1 Development and characterization of the education and training system in tourism: the Portuguese and 
Finnish reality  

4.1.1 Development and characterization of the education and training system in tourism: the Portuguese 
reality  
In 2017, the tourism sector in Portugal continues to reinforce its importance in the society and in the national 
economy since it remains the main exporting economic sector. The country registered about 57.6 million 
overnight stays, translating a global income of about 15,15 billion euros and contributed directly to about 6.8% 
of the Portuguese GDP and about 8.5% of total employment. Since the year of 2014, the weight of the tourism 
sector in GDP and in total Portuguese employment has increased with an average annual growth rate of 6.4% 
and 7.7% respectively (see table 1). 

Table 1: Evolution of the main tourism data statistics of Portuguese tourism sector (2014-2017) 
 Direct contribution Tourism data 
 GDP Employment Receipts (billions €) Overnight stays (in millions) 
2014 6,0% 7,4% 10,40 45,9 
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58% 

30% 
12% 8.30% 

54.70% 

19.90% 17.10% 

None Basic level Secondary level Higher education

Population employed in tourism Total of the population

2015 6,4% 7,9% 11,45 48,9 
2016 6,4% 8,1% 12,68 53,6 
2017 6,8% 8,5% 15,15 57,6 
Average annual growth rate 6,4% 7,7% 13,4% 7,9% 

Source: Ministry of the Portuguese Economy, 2018; World Travel & Tourism Council, 2018a 

The qualification of the workers of the tourism sector are, for the most part, at the level of basic education, 
similarly with the qualifications of the general population (see Figure 1), thus, the main challenge of the sector 
is qualifying and increasing the level of qualification of its workers, having defined, in its public policies, the 
goal of duplicating, in the next decade, the number of employees with secondary level of education 
qualifications (Ministry of the Portuguese economy, 2017). 

Figure 1: Qualifications of general Portuguese population versus population employed in tourism (2016) 

Source: Francisco Manuel dos Santos Foundation, 2018; Ministry of the Portuguese Economy, 2017 

In Portugal, the main goal of the national educational system is to ensure the equality of opportunities in the 
access to education to all citizens and to contribute to their personal, civic and human development, 
meanwhile sharing these responsibilities within public and private certified entities (Law No. 46/86, of 14 
October of Assembly of the Republic, 1986). 
 
Higher education in Portugal is divided into: 1) University education which aims to promote research and the 
creation of knowledge, providing a solid scientific and cultural preparation and 2) Polytechnic education which 
aims to promote applied research and development, and providing understanding and solutions of practical 
problems. In the year 2017, 286 higher education institutions were established, mostly with public origin, 
about 63%, and of type of Polytechnic education institutions, about 58% (see table 2). 

Table 2: Higher Portuguese education institutions by type and origin (2017) 

 
 
 
 
 
 

Source: Francisco Manuel dos Santos Foundation, 2018a 

In the last decades the vocational and educational offering in tourism has experienced growth both in terms of 
the supply and also in the diversified curricular paths. This is due to the increase in the number of tourists 
visiting the country, and it is observed that in the school year of 2016-2017, 2.806 vacancies for students at 68 
bachelor´s as well as 38 master´s and 4 doctoral courses in higher education institutions were available in the 
tourism discipline .  (Daniel, Costa, Pita & Costa, 2017; Salgado, Lemos, Costa & Silva, 2017). 
 
Yet, regarding the same school year, the majority of courses are public polytechnic offerings with the 
exception of PhDs who only recently were approved to be taught in these types of establishments and the 
tourism offerings cover, in particular, the area "812-tourism and recreation". Traditionally this offering of 
higher education is linked to the schools of Economics and Management, however there is a boom in the 
creation of Tourism schools (Salgado et al, 2017). 
 

Higher education institutions  Total % of total 
Type University 121 42% 

Polytechnic 165 58% 
Origin Public 180 63% 

Private 106 37% 
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Thus, analyzing the growing in national education and training policies we verify that in competitive and global 
economies, the development of policies which promote and develop lifetime human resources qualifications 
allows the elevation of the low qualifications of the Portuguese population which is decisive and necessary for 
sustainable socio-economic growth within society (European Commission, 2017; National Council of education, 
2014). 
 
Regarding the Portuguese tourism sector, the most compelling challenge is the human resources qualification. 
Given the need to keep and maintain tourism quality and the recognition of Portugal as a preferred tourism 
destination  the qualification of the workers is the most important asset of the organizations and of the future 
success of tourism. Worker qualification allows the quality guarantee of touristic product services which are 
particularly known by their genuineness, authenticity and hospitality (IPDT-Institute of tourism, 2018; Ministry 
of the Portuguese Economy, 2017). 

4.1.2 Development and characterization of the education and training system in tourism: the Finnish reality  
In Finland, tourism is expected to increase its importance. In 2017 the country registered about 21,9 million 
overnight stays, translating a global income of about 2,98 billion euros and contributing directly to about 1,9% 
of the Finnish GDP and about 2,0% of total employment. Since the year of 2014, the weight of the tourism 
sector in GDP and in total Finnish employment has decreased but represents an annual average rate of 2,0% 
and 2,1% respectively (see table 3). 

Table 3: Evolution of the main statistic tourism data of Finland tourism sector (2014-2017) 
 Direct contribution Tourism data 
 GDP Employment Receipts (billions  €) Overnight stays (in millions) 
2014 2,1% 2,2% 3,20 19,8 
2015 2,1% 2,1% 2,23 19,7 
2016 2,0% 2,1% 2,38 20,3 
2017 1,9% 2,0% 2,98 21,9 
Average annual growth rate 2,0% 2,1% -2,3% 3,5% 

Source: Official Statistics of Finland, 2018; World Travel & Tourism Council, 2018b 

The growth in the arrivals of tourists poses challenges and possibilities to the Finnish tourism destinations and 
businesses.  One of the challenges is to improve education and skills in tourism to respond to the growth of 
tourism. Thus, the national tourism strategy (Visit Finland, 2017) emphasises the fact that a better balance 
should be achieved between skilled labour supply and demand. 
 
In Finland, a key feature of the national education culture is to ensure equal opportunities for all.  Higher 
education is publicly funded, and Finnish higher education institutions enjoy extensive autonomy.  However, 
the education system continues to face public budget cuts. It is even suggested that a continued negative 
trend in spending in education risks undermining competitiveness (European Commission, 2017a). 
Simultaneously, higher education institutions are invited to become more productive and internationally 
oriented as well as to collaborate more.  
 
There is no information available about the qualification of the workers of the tourism sector although the 
Finnish population have, for the most part, qualifications at the level of secondary education, followed by basic 
education and higher education (see Figure 2). 

 

28.70% 

50.50% 

20.80% 

Basic level Secondary level Higher education

Total of the population
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Figure 2: Qualifications of general Finnish population (2016) 

Source: Official Statistics of Finland, 2018 

Finnish higher education has a dual model. The Finnish higher education system consists of universities and 
universities of applied sciences (UAS). A total of 14 universities are engaged in scientific research and provide 
the highest level of education based on research. In addition, 23 universities of applied sciences, operating as 
public limited companies, offer a pragmatic education that responds to working life needs. As the Ministry of 
Education and Culture (2018) states, the mission of universities of applied sciences is to provide education for 
professional expert jobs based on the requirements of working life and its development. In Finland, higher 
education institutions have a public origin (see table 4). 

Table 4: Higher Finland education institutions by type and origin (2016) 
Higher education institutions 

Type Total Origin 
Universities 14 Public Universities of applied sciences 23 

Source: Official Statistics of Finland, 2018 

In the Finnish tourism educational context, the Ministry of Education and Culture reduced the number of 
tourism study places in 2013. This derived from the fact that, in the labour market, graduates do not always 
find jobs corresponding to their education (Saukkonen, Honkanen, & Ritola-Pesonen, 2013) and, as a result, 
there is currently an imbalance between skilled labour supply and demand because of the growth in 
international tourism. 
 
Despite the fact of reducing the number of study places, tourism education in higher education is very 
vocationally oriented, and the majority of courses are principally delivered within the universities of applied 
sciences (Education Statistics Finland, 2018). 
 
In 2016, Finland registered a total of 5.756 tourism bachelor´s degree students in higher education institutions, 
addressing, in particular, the area of “hotels, restaurants and catering” (Education Statistics Finland, 2018).  
 
Recently, the Finnish higher education institutions have designed new master´s programmes in tourism as a 
response to industry growth. Therefore, an increasing number of tourism professionals are enhancing their 
skills and attaining a higher level of education. However, the increasing number of international tourists also 
require redefining the content of the bachelor´s programmes as well as adopting multi-disciplinary and critical 
approaches. 

4.1.3 Comparative analysis 
When comparing the economic importance of the sector in both countries, we observe that the tourism sector 
has a greater weight in the Portuguese economy when compared to the Finnish one, from the perspective of 
its contribution to GDP and employment. Also, in the period of study between 2014-2017, Portugal shows a 
growth in tourism revenues and Finland a decline, yet both are growing in the number of overnight stays (see 
table 5). 

Table 5: Evolution of the main statistic tourism data of Portuguese and Finnish tourism sector (2014-2017) 
GDP Employment Receipts (billions  €) Overnight stays (in millions) 

Portugal Finland Portugal Finland Portugal Finland Portugal Finland 
6,40% 2,0% 7,70% 2,10% 13,40% -2,30% 7,90% 3,50% 

Source: Ministry of the Portuguese Economy, 2018; Official Statistics of Finland, 2018; World Travel & Tourism 
Council, 2018a; 2018b 

When comparing the qualifications of the general population, we can observe that the Finnish population is 
better qualified when compared to the Portuguese (see figure 3). 
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Figure 3: Qualifications of general Portuguese and Finnish population (2016) 

Source: Francisco Manuel dos Santos Foundation, 2018; Official Statistics of Finland, 2018 

In the school year 2016-2017, Portugal had a greater number of higher education institutions when compared 
to Finland. Due to its vocational orientation, the principal Finnish tourism education area is “hotels, 
restaurants and catering" and, in Portugal, the main area of study is “tourism and recreation”. This is indicative 
of the  broader scope of Portuguese tourism education (see table 6). 

Table 6: Number of higher education institutions and main areas of tourism study in Portugal and Finland 
(school year 2016-2017) 

 
 
 

Source: Education Statistics Finland, 2018; Francisco Manuel dos Santos Foundation, 2018a; Official Statistics 
of Finland, 2018; Salgado et al, 2017 

5. Conclusions 
According to the 2018 World Tourism Organization report, 2017 was the year that tourism recorded the 
highest growth in international tourist arrivals since the recent global financial crisis. Tourism thus continues to 
demonstrate its economic and social importance in world economies considering it is the third largest export 
sector of economic activity (World Tourism Organization, 2018). 
 
The Finnish educational policies show more vocational orientation in the educational offering of the tourism 
education area and are directed to respond to requirements of working life issues as well as to answer the 
needs of tourism growth, despite the reduction in the number of student vacancies offered in higher 
education in the tourism area. 
 
Due to the weight of the sector in its economy and to the importance of increasing the relatively low 
qualifications of its population, the Portuguese educational policies have increased the number of vacancies 
offered in tourism higher education and have implemented a greater diversification of the educational 
offering. 
 
In the world we live in, both in the present and in the future, people must be equipped and be prepared with a 
diverse set of skills and qualifications that will allow them to communicate and have better access to 
information. In addition, increased competencies assure better performance in the civic role of the societies 
where they are included, opening, in this way, a path to employability and prosperity. The valuation of skills 
and qualifications becomes fundamental to help citizens acquire and upgrade skills throughout life and it is 
also a condition for further development and competitive economic growth in societies (European 
Commission, 2013, 2016; World Travel & Tourism Council, 2015; World Economic Forum, 2018; Organisation 
for Economic Co-operation and Development, 2016). 
 
Regarding the qualifications of the population, Finland is better prepared to face future challenges than 
Portugal since they have a more qualified population. The main challenge posed to the Finnish tourism sector 

8.3% 

54.7% 

19.9% 17.1% 
28.7% 

50.5% 

20.8% 

None Basic level Secondary level Higher education

Portugal Finland

 Higher education institutions Main areas of study  
Portugal 286 tourism and recreation 
Finland 37 hotels, restaurants and catering 
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is the response to the growing number of overnight stays, whereas the Portuguese challenge includes the 
general improvement of the qualifications of the global population as well as the population employed in 
tourism. 
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Abstract: The Western Cape Province of South Africa is one of the world’s leading tourism destinations with over half of 
the population benefiting directly or indirectly from the tourism sector (South Africa, 2017). Within the industry, event 
tourism has been identified as the fastest growing field (Getz, 2016), extending the tourism season and countering the 
effects of seasonality. The Province is considered the sport event capital of South Africa, with sporting events occurring 
throughout the year, which do not only increase visitor numbers, but has also been identified as vehicles to induce 
community pride and boost the local economy. As competition for the hosting of events has increased, polo tourism and 
the hosting of polo events in the Western Cape has been identified as a targeted niche market by tourism bodies and 
destination marketing organisations in the area due to the high-income segment that the sport attracts, and the 
subsequent development of polo facilities in the Province. Previous research on this niche has shown that growth of the 
market is slow due to high barriers to participation, including the high costs associated with the sport. Although the 
number of polo events hosted in the Western Cape annually has increased, the niche market has not been fully exploited 
from a tourism viewpoint. This study aims to address the considerable gap in research on polo tourism as a niche and to 
provide guidelines for the sustainable development thereof. Semi structured key informant interviews were conducted 
with 15 major stakeholders in the polo and tourism industries in the Province during 2018. The semi structured interview 
schedule which was used consisted of three dimensions: current levels of polo tourism, barriers to development, and 
recommendations for future growth. Qualitative feedback from the interviews affirmed the fact that polo tourism is an 
untapped niche because of the lack of knowledge on how to develop the niche sustainably. The data also revealed that the 
niche is currently focussed on events but that adopting a ground-up approach by increasing the understanding of polo 
amongst local residents, and changing current perceptions of the sport as being for the wealthy, only will aid in the 
development of polo tourism, also resulting in job creation in the Province.  
 
Keywords: Tourism, polo, niche market, Western Cape, South Africa  

1. Introduction 
According to the Tourism Update (2018), in the Western Cape Province of South Africa, approximately 250 000 
jobs are currently within the tourism industry which has a gross added value (GVA) contribution of R3.5 billion 
to the Province’s economy; meaning that every tourist creates 14 sustainable jobs. Western Cape tourism has 
grown by 7.5% since 2017 with the fourth quarter of 2017 bringing in R6.6 billion. The tourism sector in the 
Province is also responsible for 24 direct air connections to Cape Town, bringing in 70 000 inbound visitors 
from 20 key source countries (Tourism Update, 2018). As a result, the South African Government has 
committed to invest R3.2 billion into the expansion of Cape Town International Airport (Tourism Update, 
2018).  
 
Twenty-first century trends have shown that as tourists become more sophisticated, the demand for specialist 
tourism products has increased. In response to this, the development of niche tourism products, and the 
targeting of niche markets, has been identified as a way for destinations to differentiate their tourism products 
and compete in an increasingly competitive and cluttered tourism environment (Sharpley & Telfer, 2002:1).   

2. Tourism niche markets  
Niche tourism has its origins in niche marketing, and a niche tourism market can be described as a small 
segment of the tourism market with specific features. The niche tourism product should satisfy this specific 
market’s needs according to their pricing preferences, product quality demands and demographic features 
(George, 2010:26). Niche markets are made up of groups of people with the same unique characteristics, 
which dictate that products and services are provided in a particular way to be able to meet special needs.  
 
Niche marketing therefore entails being focused on matching the special interest needs of a particular 
segment of the population with specific product strengths and providing information and promotional material 
in a way which is specifically tailored to their requirements (South Africa, 2002). The strength of niche 
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marketing as a strategy is the potential yield from a smaller proportion of the population whose needs are 
being addressed in way which is relevant to them. Segments with special interests are prepared to pay a 
premium for products that provide the quality of experience they are seeking (South Africa, 2002). 
 
When the concept of niche tourism markets initially emerged, it was suggested by Kotler (1967) that the key 
focus should be specialisation, which can be either end-user based, vertical, geographical, product based or 
price based. According to Novelli (2005), at one level niche tourism can be defined as breaking down tourism 
into more still relatively large homogenous market sectors called ‘macro niches’ such as cultural tourism, sport 
tourism or event tourism – each then capable of further segmentation into ‘micro niches’ such as polo tourism.  
 
In addition to the focus on tourist activities and what tourists participate in while at a destination, there is also 
the ability of the destination to position itself as a niche destination. Godfrey and Clarke (2000) discuss how 
destination development often begins with new ideas and initiatives; it is as much to do with attractions and 
services as it is about marketing and promotion. In response to this, the development of specific, tailored 
products at a destination level is a means to attract high-end and high-yield tourists through personalised 
niche products. Niche tourism, therefore, can essentially be considered a response to increasing numbers of 
more sophisticated tourists demanding specialist tourism products. It is a means by which destinations can 
focus their offerings to differentiate their tourism products and compete in an increasingly competitive and 
cluttered tourism environment (Sharpley & Telfer, 2002).  
 
The South African Government (2002) identified the main benefit of niche tourism for South Africa as helping 
to diversify the tourism economy as it holds greater potential than mainstream tourism, leading to higher 
yields per visitor in terms of foreign exchange earnings and consumer spending, and thus leading to 
sustainable job-creation.  Even though niche markets are often smaller in size than mainstream tourism 
markets, niche tourism often stimulates the creation of quality jobs that require specialised skills, as opposed 
to unskilled or semi-skilled jobs generally associated with mainstream tourism. Activities undertaken as part of 
niche tourism are often community-based, located outside of traditional tourist areas, and thus encourage 
geographic distribution of tourism benefits, more local spending takes place, since niche tourism offerings 
attract independent travellers, as opposed to pre-paid package tourists. 
  
How destinations develop themselves to create unique products and images, which appeal to a niche market, 
is a critical component of their success in the tourism industry. The Western Cape Province of South Africa has 
identified sport and events tourism as niche markets with growth potential and opportunities worthy of 
exploration, especially for job creation.   

2.1 Sport and event tourism as a niche market 
Sport and event tourism combines sport activities such as participating in or attending a sport event with 
travel and is often sold to tourists as a package (Pitts, 1999). Events are a major component of sport tourism, 
and perhaps the most significant in terms of tourist numbers and economic impact. Sport event tourism is 
internationally recognised as a substantial and highly desirable niche market (Deery, Jago & Fredline, 2004).  
 
Sport events have become an essential component of the marketing mix for tourist destinations as events play 
two roles. First, they can attract participants and spectators, thus boosting the number of visitors to the host 
destination during the time that the event takes place. Second, the attention that events receive through 
advertising and news coverage constitutes added exposure for the host destination. Visitors' spending brings 
money into the local economy; the event's advertising and news coverage can enhance the destination's 
image, thus helping to build visitation at other times of the year (Hill, 2003). 
 
Sport and event tourism as a niche market has received increasing attention in recent years (Gammon & 
Ramshaw, 2013). Many destinations, both developed and developing, are increasingly choosing sport, and the 
hosting of high-profile sport events as a potential growth strategy, and as a tool for unlocking tourism 
opportunities (Radicchi, 2013). Getz (2013) attributes this rapid growth to the widespread perceptions that 
such events create a favourable image for the host destination, as well as expanding the traditional tourism 
season, and spreading tourism demand more evenly through an area, in addition to attracting both foreign 
and domestic visitors. 
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Increasing attention is being given by the tourism industry in the Western Cape Province on using resources to 
optimise the best-desired outcomes that come from sport tourism and sport events tourism which is known as 
leveraging (Chalip, 2006). More specifically, leveraging is the process through which the benefits gained from 
sport tourism and sport events tourism are maximised to achieve favourable short and long term outcomes for 
host communities (Chalip, 2006). According to Jorgen (2009), the most successful way to leverage sport event 
tourism is through the provision of networking opportunities among key event stakeholders, government 
stakeholders, sponsors and the private sector in order to identify policies that can be implemented prior, 
during and after the event so as to generate the desired results. The effective leveraging of sport and event 
tourism in the Western Cape will result in short term impacts being converted into longer term positive social 
and economic legacies for the local communities.  

3. Barriers to the development of sport and event tourism as a niche market  
Despite the potential for sport and event tourism to boost the tourism industry, niche tourism markets can 
face a number of barriers to their development. Currently new opportunities for alternative and niche travel 
experiences abound, making it increasingly difficult for markets to maintain their niche status. New tourism 
niche markets are rapidly and constantly emerging, often leaving existing niche markets unappealing to 
potential travellers (The Tourism Tatler, 2018). According to Huh and Singh (2017) one of the most significant 
barriers to the development of niche tourism markets is the lack of research focussing on the demand side 
profile of niche tourists. Existing research on niche tourism markets focuses largely on the niche product and 
does not consider niche tourists, their behaviour patterns and their interest and involvement in participating in 
niche activities.  
 
In terms of marketing a niche tourism destination, a number of challenges create barriers to the development 
of niche markets such as sport and event tourism. These barriers are summarised in the table below.  

Table 1: Barriers to the marketing of tourism niche markets (Adapted from Destination Think, 2015) 
Profit and Planet Product and Promotion 

Generating short-term revenue without compromising long 
term planning 
Managing, development and improving destination experience 
Capacity and human resource planning 
Accessibility 
Green tourism 
Mitigating potential negative social impacts 
Securing funding 
Stakeholder management 

Using new technologies and social media 
Reducing seasonality 
Managing word of mouth communication 

Community and Collaboration Leadership and Organisation 
Maintaining the integrity of the destination 
Working with local partners 
Collaborating with broader tourism industry 

Change management 
Managing organisation efficiency 
Working with limited resources and funding 
 

 
Previous research conducted on the sport tourism industry in South Africa found that the barriers affecting its 
development included poor management practices and unskilled management teams, a lack of necessary 
infrastructure and limited cultural awareness of various sporting codes and events (Deery & Jago, 2006).  

4. The development of polo 
The sport of polo is older than recorded history and is commonly known as ‘the sport of kings’ (Polo Museum, 
2017).  According to Historic UK (2017), British merchants in India noticed the resident Indians playing the 
sport and decided to introduce it in England. Over the past two centuries, the game of polo has expanded 
throughout the world and is now regularly played in over fifty different countries, including South Africa. In 
South Africa, the South African infantry started the game in the 1800’s when the 75th Infantry of the Line 
Regiment, also known as the Gordon Highlanders, after service in Hong Kong and Singapore, was sent to the 
Cape Province. The first recorded game took place in October 1874 at the Parade Ground in Cape Town (South 
African Polo, 2016). By 1885 the first polo club was established by army officers in Cape Town. Although the 
game was dominated by the military, civilian clubs soon started to develop across the Province (South African 
Polo, 2016).  
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The global expansion of polo has led to the development of the Federation of International Polo (FIP) which 
was created in 1982 to enhance the image of the game of polo internationally. Polo has since developed 
internationally, where the sport is being played in many countries across the globe.  The method of recruiting 
new countries evolved into a series of tournaments that became known as Ambassador’s Cups. These 
tournaments were also an ideal instrument for polo to be exposed on an international level (Federation of 
International Polo, 2016). Through the growth of the FIP’s organisation, more than nineteen countries began 
participating in polo and particularly polo events, resulting in increased travel for participation in the sport and 
to spectate. Although the sport is currently played in 77 countries, international polo events are only hosted in 
Argentina, China, South Africa, Australia, New Zealand, the USA, the UK, Singapore, Jamaica and Switzerland 
(Polo Times, 2016). 
 
According to the International Polo Club (2016), a premier club in Palm Springs, Florida, revenue from the 
hosting of polo events has increased 185% over the last 3 seasons and has earned more than $3.5 million in 
media coverage.  This has been achieved by keeping general admission tickets to events for locals at a minimal 
$10 per person. The current revenue from polo and the hosting of polo events stands at approximately $2.15 
million per season (Forbes, 2016).  Besides generating revenue, the Polo Club has also attracted 106 new 
members over the last 36 months as the sport becomes increasingly popular and local residents begin to see 
the sport as more accessible (Forbes, 2016).  

4.1 Polo tourism as a niche market in the Western Cape  
Polo tourism in the Western Cape has demonstrated dramatic growth since the establishment of up market 
polo estates across the Province. These estates have placed the province on the map for the further 
development of polo as a sport, tourism around polo, and the hosting of polo events attracting large numbers 
of both domestic and international visitors. This has in turn led to changed perceptions of polo from an elite 
sport to an activity incorporating travel, fashion, entertainment and networking. In 2017, six polo events 
contributed a total of R2 billion to the economy of the Western Cape through the attraction of domestic and 
international participants and spectators (Fin24, 2017). The economic impact of polo events and tourism is 
higher in comparison to other niche markets because of the high costs associated with playing polo and its 
social standing. Despite this, polo tourism remains a niche market that has been relatively underdeveloped 
and where very little research has been conducted.  
 
According to Polo Line (2017), the development of polo tourism also faces challenges as the sport is not well 
supported by local residents and because of limited resources allocated to polo clubs. Currently there is a need 
to grow interest in the sport among local residents and to provide opportunities for the training of new 
players, including development players who have had limited access to the sport because of the high cost of 
participation. Additional challenges include the risk of sickness in horses and the high costs of horse grooming, 
stabling and training. In order to fully capitalise on polo tourism and to provide recommendations for its 
growth and development as a niche market, this study sought to determine the current level of polo tourism in 
the Western Cape, identify barriers to the development of polo tourism as a niche market in the Western Cape 
and to develop guidelines for the development of polo tourism as a niche market.  

5. Research design and methodology 
Qualitative research methods are used in exploratory research in order to gain underlying reasons, opinions, 
motivations and insights into a research problem (Maree, 2008:254). Considering this, qualitative methods 
were used in this study in order to achieve the research objectives. Key informant interviews were conducted 
with various key stakeholders in the Western Cape polo industry in order to explore the responses of 
individuals to gather rich information on the research topic (Jennings, 2010:171). Key stakeholders who were 
interviewed included a representative from the Provincial government tourism department, a polo estate 
manager and a travel agent specialising in polo tourism packages. Interviews were conducted according to a 
semi structured interview schedule structured around the themes of the current levels of polo tourism, 
barriers to the development of polo tourism as a niche market and recommendations for the future 
development of the niche. Questions were also posed regarding respondent’s perceptions of the current polo 
tourism sector in Cape Town and its potential growth as a tourism niche market. Interviews were held at 
locations most convenient for respondents and each took an average of 40 minutes. The interview responses 
were then recorded and transcribed, following which a thematic analysis was conducted using inductive 
coding which allowed for the grouping of text around thematic ideas so that similarities and differences could 
be identified (Maree, 2016:116).  As the population for the research included individuals who are actively 
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involved in polo tourism or tourism development in the Western Cape, purposive sampling was used to 
identify 15 key informants to be interviews. Along with this, snowball sampling was utilised, allowing for 
selected key informants to recommend or refer the research to additional potential interview subjects. The 
ethical considerations by the researchers included informed consent, voluntary participation, confidentiality 
and anonymity.  

6. Findings and discussion  
Although the literature reviewed concluded that the development of polo tourism in the Western Cape is 
steadily growing, interview respondents did not agree with this statement and felt that the niche is still 
relatively underdeveloped in the Province. Because of the lack of research on the niche it is also difficult for 
them to agree with literature sources; one respondent stating that ‘the size of polo tourism in the broader 
tourism component is unknown as no studies have been done on this topic’. Respondents agreed that in terms 
of what is being done around polo tourism internationally, the Western Cape still has a way to go. Despite this, 
it was stated that local polo clubs are making concerted efforts to invite foreign teams to play in the Western 
Cape in order to further develop polo and to promote tourism in the area. Little attention has been given to 
the niche by tourism bodies in terms of its marketing, promotion and development as a tourism niche market.  
 
In terms of barriers to the development of polo tourism as a niche market in the Western Cape, the most 
common barriers that were cited by respondents included high participation costs, lack of government support 
funding and the high risk of playing a sport on horseback. The perception that polo is a luxurious sport and is 
associated with royalty limits people from taking an interest in the sport. The respondents agreed that it will 
not be easy to change this perception but that a lot of exposure and training in the sport is required. This is 
confirmed by a respondent who stated that  
 

“to overcome the perception, I think it is going to be an uphill struggle but what they have done well is 
they have positioned it as a social sport with a number of events so it’s all the paraphernalia of the sport 
its dressing up, it’s the who’s who, its fine wine and its fine cuisine and in that way I think they have 
created a vibe that is aspirational but getting the average man or ordinary citizen to go to the events 
and to change the perception will be a challenge as they will be likely to think what should they wear if 
they have to go to fit in because the events are all about the glamour. It is advertised as an upscale 
event and ticket prices are not affordable to everyone. Polo should be advertised on television, radio and 
in local community newspapers because this is where the gap is, this will spur some interest and 
involvement to the local communities”.  

 
Because the Western Cape has no high ranking polo players, there has also not been much media coverage, 
news or advertising around the sport. The perception of the sport as elitist still exists, although the increased 
hosting of polo events which are open to the public has begun to change perceptions. The following table 
summarises respondent perceptions of the barriers to the development of polo tourism.  

Table 2: Perceptions of barriers to the development of polo tourism   
Perceived barrier Number of responses (n=15)(multiple responses) 

Lack of knowledge of the sport  15 

High costs associated with owning horses 12 

High costs associated with the sport  8 

Concern that polo is only for elite members of society 5 

 
The table above illustrates that all interview respondents felt that the most prominent perceived barrier to the 
development of polo tourism in the Western Cape is a lack of knowledge of the sport. This was followed by the 
high costs of owning horses; the costs associated with the sport and general concerns that the sport is only for 
elite members of society.  
 
The consensus amongst respondents was that the best way to develop polo tourism in the Western Cape is to 
increase the number of polo events which are hosted at various estates and market these to local and 
international target markets as events that are accessible to all. This will increase travel to events and 
encourage visitors to extend their length of stay and further explore the province. A number of polo estates in 
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the Province have also developed on-site event- and function venues to attract visitors throughout the year 
and not just during the polo season. A respondent from one polo estate stated that 
 

‘the estate is doing a massive job to try to make Polo accessible for everyone to come in. On their 
calendar every market day there is Polo. The clubs in the Western Cape especially in Cape Town are 
trying to buy into everyone to come.  In the beginning the focus was more in fashion, glamour, 
marketing, celebrities but now its focus now is more in sport itself and to show how sport is played’. 

 
The key therefore would be to promote polo in conjunction with other aspects of the hosting of events such as 
fashion and media exposure. There are also opportunities for polo estates to create linkages with other 
sporting codes to increase visitor numbers and exposure.   
 
Another respondent stated that for the niche to fully develop they need further support from government and 
other sporting and social development organisations in order to expose more local South Africans to the sport 
and help with the development and training of local players. As polo fields are usually outside of main city 
areas, there is also a need to develop transport routes and links to outlying areas where polo fields are 
situated. Stakeholders in the polo industry feel that they need enhanced relationships with those in the 
tourism industry to encourage the development of comprehensive polo tour packages. There should also be 
increased collaboration between different polo clubs across the province to coordinate training and 
development activities and to host multi day events bringing visitors to various towns across the province.  

7. Conclusion and recommendations  
The current study revealed that although polo tourism has been identified as a niche with growth potential in 
the Western Cape, it has not yet been fully explored and developed as it has been in other countries such as 
Argentina. As this is a very new niche, the literature available is still limited but news publications such as News 
24 and Forbes South Africa in the Western Cape repeatedly report that polo tourism in the province is 
displaying increasing growth, however stakeholders who are involved in the sector who were interviewed did 
not share this view. The feeling of respondents is that there are still significant barriers to the growth of the 
niche such as high costs involved in playing the sport, perceptions of the sport being only for the elite, and a 
lack of funding and support from government. Another barrier to the sport is seasonality and in response to 
this, polo estates have begun to use their facilities as venues for other events to attract visitors out of season.  
 
Based on the primary data collected and the limited existing research, the following recommendations can be 
made:  

Increased collaboration is required between polo estates and tourism organisations to develop polo 
tourism packages 
Collaboration between polo estates and event organisers in sporting codes other than polo to increase 
traffic at polo estates, attracting locals and creating exposure  
There is a need for the development of more polo schools to train locals and promote the sport 
Regular in depth research needs to be conducted on trends in the niche and existing levels of polo 
tourism in the Western Cape Province  
The hosting of events at polo estates which are accessible to local residents (lower ticket prices for 
local residents) to change perceptions that the sport is only for the elite  
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Abstract: In recent years, tourism, in general, and the hospitality sector, in particular, have grown in importance, both in 
terms of people involved as in terms of receipts, with the satisfaction of hotel guests being one of the main concerns in the 
management of hotel business. Indeed, one of the key tasks of managing organizations operating in the hospitality sector is 
to meet the needs of customers – the guests. It is important in competitive hospitality markets to create a suitable and 
pleasant hotel environment, in which guests become satisfied with the hotel’s performance according with the importance 
given to each of the items related with installations, employees or diversity and quality of services provided, for example. 
Having as an example a three-star hotel in a Spanish very competitive touristic city, which rooms can be reserved in a well 
know and very dissected web platform, was made a two month survey to understand their perception regarding the 
attributes they consider more important in a hotel and their perception regarding the real performance of that hotel, 
considering the same attributes, after their stay. The results are compared and analysed using an importance-performance 
analysis. This is a budget-oriented, simple and comprehensible technique that allows to have an insight into the attributes 
that should be prioritized by management. The results of the survey, made specifically for the purpose of the present 
research, show the performance of the hotel matches the importance given by the guests to the attributes and matches 
the satisfaction the guests publish in the social networks, namely the one used to make the hotel reservation. 
 
Keywords: Tourism, hospitality sector, hotel, importance-performance analysis, guests’ satisfaction. 

1. Introduction 
It is common knowledge that nowadays hospitality and tourism represent ones of the most significant sectors 
of the global economy. The most dynamically developing sphere of the service sector, which brings multi-
million profits in the national economies of the countries all over the world, is the hotel business. This sector 
has become increasingly competitive globally owing to such phenomenon as globalization. The massive 
influxes of tourists are happening all over the globe, revitalizing cities and countries, generating substantial 
employment as well as revenues and contributing to substantial development, when carefully managed.  
 
In order to stay competitive and grow in the current circumstances, hotels have to adapt quickly to the volatile 
context and, if necessary, take serious actions. The present study considers the particular case of a three-star 
hotel, located in a very touristic city Spain. The hotel was taken as an example for conducting the importance-
performance analysis and determining its weak points to eliminate, as well as, a competitive edge to highlight. 
 
As far back as 1977, the concept of the importance-performance analysis (IPA) was introduced (Martilla & 
James, 1977). Though, a lot of scholars (e.g., Azzopardi & Nash, 2013; Lai & Hitchcock, 2015) do not support 
the traditional IPA and the results acquired with the help of this technique are questioned, there are some 
considerable benefits for using the importance-performance analysis as the evaluation tool for customer 
satisfaction. This assessment instrument stands out for its ease of use, comprehensibility and low price. The 
methodology exercised in this study establishes a framework for effective hotel assessment using IPA. The 
model for evaluating service quality was based on the 10 most popular attributes with guests according to the 
website www.booking.com and was presented as a questionnaire. 
 
The conducted study aims, to investigate the perceived importance of the hotel attributes for each client when 
choosing a hotel to stay, as well as, the performance of hotel evaluated by the same sampling of guests. To 
achieve the presented goals, the paper is divided in five sections. The next section presents a short literature 
review to understand the importance of the satisfaction of client’s in a hotel and the relationship with its 

61



Marharyta Dmitrieva, Paula Odete Fernandes and Alcina Nunes 

performance. The third section presents the methodology applied in the empirical research which is followed 
by a fourth section with the results of the Importance-performance analysis. The final section concludes. 

2. Literature review 
Such spheres of business activity as tourism and hospitality as well as related contextual environments entail 
provision of some kind of a service. In recent years, service industry has grown in importance, with the hotel 
business being one of its main components. However, it is common knowledge that the principal factor of 
prosperity and success in the hotel industry is aiming attention at people, mainly the guests.  
 
The study by Grissemann, Plank and Brunner-Sperdin (2013) showed that the performance of a hotel is 
influenced by innovation and customer orientation. They concluded that the effect of a hotel’s customer 
orientation surpasses the effects of innovativeness and innovation behavior on business performance. The 
previous authors suggest that if the management of a hotel wants it to be profitable and successful, the 
primary focus should be given to the needs of guests due to the fact that customer orientation directly affects 
financial performance, reputation and retention of customers. A previous study by Wang, Chen and Chen 
(2012) supports the idea of Grissemann et al. (2013) regarding the direct influence of the customer orientation 
over the hotel performance. Wang et al. (2012) also add that adopting market orientation as a business 
strategy is critical for the hotel’s success, because it tends to enhance hotel performance. Market orientation 
can become an incentive to help hotels come up with, arrange and offer a service mix that clients perceive as 
superior quality, thereby contributing to the improvement of hotel performance.  
 
According to Wilkins, Merrilees and Herington (2007), the performance drivers of a hotel is represented by the 
so-called service quality components. They are as follows: physical product, service experience and quality 
food and beverage. Physical product, for instance, deals with such aspects as stylish comfort, room quality and 
added extras. Service experience refers to such elements as quality staff, personalization and speedy service.  
 
Regarding quality food and beverage, this service quality component refers to the following dimensions: 
exquisite food presentation, provision of fine dining restaurant, good range of bars to buy a drink and 
provision of sumptuous buffet breakfast (Wilkins et al., 2007).  
 
Additionally, the concept of customer satisfaction has been deeply studied and analysed. The majority of them 
perceive customer satisfaction as a psychological concept that involves the feeling of well-being and pleasure 
that results from obtaining what one hopes or expects from an appealing product and/or service (Pizam & Ellis, 
1999 cites WTO, 1985). A study of Pingitore, Seldin, and Walker (2010) focuses on measuring customer 
satisfaction in the hotel industry and their relationship to financial results. All the owners of the hotels know 
that in order to survive in this business, they must attract and retain guests. However, they also need to know 
what exactly it takes to satisfy these guests. According to them, satisfaction scores are driven by the following 
factors: (i) guest room (24%); (ii) price (23%); (iii) facilities (19%); (iv) check-in/out (13%); (v) food and beverage 
(10%); (vi) services (8%); and, (vii) reservation (3%). According to Radojevic, Stanisic, and Stanic, (2015), the 
factors that affect customer experience are: (i) the presence of air-conditioning devices in rooms; (ii) a bar 
located within the hotel area; (iii) access to Wifi free of charge; (iv) price; and, (v) membership in a branded 
hotel chain. These factors are more narrowly focused and they demonstrate considerable positive associations 
with customer satisfaction.  
 
The study by Çizel, Cizel and Ajanovic (2015) considers the hotel attributes, which are customer satisfaction 
drivers, retrieved from the comments left by guests at the online travel platform www.tripadvisor.com. The 
researchers highlight three groups of attributes that matter most when choosing a hotel to stay in. They are 
aspects regarding destination, service and hotel. Regarding the hotel attribute “Location”, when choosing a 
hotel to stay in, the significant determinants are a property’s accessibility to attractions, airports, universities 
and public transportation, as well as green spaces, bodies of water, and local businesses (Yang, Mao, & Tang, 
2018).  
 
The link between customer satisfaction and enterprise profitability is widely recognized. The key to the 
company’s success is to meet the needs of customers in the best way possible and consequently retain them, 
which implies provision of high-quality service performance. However, there is no such thing as a perfect 
performance system. Each one of them has its own weaknesses and blind spots to work on. Without accurate 
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measurements of customer satisfaction, it is impossible to make effective decisions regarding the ways the 
performance could be improved. One of the ways to measure customer satisfaction and importance of hotel 
attributes simultaneously is to apply importance-performance analysis, which will help to see the bigger 
picture of the current situation a company finds itself (Glushakova, 2001). 
 
The concept of importance-performance analysis (IPA) was introduced by Martilla and James (1977). IPA was 
supposed to help companies examine and understand customer’s attitude towards specific features of their 
marketing strategies. However, issues were encountered when it came to converting the acquired results into 
action. Firstly, research outcomes required a great deal of effort to be decoded and interpreted. And secondly, 
the survey only could be conducted in order to analyse either the attributes of importance or the attribute of 
performance. However, later it was proven that customer satisfaction is a function of both expectations 
related to certain important attributes and judgments of attribute performance. Therefore, both groups of the 
attributes were equally significant. Importance-performance analysis has become a valuable and helpful 
instrument in conducting surveys to see coherent patterns between two sets of variables. Importance-
performance analysis has several benefits for the assessment of customer satisfaction. It is a budget-oriented, 
simple and comprehensible technique that allows to have an insight into the attributes that should be 
prioritized and funded as well as the areas that may be consuming too many resources should be detected.  
 
According to Martilla and James (1977), presentation of the results on the importance-performance grid 
facilitates management interpretation of the data and increases their usefulness in making strategic decisions.  
 

Figure 1: Grid of the importance-performance analysis, according with the work presented by Tzeng and Chang 
(2011). 

Source: Retrieved from Tzeng and Chang (2011, p.109). 

The grid consists of four quadrants: 
 

(I) “Concentrate here”: the quadrant indicates the area of concern. The attributes in this quadrant are 
crucial for customers, however the management of a company does not give them due consideration, 
which significantly affects the increase of customer dissatisfaction. At the same time, the more factors 
are situated in this area, the lower the overall level of satisfaction is. 
(II) “Keep up the good work”: the quadrant demonstrates the factors that are important for clients and 
which they are completely satisfied with. The main challenge here is to maintain the established 
standards; 
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(III) “Lower priority”: this area contains those attributes, which an organization pays insufficient 
attention to. However, such a policy is justified by the fact that these factors have a lesser effect on the 
formation of consumer satisfaction. 
(IV) “Possible overkill”: the quadrant includes the factors, the importance of which is estimated higher 
by the management of an organization rather than clients. In this case, the managers are strongly 
encouraged to analyze the implemented policy in this area, possibly reduce costs and redirect funds to 
improve the state of affairs of the attributes from “problematic” quadrants. 

 
The importance-performance analysis is widely applied in the research regarding the spheres of hospitality and 
tourism due to its simplicity. However, the traditional framework of the importance-performance analysis is 
excessively questioned owing to serious reliability and validity issues because of the lack of critical statistical 
analysis (Lai & Hitchcock, 2015). This point of view is supported and emphasized by Azzopardi and Nash (2013). 
The further research to improve the reliability of the methods and measurements of the key concepts of the 
importance-performance analysis is needed (Azzopardi & Nash, 2013). 

3. Methodology 
The conducted study has as objectives: (i) identify the perceived importance of the hotel attributes for each 
client when choosing a hotel to stay, as well as, the performance of the analysed hotel evaluated by the same 
sampling of guests; and, (ii) Identification of the areas of concern for the hotel in order to optimize internal 
resources, eliminate unnecessary expenditures and review operating procedures and strategies.  
 
The model for measuring service quality in the analysed three star hotel, could be considered as case of study 
based on the 10 most popular attributes with guests according to the website www.booking.com. It is the 
world's leading e-commerce company in the sphere of online tourism. A questionnaire was designed 
specifically for conducting the research and was created based on the literature review. The questionnaire 
consisted of three parts: (i) Basic demographic information, namely such criteria as age, gender, education, 
occupation and the country of residence; (ii) A section devoted to “Importance” for indicating the perceived 
importance of attributes for clients when choosing a hotel to stay in, and; (iii) a section devoted to 
“Performance” for informing the actual performance of the analysed hotel during clients’ stay. Guests were 
asked to fill in the last two sections of the questionnaires using a Likert scale ranging from 1 – very 
unimportant to 5 – very important for the “Importance” section and from 1 – very poor performance to 5 – 
very good performance for the “Performance” section. The survey was presented in two languages: English 
and Spanish. The variables presented in the survey can be easily understood with the help of Table 1.  
 
The survey was conducted in the analysed hotel during the months of April and May of 2018. The final sample 
size of the conducted research is 200. According to the official statistics provided by the management of the 
hotel, the number of guests, who have stayed in the hotel during the research process, is equal to 4,411 
(statistical population size). Taking the given data into account, the margin of error is approximately 6.5%. The 
non-probability sampling was chosen as a frame for the research. Such techniques as convenience and 
judgmental sampling were involved in the process of the research. 
 
Due to the presence of multiple Likert questions in the questionnaire, the Cronbach's alpha should be 
measured for both dimensions of importance and performance in order to verify if the scale is reliable. This 
coefficient is a generally known measure of internal consistency or reliability and it, normally, ranges between 
0 and 1. Table 2 provides comparative data on actual Cronbach’s alpha coefficients for 10 hotel attributes of 
importance and performance dimensions. Ay the same time, Table 3 provides information on the Cronbach’s 
alpha coefficient if item deleted for the entire set of hotel attributes for both importance and performance 
dimensions. 

Table 2: Reliability statistics for the dimensions of importance and performance 

 
 
 
 

Number of items Importance Performance 
10 0.751 0,758 
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Table 1: Identification and description of the variables included in the questionnaire 

 
Table 3: The Cronbach’s alpha by item deleted for importance and performance 

 
 
According to the scale of internal consistency (Gliem & Gliem, 2003), the actual values of Cronbach’s alpha for 
importance and performance are considered acceptable. The row “Importance” demonstrates that removal of 
any hotel attribute, except “Wifi” and “Value for money”, would affect the actual Cronbach's alpha and result 
in a lower value (0.751). Hence, the elimination of these attributes is highly undesirable. Regarding the data 
from the row “Performance”, it can be clearly seen that if any hotel attribute is deleted, it will cause a lower 
Cronbach’s alpha coefficient, which will be equal to 0.758. The attribute “Location”, if removed, will result in a 
small improvement in Cronbach's alpha (0.760). 

4. Results: importance-performance analysis 
Identified the sample of guests, it is easier to understand the results obtained in the second and third parts of 
the questionnaire, where the importance and performance of several attributes – cleanliness, comfort, 

Variable Description Categories 
Individual characteristics 

Gender Gender Close question, with two categories: Female and Male. 

Age group Age divided 
in decades.  

Close question, which considers 6 group ages: 18-29 years old; 30-39 years old; 
40-49 years old; 50-59 years old; 60-69 years old and over 70 years old. It 
should be taken into account that the guests younger than 18 years old were 
not asked to take part in the questionnaire, since they were underage. 

Education Academic 
background 

Close question, which considers 4 categories of formal education: Elementary 
school, High school, College and University. 

Occupation Job position 
Close question, which considers 6 types of occupation: Executive position, 
Employee, Pensioner, Student, Unemployed and Representative of a private 
enterprise. 

Residence Country of 
residence  Open question. 

Importance/Performance Attributes 
(Measured in a 5-point Likert scale was used ranging from 1 – very unimportant to 5 – very important) 

Variable Description 
Cleanliness Importance of the attribute “Cleanliness” to the respondent. The term “Cleanliness” refers to perfectly 

clean rooms and shared area.  
Comfort Importance of the attribute “Comfort” to the respondent. The term “Comfort” refers to well-maintained 

and convenient rooms and shared area resulting in customer satisfaction.  
Quietness Importance of the attribute “Quietness” to the respondent. The term “Quietness” refers to maintained 

silence and tranquility in the hotel. 
Facilities Importance of the attribute “Facilities” to the respondent. The term “Facilities” refers to additional hotel 

amenities (refrigerator, air-conditioning, etc.) and their user-friendliness arranged along with the room 
and its basics. 

Wifi Importance of the attribute “Wifi connection” to the respondent. The term “Wifi” refers to high quality 
and speed of internet connection as well as the provision of wifi coverage in the entire hotel. 

Breakfast Importance of the attribute “Breakfast” to the respondent. The term “Breakfast” refers to well-balanced 
buffet breakfast accompanied by appropriate service.  

Staff Importance of the attribute “Staff” to the respondent. The term “Staff” refers to reliable and attentive 
members of hotel personnel, who are always ready to give assistance and handle requests from clients. 

Location Importance of the attribute “Location” to the respondent. The term “Location” refers to favourable 
location in relation to the old town with the main sights of cultural heritage and the shopping area.  

Ambiance Importance of the attribute “Ambiance” to the respondent.  The term “Ambiance” refers to delightful 
general atmosphere and stylish interior. 

Money Importance of the attribute “Value for money” to the respondent. The term “Value for money” refers 
to the accommodation and additional services well worth the money that the clients have spent on 
them. 

Hotel 
Attribute Cleanliness Comfort Quietness Facilities WIFI Breakfast Staff Location Ambiance Value for 

Money 
Importance 0.749 0.740 0.730 0.712 0.758 0.686 0.729 0.723 0.711 0,753 

Performance 0.734 0.727 0.721 0.725 0.758 0.745 0.751 0.760 0.716 0,736 
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quietness, facilities, Wifi connection, breakfast, staff, location, ambiance and value for money – are assessed 
by the 200 guests in the sample. 
 
In Table 4, it is possible to observe several indicators of statistical distributions of the importance of hotel 
attributes according to the guests’ opinion. The statistical indicators include the mean, the indicator of central 
tendency, the minimum and the maximum value of the 5-points Likert scale, the standard deviation and the 
coefficient of variation, which are indicators of dispersion. In Table 5, the data on the actual performance of 
the hotel, according to the guests’ opinion is presented. 

Table 4: Descriptive statistics for the importance attributes 

 
Table 5: Descriptive statistics for the performance attributes 

 
 
The overall average (global importance) of the hotel attributes is equal to 4,64 points (Table 4). At the onset, it 
is clear that such attributes as “Cleanliness”, “Comfort” and “Value for money” matter most to the 
interviewees with the averages of 4.96, 4.93 and 4.89, respectively. Moreover, their significance is 
demonstrated through the values of minimum. The lowest rating of cleanliness is 3 that is correspondent to 
“Neither important or unimportant” according to the Likert scale. The same situation is reproduced in the 
attribute “Value for money”, whereas “Comfort” has the lowest assessment at 4 or “Important”. The attribute 
“Quietness” is also essential for the guests with the mean equal to 4.78 that is slightly lower than of the 
attributes mentioned above. It can be clearly seen that the respondents find “Staff” and “Location” crucial 
when it comes to staying in a hotel. Their values of importance are almost at the same level with the averages 
of 4.69 and 4.7, correspondingly. The attribute “Facilities” means installed amenities all over the hotel and has 
the mean equal to 4.54, which can be considered a high rating as well. Regarding the rest of the aspects, 
namely, “Wifi connection”, “Breakfast” and “Ambiance”, they are roughly at the same level of importance for 
the guests. Their averages are represented by 4.34 for “Breakfast”, 4.3 for “Ambiance”, and by 4.27 for “Wifi 
connection”. Overall, all the hotel attributes given in the questionnaire are considered important and 
noteworthy when choosing a hotel to stay in. As can be clearly seen, the lowest mean among the attributes is 
4.27, however according to the Likert scale even this value denotes a high level of importance. In today’s world 

Minimum Maximum Mean Standard 
Deviation

Coefficient of 
Variation

%
Cleanliness 200 3 5 4.96 0.23 4.66
Comfort 200 4 5 4.93 0.26 5.19
Quietness 200 2 5 4.78 0.47 9.94
Facilities 200 2 5 4.54 0.65 14.28
Wifi 200 1 5 4.27 0.93 21.73
Breakfast 200 2 5 4.34 0.72 16.57
Staff 200 3 5 4.69 0.51 10.82
Location 200 3 5 4.70 0.52 11.14
Ambiance 200 2 5 4.30 0.74 17.29
Value for Money 200 3 5 4.89 0.35 7.16

Hotel Attributes n
Value

Minimum Maximum Mean Standard 
Deviation

Coefficient of 
Variation

%
Cleanliness 200 3 5 4.61 0.52 11.28
Comfort 200 4 5 4.45 0.62 13.93
Quietness 200 2 5 4.00 0.95 23.75
Facilities 200 2 5 4.36 0.68 15.60
Wifi 200 1 5 4.55 0.73 16.04
Breakfast 200 2 5 4.45 0.68 15.28
Staff 200 3 5 4.83 0.43 8.90
Location 200 3 5 4.87 0.34 6.98
Ambiance 200 2 5 4.57 0.58 12.69
Value for Money 200 3 5 4.71 0.50 10.62

Value
Hotel Attributes n
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of rapid change and development, clients’ expectations are rising regarding all the attributes mentioned 
above. Sometimes they are rising faster than hotels’ ability to fulfill them. Therefore, being able to satisfy 
clients’ needs is challenging yet entirely possible. 
 
The overall average (global satisfaction/performance) of the hotel attributes is equal to 4,54 points (Table 5).  
 
At the first glance, it is clear that the attribute “Location” is close to perfection with the mean equal to 4.87 
and the minimal rating is “4” that is equivalent to “Good performance”. The hotel is a five-minute walk from 
the old town of a touristic city with the main sights of cultural heritage making it a perfect location for getting 
to any attraction. The hotel is conveniently located at a few minutes away from the railway station and main 
shopping area, thus becoming increasingly popular with tourists. The assessment of “Staff” is slightly lower 
than of the previous attribute. Its average is equal to 4.83 with the minimum point at 2 meaning “Poor 
performance”. All the staff representatives were polite, respectful and attentive to the guests’ needs creating 
a warm and friendly atmosphere and providing professional service. The attribute “Value for money” also has 
a high rating with the average of 4.71, followed by “Cleanliness” and “Ambiance” with the means equal to 4.61 
and 4.57 respectively. The minimum value for these three aspects is 3 meaning “Barely acceptable 
performance” according to the Likert scale. The respondents also enjoyed the Wifi connection, however the 
minimal value presented is 1 correspondent to a “Very poor performance”. It means that though the majority 
of the respondents were satisfied with the quality of the Wifi connection, some clients did not had a positive 
experience using it. The attributes “Breakfast” and “Comfort” are on the same level of performance and 
clients’ satisfaction with the mean of 4.45. Some respondents assess “Breakfast” as “Poor” and “Comfort” as 
“Barely acceptable”. The attribute “Facilities” is represented by the average of 4.36 with the minimal value 
going down to 2 meaning “Poor performance”. By far the lowest hotel aspect is “Quietness”. Its mean 
accounts for 4. 
 
After having described the hotel attributes regarding importance and performance, it is time to develop the 
importance-performance analysis. Following the suggestions of Martilla and James (1977), the importance-
performance grid was produced consisting of four quadrants. In order to construct the grid, the following data 
were necessary: the hotel attributes, the values of performance and importance for each one of them, as well 
as, the assigned symbols listed below in Table 6. 

Table 6: Data necessary for creating the importance-performance grid 

 
 
As is observed in the Table 6, the estimated values do not fall below 4.00. That is exactly why, in Figure 2 the 
median of the horizontal axis (X) is equal to 4.56 points and the median of the vertical axis (Y) is equal to 4.68 
points. The analysis of the figure is presented below it. 
 

Cleanliness 4.61 4.96 a
Comfort 4.45 4.93 b
Quietness 4.00 4.78 c
Facilities 4.36 4.54 d
Wifi 4.55 4.27 e
Breakfast 4.45 4.34 f
Staff 4.83 4.69 g
Location 4.87 4.70 h
Ambiance 4.57 4.30 i
Value for Money 4.71 4.89 j

Performance Importance SymbolHotel attribute
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Figure 2: Importance-performance matrix of the hotel attributes for the analysed hotel 

Quadrant I (Concentrate here): The hotel attributes “Comfort” (b) and “Quietness” (c) are located in 
the area of concern. It means that the management of the hotel should focus on these aspects. The 
guests indicated these hotel attributes as important when choosing a hotel to stay in, however they 
were poorly performed in the hotel. If the existing situation stays unchanged, subsequently it can 
result in guests’ dissatisfaction or even conflicts, as well as, bad reviews and negative feedback left in 
the travel websites, which is going to have an adverse impact on the overall hotel’s performance. 
Quadrant II (Keep up the good work): Such hotel aspects as “Cleanliness” (a), “Value for money” (j), 
“Staff” (g) and “Location” (h) are considered relevant and valuable by the guests, and they entirely 
meet their expectations and needs. However, the main challenge of this quadrant is to maintain the 
established level of performance. 
Quadrant III (Lower priority): The hotel attributes “Facilities” (d), “Wifi” (e) and “Breakfast” (f) are 
located in the area of lower priority. It means that the guests do not give much attention to these 
attributes when looking for a hotel to stay in. It justifies the fact that the hotel pays insufficient 
attention to these aspects. However, one should bear in mind that even attributes of lower priority 
have an impact on consumer satisfaction’s formation. 
Quadrant IV (Possible overkill): The only hotel aspect present in this quadrant is “Ambiance” (i), which 
is characterized by different perceptions of its importance on the part of the hotel’s management and 
the guests that have stayed there. Much attention is given to the “Ambiance” by the management of 
the hotel rather than clients. Therefore, it is highly advisable to reconsider the importance of this 
factor and execute some changes in order to reduce expenditures and, if necessary, invest into the 
“Concentrate here” quadrant, namely the hotel attributes “Comfort” (b) and “Quietness” (c). 

 
As it was already mentioned in the methodology of the study, the hotel attributes were retrieved from the 
website www.booking.com, which is popular among tourists. The platform allows guests to evaluate the 
premises they have stayed in and give feedback that could be useful for the entire tourism community. The 
attributes for assessment are identical to the ones used in the present research. The only difference is the 
scale. The website www.booking.com uses a scale of 1 to 10, whereas the present study applies a scale of 1 to 
5. However, the scale was easily adapted to the conducted research and the values were calculated. The 
comparison between both results is presented in Table 7. 
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Table 7: Comparison between the results of the conducted research and the statistics retrieved from 
www.booking.com 

 
 

As can be clearly seen from the column “Importance”, the most important attribute for guests is “Cleanliness”, 
followed by “Comfort” and “Value for money”. The attribute “Quietness” also has a high ranking, as well as, 
“Location” and “Staff”. The aspect “Facilities” is ranked 7th, followed by “Breakfast” and “Ambiance”. By far 
the least important attribute is “Wifi”. A far as the columns of the hotel performance are concerned, it is 
obvious that the value of global performance assessed in the present study (4.54) is higher than the one of 
www.booking.com (4.16). This can be ascribed to the fact that the period of the conducted research did not 
exceed 2 months, whereas the assessment on the website has been taking place since April, 2008. It can be 
assumed that throughout this period of time the hotel made the provided accommodation and services better, 
therefore the left reviews and comments have been improving the overall rating of the hotel since then. 
 
According to the data retrieved from www.booking.com, the performance of all the hotel attributes, except 
“Quietness”, is lower than the one of the conducted research. However, a glance at the columns of ranking 
reveals that both the respondents of the conducted questionnaire and the guests, who have left feedback on 
the website, consider the location of the Nest Style Hotel Santiago outstanding and rank it 1st. As far as the 
hotel attribute “Staff” is concerned, it is ranked 2nd by the respondents of the questionnaire and 3rd by the 
website visitors. The ranking of almost all the hotel factors coincide. Nevertheless, the “Quietness” is ranked 
9th during April and May, 2018 and 4th according to www.booking.com. This can be attributed to the fact that 
during April and May, 2018 the repair work has been performed causing noise that bothered the guests. 

5. Conclusions 
The conducted research shows that the application of importance-performance analysis yields results crucial 
for the company’s success and prosperity. Having analyzed the particular case of a three start hotel located in 
an historical city, it can be concluded that such attributes as “Comfort” and “Quietness” are situated in the 
area of concern, meaning that the management of the hotel must focus on these blind spots, and 
subsequently eliminate them. The obtained outcomes, once applied to the hotel’s performance, will lead to 
better coordination and optimization of external and internal resources. Moreover, the conducted research 
reveals that the most important hotel attribute for guests is “Cleanliness”, followed by “Comfort” and “Value 
for money”. By far the least important attribute is “Wifi connection”. 
 
It should be noticed that the conducted survey faced several limitations throughout the entire process of 
research. The research study was limited to one company, for instance. Future research will overcome this 
limitation expanding the research to more units on the sector of hospitality management. 
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Mean Ranking Mean Ranking Mean Ranking
Cleanliness 4.96 1 4.61 4 4.15 4
Comfort 4.93 2 4.45 7 3.90 6
Quietness 4.78 4 4.00 9 4.15 4
Facilities 4.54 7 4.36 8 3.90 6
Wifi 4.27 10 4.55 6 4.35 2
Breakfast 4.34 8 4.45 7 4.15 4
Staff 4.69 6 4.83 2 4.30 3
Location 4.70 5 4.87 1 4.50 1
Ambiance 4.30 9 4.57 5 4.15 4
Value for Money 4.89 3 4.71 3 4.00 5
Mean 4.64 4.54 4.16

Hotel Attributes
Importance Performance Booking
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Abstract: Hotel classification systems consider amenities while guest reviews are about meeting expectations. Online 
Travel Agencies (OTAs) have two key roles: online bookings have replaced conventional bookings and OTAs are an effective 
marketing tool using online customer reviews. Hotel guests communicate through the different OTAs delivering opinions 
often based on their own expectations. Moreover guest reviews provide a quality check of the amenities that are expected 
based on the classification system. Booking.com, the world’s largest OTA with over 161 million reviews, was chosen for 
detailed analysis. The analysis focused on reviews posted on Booking.com by guests of the two most popular hotels in each 
star rating located in Wroclaw, Poland. The data was retrieved manually and the method of enumerative content analysis 
was used to distinguish primary elements of each hotels’ amenities and products. Authors also researched the active 
communication of hoteliers themselves and the attitude of visitors toward star rating systems. The results show that guest 
expectations vary depending on the standards of the hotel they have chosen.  Guests are conscious of what amenities 
should be offered by a particular standard of hotels. There is clear rule that the reviews of visitors of establishments with 
higher accommodation standards (4 and 5 stars hotels) more often allude to the star rating system.   
 
Keywords: hotel classification system, online reviews, social media, Online Travel Agency, User-Generated Content, tourist 
accommodation, Wroclaw 

1. Introduction  
Consumers are increasingly using the Internet to inform their decisions on tourism destinations. Travelers have 
limited opportunities to judge the quality of services they will receive and whether it will meet their 
expectations.  On the Internet however, they receive simple access to reviews posted anonymously by many 
consumers evaluating hotels and holiday resorts worldwide (Browning et al. 2013).  
 
Metasearch engines distinguish from traditional agencies by the complexity and differentiation of their offers: 
destination, accommodation, facilities, standard, prices, etc.  
 
Some OTA's have been active in only one segment, eg. Booking.com as a lodging-only OTA or Expedia, active 
only in certain categories. However this is changingas travel intermediaries increasingly aspire to be one-stop 
shops for all travel products [Corporate Strategies in Travel, 2018]. However as Scholl-Grissemann and Schnurr 
(2016) noticed, supreme OTAs do not improve booking intensions and process enjoyment. The implication for 
managers is to limit and not exaggerate options in the process of arranging the travel package, to avoid 
deluging consumers with unnecessary choices that could lead to discouragement.   
 
In Europe twenty percent of all hotel bookings in HOTREC member national hotel organisations were done 
online through OTAs, including Priceline (incl. Booking.com, Agoda), Expedia (incl. hotels.com, Venere) and 
HRS (incl. hotel.de, Tiscover) which together account for nearly 90% of this market, whereas the largest single 
share is assembled by Booking.com (Schegg 2014). Each day, over1.2 million room nights are reserved through 
the last-mentioned platform. Its website is provided in 44 language versions, and offers 1.1 million  active 
properties in 227 countries and territories (www.booking.com). According to a study by Pawlicz (2016) who 
investigated hotels in the twenty largest Polish cities, almost all of those classified as three, four and five stars 
used Booking.com as an online distribution channel. 

2. The Development of Online Travel Agencies in the Travel Intermediaries market  
Booking.com because of its popularity and large market share of European online travel agencies is the most 
appropriate platform for collecting information (Tab. .1.).  Comparatively on TripAdvisor, only customers using 
the website for booking accommodation can leave a comment, provide a score, or receive a rating request  for  
their stay. 

 

 

71



Marta Drozdowska, Agnieszka Faron and Izabela Gruszka 

Table 1: Top 5 most popular travel websites according to Alexa ranking 

No. Website Short description 

No. of 
monthly  
visitors 
(approx.) 

Global 
Alexa 
Rank 

Location of visitors by top 5 
countries 

Daily page 
views per 
visitor 

Daily 
time on 
site [min] 

1 Booking Worldwide accommodation 
reservations. 40 mill 125 USA, Italy, German, UK, Spain 4.76 9:09 

2 TripAdvisor 
Information on hotels, resorts and 
packages with reviews from 
travelers with star ratings. 

38 mill 209 USA, China, Japan, Mexico, 
Germany 2.81 3:07 

3 Expedia 
Compare prices, shop for a vacation 
or cruise, reserve an hotel room or 
rent a car. 

25 mill 515 USA, China, Mexico, India, UK 3.56 5:37 

4 Priceline 

A commercial website for finding 
discount rates for travel-related 
purchases such as airline tickets and 
hotel stays. 

20 mill 670 USA, Canada, China, India, 
Japan 4.08 4:08 

5 Hotels Worldwide online hotel booking 
platform 16 mill 603 USA, Hong Kong, China, UK, 

Japan 3.67 5:26 

Source: http://www.ebizmba.com/articles/travel-websites (access 30.09.2018), 
https://www.alexa.com/topsites/category/Recreation/Travel (access 30.09.2018) 

The increasing complexity of the Internet has changed almost all areas of our lives. Supported by the 
technological boom, the availability of online and mobile technologies has systematically increased to more 
and more of the population. New products and services appeared and many new start-ups  launched. More 
and more companies across industries see this trend as an opportunity and benefit from it. One example is 
travel – especially the rapid and constant development of Online Travel Agencies (OTAs). OTA dominate in 
most of the world travel markets, replacing traditional forms of travel intermediaries.  
 
Of global travel intermediaries Expedia Group Inc is the leader with 12% of the market.  Booking Holding Inc 
and Ctrip are not far behind though  (Fig. 1). 

 
Figure 1:  Travel intermediaries: Top 10 companies, 2013-2018 (% company value share – USD million) 

Source: World Overview for Travel Intermediaries (access 2.10.2018). 

Expedia is the largest travel player in terms of value sales (gross bookings) owing to several very popular 
brands, e.g. Trivago, Hotels.com, Orbitz, CarRentals.com, HomeAway, Wotif. Their value share in 2017 came to 
10.5% with a global value % growth (2016-2017) of 4%. Expedia saw revenue growth of 14.7% in 2017, which 
was below company and industry predictions. Trivago struggled in 2017, which was the main reason for the 
dampened performance. Expedia has a dominant position in US OTA's, but only 36% of gross bookings were 
made internationally (Expedia Inc. in Travel (World), 2018).  
 
The Booking Holding (in February 2018 renamed from Priceline Group) is a world travel intermediaries 
company with value share in 2017 of 8.9% and a global value % growth (2016-2017) of 13.7%. In 2005 it 
acquired Dutch online travel agency Booking.com and started expansion to become the leading OTA in the 
profitable lodging category. Other key acquisitions were car rental OTA Rentalcars.com in 2003, Asian OTA 
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Agoda in 2007, meta-search Kayak in 2013, online reservation service OpenTable in 2014, and UK-based meta-
search engine Momondo in early 2017.  Presently Booking.com boasts 1.5 million instantly bookable 
properties on its platform, which represents almost 27 million rooms (The Priceline Group in Travel, 2018).  
 
Asia Pacific is the largest market for online travel intermediaries and Ctrip.com International, with a market 
share of 22%, is the leading travel intermediaries in that region (Corporate Strategies in Travel, 2018). Ctrip 
registered very strong growth at a 56% CAGR between 2012-2017, and will offer a new challenge to Expedia 
and Booking (The Priceline Group in Travel, 2018). 
 
Analysing market share of travel intermediaries in Western Europe, over 50% belongs to the top five chains, 
with Booking Holdings constitute for 26% of all and Expedia on the third position (after TUI) (see Fig. 2.).  
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

Figure 2: Relative market share of major online travel agencies in Europe in 2017 

Source: https://www.statista.com/statistics/870046/online-travel-agency-ota-market-share-in-europe/ (access 
29.09.2018).  

In Eastern Europe, the Middle East and Africa, the market remains in the hands of local players with limited 
regional scale (World Overview for Traveling Intermediaries, 2018). For this paper, an additional analysis of 
travel intermediaries in Poland was completed. Polish customers frequently use OTA offers to book travel 
products directly from low-cost carriers, hotels or other travel players. Online Travel Sales to Residents in 
Poland increased by 19% in current retail value terms in 2018, to reach PLN 21.4 (Fig. 3.). 

 
Figure 3: Statistics on Retail Value RSP 

Source: https://www.portal.euromonitor.com/portal/statisticsevolution/index (access 30.09.2018).  

As shown in Figure 4, Booking.com is the largest OTA in Poland, having substantial market share among travel 
intermediaries in 2018.    
 
A growing trend towards use of smartphones and tablets is noticeable in Poland and across countries. The 
expanding role of mobile channels is particularly notable in travel. "Booking launched Booking Now app in 
2014. The rising popularity of mobile apps is leading to a less open competitive environment, where 
consumers tend to use apps from a small number of favourite providers rather than searching all the players 
on the web. This development may favour Booking.com over the next few years" (The Priceline Group in 
Travel, 2018). Offering mobile applications with features to book services boosts total sales and market 
shareby shortening the search process. Additionally, offering complementary products may encourage 
customers to react rapidly and make impulse decisions.  
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Figure 4: Travel intermediaries NBO Company Shares: % Value 2014-2018 

Source: https://www.portal.euromonitor.com/portal/analysis/tab (access 30.09.2018). 

3. Characteristics of customers leaving online reviews 
The dominating role of online travel agencies in the travel market has many implications for managers working 
in tourism, mostly because of online reviews. Online travel reviews have become a primary source of 
information, allowing tourists to make more effective pre-purchase evaluations of hotels in their holiday 
destinations (Browning et.al, 2013). 
 
The majority of OTAs allow customers to rank their level of satisfaction using online reviews. The system of 
hotel star ratings does not represent an official hotel classification scheme imposed by local government 
institutions, professional organization or well recognized travel guides, but rather is self-determined by 
individual OTAs. Many users also evaluate hotels based on their actual experiences, providing an additional 
rating system for hotels on OTA platforms (Leung et al., 2016).  Customer reviews are an easy way to express 
complaints, dissatisfaction, frustration – in general disappointment and negative emotions.  Consumers 
eagerly communicate any inconveniences, a valuable source of information for others. Consumers also provide 
positive feedback about their experiences with a brand, this becomes a barometer of customer satisfaction 
and loyalty and is referred to as Worth-of-Mind (WOM). Full written reviews are available to other consumers 
on the OTA platform whenever needed, giving greater power to the consumer. Worth-of-Mind is a credible 
and inexpensive way to advertise a company's products and eWOM has become the most reliable source of 
information for online customers (Martinez-Costa et.al, 2018). E-WOM messages are shared not only through 
posted reviews, but also mailbags, discussion forums, chat rooms etc. (Mauri, Minazzi, 2013). 
 
To acquire additional information about traveler characteristics, researchers conducted studies of consumers 
using the Internet for travel planning, including gender, educational level and general demographic profiles 
(Xiang et.al, 2015). Online reviews differed on many distinct factors. For example Schuckert et. al (2015) 
analyzed more than 86,000 customer ratings of Hong-Kong star-rated hotels to investigate if travelers from 
different cultures, proxied by languages spoken, rate hotels significantly different in the online environment. 
The results showed that English speaking customers tend to give higher ratings than non-English speaking 
customers and that consumers have more confidence in reviews written by fellow countrymen, One 
conclusion is that to make reviews more helpful for travelers, they should be segregated based on nationality 
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(Kim, Jun, Kim, 2018). OTA customers clearly differ across generations. Baby boomers primarily book travel 
based on loyalty programs - they will not choose an OTA deal if it results in the loss of loyalty benefits.  
 
Generation X is focused on best value thus scouring the Web for profitable offers is acceptable. Millennials are 
impervious to loyalty program and appreciating time-saving solutions; they are undoubtedly the best target for 
OTA (Forbes, 2017). OTA customers distinguish themselves from those preferring traditional ways of booking.  
 
First of all they are young, a blend of Gen X and Millennials.  They are also technology savvy, mobile devices 
are an element of their everyday life so using them for travel booking is not surprising. They like to try out new 
hotels. The dominate purpose for OTA customers is leisure travel. Online customers come from countries 
around the worldwide, including four of the fastest growing sources of international travellers: China, Brazil, 
Argentina, and Taiwan. They also value convenience when shopping for their trips and are encouraged by 
package deals. Another feature of this group is recognising brand value – they like to book with familiar chains 
(Lodging Magazine, 2014).  
 
Reactions by management are a crucial aspect of online reviews. Liu et al. (2015) examined the impact of 
response management on Hong Kong' hotel online ratings using data retrieved from TripAdvisor andfound that 
targeted response strategy can significantly improve hotel online ratings, while no response or arbitrary 
response may be wrong. Responding to negative reviews can significantly improve the ratings of a hotel and 
for managers is an opportunity to learn from complaints and make improvements. Often customers don't 
complain directly to the staff and prefer to use online methods to express dissatisfaction.  Companies should 
develop specific comment solutions to better monitor, analyze and manage feedback (Mauri, Minazzi, 2013).  
 
Managers who respond to comments on online platforms can thus turn an unsatisfied customer into a loyal 
one by showing him that the organization values customer feedback and takes proper measures to implement 
change (Avant 2013; Pantelidis 2010). Reviews posted online, even if negative, have the potential to both 
positively influence customers and improve the offer quality which leads to the higher satisfaction of future 
clients (Avant 2013; Ghazi 2017). 

4. Aim and Methodology 
One aim of this paper is to assess the reliability and character of the information provided by customers on 
social media. For this purpose, ten accommodation establishments in Wrocław, the two most popular 
(greatest number of reviews)in each star class featured on Booking.com, were taken into consideration (Tab. 2. 
and 3.). Booking.com was chosen based on its popularity and market share of European OTA and UCG (User 
Generated Content) 

Table 2: Hotels in Wroclaw, according to their star rating classification – comparison of basic features 

Star 
class. 

No. of hotels Size of the 
hotel average 
no. of beds 

average 
no. of 
reviews 

No. of 
reviews per 
bed 

Average opinion 
on Booking.com 

% of hotels with 
9+ rating on 
booking CWOH* Booking.com 

5* 7 7 192 952 5 8.9 28% 
4* 13 17 163 1343 8 8.7 40% 
3* 33 38 120 1355 11 8,2 10% 
2* 4 4 201 2817 14 8.2 0% 
1* 5 4* 171 3010 17 8.3 0% 

* Centralny Wykaz Obiektów Hotelarskich - Central Register of Hotels and Similar Establishments 

Source: Authors’ research based on: https://turystyka.gov.pl/cwoh/index (access 12.06.2018), 
www.booking.com (access 12.06.2018), stat.gov.pl (access 12.06.2018). 

To evaluate the reliability and character of the information provided by visitors on Booking.com, the content 
of the 50 most recent reviews about each selected hotel ere analysed from three different perspectives: 
 

the relation between star rating system and most frequently commented hotels’ features; 
hoteliers’ active communication with consumers; 
the relationship between mentioning the star rating system in the consumers opinions and their choice 
of hotel standard. 
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Table 3: Researched hotels in Wroclaw and key review statistics 

 Name of the hotel 
No of 
review
s 

Market share Average 
opinion 

Reviews 
lower 
than 5.0 

lowest 
prize [PLN] families couples group of 

friends 
solo 
travel 

business 
travel 

5* Radisson Blu Hotel 2058 13% 49% 17% 21% 26% 8.8 21 378 
Hotel Monopol 1609 17% 51% 13% 20% 22% 9.1 21 500 

4* Scandic Wroclaw 2591 13% 51% 16% 21% 20% 8.5 31 278 
Puro Wroclaw Stare Miasto 2422 26% 52% 16% 21% 22% 9.0 19 322 

3* Hotel Polonia Centrum 3299 19% 31% 22% 28% 19% 7.6 211 171 
Ibis Styles Wroclaw Centrum 2762 20% 41% 19% 20% 20% 9.0 19 236 

2* Hotel Piast Centrum Wroclaw 2953 11% 43% 19% 27% 20% 8.7 35 189 
B&B Hotel Wroclaw Centrum 4990 11% 49% 21% 19% 19% 8.5 45 179 

1* Premiere Classe W-w Centrum 5641 10% 48% 17% 25% 20% 7.9 193 144 
Hotel Brochow 379 24% 25% 15% 35% 40% 8.8 9 159 

Source: authors’ research based on: www.booking.com.  

The majority of the researched hotels had  relatively high opinions (from 7.6 to 9.1). However, there were also 
negative opinions in all cases. The authors used the critical incident technique (CIT) to analyze all negative 
reviews for insights on the occurrences and behaviors constituting customer dissatisfaction. This method is 
useful in measurement of hotel customer satisfaction (Callan 1998).  

5. Research findings 

5.1 Relation between star rating system and most frequently commented hotel features  
Hotel features for the 500 Booking.com reviews were divided into three groups: 
 

1. basic features offered by every establishment: 
1. cleanliness 
2. overall impression 
3. personnel attitude 
4. comfort 

 
2. features determined by the star rating system: 

1. breakfast 
2. amenities (e.g., luggage storage, , free bottles of water, stationery, room-service) 
3. arrangements (e.g., air-condition, size of bathroom, lights in the room, armchairs,  fridge in the 

room, bathrobe, hairdryer) 
 

3. features not determined by the star rating system: 
1. location 
2. value for money 
3. recommendation 
4. amenities (e.g. 24/7 free mini bar, renting bikes for free, sauna) 
5. arrangements (e.g. comfort of beds, TV canals,  kettle in the room)  
6. design 

 
According to Polish Central Statistical Office hotel is defined as a facility located most often in the urban areas, 
with at least 10 rooms, most of which are single or double rooms, providing a wide range of services for clients 
staying at the establishment. Every hotel must provide catering services including breakfasts.  
 
Depending on the facility furnishing and the range of the services being rendered, five categories are 
attributed: the highest - 5 stars, the lowest - 1 star (GUS 2018). 
 
The hotel classification system is designed to standardize the most important features that a guest can expect. 
The star system reflects compliance with the requirements of many different criteria. They define the standard 
and equipment of rooms, the functioning of restaurants and bars, the availability of additional services, as well 
as a number of other factors.   
In Poland, standards in this area are described in the Regulation of the Minister of Economy and Labor 
regarding hotel facilities and other facilities in which hotel services are provided. This document defines the 
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most important requirements for individual types and categories of hotel facilities as to equipment and the 
range of services provided, including catering services. The minimum requirements specified in the regulation 
relate to: external elements (entrance, parking, green areas), installations and technical devices (lifts, air-
conditioning, Internet access), elements of equipment for public areas and hotel rooms, and offers of basic and 
additional services.  There are some of selected examples: 
 

air-conditioning in four- and five-star hotels, 
Internet access in two-, three-, four- and five-star hotels, 
hairdryer in four- and five-star, 
breakfast served in all hotels (from one to five stars), 
bar in two-, three-, four- and five-stars hotels, 
at least one master suite in five star hotels. 

 
There are also some important factors which are not regulated by law,  Including location, cleanliness and staff 
qualification.  
 
From the list of most frequent discussed element of hotels and their service the authors chose seven features 
that are most often positively commented on in Booking.com (Fig. 5.). There is no clear connection between 
the star rating system of hotel and the most frequently commented hotel features. 

 
Figure 5: Positive opinions - most frequently commented elements [%] 

Source: authors’ own research. 

In the case of positive feedback, visitors staying in a low standard hotel are very often satisfied with 
unexpected amenities and services.  The most frequently commented and appreciated element is location, 
with comments in 40% of reviews. The second most frequently commented feature is the hotel’s 
arrangements (almost 30% of reviews).  –Interestingly, visitors appreciate the usefulness of fancy 
arrangements in 5* hotels (Hotel Monopol and Radisson Blu Hotel) as often as 1* hotels. Third most often 
discussed feature was breakfast, which varies by hotel standard, In this case visitors take into consideration 
the standard.   The most often complemented breakfast was in 1* Hotel Brochów (appreciated by 60% of 
hotel’s guests) followed by the gourmet breakfast in 5* Radisson Blu Hotel (46% of hotel’s guests). 
 
Value for money is often intuitively understood by visitors. Sometimes small amenities may leave a very 
positive overall impression – e.g. Puro Hotel’s 24/7 free minibar was appreciated by almost 40% of customers.  
Cleanliness is one of the most important satisfaction determinants, regardless of the type and standard of 
accommodation. It is often mentioned by the guests of lower standard hotels (1 and 2*) who might not have 
expected such a good maintenance: “Very clean and new”, “Simple but clean place”. 
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Visitors satisfied with their stay typically leave short positive comments with a simple overall impression or 
recommendation: “Exceptional”, “Superb quality”, “Will always stay here”, “Lovely budget hotel”. 
 
All researched hotels may be classified as very good when consider their opinion in UCG (Tab. 3.). In 
Booking.com the weakest opinion has 3* Hotel Polonia Centrum (7.6) and the highest 5* Hotel Monopol (9,1). 
The majority of reviews have overall positive tenor, only 2% of all researched reviews have overall score lower 
than 5 out of 10. 
 
In many cases one negative element may influence the overall opinion (Fig. 6.) The most frequent negatively 
commented feature is arrangement , e.g. uncomfortable bed, nonfunctional shower or bathtub, lack of air-
condition, narrow variety of TV channels in foreign languages, noisy rooms. One negative feature often sets an 
overall negative impression. Many of those arrangements are easy and inexpensive to improve.  
 
Negative reviews frequently focused on a single feature in a particular hotel, e.g. old-fashioned and “scarry” 
design in Hotel Polonia Centrum (38% of reviews), location far away from the city center of Hotel Brochow 
(36%), value for money is in case of Puro Hotel (22%), which is not directly connected with the price for 
accommodation itself but with additional services, such as breakfast and parking which are expensive and 
extra paid. 
 
When a serious problem occurs, visitors often leave very detailed and emotional reviews. e.g. : “Room 617 a 
business premium room is directly below the elevator motor room. It was a very noisy and extremely 
unpleasant room. We did not sleep at all. No effort was made to change the room by the reception staff”,  
“The room, the lack of curtains, the bed beside the window, my husband had to climb down the middle of the 
bed to get out and avoid falling into the bath which is placed about 2 feet from the end of the bed, very 
strange!!!!!”. In those cases, one unfortunate situation affected the negative assessment of the entire stay, 
even if the other elements had a positive opinion. 

 
Figure 6: Negative opinions - most frequently commented elements [%] 

Source: authors’ own research. 

5.2 Active communication between hotel managers and customers  
Active communication in UCG occurs through passive approach, “listening-in” to the customers’ voice  
(monitoring), and active approach, engaging in direct personalized one-to-one marketing (interacting)  
(Constantinides and Fountain 2008; Constantinides 2014). The results show a  general underuse of active 
communication – only 60% of responses were commented by hotel management.  
 

0

10

20

30

40

50
arragement

breakfast

amenities

cleanlinessdesign

value for
money

location

Hotel Brochow

Premiere Classe Wroclaw
Centrum
B&B Hotel Wroclaw
Centrum
Hotel Piast Centrum
Wroclaw
Ibis Styles Wroclaw
Centrum
Hotel Polonia Centrum

Puro Wroclaw Stare
Miasto
Scandic Wroclaw

Hotel Monopol

Radisson Blu Hotel

78



Marta Drozdowska, Agnieszka Faron and Izabela Gruszka 

There is no correlation between the star rating system and active communication (Fig. 7.). Among the highest 
standard of hotels are those who use active communication as an effective marketing tool (Radisson Blu Hotel, 
Scandic Wroclaw) and those who use the tool but not regularly (Hotel Monopol, Puro Wroclaw). Chain hotels 
are more likely to use active B2C communication with their customers (e.g. Radisson Blu Hotel, Scandic 
Wroclaw, Ibis Styles), which often is determined by the marketing culture of the whole hotel group and is a 
part of the standardized service. 
 
In the majority of hotel’s responses the answers are personalized, very often signed by the hotel staff, polite 
and in case of difficulties private contact and solutions are offered. 
 

 
Figure 7: Active communication for selected hotels in Wroclaw  

Source: authors’ own research 

5.3 Relationship between mentioning the star rating system and choice of hotel standard  
In the 4 and 5 stars hotel in many reviews the star rating system is highlighted: 
 

Puro Hotel - “Hotel is listed as 4* at booking website whereas it's really 3*”, “Not a four star hotel (as 
suggested on booking), but it has good amenities”, “Interestingly this was the only hotel on our trip that 
did not supply Kleenex”.  
 
Radisson Blu Hotel – “Probably the best 5-star hotel option in Wroclaw”,” Standard Radisson Blu hotel 
experience, comfortable and convenient”, „Bargain price for a 5 star hotel” 
 
Hotel Monopol - “Monopol gives much more than you expect”, “Much more than a luxury business 
hotel”, “5 star hotel with a 5 star service”.  

 
Guests writing reviews of hotels often refer to its category, as a reflection of its standard and equipment.  
 
Guests who were unsatisfied with the stay emphasized the category of the hotel as a symbol of the high 
quality they expected. In turn, guest who enjoyed their stay also underlined high standard of 4*/ 5* hotel. 

6. Conclusions 
In order to evaluate the reliability and character of the information provided by visitors, reviews on 
Booking.com were analysed from three different perspectives: the relation between star rating system and 
most frequently commented hotel features; active communication between hotel managers and customers 
and finally the relationship between mentioning the star rating system and the choice of hotel standard.  
 
The results show that guest expectations vary depending on the hotel standard they have chosen. The majority 
of customers are aware of star ratings and the related quality offered with a particular hotel standard.  
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There is clear pattern that visitors of higher standard hotels (4 and 5 stars) allude to the star rating system 
more often when mentioning expectations in their reviews.   
 
The results highlight the general underuse of active communication – only 60% of responses were commented 
by hoteliers. Moreover, there is a general agreement that service providers should not only respond to the 
reviews but also address service failures for future encounters (Avant 2013; Gretzel and Yoo 2008; Leia and 
Law 2015; Zheng et al 2009). Research results have shown that negative reviews have much greater impact 
than positive ones and are more likely to influence other customers’ decision-making (Papathanassis and 
Knolle 2011).  
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Abstract: The purpose of this paper is to examine the applicability of the strategic social marketing concept as a framework 
for overcoming problems with landscape conservation in tourism destinations. The literature review revealed on one hand 
that applications of social marketing to this end are scarce and on the other hand, that inclusion of the stakeholders’ 
concept offers the best insight into the problem. In the paper, the proposed approach has been examined on selected 
cases from Poland. They embraced issues of control over accommodation capacity and aesthetics in small destinations, 
restoration of the historical appearance of the popular commercial street in the famous mountain resort, and removal and 
control over outdoor advertising. The analysis of documents, publications and netnography was used for the identification 
of the stakeholders in the selected cases. Their qualities were established from a descriptive perspective, i.e. showing the 
actual opinions of the involved parties. It turned out that they differ strongly as  power and salience are considered with 
self-governments and governors at the top, urban movements located near the top while the position of officers 
responsible for conservation and professional organizations of architects was rather weak. The qualitative content analysis 
also enabled assumptions concerning the values that may be the subject of exchange in  social marketing campaigns.  The 
majority of the arguments used by the stakeholders is economically motivated but an ideological component can be also 
discerned.  The study is exploratory and implementation of strategic social marketing for particular cases of landscape 
conservation will need case specific research and ideas generation. Its contribution is in showing that strategic social 
marketing together with the stakeholders concept offer a useful framework for the analysis and amendment of wicked 
cases of landscape conservation. It also supports claims that the ethnographic research tradition may be very useful in the 
development of social marketing strategies and campaigns. 
 
Keywords: landscape conservation, tourism destination, sustainable tourism development, social marketing, stakeholders 
concept 

1. Introduction  
According to definitions that can be found in dictionaries, “a landscape” means an expanse of a territory that 
can be seen in a single view. This seems obvious but in reality “a landscape” is a complex concept and studied 
within different academic disciplines. For example, geographers perceive the landscape as the effect of 
interactions between geomorphological features and human activities in a particular territory, landscape 
architects pay special attention to esthetics, for ecologists it is a set of ecosystems occupying the particular 
space (Degorski, 2012 p.19). However, it is also a part of everyone’s everyday experience hence its qualities 
impact people who live in or visit a particular area.   
 
The realization of this fact prompted the elaboration of the European Landscape Convention whose aim was to 
support sustainable development by acknowledging the importance of the landscape for individual and social 
well-being (Council of Europe, 2000). In this document, “landscape” means the area, as perceived by people, 
whose character is the result of the action and interaction of natural and/or human factors. This definition 
adopts the social-constructivist approach to the landscape (Köpsel and Walsh, 2018) and sometimes the term 
“cultural landscape” is used  to stress that it embraces more than just natural features (Jansen-Verbeke, 
Priestley and Russo, 2008; UNESCO World Heritage Centre, 2017).  This approach has been also adopted in this 
paper hence the word “landscape” is understood in its cultural context.  
 
The Convention applies to every type of landscape of which natural, rural, urban and peri-urban areas as well 
as outstanding, every day and degraded ones are mentioned (Council of Europe, 2000). This is a clear 
indication that all kinds of landscapes deserve careful treatment, not only those that have been recognized 
and delimited for special protection. Such approach to the landscape definition, its conservation and 
management raises a great challenge because its shape and maintenance are an outcome of actions taken by 
many, usually independent entities.  
 
Qualities of the landscape, both cultural and natural, are  important tourism attractors but often they turn out 
to be under strong pressure from tourism and non-tourism users of the space (Jansen-Verbeke, Priestley and 
Russo, 2008). This pressure is embodied in permanent structures like buildings, parking lots or semi-
permanent ones such as booths, billboards, banners of all sizes, signposts, signboards etc. They spoil the style 
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and harmony of the architecture, destroy vistas, create a general sense of chaos and/or negligence and 
oversaturation of the space. The reasons for such development are complex and embrace motives of 
individual entrepreneurs, local residents, authorities of different levels, values shared by the community and 
visitors to the place. The legal regulation of the problem is often ineffective or impossible due to protests or 
obstruction undertaken by particular groups of players.  
 
Such complex issues embedded in human behaviour are sometimes called “wicked problems”. The term is 
used for social challenges that cannot be treated purely in a rational, analytical way (French and Gordon, 2015) 
and as such are within the area of interest of social marketing. In this paper it is argued that the approach 
proposed by strategic social marketing may help to structure the conflict and offer the insight into values that 
are important for the parties involved in it.  
 
The purpose of this paper is to examine the applicability of strategic social marketing as a framework for 
overcoming problems with landscape conservation in tourism destinations. The specific research questions 
are: 

1. Who (groups or individuals) is a stakeholder in landscape conservation? 
2. What attitudes do they express when tackling particular landscape conservation issues?  

 
This should enable determination of individual and collective values that can be the subject of exchange in the 
process of social marketing. The study will cover the analysis of the macro environment, stakeholders and 
competitors and suggest some up-stream and down-stream marketing actions. This will be underpinned by 
some concepts taken from behavioural economics. The above mentioned issues will be exemplified by the 
cases from Poland. The research method applies the qualitative approach and has been founded on the 
literature and documents review and the analysis of  selected media content.  
 
The paper starts with the literature review focused on landscape conservation and the applications of social 
marketing to this end. Then the research method is presented and applied to the selected cases from Poland. 
Finally, the discussion shows how adoption of the strategic social marketing framework can advance solving 
problems of landscape conservation.   

2. Literature review 
The topic of the paper touches two broad issues:  

landscape conservation with a focus on its institutional and social context; 
application of social marketing for the above end.  

 
As the former is considered, Zeayter and Mansour (2017) have provided a useful review of the evolution of the 
ideology of landscape conservation since the antiquity. They focus on historical and cultural landscapes 
arguing that in the era of globalization, conservation practice should be anchored in the broader territorial and 
landscape context. Community participation in decision-making is crucial but the ultimate goal of conservation 
should be sustainability that means selectivity, authenticity and functionality to avoid museumization of the 
space. Tourism can play an important role in such development but should be carefully managed so that not to 
allow overcrowding or gentrification.  Similar ideas are furthered by Macdonald and King (2018) who present 
parallels in the evolution of the approach to ecological restoration and cultural landscape conservation. They 
posit that the two once independent fields of theory and practice have been converging over time. Nowadays, 
both adopt a more flexible attitude to authenticity that should be rather an outcome of stakeholders’ 
participation than expert-driven.  
 
The issue of conflicting interests of players shaping the landscape have been also addressed in studies 
presenting problems of spatial planning. Most of them discuss the issue in the setting of a particular place but 
there are also examples of conceptual papers. The case studies usually adopt a qualitative approach that 
advocates the particular theoretical framework. Köpsel and Walsh (2018) who tackle the conflict-ridden issue 
of the Cornwall coast adaptation to erosion and climate change propose the social-constructivist and narrative 
approach. They show that from such perspective the normative and practical considerations underlying local 
stakeholders’ arguments could be better comprehended. They also point out the practical aspects of treating 
landscape as commons that enables the search for landscape management solutions overcoming implications 
of ownership rights. Another approach has been presented by Almeida, Costa and Nunes de Silva, (2017). Their 
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arguments are based on the assumption that all conflicts may be structured, hence they advocate application 
of the conflict analysis matrix as the first step to settlement of conflicts over spatial planning for tourism. The 
matrix has been constructed of blocks that cover: institutional framework, legislation and public policy, power, 
other structural constraints, psychological, procedural and material stakeholder interests, their values, 
relationships and information.  The advantages of this framework application has been exampled by the case 
of the Troia-Melides Coast.  
 
Another instance of the use of stakeholders’ narratives for solving conflicts over multi-use space planning has 
been offered by Plieningera, et al. (2018). They administered the survey in which inhabitants of the Faroe 
Islands were asked about perceived values of particular places and preferred activities that should be 
developed to sustain them. After content analysis those preferences have been mapped. Content analysis has 
also been employed for identification of the institutional context behind planning tourism and natural 
landscape protection on the Island of Terschelling in the Wadden Sea Region (Heslinga, Groote and Vanclay, 
2018). The study focused on the search for synergies between tourism and landscape conservation, 
understood here as a natural landscape and shows the usefulness of content analysis for understanding the 
institutional context behind a particular trajectory of the place development. 
 
The paper published by Campellone, et al. (2018) takes an exclusively conceptual approach to the 
reconciliation of different views over landscape conservation planning. They openly call the task a wicked one 
and develop a model of the planning process, drawing from their own practical experience in the field. In fact, 
the model embodies the theoretical reflection presented in the above mentioned papers. It is guided by 
principles of inclusivity, an approach to landscape conservation covering large spaces, organizational learning, 
and an interactive, interdisciplinary and informative approach.  
 
The emergence of the concept of social marketing is commonly linked to the publication of the seminal work 
by Kotler and Zaltman (1971). Since then the concept has undergone some evolution but has been also 
subjected to criticism (French and Gordon, 2015; Hall, 2014). One of the insights focuses on the role of 
stakeholders in social marketing interventions (Buyucek, et al., 2016). Its applications in the field of tourism are 
surprisingly scarce despite the potential that has been identified by many researchers (Hall, 2014; Truong and 
Hall, 2013). This is especially true where landscape conservation is concerned. An interesting case has been 
delivered by Wilhelm-Rechmann, Cowling and Difford (2014) who employed the concept for promotion of 
integration of landscape conservation and spatial planning in South Africa. They discovered that sustainable 
development principles are practically unknown to the local politicians. They are too abstract and difficult to 
comprehend hence the promotional campaign operationalizing them could help. Hanna, et al. (2018) arrived 
at similar conclusions interviewing young visitors to the UK resorts. They have found that the official language 
of sustainability counteracts its implementation because the interviewees perceived it as boring, and 
detrimental to the pleasure they expected from the holiday. The two cases show that the communication of 
ideas makes a difference hence there is room for the application of social marketing. 

3. Research method  
The contemporary approach to landscape conservation is more flexible and socially embedded than it used to 
be in the past but the idea of stakeholders’ involvement may turn out to be difficult to materialize.  The 
problems may arise from conflicting interests, the vagueness of the sense of aesthetics etc. These 
impediments may be overcome only if the value of the landscape is widely recognized and treated as a public 
good. The literature review presented above has revealed that the studies focused on spatial planning, but 
amendments to the landscape quality may need more complex actions. Since the problem of landscape 
conservation is especially acute in tourism destinations its analysis needs restructuring to include the potential 
hazards to the landscape quality. This study covers cases for preventive and reactive actions. They embrace 
the following situations: 

preventive: construction of structures that do not fit the natural and historical landscape, exceeding 
the comfortable density of the settlement and tourism carrying capacity of the destination; chaotic 
location of street furniture, signs, booths; aesthetic value of the signboards, banners etc.; 
reactive: demolition of unauthorized structures or street furniture; removal of the excessive number or 
inaesthetic advertisements; ban on particular types of economic activity; demands concerning 
adaptation of existing booths, signboards etc.. 
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They have been exemplified by the actual cases concerning oversized hotel investment, the control over 
sprawling settlements and the attempts to control number, location and aesthetics of outdoor commerce and 
commercial information. The cases have been selected because they are typical for the situations specified 
above 
 
The research method has been founded on a qualitative content analysis. The selected texts embrace press 
releases (some printed, other digital) and embrace events from year 2010 till 2018. They have been 
supplemented by netnography that involves comments to the articles on the topic available on the Internet.  
 
The texts have been collected purposefully so that they would reflect the different views until the point of 
saturation was achieved, i.e. no new information could be extracted (Smith, 2010, p. 98). 
 
Despite the discussions concerning the definitions and the scope of social marketing (French and Gordon, 
2015; Hall 2014) there is almost universal agreement over the benchmarking criteria that distinguish it from 
public good propaganda (French and Gordon, 2015; Wettstein and Suggs, 2016). They embrace: behaviour 
focus, audience research and segmentation, exchange, marketing mix and competition (Wettstein and Suggs, 
2016). The marketing mix in social marketing extends beyond the set typical for commercial marketing (French 
and Gordon, 2015) but still it should offer the product, access, price and promotion, i.e. cannot be confined to 
promotion of public good itself (Wettstein and Suggs, 2016).  
 
The analysis covers only some issues pertinent to social marketing hence it should be classified as the 
exploratory study. Since its purpose is to find out barriers to landscape conservation it focuses on:  

identification of stakeholders who have been grouped according to their role in shaping the landscape, 
from the marketing point of view they are treated here as an equivalent of segments; 
identification of the values shared by particular stakeholders; 
identification of the competitors, i.e. people/organizations promoting ideas undermining the 
importance of landscape conservation; this shows the scope for countermarketing actions (Bellew, et 
al., 2017). 

 
The term “stakeholder” used in this study follows the original definition coined by Freeman, namely “any 
group or individual who can affect or is affected by the achievement of the firm’s objectives” (de Bussy and 
Kelly, 2010; Mainardes, Alves and Raposo, 2012). Similarly, as in the study by de Bussy and Kelly (2010) the 
stakeholders’ salience have been examined according to the criteria formulated by Mitchell, Agle and Wood 
(1997), i.e. power, legitimacy and urgency. In the study on stakeholders, politics and power they concretized 
those criteria after Mitchell: 

1. power is defined as the extent to which a party “has or can gain access to coercive, utilitarian, or 
normative means, to impose its will”; 

2. legitimacy means “a generalized perception or assumption that the actions of an entity are desirable, 
proper, or appropriate within some socially constructed system of norms, values, beliefs, and 
definitions”; 

3. urgency understood as time sensitivity and criticality (Mitchell, Agle and Wood, 1997) (de Bussy  and 
Kelly, 2010, pp. 292-293).   

 
The qualitative content analysis has been used to detect the rational and ideological arguments concerning the 
cases under study. The findings have been interpreted with application of the ideas combining social 
marketing and behavioural economics (French and Gordon, 2015; Fischer et al., 2018). 

4. The case of Poland – the background 
The approach to landscape conservation may be inferred from the analysis of legal acts, opinions expressed 
publicly and the actual developments affecting the quality of the landscape. Poland ratified the European 
Landscape Convention in 2004 (Journal of Law, 2006, item 98) but many experts believe that legal 
environment for landscape conservation is insufficient (Degorski, 2012; Kistowski, 2013). The criticism 
addresses inter alia the lack of a clear definition of a landscape in Polish law. The term appears in six acts: Act 
on nature protection from 2004, with subsequent amendments (Journal of Law, 2018, item 1614), Act on 
environmental law from 2001 with subsequent amendments (Journal of Law, 2018, item 799), Act on spatial 
planning and development, Act on protection of historical monuments and two other acts that transfer the 
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competences to particular authorities (Degorski, 2012). The term “landscape” has different meaning in 
particular acts hence there are no explicit rules concerning its quality. The lack of consistency is aggravated by 
the fact that particular acts pass the relevant competencies to different authorities and institutions. In effect, 
these competencies sometimes overlap or reveal gaps. It happens that bodies with the formal tasks 
concerning landscape management lack tools to execute them. These inconsistencies are accompanied by 
frequent changes to the acts and transfers of responsibility among particular bodies.  
 
The latest developments in the area of the landscape conservation have sent contradictory signals. On one 
hand in 2015 the so called “landscape act” was accepted by Parliament after years of discussions prompted by 
the visual chaos in public spaces. The local governments (self-government) obtained tools for regulation of the 
outdoor advertising but its practical implementation has become exclusively their responsibility (Instytut 
Metropolitalny, 2016). On the other hand, the act relaxing procedures concerning location and standards of 
housing projects was passed in 2018 despite many protests. It allows projects to be accepted that do not fit 
land use plans and loosens the control over their quality, even in areas of high cultural value. According to the 
government the move should stimulate construction of cheap dwellings.  
 
The main responsibility and burden of landscape management and conservation rests on local governments 
(municipality self-governments). Even before the “landscape act” was passed they could set the aesthetic and 
functional standards for the area under their authority. For this purpose they could use the mandate they had 
under the act on spatial planning and development and the act on protection of historical monuments. The 
latter introduces the special institution of “a cultural park”. However the acts have not solved the problem 
because the local governments often lack the necessary financial resources, expertise and interest to fulfil the 
task. As a result the land use plans cover only around 26% of Poland’s area (Degorski, 2012). In many 
municipalities building permits are granted on the basis of the municipality studies on land use which leave 
room for very flexible interpretations.  
 
The cases selected for the analysis in this study illustrate typical conflicts over landscape conservation: 
exceeding carrying capacity, aesthetics and conformity with historical and natural heritage. Karpacz is a 
relatively small but recognized mountain resort (with a population of 5 000 people) located in the most 
picturesque part of the Sudeten mountains. The controversies aroused over two projects of construction of 
large hotels, much bigger than any other such structure in this resort. The local land use plan limits the height 
of buildings hence one of the hotels was designed as an underground structure covered with a glass roof and 
the other was higher than the plan allowed. The local government supported the latter project and the last 
two controversial floors were redesigned by adding skylights so that the building could be formally recognized 
as conforming to the plan. However, it has dominated the landscape and covered some picturesque vistas. The 
underground structure was rejected by the local government. Międzyzdroje is a popular seaside resort with a 
population of 5 000 which grows to almost 90 000 during the summer season. The local authorities allow 
increasing the accommodation capacity and do not set any aesthetic or location standards. The locality is 
packed with rough stands, booths etc. Similar problems troubled Zakopane, the most well-known mountain 
resort in Poland. After years of discussions the local government designated the area around Krupówki Street 
as a cultural park. It introduced strict rules concerning signs, commercial activities and design of stands that 
should conform to the regional folk style. The establishment of a cultural park is in fact a special instance of 
actions aimed at restoration of the historic appearance of a designated area. This involves similar problems as 
those faced by the local governments which try to solve the issue of the excessive outdoor advertising hence 
the examination of the implementation of the “landscape act” has been also included into the research. 

5. The results       
The analysis of the coverage by media of the above cases enabled identification of the group of stakeholders 
relevant to the landscape conservation. The findings together with the characteristics of these stakeholders 
are presented in table 1. They have been based on the descriptive approach, i.e. they show the actual picture, 
not the position the particular stakeholders should have (de Bussy and Kelly, 2010). 
 
Table 1 shows the broad array of stakeholders whose actions affect landscape conservation in Poland. They 
differ strongly as their salience is considered with self-governments and governors at the top. The urban 
movements (NGOs) can be also located at the top but their activity is limited to cities. The position of officers 
responsible for conservation and professional organizations of architects turned out to be rather weak. Visitors 
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form the special case because it was found that they could not be described as salient stakeholders. In fact 
they can be placed at the bottom of the list. The popular view, promoted especially by supporters of freedom 
of economic activity, says that if they do not like the destination they will not come. The analysis of visitors ’ 
opinions showed that they represented a very diverse sense of aesthetics. Some claimed that they avoided 
destinations notorious for negligence of the landscape quality while others flocked there, attracted by the 
resorts’ popularity. 
 
The goals and interests of the stakeholders were often in conflict as they assumed very diverse attitudes 
towards particular issues. The content analysis of the media provides some insight into rationales beyond their 
actions as well as their ideological underpinning. The relaxed stance of the self-government towards landscape 
conservation is usually motivated by the economic arguments. The mayor of Karpacz defended the 
construction of the huge hotel, poorly related to the landscape, citing jobs, income, taxes and development of 
congress tourism as positives of the project. He also stressed the Polish origins of the investor. This latter 
argument could have affected Karpacz self-government decision not to give the permit for construction of the 
underground hotel that was to operate under the international brand. In this case the argument of 
disharmony with the landscape and exceeding the carrying capacity was officially used. On the other hand the 
opponents of the former construction openly attacked the Polish investor calling him a “king of kitsch” in the 
media discourse inspired by architects. They also used the argument that more demanding tourists would 
avoid Karpacz. The economic arguments, although not overtly stated, were also used by the authorities of the 
Międzyzdroje resort who were accused of bad grooming of the resort, general chaos, lack of aesthetic 
standards and control over its development. 
 
The issue of downsizing the economic activity, reduction of the outdoor advertisement and return to the 
regional style was undertaken by the self-government of Zakopane that established the cultural park in the 
Krupówki Street area. The decision limits business opportunities available in this area which is one of the most 
commercially attractive places in Poland. Specifically this applies to street stands, peddler’s trade, figures 
posing for photography with visitors, selling space for billboards etc. The decision was strongly protested and 
after 2 years it has been still contested in many ways, including judiciary processes. However some order has 
been restored although partly on the expense of other popular places in Zakopane. Disobedience of the rules 
of the cultural park is punished by fines. The contesters cite the freedom of conducting economic activity and 
rights of ownership. They found support from the national business organization notorious for its neoliberal 
ideology. The discussion also involved the issue of aesthetics that was disapproved by some as intangible and 
the tool by which the elites (e.g. architects’ associations, administration officers) want to deprive individuals of 
their rights and freedom. Some of the local businessmen showed their disapproval voicing vulgar opinions on 
the local authorities and the fines. On the other hand the proponents of the regulation indicated lack of 
consistency of the self-government actions. They argued that fines were not imposed and the control over the 
regulation implementation was weak which was unfair to the honest businessmen. 

Table 1: The stakeholders in the landscape conservation in Poland 
Type Type of involvement Power  Legitimacy Urgency 
Local self-governments. Are responsible for 

development of proper local 
acts and their execution. 

Can use force. 
Can impose fines or grant 
material awards. 
Medium to low prestige. 

Diverse opinions 
over desirability of 
their actions.  

Depends on 
the particular 
case. 

Conservation officers.  Are responsible for the register 
of protected monuments, gives 
opinions concerning projects. 

The use of force is limited. 
Their decisions may affect 
business projects. 
 Medium to low prestige. 

Limited acceptance 
of their actions. 

High. 

Construction site 
inspectors. 

Are responsible for safety and 
construction standards. 

The use of force is limited. 
Their decisions may affect 
business projects. 
 Medium to low prestige. 

Limited acceptance 
of their actions. 

High to 
medium. 

Regional governors. Represents the national 
government and can revoke 
self-government decisions. 

They can use force. 
Their decisions may affect 
business projects, actions of 
self-government or other 
public bodies. 
 Medium to low prestige. 

Limited acceptance 
of their actions. 

High to 
medium. 

Owners of real estate in 
a destination. 

Have income from renting 
space for business activity, 
outdoor advertisements.  

Limited possibility to use 
force. 
May offer material rewards. 

Mixed attitudes 
towards their 
claims. 

High to 
medium. 
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Type Type of involvement Power  Legitimacy Urgency 
Medium to low prestige, 
social acceptance. 

Investors in tourism 
projects. 

Interested in maximization of 
profits. 

Limited possibility to use 
force. 
May offer material rewards. 
Mixed prestige.  

Mixed attitudes 
towards their 
claims. 

High to 
medium. 

Owners of businesses in 
tourism destinations. 

As above. Limited possibility to use 
force. 
May offer material rewards. 
Medium to low prestige, 
social acceptance. 

Mixed attitudes 
towards their 
claims. 

High to 
medium. 

Other residents of a 
tourism destination. 

Voice their opinions concerning 
particular issues. 

Very limited possibility to 
use force. 
No direct material rewards. 
Medium acceptance. 

Medium.  Low.  

Urban non-profit 
organizations. 

Pursue their organizational 
goals. 

May undertake actions 
involving force. 
No overt material rewards. 
Medium acceptance, strong 
media presence. 

Medium. Demand 
urgent actions. 

Architects’ etc. 
associations. 

Voice their opinions concerning 
particular projects, issues. 

No use of physical force. 
No overt material rewards. 
Medium to low acceptance. 

Medium. Low.  

Organizations of 
outdoor advertisement 
operators. 

Try to own represent interest.  No use of physical force. 
No overt material rewards. 
Medium to low acceptance. 

Medium to low. Medium. 

Visitors.  Choose destinations, businesses 
and voice opinions. 

No use of physical force. 
No direct material rewards 
but affect business profits. 
Low prestige. 

Low.  Low.  

Media.  Provide coverage of the 
opinions. 

No use of physical force. 
No direct material rewards 
but affect business profits. 
High to medium prestige 
and acceptance. 

High to medium. Medium. 

Source: author’s elaboration founded on netnography.  

The issue of the cultural park is a nutshell version of the problems facing implementation of the “landscape 
act”. The first regulations developed in some cities were revoked by the regional governors as violating the 
Constitution and ownership rights. The Association of the Outdoor Advertisers blames the act as “extreme” 
and developed under pressure of the urban movements that would like to remove any commercial 
information from the space (Kaczoń, 2018).  

6. Discussion and conclusions 
The above analysis of the media coverage of the contested issues enabled identification of the stakeholders in 
landscape conservation and their salience. It has revealed the pivotal role of the local self-government. It also 
has shown that they operate within the complex environment made of other stakeholders and at the same 
time they have to reconcile their actions with the binding legal and institutional environment. In this context it 
turned out that their power is less obvious than one could expect. From the perspective of strategic social 
marketing it can be assumed that the self-governments can play a dual role: as a subject of the actions aimed 
at landscape conservation and management of its quality (up-marketing) but also as a body responsible for 
campaigns promoting them among local stakeholders.  
 
The majority of arguments used by the stakeholders is economically motivated. Therefore tourism investors 
and business organizations may be identified as competitors because they usually present their business 
proposals as beneficial for the community. The counteractions should present the facts about these, showing 
not only gains but also costs of the planned or already realized business projects. This may be effective as a 
proactive measure but a reactive one usually means the real loss for some parties.  Formulation of the value 
proposition for those who are directly affected may turn out to be difficult. Some ideas are offered by the 
behavioural economics that proposes nudging, i.e. ready solutions that are the first choice for the interested 
parties. For example, in Zakopane the regional horse carts were proposed to those who had to abandon their 
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street booths. The same may be used to fight the excessive commercial information. It may be replaced by 
attractive street furniture with room for such information. 
 
The ideological arguments are usually more difficult to be questioned. The competitors come from business 
organizations, political parties, media and interest groups. In the case of Poland the value of freedom, strong 
sense of rights of ownership, distrust in the public sector and its officers are strongly embedded in the 
country’s past. However, to some extent they may be used to create value proposals stressing that other 
people are deprived of their freedom if the execution of ownership rights violates the quality of public spaces, 
freedom of access etc.  
 
Social marketing actions in the area of landscape conservation should target those responsible for legislation 
and the general public. Since some stakeholders like urban movements often take the extreme positions 
prohibiting any changes to the landscape or outdoor advertising hence the realistic, well-balanced proposals 
concerning particular destinations may help. This will need identification of the potential partners who will 
share the vision of the landscape conservation and will be able to propose positive solutions.   
 
This study is exploratory as its purpose was to examine the usefulness of strategic social marketing as the 
effective framework to deal with one of the effects of over tourism on the landscape. Its implementation in 
particular destinations will need case specific research and generation of ideas. Its contribution is in showing 
that strategic social marketing together with the stakeholders concept offer the useful framework for the 
analysis and amendment of wicked cases of landscape conservation. It also supports claims that ethnographic 
research tradition may very useful in the development of social marketing strategies and campaigns (Brennan, 
Fry and Previte, 2015). The netnography seems to be especially interesting because it is relatively cost- and 
time efficient. The objectivity of the interpretation may be improved by employment of two or three 
researchers to consult questionable issues.  
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Abstract: The economy of Europe, and Portugal in particular, is doing well, with tourism as the driver! The same tourism-
phenomenon took place in South Africa after the end of apartheid in 1994.  However, despite tourism programmes being 
accredited in both countries, there exists a perceived problem in South Africa, not shared in Portugal, that the vocational 
programmes do not meet the specific needs on the tourism industry. Therefore, by introducing vocational tourism 
education, both Portugal and South Africa needed to use this specific system to respond to identified shortages of 
occupational skills within the Portuguese, and definitely the South African, labour markets.  The National Certificate 
Vocational (NCV) tourism programme was introduced in 2007 at Technical, Vocational Education, and Training colleges 
(TVET) in South Africa. This study specifically chose Portugal because the secondary vocational system, reintroduced in that 
country in 1983 after almost completely disappearing for a decade and a half (after the abolition of technical education) , is 
proving to be a viable alternative to “formal’ education, certainly in combating unemployment in the tourism sector. The 
secondary education curriculum in Portugal was reformed in 2004, creating technological courses, which facilitated 
integration into the employment market. The initial South African research (2014-2017) compared vocational education in 
South Africa to other European countries (specifically Switzerland and Germany), identifying the need for a properly 
administered and controlled dual vocational education system in South Africa, as is currently followed in Portugal. This 
paper focuses on how the present NCV tourism programme in TVET colleges in South Africa may be improved by following 
the present Portuguese vocational education model.  The NCV tourism programme was designed to provide both 
theoretical and practical knowledge of the tourism industry in South Africa, aiming to improve the employment 
possibilities for NCV tourism in graduates in the wider tourism labour market in the Western Cape Province of South Africa. 
This paper also supports the notion that an updated NCV tourism programme could learn from the Portuguese system on 
how to apply vocational tourism education, by including more practical and structured industry exposure.  A literature 
review established that Portugal’s secondary vocational education is thriving and their primary goal is the development of 
young employees’ vocational training, which allows the development of specific skills indispensable to an occupation, such 
as tourism, as can be seen in the breakdown of the programmes discussed in the ‘results’ section.  The original research on 
the NCV tourism programme was conducted in the Western Cape in the form of an empirical survey to gather information 
using research questionnaires, and this paper proposes the use of both quantitative and qualitative methodologies, to also 
include a comparison on the guidelines, investments and results on the Portuguese and the South African experience on 
the last years.   
 
Keywords:  Employability, Education, National Certificate Vocational, Portugal, South Africa, Tourism, Vocational. 

1. Introduction 
In South Africa, TVET tourism courses were introduced at TVET colleges in 2007 and are vocational or 
occupational by nature, meaning that the student receives education and practical training as a component of 
the academic learning function, with a view towards a specific range of jobs, employment possibilities, and/or 
promotion.   However, specific challenges were immediately obvious, including inadequate funding, lack of 
extended industry exposure, an un-accepted tourism qualification by the tourism industry (employability of 
graduates), and a lack of commitment by students to gain the industry-required experience (Engelbrecht, 
2017; Engelbrecht., Spencer & van der Bijl, 2018). The most interesting experience of vocational training in 
Portugal, before the country’s membership to the European Communities in 1986, was the “technical 
education” system put in place by the dictatorship that lasted from 1926 to 1974, and which originated from 
the creation of an “elite skilled workers” (Lacomblez & Freitas, 1992:3-13). This system started immediately 
after primary school studies because, at the time it was meant that people could be employed immediately 
after the difficult exam of the fourth grade, when pupils received their identity card. The system was stopped 
after the revolution because it was seen as a base for social division from an early age; rich kids going to study 
in “normal” secondary schools and poor kids having of rely on “technical schools” to earn a living since an early 
age. Therefore, from 1974 to 1986 the level of vocational training in Portugal was minimal, and when it came 
to tourism, the only experiences that remained in place related to five Schools of Hospitality and Tourism at 
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the National Centre for Touristic Training (Moura, 1979:53).  With the inclusion of Portugal as part of the 
European Community in 1986, considerable changes needed to take place, for example the European Social 
Fund began to invest heavily in the country, effectively creating a system of vocational training (Tomé, 
2012:179-194): on average, around 10 percent of the labour force has received support from the ESF every 
year, implying a transfer of funds of around 100 million Euros every year, and a volume of operations of about 
0.8% of the Portuguese GDP, allowing that some questions exist about the quality and the impact of the 
operations, but their social importance is not questionable (Tomé, 2012:179-194). Secondly, among the many 
vocational courses put in place since 1986, there were a considerable number related to the tourism and 
hospitality industry, and specifically the Professionals Schools on Tourism and Hospitality, which effectively 
were experiences of secondary vocational education (ANQEP, 2018); most important among these experiences 
are the 12 schools managed by Turismo de Portugal, the entity that effectively regulates the qualification of 
tourism and hospitality professionals in the country (Turismo de Portugal, 2018). The tourism curricula are 
detailed in tables 1 and 2, and the systems in South African and Portugal compared in table 3. 
 
While the universities of technology in South Africa have, for many years, included compulsory experiential 
learning modules in the programmes, some as long as 18 months (for which the student is closely monitored 
and which has to be passed before a degree is issued), the same did not apply to the TVET programmes, where 
a token period of 10 days “industry exposure” is required. The challenge was therefore set, and the problem 
identified of providing a programme which would meet both the academic and tourism industry-requirements; 
enter the Portuguese vocational system which could form the basis for a considerably revised South African 
structure. The research problem was therefore, the non-acceptability of the NCV (tourism) programmes, which 
led to objectives of establishing valid reasons for this empasse, and finding solutions to the challenges already 
highlighted above. 

2. Methodology 
This article is based on the South African vocational tourism education system as described in a Masters’ 
dissertation (Engelbrecht, 2017), where both a quantitative and qualitative approach was used to gather the 
South African data. The initial research was conducted in the form of empirical surveys using four different 
questionnaires given to specific sample populations: Level 4 NCV tourism graduates, NCV lecturers, tourism 
industry role-players, and state and semi-state education and tourism bodies.  The qualitative research is more 
in-depth, contextualised and natural, but more time-consuming, and was aimed at senior tourism educators 
and the staff in the provincial and national departments of education (Dedoose, 2015). Information required 
through the questionnaire and interview surveys was the attitude of learners/staff towards the tourism 
programmes, challenges facing all stakeholders in the Cape Town tourism industry, and suggested solutions to 
these challenges.  
 
The participants for the initial study were South Africans conveniently selected from the existing pool of NCV 
tourism graduates and lecturers from four TVET colleges in the Western Cape, (where the pilot curricula were 
tested before implementation of the tourism vocational programme - Northlink College, Boland College, South 
Cape College and College of Cape Town), tourism industry partners in the various tourism sectors (services, 
transport and accommodation), and government bodies in education as well as the tourism band. The reason 
for a quantitative approach was that the persons who participated in the empirical survey needed to provide 
‘numerical’ data on the NCV tourism programme, and for the research to be creditable and representative of 
the NCV tourism population. The data collection tools were questionnaires for the quantitative study, and 
email correspondence, and personal- and telephonic interviews for the qualitative aspects. Cover letters 
accompanied every questionnaire and informed consent was obtained from each participant. The research 
sample size for NCV tourism graduates was 200, and the first 100 usable questionnaires received back were 
used for data analysis, using contact lists for graduates and lecturers received from the participating TVET 
colleges.  Questionnaires were sent to 150 NCV lecturers and the first 50 completed responses were used, 
probability sampling was used for graduates and lecturers.  Purposive non-probability sampling was used for 
the ten South African tourism industry role-players and employers, as well as for the ten government 
education departments and tourism associations. When a personal interview could not be scheduled, email 
correspondence was undertaken.  
 
The current study followed a similar system of qualitative and quantitative data gathering employing similar 
staff at TVET colleges, the tourism industry and educational authorities, and was compared with the system in 
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Portugal (via a literature review and interviews), where data was obtained through primary and secondary 
source-analysis to gather the relevant information pertaining to the Portuguese vocational tourism 
programmes, and how the South African Department of Education could learn from the present Portuguese 
vocational tourism system. 

3. Study results: Vocational Education in South Africa and Portugal 
The South African National Certificate Vocational (NCV) programmes were introduced in 2007 and entry 
requirements are that prospective students needed to have successfully completed secondary schooling Grade 
9.  Each programme consists of seven subjects comprising the three fundamental subjects: Language (English 
First Additional), Mathematical Literacy and Life Orientation Skills, together with four vocational tourism 
subjects (DHET, 2007:6).  The South African NCV tourism is a three-year programme offered at Levels 2, 3 and 
4 of the South African National Qualifications Framework (NQF), with Level 4 being the equivalent to 
secondary schooling Grade 12, South Africa’s school leaving grade.  NCV Levels 2, 3 and 4 are completed 
through both internal and external assessments, and to obtain a Level 4 NCV Travel and Tourism certificate 
certain assessments need to be completed. Each of the internal and external assessment components carries a 
specific weighting in the various fundamental and vocational components which gives a detailed description of 
the weighting of vocational subjects. To provide a short summary; the internal continuous assessment (ICASS) 
mark weight is 50%. The external examination counts 70% and the internal summative assessment (ISAT) 30%, 
which totals 100%, which is re-calculated back to 50%. The ICASS, the external examination and ISAT marks, 
are then added together to obtain a final mark out of 100%. (50% (ICASS) + 50% (external exams and ISAT).  In 
order to be successful in each level a student must achieve the following: at least 40% in the official language, 
30% in Mathematical Literacy or Mathematics, 40% in Life Orientation and at least 50% in each of the four 
Vocational Component subjects (DHET, 2007:8).  However, no provision is made for a monitored period of 
tourism industry experience. 
 
When the NCV was introduced the new curriculum was accompanied by a shift to outcomes-based teaching 
and learning approaches (OBE), as well as a rigorous assessment and moderation regime, with national 
summative examinations set by the National Department of Education. Programme certification is conducted 
by Umalusi, the Council for Quality Assurance in General and Further Education and Training.  The South 
African curriculum focused on academic performance alone, and only exposed the NCV students to the 
tourism industry in Level 4 for a total of ONLY 40 hours!  This meant that the NCV tourism programmes were 
not vocational in nature, but only academic.   
 
While NCV graduates do have access to higher education, depending on the entry requirements of the various 
higher education institutions, by contrast, in Portugal at the age of 15, following the basic education diploma, 
students start their 2nd educational cycle where they can choose between four pathways: 
 

The mainstream pathway focussing on access to higher education; 
The artistic pathway; 
The technological pathway, and 
The vocational pathway, focussing on preparation for working life, but also offering opportunities for 
gaining access to higher education.  It leads to a professional qualification. 

 
Professional Courses (PC) are one variation of the secondary level of education (ANQEP, 2018). By taking into 
account the student’s own personal profile the teaching carried out in these courses tries to enhance the 
development of competences for the exercise of a profession, in articulation with the local business sector. 
According to ANQEP (2018), a PC may be the right course for a student if, "…..you have completed the 9th year 
of schooling or equivalent training, you are looking for a more practical and work-oriented education and you 
do not exclude the possibility of further studies later”. In this context, PCs fulfil several objectives (ANQEP, 
2018):  
 

They contribute to the development of personal and professional skills for the profession;  
They give preference to training offers which correspond to local and regional work needs, and 
They prepare students for access to post-secondary education or higher education.  
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To achieve their purposes PCs have a curricular structure organised by modules, made to allow for greater 
flexibility and respect for the student’s learning rhythms (ANQEP, 2018). The syllabus includes three 
components of training: socio-cultural, scientific and technical (ANQEP, 2018). Quite crucially, the technical 
training component necessarily includes training in the work context (ANQEP, 2018).   

Table 1:  The training components of the PC’s (ANQEP, 2018) 
Components  Module  Hours A Hours B  
Sociocultural Portuguese 320  320 
 Foreign Language I, II or III (a) 220 220 
 Integration Area 220 220 
 Information and Communication Technologies 100 100 

 Physical Education      (all part of a) 140 1400 
  1000 1000 

Scientific 2 to 3 disciplines (b) 500 500 
Technical  3 to 4 disciplines (c) 1180 1100 
 Training in Work Context (d)  420 600 to 840 
Total workload  3100 3200 to 3440 

 
Accordingly, each student is required to follow specific requirements: 
 

1. The student chooses a foreign language; if he / she studied only one foreign language in basic 
education, he / she will be required to start a second language in secondary education, for example 
the student can choose between the following: French, English, Spanish and German (ANQEP, 2018). 

2. These are basic scientific disciplines to be set by each school with their own regulations, depending on 
the professional qualifications to be acquired, for example the student can choose between the 
following: Biology, geology, economics, geography, study of movement, physics and chemistry, 
mathematics, descriptive geometry, history of culture and art, psychology and sociology (ANQEP, 
2018). 

3. These are disciplines of a technological, technical or practical nature structuring the professional 
qualification targeted. Subjects chosen will depend of the qualification being studied (Listed in more 
detail in Table 2) (ANQEP, 2018). 

4. Training in the context of work is aimed at the acquisition and development of technical, relational and 
organizational skills relevant to the professional qualification to be acquired (ANQEP, 2018). 

 
Table 1 indicates that to successfully complete a PC in Portugal, the student will have to spend a total of 6 540 
hours in the specific field of study over a two-year period.  This ensures the vocational component of the 
course.  

Table 2: Three PC courses created for the Tourism and Hospitality industry in Portugal (ANQEP, 2018). 
Name of PC: Course Content: Professional 

Output: 
Training Area: Professional 

Family: 
Performance 
Profile: 

Reception 
Technician 

Administration, 
Accounting, 
Legislation, tourist 
information and 
marketing, 
communication in 
French, Spanish, 
German, English 

Reception 
Technician 

Hospitality and 
Catering 

Hospitality and 
Tourism 

Ordinance nº 1 
316/2006, of 23 of 
November 

Tourism Technician Tourist information 
and administration, 
techniques in 
tourist reception, 
technical 
oeprations in 
tourist companies, 
communication in 
French, Spanish, 
German, English 

Tourism 
Technician 

Tourism and 
Recreation 

Hospitality and 
Tourism 

Ordinance No. 1 
288/2006 of 21 
November 

Environmental and 
Rural Tourism 

Tourism and 
techniques 

Environmental 
and Rural 

Tourism and 
Recreation 

Hospitality and 
Tourism 

Ordinance No. 1 
287/2006, of 21 
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Name of PC: Course Content: Professional 
Output: 

Training Area: Professional 
Family: 

Performance 
Profile: 

Technician management, 
environmental and 
rural development, 
reception 
techniques and 
administration, 
communication in 
French, Spanish, 
German, English 

Tourism 
Technician 

November 

 
Table 2 shows that each PC related to tourism and hospitality (in Portugal) has its own course content, which 
are the subjects that the student would have to successfully complete each year. The professional output (the 
type of job) is what the student would be able to deliver once they have graduated, for example: 
   

Reception Technician – working at reception in either a hotel, tour operator or travel agent or at any 
tourism related business. 
Tourism Technician - working for a travel agent, tour operator or any tourism related business that 
deals with client bookings, invoicing, delivering a tourism service and producing documentation. 
Tourism technician also includes tourist guiding. 
Environmental and Rural Tourism Technician – working for any tourism related business that operates 
within the natural environment or within rural areas. 

 
The performance profile in Table 2 relates to legislation on the way in which PC’s are structured and offered at 
secondary vocational institutions in Portugal.  PCs culminates in the presentation of a project called the 
Proficiency Test (PAP), in which students demonstrate the skills and knowledge they have developed 
throughout the training (ANQEP, 2018).  After the successful completion of the PC the student obtains both 
the secondary education and the professional certification, conferring the qualification level 4 of the National 
Qualifications Framework (ANQEP, 2018). The conclusion of a PC allows the student to continue 
studies/training in a Technological Specialization Course, or access to higher education, by fulfilling the 
requirements set forth in the regulation of access to higher education (ANQEP, 2018). PCs may be held and 
promoted in professional schools, public or private and in Public high schools. (ANQEP, 2018). 

Table 3: Comparing NCV Tourism and PC’s in Portugal (Engelbrecht, 2018) 
Vocational Education - South Africa: Vocational Education- Portugal: 
12 years of compulsory schooling 12 years of compulsory schooling 
Start vocational education at the age of 15 (passed Grade 9) Start vocational education at the age of 15 
3 Years to complete vocational studies 3 Years to complete vocational studies 
No policy on social partners Policy on social partners 
20 vocational programmes 39 vocational programmes 
NCV Tourism – only 1 course 
NCV Hospitality – only 1 course 

4 course options for Hospitality and Tourism 
(specific occupational fields) 

Practical exposure – Year 3 – 40 Hours 
Total hours – 40 Hours 

Practical exposure – Year 1 – 3100 Hours 
Practical exposure – Year 2 – 3440 Hours 
Total hours – 6540 Hours 

Certification at NQF Level 4 Certification at NQF Level 4 
National Senior Certificate Dual Certification: 

Secondary certificate and Professional certificate 
Access to higher education Access to higher education 

 

4. Study results discussed:  Employability of vocational graduates in South Africa and 
Portugal 
The South African youth are vulnerable in the labour market. Youth unemployment, however, is not unique to 
South Africa; it is a global phenomenon. According to the International Labour Organization (ILO), there are 
about 71 million unemployed youth, aged 15–24 years, globally in 2017, with many of them facing long-term 
unemployment. In South Africa those aged 15–34 years are considered as youth. South Africa’s unemployment 
rate is high for both youth and adults, the unemployment rate among young people aged 15–34 was 38.2% 
(Statistics South Africa, 2018). In Portugal, the number of years spent in school among the population of 
working age is one of the lowest in Europe.  In 2001, over 62% of 25 to 64 year-olds had only had 6 years of 
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schooling or less.  The employment rate of upper secondary education graduates increased from 65.2% in 
2014 to 68.6% in 2015, which indicates that youth unemployment is at 31.4% (Cedefop, 2018). 
 
With PC’s in Portugal, the level of employability after a PC courses was very high, and higher than the national 
average, a clear sign that the tourism education in general, and, in particular, the secondary vocational 
programs on tourism effectively helped the employment situation in Portugal.  The PC system of vocational 
and non-vocational education on tourism effectively helped the reduction of unemployment and the increase 
of employment in Portugal.  Results gathered from the initial South African study (2014-2017), indicated that 
the challenges facing the South African NCV tourism programme, directly relates to the employability of these 
NCV tourism graduates. Questions posed to NCV tourism graduates and lecturers from the four TVET colleges 
in the Western Cape that were part of the original study; to tourism industry role-players; employers, as well 
as to government education departments and tourism associations offered insights into this study, where, for 
example, graduates were asked whether they currently worked in the tourism industry. The results indicated 
that the majority of NCV tourism graduates were not employed in the tourism industry, and only a limited 
number employed in other sectors of the economy; 80% of the respondents were not employed within the 
tourism industry whilst only 20% worked in the tourism industry at hotels, tour operators, airlines and travel 
agents.  As indicated in Figure 1, there are various reasons why NCV tourism graduates are not being 
employed, with 38% of lecturers commenting that their lack of tourism industry experience is hindering them 
from finding employment in the tourism industry in South Africa. 

4.1 Challenges facing vocational education in South Africa, and solutions from the PC system in Portugal 
In the original study (Engelbrecht, 2017), it was reported that the Department of Higher Education and 
Training (DHET) stated in the White Paper for Post-School Education and Training in 2013, that there are 
various problems and challenges facing NCV (DHET, 2013). These challenges are very similar to a report issued 
by the Western Cape Education Department (WCED) in 2009, where the following selected challenges were 
identified, and which still apply today: 

4.1.1 Programme-related challenges: 
Imbalance between theory and practical inputs; 
Too little interaction between colleges and industries. 

4.1.2 Learner-related challenges: 
Inadequate academic preparedness   

4.1.3 College-related challenges: 
Poor lecturer quality (WCED, 2009:5-6). 

 
The most important challenge facing NCV graduates is the lack of practical exposure for students in the 
tourism industry, as seen in Figure 1.  This exposure is the lesson that NCV can learn from PC’s in Portugal: 
 

Increase the hours that these students spend in the tourism industry to improve their skills and 
knowledge and to make them more employable after graduation. There were various other NCV 
challenges discussed in the original study, but the above mentioned do fit in with certain challenges 
experienced in Portugal as well.  
Ensure a close working relationship between the tourism industry and vocational education 
institutions by promoting government legislation to support vocational training in tourism businesses. 

 
There were various other NCV challenges discussed in the South African study (Engelbrecht, 2017), but the 
above mentioned do fit in with some challenges experienced in Portugal as well.  During the 7th Congress of 
the National Association of Professional Schools (ANESPO), the president of Portugal committed to making 
increased investment in vocational education, and reducing early school-leaver rates.  Portugal plans to 
expand compulsory education to 12 years of schooling (Cedefop, 2018).   
 
All the challenges facing NCV, as mentioned in the South African study, are the reasons for the high drop-out 
rate of NCV students, as seen in Figure 2, with only 11% of students graduating NCV Level 4. These challenges 
were discussed at the First International Conference on Tourism Research, Finland, 2018. The extremely high 
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drop-out rate of the NCV tourism programme (89%) contributes to the high unemployment rate in South 
Africa, amongst youths. 
 

 
Figure 1: NCV Lecturers’ responses to challenges facing NCV graduates (Engelbrecht, 2017) 

 

 
Figure 2: NCV tourism programme drop-out rate (Engelbrecht, 2017) 

Other challenges facing PC’s in Portugal are that vocational education is seen as second-rate education 
(Cedefop, 2018). The same challenge is facing NCV in South Africa as seen in Figure 1, where the public in 
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South Africa are not aware of what NCV is, and what the student can do with the NCV tourism qualification 
(WCED,2009:25).   
 
Portugal has policies in place with social partners to assist with placing students in the tourism industry, but 
Portugal wants to expand the network of secondary level training programmes linked to the business world.   
 
NCV can be successful in South Africa, if closer ties and agreements with tourism businesses were put in place 
to ensure students can work more hours in the tourism industry (DHET, 2010:25,31-33).  Another challenge 
that Portugal wants to target is to give high-quality career-guidance for young people, as well as reform the 
teachers’ initial training system to improve the quality of teaching staff (Cedefop, 2018).  The same challenges 
are being targeted in South Africa, and student support centres focus on career guidance at TVET colleges, 
while teaching staff are being sent on training in the work place, to improve their knowledge and skills (DHET, 
2013:17).  South Africa’s NCV has many challenges, which if not addressed the drop-out rate as seen in Figure 
2, will not improve.  

5. Benefits of Tourism 
Historically, tourism became an important sector in the Portuguese economy in the 1960’s.  In the capital 
(Lisbon) and in cities like Porto, Tavira in the Algarve, and the Madeira Island in the Atlantic Ocean, significant 
activities of tourism developed (Mata & Valério, 2003).  However, around fifty years ago the first influx of mass 
tourism began in the mentioned regions, benefiting from the weather, the beaches, the food, the historical 
heritage, and the location (in the crossway between Africa, Europe and America). Therefore, since the sixties 
tourism activities were seen as a way of developing the country, generating employment, income, and receipts 
from abroad (Mata & Valério, 2003). The change of regime in 1974, and the revolution of the following years, 
halted that movement, but with the linking to the European Community in 1986, the country become more 
open to the external world and the tourism sector found a new dynamism. 
 
South Africa continues to be an attractive tourist destination for travellers from across the world: South Africa 
has a unique history, vibrant cultures and a bounty of natural assets.  The latest tourist-arrivals data in South 
Africa shows an increase of 2.7% for the first five months of 2018 compared to the first five months of 2017.  
 
South Africa welcomed a total of 4 423 165 tourists from January to May 2018 compared to the 4 308 358 
tourists that visited South Africa during the same period last year (Tourism Tattler, 2018). 

5.1 Economic 
In Portugal, because of the recession between 2011 and 2014, and provoked by the adjustment agreement 
with the Troika (European Commission, European Central Bank and International Monetary Fund) which 
provided the country with a loan of 76 billion Euros, there was a big compression of economic activities.  Since 
2015, Portugal’s tourism boom has made the industry one of the biggest contributors to the national economy 
and the largest employer, with almost 1 million direct and indirect jobs, and Portugal is in the top five most-
visited countries in Europe.  The jobs total should reach 1.15 million by 2028, and data showed that the total 
contribution of travel and tourism to Portugal’s GDP reached 17.3 percent, or 33.5 billion euros ($41.1 billion), 
in 2017, and it is forecasted to reach 20.5 percent of GDP in 2018 (Reuters, 2018). 
 
Data shows that tourism is creating records in Portugal and these increases in this industry was honoured by a 
record number of tourism-related prizes (World Travel Awards, 2018). Therefore, the economic importance of 
the tourism activity in Portugal is so big that the problem is to discuss a “dependency of tourism”, the “over-
tourism” or the “sustainability of tourism”, and the rise of a new “popular capitalism” (Bugge, 2018).   
 
For South Africa, the World Travel and Tourism Council (WTTC) forecasted that the tourism sector in South 
Africa would contribute about R424.5billion to the overall SA economy in 2018 - about 3% more than in 2017 
(Fin24, 2018). In South Africa, travel and tourism supported 1.5 million jobs in SA in 2017 - 9.5% of total 
employment in the country (Fin24, 2018). The WTTC report estimated that by 2028 almost 2.1 million jobs in 
SA will depend on travel and tourism and that the tourism industry contributes 9% of the total gross domestic 
product (GDP) of SA, once all the direct, indirect and induced benefits are considered (Fin24, 2018).  Tourism is 
the largest contributor to the South African economy, but due to South Africa’s political problems, the positive 
economic effect of tourism is 100% dependant on the political environment, which can change at any time – 
eg: visa requirements for South Africa.  

98



Mardine Engelbrecht, Eduardo Tome and John Spencer 
 

5.2 Socio- cultural 
The contribution of tourism to the socio-cultural development of Portugal is beyond doubt; tourism always 
brought new people to the country; new customers who were basically difficult to satisfy, and who required a 
service of quality. (Alfaiate et al, 2017). Also, tourism created a labour force and a managerial class; even if the 
relations between these two groups of people deserves inspection, there is no doubt about the rise of the two, 
as shown, for instance, by the continuous rise in figures of hotels and number of workers in hotels during the 
last 20 years (Prodata, 2018).  Furthermore, a new class of “entrepreneurs” appeared in Lisbon and Porto 
trying to profit from tourism, creating the aforementioned “popular capitalism” (Bugge, 2018; Tomé, 2018). 
 
  Nowadays the question is also to deal with the downturn in tourism activity, linked mainly with the housing 
shortages, the rise rents, and even some expulsion of locals in Lisbon and Porto (Fernandes 2017, Ascenção, 
2015).  
 
In South Africa, tourism brings in money which is invested to preserve the local heritage, to improve 
infrastructure, to provide better local facilities which in turn creates better education, better leisure facilities, 
and thus a better lifestyle for the local people. Locals interact with the tourists, mix with people from diverse 
backgrounds which creates a cosmopolitan culture in the regions.  The tourism industry supports the creation 
of community facilities and services that otherwise might not have been developed can bring higher well-being 
standards to a destination. Benefits can include upgraded infrastructures, health and transport improvements, 
new sport and recreational facilities, restaurants and public spaces as well as an influx of better-quality 
commodities and food (Coastlearn, 2018).  The biggest obstacle in South Africa is to ensure that the local 
communities also benefit from tourism so that they can be part of the tourism activity and so that they 
understand how tourism can benefit them.  

5.3 Environmental 
The quality of the environment, both natural and man-made is essential to tourism.  In Portugal, due to 
construction made for tourism purposes, cities and rural areas changed. This resulted in development but also 
in environmental problems linked to over-tourism (Smith, 2018).   Over-tourism puts enormous pressure on an 
area and can lead to impacts such as soil erosion, increased pollution, discharges into the sea, natural habitat 
loss, increased pressure on endangered species and heightened vulnerability to forest fires (Smith, 2018).    
 
Tourism affects the environment in a positive and negative way; in Cape Town, South Africa for example, 
tourism put a strain on water resources, and it forced local populations to compete for the use of critical 
resources.  Tourism can significantly contribute to environmental protection, conservation and restoration of 
biological diversity and sustainable use of natural resources. Because of their attractiveness, pristine sites and 
natural areas are identified as valuable and the need to keep the attraction alive can lead to creation of 
national parks and wildlife parks. Tourism has the potential to increase public appreciation of the environment 
and to spread awareness of environmental problems when it brings people into closer contact with nature and 
the environment. This confrontation may heighten awareness of the value of nature and lead to 
environmentally conscious behaviour and activities to preserve the environment (Global Development 
Research Centre, 2018).   

6. Conclusion 
Vocational education should play a vital role in the economics of South Africa, but TVET colleges must focus on 
a VET system, as in Portugal, where students work within a specific industry related to their field of study, for a 
specific number of hours during the first two years of their vocational studies. This allows for a combination of 
theoretical and practical knowledge, focusing more on the world-of-work, which further allows NCV graduates 
to have gained many hours of practical work experience by the time they complete the qualification.  The 
tourism industry plays an important role in exposing students to real life scenarios, and TVET colleges need to 
work hand in hand with the tourism industry to ensure that students gain valuable experience by working in a 
professional environment to prepare them for the world-of-work.  TVET colleges also need to work with the 
tourism industry to address critical skills needed in this industry and how a curriculum can be adjusted to fit 
the tourism industry requirements, in order for graduates to be employable. 
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Abstract: The aim of the project TheRoute is to generate automatic routes for tourists and visitors to Points of Interest 
(POI) related to Tourism, Heritage, Arts and Culture. The platform developed in Porto creates customized routes in the 
North region of Portugal. The suggested routes are fit for the profile and personality of tourist and also for groups of 
tourists. The project also considers the aspects related to mobility (public transportation availability), health, well-being 
and accessibility. The system is accessible by computer, tablet and smart phone environment, covering the life cycle of the 
tourist experience. TheRoute has been developed considering the notion of Ambient Intelligence (AmI) and Context 
Awareness. This paper focuses on the proposed architecture, highlights the interface of the mobile platform, the modelling 
process of POI and Thematic Tourist Tours. 
 
Keywords: Tourist Route Generation, Touristic Profiling, Recommender System, Thematic Tourist Tours 

1. Introduction 
The Polytechnic of Porto, through researchers from different Organic Units, is gathered around a Research 
Project entitled TheRoute (Tourism and Heritage Routes including Ambient Intelligence with Visitants’ Profile 
Adaptation and Context Awareness). Currently, the group of researchers associated with the Project – from 
GECAD (Research Group on Intelligent Engineering and Computing for Advanced Innovation and Development) 
and in ED (Porto’s Education College´s Research and School Innovation Center)– are collecting data that, after 
processed, will be transformed into scientific-cultural content for the TheRoute mobile App. 
 
TheRoute is a platform that creates touristic routes in the North of Portugal considering information ot the 
tourist profile and the weather conditions 
 
Some examples of specific routes are the routes of the Santiago de Compostela Road, Graffiti routes 
(connection to the Street Art CEI project), routes from the Early 20th Century Musical Shows, or Porto city 
routes. 
 
The platform also supports groups of tourists that include people with different profiles, trying to reach a 
consensual route that meets the main restrictions and is appropriated to the elements of the group. 
 
The project is led by the Polytechnic Institute of Porto (P.Porto) and involves ISEP, through the GECAD R&D 
group, Polytechnic Institute of Viana do Castelo and the company Douro Azul, a touristic player in the northern 
region of Portugal. 
 
The remaining parts of the paper are organized as follows: in section 2, there will be a literature review on    
tourism over the world, tourism in Portugal and Porto city, and tourism mobile applications, section 3 
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describes the overview architecture of TheRoute and highlights the interface of the mobile platform. In section 
4 the Thematic Tours of Santiago is presented. Section 5 presents some conclusions and guidelines of future 
work.  

2. Background  

2.1 Tourism overview 
Nowadays, tourism is one of the significant key sectors for increasing employment as well as promising for 
economic growth across the world. Worldwide, tourism is one of the biggest domains, where 292 million 
people are working to serve 1320 million travellers, as stated in the report of World Travel & Tourism Council 
(2017). Tourism industry is such a sector where it is driving a major income source in many developing/middle-
income countries in the world (Khondker & Ahsan, 2015). The Economic Impact of Global Travel and Tourism 
(2018) published that, 2017 was one of the strongest years of Gross Domestic Product (GDP) growth in decade 
with robust consumer spending worldwide. The extensive number of studies investigates the economic impact 
(e.g.: income, inflation and exchange rate) on emerging tourism and some studies are focusing on non-
economic impact (e.g.: personal freedom or cultural dimensions) on emerging tourism described in Demir & 
Gozgor (2018). This kind of studies help the analysis of the uncertainty on economic policies which will affect 
macroeconomic variables and tourism demand in the country.  
 
According to touristic industry, European Union (EU) has increased economic importance in last 50 years 
(Gjoreski, 2013). Portugal is holding 9th placed as best European travelling country list in the ranking of 2018 
described in the reports of Best places to travel in 2018. Tourism sector is playing an important role to improve 
Portugal economic status. In 2017, the online journal, The Telegraph, from United Kingdom published that the 
number of tourists visiting Portugal increased 12 percent in 2017 which crossed 12 million for the first time.  
 
Portugal won the title of leading destination at the “Tourism Oscars” world travel awards mentioned in the 
blog of wine tourism Portugal 2017. Also, Portugal achieved 37 awards in the Europe category and for the first 
time Portugal was voted as the Best European Destination reported in the blog of wine tourism Portugal 2017.  
 
Porto is the second largest city in Portugal, in the north region of this country. It is one of the most significant 
cities in Portugal considering Portuguese economy’s booster and cultural life. Specifically, Porto city was being 
awarded as European best destination in 2018 mentioned in Porto and Northern Portugal Tourism Official 
Website.  The special attention of TheRoute is to enhance touristic domain in the northern region of Portugal.  
 
However, TheRoute recommender system can be use in other regions of Portugal and in any other country. 

2.2 Information and Communication Technologies applied to tourism domain 
The rapid development of Information and Communication Technologies (ICT), in general, has transformed the 
tourism domain where a tourist has no longer relied on travel agencies mentioned in Werthner et al (2015).  
 
Travellers are now active for composing their vacation packages and searching for information according to 
their specific preferences as described in Xiang, Magnini and Fesenmaier, (1994). Tourism recommender 
systems are constantly getting popularity in research domain. The most effective way to overcome manual 
selection and reduce search complexity is by using recommender systems (Gjoreski, 2013). People always 
prefer when their job gets simplified and have easier access to more information in one system. When a 
tourist arrives in a new place for the first time, he might not know the way, spots and places. In this case, the 
tourist must do an exhaustive research on the region or receive a recommendation through applications that 
exists in the market. The selection of relevant points of interest based on user personality traits and context 
assumes a key aspect in a recommender system. Therefore, various approaches existing in the market namely 
content-based, collaborative filtering, knowledge base, location-based, chat group-based as described in 
Nguyen & Ricci (2018), geographically-based and personality-based approach. Personality based recommender 
system is one of the mooted systems in tourism industry and research area described in Gjoreski, (2013) & 
Haruna, (2017). However, TheRoute relies on user personality-based recommender system and their 
contextual information.  
 
There are many systems already built for touristic recommendations, like CT-Planner, EnoSigTour, City Trip 
Planner, CRUZAR, City Trip Planner, CRUZAR , Smart City, Otium , e-Tourism published in  Ramos, et al (2018).  
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Different kinds of Artificial Intelligence techniques can be used for building tourism recommendation systems 
such as Optimization Techniques, Machine learning, Multi-Agent Systems, Knowledge Representation and 
Uncertainty showed in Ramos et al (2018).  
 
In Colomo-Palacios et al (2017), author presented a tourist recommender system called POST-VIA 360. It was 
designed to assist tourists in all stages of their travels such as pre-visit, during-visit and post-visit. This platform 
is intended to support the whole life-cycle of the tourist’s first visit. By means of pervasive approaches this 
system was designed to collect data from his/her first visit. After analysing the data, POST-VIA 360 can suggest 
relevant recommendations depending on the position and bio-inspired recommender system.  This system 
also combines semantic technologies pervasive environments artificial immune systems, opinion mining as the 
foundation of its technological background. In Zhang et al (2016), a context aware based tourism 
recommender system is introduced where recommendations are made by analysing user’s profile interest 
preferences and considering data from social networks. This presents an algorithm named RecUFG, which 
associates user collaboration filtering and geographic context analysis.  
 
By focusing on the paper Le & Pishva, (2015), author developed a system which can suggest optimal tour plans 
according to various points of interest (POI). Author considered the area of Tokyo metropolitan as an example.  
 
It systematically collects and analyses information from thousands of the tourists preferred area from the 
Japan Railway networks. This system which is proposed in Le & Pishva, (2015), approached the problems with 
a greedy algorithm which includes current weather information, associated expenses, estimated travel time 
and number of cultural events. In the paper (Nguyen & Ricci, 2018), proposes a novel approach which is chat 
based group recommender system for tourism. This system monitors and exploits user’s interactions during a 
group discussion. Ground recommender systems are one of the information filtering and decision support 
mobile applications which goal at aiding a group of users making decisions considering a set of alternatives.  
 
After analysing the group chat and monitoring this system recommend some suggestions to guide them 
properly.  
 
Author Thasal et al (2018) proposed hadoop technology for recommender system which helps tourist to find 
best location based on user profile. In order to get best accuracy system, four important phases should follow 
i.e. scrapping, mapping, de-duplication and recommendation. At first, data object scrapped from websites 
using jsoup library, then the dataset is mapped using PigLatin scripts of hadoop. Mapping maps requires 
attributes from datasets. In data de-duplication process duplicate copies will be saved in datasets. Finally, 
recommendation suggests best suitable location which fit with tourist profile. On the other hand, Jakkhupan, 
Rattanothai and Kaewonjing, (2016) stated that generally recommender systems suggest to the users 
attractive places around his location. To improve the system, authors proposed a new context aware 
recommender system that focuses on the location of device and time of day. The logs generated by the 
interaction between the user and the application are analysed and used to improve recommendation 
results.This proposed method uses user activity with application where if follows contexts and personalized 
activities of each user. 

3. TheRoute Platform 
The development of TheRoute was driven by a multidisciplinary collaboration between three Higher Education 
Institutions (P.Porto, ISEP, through the GECAD R&D group and the Polytechnic Institute of Viana do Castelo) 
and one Enterprise (Douro Azul), based on an extensive literature review about mobile applications for 
tourism. This process was also a user (Tourist) participatory design approach which advocates a change of 
perspective: instead of design for users, it is designed with users. 
 
The proposed approach leads to the development of an API based on RESTful principles capable of 
communicating with the main database (Figure 1). Moreover, the TheRoute mobile application supports the 
main philosophy of the project to provide a platform capable to provide tourism and Heritage Routes including 
Ambient Intelligence with Visitants’ Profile Adaptation and Context Awareness. 
 
A RESTful API architecture defines a set of constraints and rules used to define Web service communications 
and present several advantages, such as the possibility to build several services resource easily accessible 
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through different platforms (computer, tablet and smart phone environment), particularly useful for 
developing mobile apps. It aims to provide a service focused on the data exchange using HTTP requests (Figure 
1) mentioned in Ramos et al (2018). 
 
Considering the centralized architecture of the project, the mobile application requires communication with 
the server in order to acquire, display and record data (Figure 1). The API offers a layer communication with 
the server and the database.  
 
From a more abstract perspective, TheRoute system can be seen as an assortment of tools to suggest POI 
(Points of Interest) and routes recommendations. 
 

Figure 1: Implantation view of theRoute 

3.1 Back office Platform 
The Back Office aimed towards the touristic agent, adding and updating content for the platform. For example, 
POIs, Thematic Tours, etc (Figure 2). The website has secure authentication, enabling the system administrator 
to trace any modification to the state of the content. In this case content is anything related to the Points of 
Interest such as categories, fixed Itineraries, inner details of POI (Figure 2).  
 

 
 

Figure 2: Back office of TheRoute – Insert POI 
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Also, the administrator interface provides access for the application system’s administrators to the user 
account management tools, allowing them to register new user accounts, change wrong or outdated data on 
existing accounts and manage the Thematic Tours. The interface is presented through a website or portal 
which requires email and password authentication in order to use its functionalities. 

3.2 TheRoute Mobile interface 
TheRoute’s interface was developed using the Ionic framework, with the objective of building a hybrid 
application, which is, developed using web technologies but built as a native application.  
 
The mobile application (Figure 3) implements the features and modules which are considered as crucial for the 
tourist. The application use flow is based in 4 steps: 
 
Login/sign up, creation of a route, modifications in the route, and presentation of the final route. The user 
begins inserting her/his email and creating a password. That is all needed to access her/his account (see Figure 
3). 
 

   
Figure 3: TheRoute login, personality test and route generation screens 

If it is the user first time in the application, the user fills the personality test, answering 10 questions with a 
number in a scale, from 1 (strongly disagree) to 5 (agree strongly) to define her/his big 5 traits (see Figure 3).  
 
Big Five Personality Traits model is explained in Larson, Rottinghaus and Borgen (2002) and Santos et al. 
(2011). The next step is the preferences tests, where he evaluates 6 pictures according to his tastes (family, 
friends, radical, nature, sightseeing, and art/culture). At the end, a chart with the results will be showed, with a 
brief description of each one of the big 5 traits. If necessary, these tests can be done again later on. 
Next, the tourist can choose between: 
 

requesting a custom route; 
Pick a thematic route ("ready-to-go! Route"); 
See Point of Interest; 

 
If user requests a custom route, the information about her/his trip (date and time, location, mode of 
transportation, if in group or alone) is sent to the algorithm of route generation, which returns a unique route 
tailored to the user (Figure 3) mentioned in Ramos et al (2018). 
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When the user chooses one of his routes, a list with the selected POIs is shown. The user can delete, modify or 
change the POIs visit sequence. The approximated duration and distance are shown in the top. 
If user chooses the “ready-to-go! Route”, a list with all the existent thematic routes is shown, ordered by the 
top rated and most recommended routes (Ramos et al, 2018). 
 
When the route is already in progress and the tourist stays behind schedule, the system can rearrange the 
route by inserting or removing POIs.  
 
The platform TheRoute will be able to generate routes considering the opening times of the places to visit, the 
user tastes and preferences. The points of interest along the routes determined for each tourist will be 
highlighted. 
 
In addition, the platform will suggest hotels and restaurants, also according to the profile of the tourist and the 
route that they will make, taking into account the climatic conditions and the effort that will be practiced by 
each user. 

4. Thematic route of Santiago 
The investigations approach the so-called "Novo Caminho de Santiago" or "Caminho dos Passadiços", which 
runs along the seaside, from the edge of the Douro River, flanking the Atlantic coast almost until Galicia.  
 
Reference points are pointed out, allowing an approach to different Heritage typologies, by identifying 
potential objects/motifs/elements of interest (POIs). 
 
After a first experience, the ICRE (ESE-PP) Congress, on July 19, 2017, led by Lecturers who participated in the 
sessions, opinions were acquired, and the first measurements were taken, resulting from an applied research.  
 
Subsequently, a second situation was held in October 2017, at the 16th International Art and Technology 
Meeting (#16.ART) Artisintelligentia: IMAGINE THE REAL - FBAUP, University of Aveiro, University of Brasília, 
ESE / Polytechnic of Porto, gathering opinions that reinforced the previous ones. 
 
At the ICTR - 2nd International Conference on Tourism Research 2019, the First Stage of this Novo Caminho de 
Santiago will be presented (Figure 4), which begins at Porto’s Cathedral and ends at Santa Clara’s Shelter, in 
Vila do Conde.  
 

 
Figure 4: Thematic Tour - Novo Caminho de Santiago 
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It is an attractive proposal for all of those who want to know Portugal’s northern coast. It covers different 
types of Heritage suitable to all tastes, passing through POI's that are divided into categories: architectural, 
scientific, cultural, entertainment, historical, among others, not forgetting restaurants and accommodation.  
 
This division into categories allows interested parties to contact with material and immaterial Heritage through 
a quick survey that indicates what can be visited according to personal interests. For example, the Forte de São 
João Batista, in Foz do Douro, is a point that responds to various interests such as architectural, religious, 
cultural and historical, or the Paço Episcopal of Porto or the Pelourinho of Porto (Figure 5). 
 

  
Figure 5: Some POIs of Thematic Tour. Novo Caminho de Santiago 

The course of the First Stage lasts about seven hours and covers 35km of coast. It can be carried out in full or 
just as a visit to the chosen points of interest. Along this route, there are walks along the river/sea, walkways 
and some roads next to beaches, where nature offers an unparalleled view, and there is a junction of natural 
landscape with Man’s work. 

5. Conclusions and Future Work 
The mission of theRoute was to make an easy and automatic recommender system for tourist to visit the 
North region of Portugal. Also, the platform can promote the marketing of the Regional Tourism and 
Monitoring Information in an “Intelligent” way. TheRoute Systemic capable of understating the tourist 
information and convert it as a targeted suggestion for his/her experience. 
 
We designed one multidisciplinary Ambient Intelligent system that gets appropriate information, based on 
tourist preferences and psychological profile, available Point of Interest and with surrounded information.  
 
Additionally, with the use of the system and its statistics, it will help improve the design of touristic-related 
offers by analysing user (tourist) profile of a particular area. This platform also helps to find the user preferred 
POI and user personality.   
 
In this work, Theroute plataform was used to define and configure several thematic routes. allowing an 
approach to different Heritage typologies, by identifying potential objects/motifs/elements of interest (POIs) 
of the North region of Portugal. A particular route, the “Novo Caminho de Santiago” is deeply described and 
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the feedback received from the experts in Tourism and Heritage that configured this route was very important 
to improve the system. Future work concerns broad analyze with real users for determining the relevance and 
awareness of the recommendations. 
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Abstract: Employee engagement has been considered one of the most important employee attitude and behaviour 
measure, with considerable impact on several individual and collective outcomes. For hospitality companies, with a strong 
service orientation based on the quality of human resources, being able to engage their employees is paramount. But 
despite the empirical validation of the importance for managing human resources, one of the biggest challenges for 
companies within the HR realm is how to engage a diverse workforce. Employee engagement does not seem to be 
consistent among all employees, namely among different generations. Several studies show that younger generations are 
less engaged than older generations. In addition to the aforementioned framework, there are no studies that analyse and 
compare levels of engagement by adopting a multigenerational and supranational approach, even less in the hospitality 
sector. The goal of this paper is to examine employee engagement among different generations of hospitality workers 
across European countries. Specifically, it will examine potential differences in employee engagement between baby 
boomers, gen X and gen Y, looking for different profiles of engagement among hospitality workers in European countries. 
To do so, the research takes a quantitative approach, using data from the 2015 European Working Conditions Survey. In 
total, nearly 44,000 individual workers were interviewed in face-to-face interviews in 35 European countries. For the 
purpose of this study, 2,393 workers from the tourism related activities (group I, according to NACE, revision 2) were 
considered. Generations were computed from the variable age and employee engagement was computed from a set of 
three variables that capture Schaufeli’s UWES three-dimensional construct. Data analysis was based on cluster analysis to 
find patterns of engagement across European countries and other statistical tools to confirm differences between 
generations. The results show several groups of countries with different patterns of engagement. The results also show 
differences between generational groups. These results are important for two main purposes. On the one hand, they can 
be used as a benchmarking tool for tourism and hospitality companies. On the other hand, results may be useful for 
companies operating at a multinational level. 
 
Keywords: Employee engagement; Generations; Baby boomers, Generation X; Generation Y; Tourism and hospitality; 
Europe; Cluster analysis 

1. Introduction 
Employee engagement is one of the most studied and used concept in human resources in the 21st century. 
Since early scientific developments from (Kahn, 1990) and further dissemination to the practitioner context, 
mainly by the Gallup Group, the concept of engagement became very popular. 
 
Engagement is considered to influence several individual and organizational outcomes, such as job 
involvement, intention to quit and organizational citizenship behaviour (Alfes, Shantz, Truss, & Soane, 2013; 
Ram & Prabhakar, 2011; Saks, 2006), psychological/physical health, proactive organizational behaviour 
(Shimazu et al., 2008), among others. 
 
Although engagement is presented as an employee behavioural outcome relevant for every type of business, it 
is in services that engagement becomes highly relevant. In fact, the quality of services tends to be highly 
dependent on the characteristics and behaviours of employees, which often deliver the service. The personal 
interaction between employees and customers – the service encounter – in frontline service businesses has 
been considered for some time a focal point of customer evaluations (Bettencourt & Gwinner, 1996). Tourism 
and hospitality are a good example of the importance of the human factor for the quality of the service 
provided, in such a way that the employees’ behaviours can indirectly influence the financial results of the 
companies, through the customer satisfaction (Chi & Gursoy, 2009). 
 
Although some studies have examined engagement in tourism and hospitality (Karatepe & Olugbade, 2009; 
Lee, Kim, & Kim, 2013; Menguc, Auh, Yeniaras, & Katsikeas, 2017; Park & Gursoy, 2012; Uludag & Yaratan, 
2010), none has examined the differences between generations at national level. 
 
Thus, this paper aims to examine the differences in engagement between generations and to identify possible 
similarities or differences in generational engagement across Europe in the tourism sector. For this purpose, 
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data from the sixth wave of the European Working Conditions Survey will allow a quantitative and cross-
sectional approach to the subject. 

2. Literature Review 

2.1 The conceptualization of work engagement 
One of the first conceptualizations of engagement is attributed to Kahn (1990) that considered engagement as 
combination of self and task, allowing “people who are personally engaged [to] keep their selves within the 
role, without sacrificing one for the other” (p. 700). More recently, the most popular conceptualization, 
alongside with grounded theoretical and empirical development, was made by Schaufeli and his colleagues 
(A.B. Bakker & Schaufeli, 2008; Balducci, Fraccaroli, & Schaufeli, 2010; W. B. Schaufeli, Salanova, Gonzalez-
Roma, & Bakker, 2002; W. B. Schaufeli, Shimazu, Hakanen, Salanova, & De Witte, 2017). Based on previous 
studies about burnout (Arnold B. Bakker, Demerouti, & Schaufeli, 2002; Taris, Le Blanc, Schaufeli, & Schreurs, 
2005) employee engagement is considered the opposite psychological state and is defined as a fulfilling state 
of mind positively characterised by absorption, dedication and vigour (W. B. Schaufeli et al., 2002). This 
definition highlights the three dimensions of engagement. Vigour refers to the mental resilience and energy of 
high level during work.  Dedication is understood as having enthusiasm, pride, significance, and challenge. 
While the term absorption refers to a state of being fully and deeply immersed in one’s work. 
 
Shuck & Wollard (2010), using an integrated literature review approach, developed a very comprehensive 
review of engagement, suggesting that engagement can be defined as “an individual employee’s cognitive, 
emotional, and behavioural state directed toward desired organizational outcomes” (p. 103). According to the 
authors, this definition would overcome some of the inconsistencies found in previous definitions found in 
seminal works, while offering clarity and being comprehensible for both practitioners and academics. 
 
In a subsequent paper, Brad Shuck (2011) proposed to map the widely disparate approaches to employee 
engagement, thus offering a theoretical organisation of the concept. Four main streams were identified and 
described: (a) Kahn’s need-satisfying approach (Kahn, 1990), (b) Maslach et al.’s burnout-antithesis approach 
(Maslach, Schaufeli, & Leiter, 2001), (c) Harter et al.’s satisfaction-engagement approach (Harter, Schmidt, & 
Hayes, 2002), and (d) Saks’s multidimensional approach (Saks, 2006) (for details see Shuck, 2011). However 
diverse in definition and methodology all the approaches argue for positive outcomes at individual and 
organizational levels. 
 
Although a relatively recent concept, employee engagement has been considered one of the most relevant 
antecedents of several individual and organizational outcomes. Among the most studied consequences, 
employee engagement seems to influence job satisfaction (Harter et al., 2002), organizational commitment 
(Saks, 2006), intention to quit and organizational citizenship behaviour (Alfes et al., 2013). But the impact of 
employee engagement is not only confined to individual and behavioural outcomes. Some research also points 
out the positive impact of employee engagement on performance (Balducci et al., 2010; Chung & Angeline, 
2010; Harter et al., 2002), on customer satisfaction ratings and increased revenue (Vance, 2006; Wagner & 
Harter, 2006). 
 
If the outcomes of employee engagement make the concept relevant for researchers and practitioners, no less 
important are the drivers of engagement. The most relevant factors leading to an increased engagement have 
been found mainly inside the organisation context, such as job resources and characteristics (Arnold B. Bakker, 
Hakanen, Demerouti, & Xanthopoulou, 2007; Chung & Angeline, 2010; Cooper-Thomas, Xu, & Saks, 2018), 
meaningful work (Fairlie, 2011), organisational support, rewards and recognition and justice (Ram & 
Prabhakar, 2011).This means that organizations have an important role to play when it comes to create the 
conditions to foster employee engagement. 

2.2 Work engagement in tourism and hospitality 
Research on work engagement in tourism is not very different in nature from that in other areas. Following the 
analysis of Brad Shuck (2011), research on work engagement in tourism and hospitality is widely disparate, 
following diverse approaches, either theoretical and methodological. However, despite the diversity of 
approaches to employee engagement, the findings are consensual about the relevance and importance, either 
direct or indirect, of employee engagement for companies’ outcomes and performance. 
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For example, Karatepe & Olugbade (2009) following a resources approach test the impact of job (supervisor 
support) and personal resources (trait competitiveness and self-efficacy) on work engagement among frontline 
hotel employees. The results show that trait competitiveness predicted work engagement better than did self-
efficacy, while supervisor support had no significant effect. Based on a different theoretical framework, 
namely the social exchange theory, Lee et al. (2013) examined how internal branding helps service 
organizations achieve desirable outcomes such as job satisfaction and employee loyalty. By developing a 
model based on internal branding, employee engagement, job satisfaction, and employee loyalty, the study 
supports the centrality of employee engagement, not only as an outcome of internal branding, but also as a 
mediator between internal branding and job satisfaction. 
 
Several studies simultaneously examine the drivers and outcomes of employee engagement, placing 
engagement as a mediator. The relations tested involve individual and work related factors, and work and 
employee related outcomes. A study with hospitality frontline employees found that perceived role benefit, 
job autonomy, and strategic attention were all significantly related to greater employee engagement, which in 
turn was positively associated with innovative work behaviour (Slåtten & Mehmetoglu, 2011). Using a similar 
sample of participants, namely frontline hotel staff, Paek, Schuckert, Kim, & Lee (2015) examined work 
engagement as a partial mediator of the effect of psychological capital on employee morale. They found that 
front-line employees with higher levels of psychological capital are more engaged with their work and more 
likely to display job satisfaction and affective organizational commitment. A different study (Jung & Yoon, 
2016) examined the relation between meaningful work and organizational commitment, when mediated by 
job engagement. Again, the results indicate that employees’ meaning of work (work centrality, interpersonal 
relations, economic orientation, and obligation norms) positively influences their job engagement and 
organizational commitment. 

2.3 Generations and work engagement 
A generation can be defined as a group of people of the same age cohort, and experience the same life events 
during the development life-stage. While experiencing those events, generational members are exposed to 
certain phenomenon and historical happenings on social and cultural terrains, which become the factors that 
influence their attitudes and thinking, and consequently affect their behaviour (Kupperschmidt, 2000).  
 
Although there is no clear agreement on the limits of age cohorts, Baby Boomers can be defined as individuals 
born between 1946 and 1964, Generation X is made of individuals born between 1965 and 1980 and 
Generation Y represents those born between 1981 and 1999 (Chawla, Dokadia, & Rai, 2017; Hoole & 
Bonnema, 2015; Park & Gursoy, 2012).   
 
Despite the growing volume of research conducted in the last two decades on employee engagement, there is 
not much empirical research examining generational differences in employee engagement, even more with 
hospitality employees. Even though, the pattern that emerges from previous studies is the higher level of 
engagement of Baby boomers and the lowest level of engagement of Generation Y. Moreover, the difference 
between Baby Boomers and other generational cohorts is systematically significant, while the difference 
between Generation X and Generation Y does not present a clear pattern. 
 
Chawla et al. (2017) examined multigenerational differences in career preferences, reward preferences and 
work engagement using a sample of employees of moderate to large Indian organizations. Among other 
findings, work engagement is significantly different between the three examined generations (senior 
generation, generation X and generation Y). Specifically, they found that the senior generation (equivalent to 
baby boomers) presented a significantly higher level of engagement, while generation Y presented the lower 
level of engagement. 
 
Hoole & Bonnema (2015) conducted a study with South African employees in order to examine whether there 
are significant variances between the levels of work engagement and meaningful work between different 
generational cohorts. Similarly to Chawla et al. (2017) study, Baby boomers presented the highest level of 
engagement and Generation Y the lowest. Significant differences were found between Baby Boomers and 
Generation X and Baby Boomers and Generation Y, but no significant difference between Generation X and 
Generation Y. 
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Park & Gursoy (2012) conducted a study with customer contact employees of a North American branded hotel 
management company, with the goal of examining work engagement of three generational cohorts. The 
results suggest that employees in the older generations are likely to be more dedicated to, engrossed in, and 
even vigorous at work. These findings indicate that employees of younger generations, in particular 
Generation Y employees, have a lower level of work engagement than do older generations. 

3. Methods 
The data used in this study was taken from the sixth wave (2015) of the European Working Conditions Survey 
(EWCS) promoted by the European Foundation for the Improvement of Living and Working Conditions 
(Eurofound). The Eurofound was set up by the European Council, with the aim of contributing to the planning 
and design of better living and working conditions in Europe. Its mission is to provide information, advice and 
expertise for key actors in the field of EU social policy on subjects such as living and working conditions, 
industrial relations and managing change in Europe, on the basis of comparative information, research and 
analysis. Among other regular pan-European surveys, Eurofound is responsible for the EWCS. The main goal of 
this survey is to provide an overview of working conditions throughout Europe, indicating the changes 
affecting the workforce and quality of work. 
 
The present research is based on the 2015 EWCS, the sixth wave. This major wave fieldwork was conducted in 
the period of February-December 2015. In total, 43,850 individual workers were interviewed in face-to-face 
interviews in their own homes. The survey aimed to provide an analysis of working conditions in the 28 EU 
Member States, Norway, Switzerland, Albania, the Former Yugoslav Republic of Macedonia, Montenegro, 
Serbia and Turkey, and included a wide range of issues such as work organisation, working time, equal 
opportunities, training, health & safety and job satisfaction. 

3.1 Participants 
For the purpose of this study it will be considered only the employed population aged 15 years or older. 
Usually, self-employed population is not subject to the constraints of an organization (hierarchy, procedures, 
processes, and so forth) when working without employees and most of the times work as liberal professionals.  
 
On the other hand, self-employed with employees are most of the times owners of micro or small enterprises 
and, because of that, are in a position that provides a high degree of autonomy. 
 
Once the population of the EWCS is active population aged 15 years and over, the data obtained captures the 
working conditions of European workers as they are perceived and reported by them. Thus, it should be noted 
that the information provided compiles workers’ point of view, although several questions are directed to 
factual information, so that the gap between “reality” and “perceived reality” should be minor; in other cases, 
the respondents are asked to subjectively evaluate their situation which makes the problem of “reality vs. 
perception” irrelevant. Although arguable, this does not need to be considered as a weakness, because in 
many cases, it’s the perception effect that drives behaviours, not reality itself. In fact, Meyer & Allen (1997) 
observed that employees’ perceptions of ‘reality’ are likely to influence their performance more than other 
formal contingencies. Thus, if a worker perceives he/she is unfairly paid, he/she may show dissatisfaction by 
asking for a raise, try to move to another job or show his/her dissatisfaction through behaviour in any other 
way. 
 
For the purpose of this research, participants are workers from the tourism sector.  European tourism workers 
were obtained from the NACE classification. The number of employees working in the tourism and hospitality 
sectors ranged from 19 in Denmark to 303 in Spain. The average is 68 workers per country. 

3.2 Measurements 
For the purpose of this research, the most important measures are generational cohorts and employee 
engagement. Generational cohorts, namely the year bands are not consensual. However, most of the 
literature defines generational cohorts as follows: 

Baby Boomers: 52 to 69 years old (born between 1946 to 1963) 
Generation X: 36 to 51 years old (born between 1964 to 1979) 
Generation Y: 16 to 35 years old  (born between 1980 to 1999) 
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Employee engagement was measured using Schaufeli’s Utrecht Work Engagement Scale (UWES) (W. B. 
Schaufeli, Bakker, & Salanova, 2006). The EWCS uses an ultra-short version of UWES recently introduced (W. B. 
Schaufeli et al., 2017), made of only three items, covering the basic three dimensions of engagement: “At my 
work I feel full of energy” (vigour), “I am enthusiastic about my job” (dedication), and “Time flies when I am 
working” (absorption). The items were measured using a 5-point Likert scale. 
 
Following (W. Schaufeli, 2017), a mean value was computed resulting in three levels of engagement: 

Highly engaged (>4.0) 
Engaged (3.8-4.0) 
Little engaged (<3.0) 

Table 1: Descriptives of Engagement Levels  

Frequency Percent Valid Percent Cumulative Percent 
Valid Little engaged 1017 42.5 42.5 42.5 

Engaged 850 35.5 35.5 78.1 
Highly engaged 525 21.9 21.9 100.0 
Total 2392 100.0 100.0 

Total 2393 100.0 

3.3 Sample 
The sample is made of 2393 workers from the 35 countries. In terms of education, the majority (52.5%) holds 
the upper secondary education. Workers with a higher education degree represent a little more of 10%. About 
69.3% work full-time with a contract of unlimited duration (58.4%). The most represented occupation is 
related with service and sales (62.9%), followed by elementary occupations (14.9%) and managers (11.3%). 

3.4 Statistical Analysis 
Cluster Analysis is a multivariate technique that looks for interdependence between cases or observations, 
that is, seeks for a “natural structure” among observations, based on a given multivariate profile. This 
technique is similar to factor analysis, but while the latter aims to reduce data (variables), cluster analysis 
focuses on the clustering/grouping of cases or observations. The key feature of cluster analysis is to preserve 
maximum internal homogeneity and maximum external heterogeneity. That is, cluster analysis works by 
grouping individuals or objects in clusters with very close similarities among them, while retaining a high 
degree of mismatch with objects or individuals of other clusters (Hair, Anderson, Tatham, & Black, 1999: 491-
2). Cluster analysis can be used to several purposes, such as describe taxonomies, simplification of data, and 
identification of relationships. 
 
According to the description of the clustering method and the methodological framework adopted by recent 
studies on the subject, the procedure adopted in this study will be based on the use of hierarchical method.  
 
The hierarchical method is well adjusted to exploratory cluster analysis, that is, when there is no previous 
number of clusters to be formed. Although it could be said that previous literature could inform the number of 
clusters, the fact is that these studies were based on different data, number of countries and variables. Since 
cluster analysis is highly sensible to new information – namely new variables and new cases (or countries in 
this case) – it is not advisable to use previous research as the basis to define the number of clusters to be 
extracted. 
 
Hierarchical cluster analysis using Ward’s method of clustering cases and the Euclidean distance as a measure 
of dissimilarity will be performed. The first step is to perform an exploratory cluster analysis in order to 
determine the number of clusters. The decision will be based on coefficients of the agglomeration schedule.  
 
The second step comprises a confirmatory cluster analysis. Again, the hierarchical method using Ward’s 
method of clustering and the Euclidean distance as a measure of dissimilarity will be used. However, in this 
case, a single solution with the number of clusters previously defined will be saved. In both steps, cases were 
labelled according to the variable “country”. This will allow understanding how European countries are 
grouped. 
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The final step is to examine the differences between clusters. This procedure highlights the differences 
between clusters regarding bundles’ (components) scores and, thus, what are the main characteristics of each 
cluster regarding the high-involvement practices. This step involves performing a one-way between-groups 
analysis of variance (ANOVA) to examine differences between means and their significance and a Tukey post-
hoc test to determine where the differences lie. 

4. Findings 
The first table allows describing the general level of engagement within each country’s tourism workers. The 
general level of engagement is quite low across European countries. Only Belgium is above 40% of highly 
engaged workers, while France (35.8%), Ireland (37%), FYROM (34%) and Switzerland (36.5%) are above 30%. 
On the opposite, Portugal (66.7%) presents the highest number of workers with low levels of engagement 
(“little engaged”), followed by Greece (55%), while several countries score above 40%. 

Table 2: Engagement Level by Country 

Country 
Engagement Level 
Little engaged Engaged Highly engaged 

Austria 34.9% 41.3% 23.8% 
Belgium 20.9% 33.9% 45.2% 
Bulgaria 34.5% 41.8% 23.6% 
Croatia 43.8% 43.8% 12.5% 
Cyprus 49.1% 36.0% 14.9% 
Czech Republic 49.0% 37.3% 13.7% 
Denmark 47.4% 31.6% 21.1% 
Estonia 14.7% 58.8% 26.5% 
Finland 30.0% 46.7% 23.3% 
France 35.8% 28.3% 35.8% 
Germany 42.5% 41.4% 16.1% 
Greece 55.0% 28.8% 16.2% 
Hungary 34.1% 46.3% 19.5% 
Ireland 21.9% 41.1% 37.0% 
Italy 37.0% 38.3% 24.7% 
Latvia 47.6% 35.7% 16.7% 
Lithuania 28.1% 46.9% 25.0% 
Luxembourg 39.6% 26.4% 34.0% 
Malta 28.6% 44.4% 27.0% 
Netherlands 15.9% 56.8% 27.3% 
Poland 35.1% 40.5% 24.3% 
Portugal 66.7% 23.3% 10.0% 
Romania 31.4% 45.7% 22.9% 
Slovakia 43.5% 45.7% 10.9% 
Slovenia 45.9% 30.6% 23.5% 
Spain 51.5% 31.4% 17.2% 
Sweden 51.6% 35.5% 12.9% 
UK 37.1% 37.1% 25.7% 
Montenegro 54.5% 31.2% 14.3% 
FYROM 26.4% 39.6% 34.0% 
Serbia 53.8% 20.5% 25.6% 
Turkey 58.7% 26.0% 15.3% 
Norway 52.0% 32.0% 16.0% 
Switzerland 29.7% 33.8% 36.5% 
Albania 57.3% 30.5% 12.2% 
Total 42.5% 35.5% 21.9% 

 
The first goal was to examine the differences in engagement between generations. This goal was accomplished 
by performing a one-way between-groups analysis of variance (ANOVA). 

Table 3: Differences in engagement between generations (ANOVA) 

 Sum of Squares df Mean Square F Sig. 
Between Groups 8.112 2 4.056 6.856 .001 
Within Groups 1399.632 2366 .592   
Total 1407.744 2368    
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The differences between generations are significant. Yers differ significantly from Boomers and Xers. The 
effect size is large (eta=0.76) (Cohen, 1998) offering a high degree of confidence. 

Table 4: Tukey test for the differences between generational cohorts 

(I) Generations (J) Generations 
Mean Difference 
(I-J) Std. Error Sig. 

95% Confidence Interval 
Lower Bound Upper Bound 

Boomers Gen X .04315 .04722 .632 -.0676 .1539 
Gen Y .14257* .04489 .004 .0373 .2478 

Gen X Boomers -.04315 .04722 .632 -.1539 .0676 
Gen Y .09941* .03514 .013 .0170 .1818 

Gen Y Boomers -.14257* .04489 .004 -.2478 -.0373 
Gen X -.09941* .03514 .013 -.1818 -.0170 

*. The mean difference is significant at the 0.05 level. 
 
A one-way between-groups analysis of variance was conducted to explore the impact of generations on levels 
of engagement, as measured by the short version of the UWES. Subjects were divided into three groups 
according to their age (Group 1: Boomers; Group 2: Xers; Group 3: Yers). There was a statistically significant 
difference at the p<.05 level in engagement scores for the three generations [F(2, 2356)=6.856, p=.01]. Despite 
reaching statistical significance, the actual difference in mean scores between the groups was relatively small.  
 
The effect size, calculated using eta squared, was >.01. Post-hoc comparisons using the Tukey HSD test 
indicated that the mean score for Yers (M=3.82, SD=0.79) was significantly different from Boomers (M=3.96, 
SD=0.70) and Xers (M=3.92, SD=0.77). Boomers did not differ significantly from Xers. 
  

Figure 1: Level of engagement by generational cohort 

The second goal of this research was to examine possible similarities or differences in generational 
engagement across Europe. For this purpose, using hierarchical clustering, classification of countries according 
to the level of engagement of the generational cohorts shows 3 different groups of countries. 
 
Group 1 is made of 16 countries, namely Austria; Bulgaria; Denmark; Finland; France; Italy; Latvia; Lithuania; 
Malta; Poland; Romania; Slovenia; Sweden; UK; Norway; Switzerland. This group presents high levels of 
engagement for Boomers and Xers, and the lower level of engagement for Yers across the 3 groups. This group 
also presents the biggest difference between Xers and Yers in engagement level. 
 
Group 2 is made of only 5 countries (Belgium; Estonia; Ireland; Netherlands; FYROM) with the highest levels of 
engagement across all generational cohorts. 
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Finally, group 3 is made of 14 countries, namely Croatia; Cyprus; Czech Republic; Germany; Greece; Hungary; 
Luxembourg; Portugal; Slovakia; Spain; Montenegro; Serbia; Turkey; Albania. This group presents the lowest 
level of engagement across all generational cohorts. 

Table 5: Groups of countries by level of engagement and generational cohort 
  Generational Cohort 
Clusters Countries Boomers Xers Yers 
Group 1 Austria; Bulgaria; Denmark; Finland; France; Italy; Latvia; Lithuania; 

Malta; Poland; Romania; Slovenia; Sweden; UK; Norway; Switzerland 
4,14 4,07 3,84 

Group 2 Belgium; Estonia; Ireland; Netherlands; FYROM 4,35 4,34 4,16 
Group 3 Croatia; Cyprus; Czech Republic; Germany; Greece; Hungary; 

Luxembourg; Portugal; Slovakia; Spain; Montenegro; Serbia; Turkey; 
Albania 

3,99 3,96 3,86 

 
The post-hoc tests to test significant differences between indicate that the clusters are quite different. 
Differences between Boomers across clusters are statistically different, except for the differences between 
clusters 1 and 2 (p=.065). Regarding Yers the differences are also significant, except between clusters 1 and 3 
(p=.546). The differences between clusters for Xers are all significant. 

 
Figure 2: Level of engagement by generational cohort  

5. Discussion and Conclusion 
The goal of this research was twofold, namely examine the differences in engagement between generations 
and to identify possible similarities or differences in generational engagement across Europe in the tourism 
sector. 
 
For the first goal, it was showed that there are significant differences between generational cohorts, especially 
between Yers and the two previous generations. The younger generation presents lower levels of engagement 
when compared with Xers and Boomers. These results are supported by previous research on hospitality that 
show lower levels of engagement among Generation Y, when compared with older generations (Chawla et al., 
2017; Hoole & Bonnema, 2015; Park & Gursoy, 2012).  
 
However, it should be noted that in the present study Generation X and Baby Boomers show no statistically 
significant differences, which is contrary to the research of Hoole & Bonnema (2015). They found a significant 
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difference between Generation X and Baby Boomers, but no difference between Generation X and Generation 
Y. In other words, in the present study, Generation X is closer to Baby Boomers than to Generation Y, while in 
the previous mentioned study is the opposite. One possible explanation for this discrepancy may lie on cultural 
differences. As Hoole & Bonnema (2015) put it, as a result of conflicting results in examining generational 
cohorts at work, there may be potential cultural and regional influences on the development of engagement. 
 
Regarding the second goal, it was also showed that European workers present different patterns of 
engagement. The cluster analysis revealed 3 different groups of countries with different patterns of 
engagement. Only a small group of countries present high levels of engagement, while the other two groups 
presented lower levels of engagement. The smaller cluster characterized by higher levels of engagement in all 
generations is composed of northern countries (with the exception of FYROM). The cluster with a generalized 
low level of work engagement is made of south and eastern countries (with the exception of Germany and 
Luxembourg).  
 
This result is aligned with previous conclusions of W. Schaufeli (2017). He found that engagement scores for 
Northern and Northwestern Europe to be more favourable, while Eastern and Southern Europe presented less 
favourable scores. As for the general population, the explanation for generational differences may be found in 
the economy, governance and culture. According to the study of W. Schaufeli (2017) more productivity, more 
GDP and less working hours, tend to raise levels of engagement; also, a country with less corruption and 
gender inequality, and more integrity and democracy in terms of governance tends to contribute positively for 
engagement; finally, in the cultural realm, less power distance and uncertainty avoidance, and more 
individualism and indulgence contribute to higher levels of engagement. 
 
Alongside the findings and conclusions, this study contributes to raise some interesting topics to be further 
pursued in future research. For example, even if macro factors, such as the economy, governance and culture, 
help explain these results, what is the industry and organizational factors that might be influencing the levels 
of engagement found for each generation and cluster of countries. 
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Abstract: Emotions can be considered crucial factors influencing decision-making, evaluations and the overall perception of 
tourism destinations. In this regard, emotions can even be seen as more important than cognitive evaluations since high 
levels of positive sensory stimulation can themselves become a motive for travelling to a particular destination. 
Furthermore, relevant studies in international marketing research suggest that country stereotypes can also impact 
consumer perceptions of products or services of a particular country and consequently influence destination image. 
Drawing on the Appraisal Tendency Framework and the Stereotype Content Model, we argue that basic emotions and 
country stereotypes are automatically triggered by country of origin cues simultaneously impacting destination image and 
further behavioural outcomes such as word of mouth. Such a study of basic emotions and country stereotypes in the 
context of destination image has important theoretical and managerial contributions. Theoretically, it extends the analysis 
of country of origin effects and the underlying mechanisms of basic emotions triggered by country of origin with regards to 
destination image. From a managerial perspective, our study helps identifying specific elements relevant for the 
implementation of destination marketing strategies. Especially destinations suffering from a rather negative image or 
negative stereotypical association, (i.e. developing countries or specific tourism destinations within conflict-ridden 
regions), could benefit from this research.  
 
Keywords:  Emotions, Country-stereotypes, Tourism, Destination Marketing, Word-of-Mouth 

1. Introduction 
Emotions are the dominant driver of most meaningful decisions in life and therefore, a key element to 
understanding human decision-making (e.g., Ekman 1992, Frijda 1987, Lazarus 1991, Lerner & Keltner, 2000).  
 
However, although research in emotions has exponentially increased throughout the last three decades (for a 
review see Lerner et al, 2015), there are still several fields in which an investigation of emotions has not played 
a significant role as of yet. Surprisingly, tourism is one of those fields. Recent research suggests that 
investigating the role emotions can play in tourism remains scarce, despite the fact that emotions are 
fundamentally important for tourism experiences (Cohen et al, 2014). Scholars agree that emotions have not 
been neither appropriately integrated from a conceptual level nor in an empirical perspective (Lee et al, 2011; 
Petrick et al, 2001). Therefore, there is a lack of solid theoretical basis regarding affect in tourism research, in 
which emotions could be incorporated into conceptual frameworks and measured accordingly.  
 
Emotions understood as “patterns of responses that have evolved for their ability to organize disparate bodily 
systems to respond efficiently to critical environmental events” (Ekman & Rosenberg, 2005 P. 63) play several 
and fundamental roles in tourism. High levels of positive sensory stimulation can become a motive in itself for 
travelling and, therefore, are determinant for consumer decision- making  (Goossens, 2000). Depending on the 
specific travel stage (pre-visit, on-site and post-visit), emotions play a different role and have a varying 
influence. Therefore, it is difficult to specify emotions’ impact from a comprehensive perspective as they imply 
a complex chain of bodily responses that hardly a single theory could possibly achieve to explain as a whole 
(Lerner et al, 2015). Specifically for decision-making processes in a pre-visit stage, research has found that 
affective responses strongly influence the formation of destination image (Frias et al, 2008). Destination image 
is one of the most researched fields in tourism (for a review see Pike, 2002) and it is defined as “the 
perceptions of individual destination attributes and the holistic impression made by the destination” (Echtner 
& Ritchie, 1991 P. 43). However, as it has been already acknowledged by tourism research (Cohen et al, 2014), 
the investigation of how emotions impact destination image is still a gap in tourism literature. 
 
When evaluating a place as a tourism destination several factors influence people’s perception, one of them is 
related to the country of origin effect (Chattalas et al, 2007; Lee et al, 2012). This effect is associated to the 
influence that the image of a country may have on the perceptions of products and services that are generated 
in the respective place (Laroche et al., 2005). Lee and Lockshin (2012) investigated how product beliefs based 
on global judgments are related to evaluations of countries as travel destinations. They showed how a reverse 
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halo effect of country of origin (from products to destinations) influences tourism evaluations (Lee & Lockshin, 
2012). As Chattalas et al (2007) pointed out, this halo effect can be explained in terms of stereotypes, as they 
represent “individuals’ cognitive associations and expectations about any societal (i.e. national) group“ 
(Chattalas et al, 2007 P.55). They provided a conceptual framework to explain how national stereotypes 
impact the consumers’ evaluation of a country including its products and services as well as the country as 
tourism destination. They showed that in fact, country stereotypes are transferred into products and services 
from that country (Chattalas et al, 2007).  
 
The relationship between country-of-origin, country stereotypes and emotions in consumer behaviour is, to 
the best of our knowledge, recent and rather absent in tourism research. Gomez-Diaz and Diamantopoulos 
(2016) empirically showed how automatically activated basic emotions -emotional responses not mediated by 
cognition- triggered by country of origin cues influence brand attitudes. They showed that automatically 
activated basic emotions indeed vary in the presence of a country cue influencing consumer attitudes (Gomez-
Diaz & Diamantopoulos, 2016). Herz and Diamantopoulos (2013) also supported that the mere presence of a 
country-of origin cue automatically activates country stereotypes impacting consumer affective brand 
evaluations. These findings confirmed the influence of both basic emotions and country stereotypes triggered 
by country cues on consumer outcomes, which is a relationship still unexplored in tourism research.    
 
This paper aims at investigating the impact of basic emotions and country stereotypes on destination image. 
Drawing on the Stereotype Content Model and the Appraisal Tendency Framework, we propose that country 
of origin cues automatically activate both basic emotions and country stereotypes impacting destination image 
and further behavioural outcomes, such as word of mouth (WOM), a relevant outcome of marketing strategies 
and performance (Cohen et al., 2014). WOM is understood as informal person-to-person communication 
between a perceived non-commercial communicator and a consumer about ownership, or characteristics of a 
brand, a product, a service, an organization or a seller (Westbrook, 1987). Based on relevant literature we 
indicate how the influence of stereotypes on word of mouth is mediated by secondary emotions, relatively 
more complex cognitive evaluations (e.g. envy, admiration). As the influence of basic emotions is both direct to 
perceptions as to on-going cognitive process (Lerner & Keltner, 2000), we also explain how basic emotions 
moderate the influence of secondary emotions. The paper is structured as follows; first, a review of the 
literature of emotions in tourism research and destination image; second, a conceptual framework and 
hypotheses examining the influence of emotions and country stereotypes on destination image by specifying 
the relationships among the constructs; third, discussion; and fourth, managerial implications, limitations and 
future research.  

2. Literature review  

2.1 Emotions in Tourism  
Although the study of emotions in tourism can be considered as a recent development, it is at the same time 
also researched increasingly given the insightful findings with regards to understanding tourists’ decisions.  
 
Recent tourism studies analyse emotions from a tourist experience perspective, usually associated with the 
notion of value and sometimes biased towards measuring positive affective responses (Lee et al, 2011; Petrick, 
2002;). Relevant studies argue that emotions are important influencers of pleasure-seeking activities and 
motivations (Gnoth, 1997). Gnoth proposed the model of motivation and expectation formation in which both 
emotional and cognitive parameters are fundamental when considering tourism motivations for deciding a 
destination. Furthermore, Goossens argued that emotions play a fundamental role in vacation choice 
behaviour since they work as positive sensations surrounding the anticipated leisure experience (Goossens, 
2000). In these two frameworks (Gnoth, 1997; Goossens, 2000), both feelings of pleasure and excitement 
(push factors), and touristic attractions (pull factors) are important sources for tourism decision-making and 
are therefore, intrinsically influenced by positive emotions. These findings have empirically supported that the 
study of emotions is crucial in order to understand individual motivations for choosing tourism destinations, 
and therefore it is highly relevant to consider them in conceptual frameworks explaining decision-making 
processes in tourism.   
 
Nevertheless, there is a research gap in identifying the influence of specific basic emotions on decision-making 
in tourism. Although comprehensive conceptual frameworks include emotions as important factors (Gnoth, 
1997; Goossens, 2000), the conceptualization and operationalization of emotions are considered from an 
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aggregate level, which offers a limited perspective (Ekman, 1992). Several studies operationalize emotions as 
affective dimensions within the framework of pleasure and arousal (Russell, 1980). Analysing emotions at an 
aggregate level provides important insights into general indications of the influence of affect but it can hardly 
indicate specific information about the mechanism of the influence of basic emotions in the process of 
choosing a tourism destination (Cohen, et al 2014). When analysing the specificity of the influence of basic 
emotions, a deeper understanding of individual drivers and motivations for a decision can be generated. 
 
Emotional states require a focused analysis of individual emotions in order to identify specific aspects of their 
influence on decision-making. Some studies of adventure tourism have focussed on specific emotions and 
provided important findings. For instance, Faullant et al (2011) investigated the impact of joy and fear in the 
mountaineering experience finding that these emotions affect tourist satisfaction directly and in conjunction 
with cognitive appraisals (Faullant, et al, 2011 ). Carnicelli et al (2010) also established that fear is a crucial 
determinant in the decision of practicing adventure activities in the form of motivations (Carnicelli-Filho et al, 
2010). Although these studies have focused specifically on adventure tourism and only few emotions (joy and 
fear), they have shown that the study of specific basic emotions provides important inputs for the 
identification of individual drivers for decision-making in tourism and individual motivations for choosing a 
destination. Therefore, when analysing the influence of emotions on decision-making in tourism, it is 
important to take a closer look at specific basic emotions in order to identify individual drivers and motivations 
influencing a decision.  
 
Another research gap can be identified when looking towards the overreliance on the analysis of positive 
emotions in tourism. Tourism research tends to be specifically biased towards positive emotions (Hosany & 
Witham, 2010) and the notion of added value to tourism experiences (Lee et al, 2011; Petrick, 2002). This 
exclusive reliance on positive emotions might not allow for a comprehensive analysis since negative emotions 
have also shown an important and sometimes even stronger influence than positive emotions. As Lerner and 
Keltner (2000) notice, the effect of emotions-both basic and secondary- goes beyond valence and a deep 
analysis of appraisals and specific emotions might allow for identifying how and when emotions play a role in 
decision-making (Lerner & Keltner, 2000). Recent studies have analysed both positive and negative emotions, 
for instance, as mediators of the effects of environmental factors and intentions to visit events (Grappia & 
Montanari, 2011) or as determinants of satisfaction in travelling (Nawijn, 2011). Similarly, Ouyang et al (2017) 
found out that both cognitive assessments and affective responses, positive and negative, play important roles 
in the formation of attitudinal and behavioral responses towards a touristic event  (Ouyang et al, 2017). Thus, 
these results show that it is important to also consider negative emotions when developing conceptual 
framworks intended to explain the influence of emotions on tourism’ aspects. Importantly, the consistency of 
empirical evidence suggests that emotions are indeed an important factor to investigate with regard to the 
different facets of tourism. Therefore, it is important to refine conceptual models by incorporating solid 
theoretical frameworks of emotions explaining their influence as basic as well as secondary emotions.  

2.2 Destination Image and Emotions  
Destination image is a rather complex construct with several conceptual and measurement inconsistencies in 
which the lack of attention for emotions is evident. Literature reviews on destination image agree that the 
construct has proven difficult to measure since consumers’ overall perceptions of a destination may be either 
favourable or unfavourable depending on specific conditions of the place (Li et al, 2015; Pike, 2002). Although, 
several efforts of developing a solid conceptual framework for destination image can be found (Chon, 1991; 
Pike 2002), the theoretical framework of the construct is still under-developed (Li et al, 2015).  
 
The gap in the study of emotions in destination image research is also reflected in a lack of empirical 
consistency when measuring affect. As Roth and Diamantopoulos (2009) have pointed out, the 
operationalization of the affective component generally fails because in some cases what it measured is not an 
actual emotion but instead a statement referred to a cognitive evaluation. For instance, the very often used 
item “people are likeable” does not measure the same aspect as the item “I like the people from that place”.  
 
The former measures what a person might think about the people of a particular place and the latter what a 
person might feel about the people from a particular place. These measurement issues also indicate how 
complex and still scarce the studies of emotions are, also in the field of tourism (Cohen et al, 2014). 
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Several destination image studies indicate consensus on the importance of emotions for the formation of 
destination image (for reviews see Li et al, 2015 and Pike, 2002). Yet, there is a lack of measurement of affect 
and specific emotions –both basic and secondary. Destination image studies mainly include affective measures 
related to affective evaluations on four dimensions (pleasantness, arousement, relaxation and excitement) 
whereas cognitive evaluations are related to nine dimensions (natural resources, general infrastructure, 
tourism infrastructure, tourism leisure and recreation, culture, economic factors, natural environment, social 
environment and atmosphere). Therefore, there is indeed a misbalance with regards to investigating cognitive 
factors while overlooking affective measures and particularly specific emotions because what is being 
measured is a cognitive evaluation of an emotion and not an emotion itself. Nevertheless, although it is widely 
accepted that destination image is an overall impression of cognitive and emotional evaluations, in which the 
cognitive image is an antecedent of affective image (Baloglu &Mangaloglu, 2001), there is an independent 
antecedent of basic emotions that also influence the formation of destination image.  

3. Conceptual Framework and Hypotheses 

3.1 The Influence of Basic Emotions on Destination Image 
Emotions play a fundamental role in tourism, not only at the specific travel stage (pre-visit, on-site and post-
visit) but also in the decision-making processes. Given that emotions involve a complex series of experiential, 
cognitive, behavioural and expressive reactions, the specification of the influence of emotions in a 
comprehensive perspective is difficult, as it requires an analysis of the context and situational factors (Lerner 
et al., 2015). Still, it is important to consider emotions from a conceptual level in almost every process of 
decision-making, as they are almost constitutive and determinant factors for powerfully, predictably, and 
pervasively influencing how people make decisions (Lerner et al., 2015). 
 
Basic emotions are powerful drivers of decision-making influencing purchase decisions and behaviour (Han, et 
al., 2007). Moreover, basic emotions can be automatically activated and influence on-going cognitive 
processes redirecting attention and judgment, consequently influencing behaviour (Lerner & Keltner, 2000).  
 
According to the Appraisal Tendency Framework ATF (Lerner & Keltner, 2000) the influence of specific 
emotions can give rise to cognitive and motivational processes, which accounts for the effects of each emotion 
upon judgment and decision-making. (Han, et al, 2007). Within this framework, emotional responses and 
cognitive appraisals are distinct, yet related constructs. 
 
Drawing on the ATF, we can explain how automatically activated responses influence destination image. 
Traditional theoretical frameworks of emotions, such as cognitive appraisal theory, assume that emotions arise 
exclusively from cognitive appraisals (Lazarus, 1991). The ATF combines the findings from evolutionary theory 
of emotions (Ekman, 1992) and cognitive appraisal theory in order to explain both types of influence 
(precognitive and cognitive) by generating a more comprehensive approach. We argue that the ATF provides a 
solid theoretical framework explaining how automatically generated emotional responses in the form of basic 
emotions influence not only individual perceptions such as destination image but also further evaluations and 
decision-making.  
 
Based on the ATF, it can be explained how emotional responses and cognitive appraisals are distinct and 
simultaneously related processes with a different type of influence on decision-making. In other words, we can 
explain how the influence of cognitive evaluations –e.g. in the form of stereotypes- is different from the 
influence of emotional responses to a COO cue. This differentiated effect of cognition and effect on COO 
evaluations has already been investigated by previous studies (Herz & Diamantopoulos, 2013b). Herz and 
Diamantopoulos (2013b) empirically showed that cognitive and affective associations impact evaluations 
through distinct paths; the former influence more deliberate consumer choices whereas the latter impact 
more spontaneous choices. Nevertheless, how this different effect impacts destination image still remains 
unexplored. 

3.2 Country of Origin, Country Stereotypes and Destination Image  
Chattalas et al (2007) indicated that national images affect consumers’ evaluations of a country by 
investigating the impact of national stereotypes. Their conceptual framework is based on the Stereotype 
Content Model (SCM) from the field of psychology research (Fiske et al., 2002). The SCM assesses that every 
social group can be described along the two dimensions of warmth - beliefs about how friendly or good-
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natured a particular country is perceived- and competence -beliefs with regard to the country’s capabilities and 
efficiency- (Fiske et al., 2002). They showed how in fact, country stereotypes are transferred into products and 
services from that country, especially into hedonic services such as tourism. By decomposing the cognitive 
dimension (competence) and the affective one (warmth), they investigated the dynamic relationship between 
their components arguing that, for instance, the stereotype dimension of warmth was a better predictor than 
competence for hedonic services.  
 
Studies in tourism also suggest a strong influence of country stereotypes on destination images, which is even 
transferred from product beliefs to countries as travel destinations without relying on travel-related 
information (Lee et al, 2012). This means that the general idea a person can have of a country could come 
from any input, even from previous experiences with products coming from that country. This further means 
that if a person has a relatively positive experience and evaluates a product positively, he or she can attribute 
some of those beliefs to the country where the product comes from. However, this can also work the opposite 
way and with negative experiences.  

3.3 Hypotheses Development  
As studies showed that the mere presence of a COO cue automatically activates country stereotypes, in the 
form of warmth and competence, consequently influencing purchase decisions (Herz & Diamantopoulos, 
2013). This indicates that – much like basic emotions - country stereotypes are automatically activated in the 
presence of a COO cue, which consequently influences both perceptions and evaluations, supporting our first 
research hypotheses. 
 
H1. Perceived high competence/warmth of a country is positively associated with positive destination image. 
 
Drawing on the Appraisal Tendency Framework (ATF) (Lerner & Keltner, 2000), Gomez-Diaz and 
Diamantopoulos (2016) showed that basic emotions triggered by COO cues have a direct effect on consumer 
attitudes and this effect is different from the one of country stereotypes. The ATF explains how emotions and 
cognition conjointly yet in a different manner influence behaviour and consumer decisions. Based on these 
assumptions, we propose the second hypothesis. 
 
H2. Basic emotions triggered by country of origin cues have a direct impact on destination image  
 
The link between country stereotypes and emotions has already been investigated by COO studies showing a 
mediating effect of emotions on the link between country stereotypes and consumer behaviour (Maher & 
Carter, 2011). The conceptual framework supporting this mediation is based on the BIAS map, also from social 
psychology  (Cuddy et al, 2007). The BIAS map links these two stereotype dimensions with four emotional 
responses (admiration, contempt, envy and pity) and with predicted behaviours in social interactions (Cuddy et 
al, 2007). 
 
In tourism literature, the valence of WOM is relevant as may be negative (e.g. complaints, which are highly 
impactful) or positive (e.g. relating pleasant vivid experiences) and usually has a strong affective component, 
which is why is a relevant outcome to be included in the conceptual framework in the following research 
hypotheses.  
 
H3. The relationship between country stereotypes and WOM is mediated by the emotions of the BIAS map. 
 
This mediating effect between stereotypes (cognition) and behaviour is of secondary emotions, emotions 
arising from cognitive appraisals. Empirical evidence suggests that basic emotions fuel or moderate the 
influence of on-going cognitive processes, which redirects attention and judgment, consequently influencing 
behaviour (Lerner & Keltner, 2000). Therefore based on these findings, we suggest a final hypothesis, which is 
also illustrated by the rest of hypotheses in the conceptual framework (Figure 1) 
  
H4. Basic emotions triggered by country of origin cues moderate the impact of secondary emotions triggered 
by stereotypes on WOM 
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Figure 1: Conceptual Framework 

4. Discussion  
In this paper we argued that emotions play a crucial role in the decision-making process by having a direct 
impact on individual perceptions of destination image and an indirect impact on behavioural outcomes. We 
provided evidence supporting that emotions should be considered from a conceptual perspective in explaining 
decision-making since they have been proven to influence decisions strongly. Drawing on the Appraisal 
Tendency Framework (Lerner & Keltner, 2000), we examined how emotions are triggered as a response to an 
event, which might influence on-going cognitive processes such as stereotypes and on further secondary 
emotions. In this sense, emotions might have a different type of effect than stereotypes, which can be related 
to spontaneous or deliberate choices as literature suggests (Herz & Diamantopoulos, 2013).  
 
As country stereotypes are also automatically activated in the presence of country of origin cues, they should 
also be considered as highly relevant in the formation of destination image. Although their impact has been 
repeatedly shown in the literature, the scarcity of research in tourism related to country stereotypes has 
indeed been very surprising. Although exceptions can be found in the literature (Lee & Lockshin, 2012), the 
operationalization of the SCM, to the best of our knowledge, has not been implemented yet. Several studies 
have shown how stereotypes apply not only to people and groups but also to attitudes towards products, 
services or destinations, which is why their study is highly relevant. When a product, service or place is 
identified as coming from a certain country, stereotypical beliefs intuitively are transferred and therefore 
evaluated (Herz & Diamantopoulos, 2013).  
 
This paper generates an important advance in tourism research by identifying underlying mechanisms of COO 
effects and emotions through linking relevant findings in the literature and proposing a conceptual framework. 
Drawing on the Stereotype Content Model and the Appraisal Tendency Framework we have proposed solid 
theoretical frameworks to extend the investigation of both stereotypes and emotions in tourism, which is still 
under-researched. Consistent with Lerner and Keltner (2000), we proposed that the effect of emotions goes 
beyond valence and a careful analysis of the situational context should be generated when identifying causal 
mechanisms of their influence, specifically on choosing a touristic destination. For instance, in the extent to 
which emotions play a role for spontaneous and deliberate choices depending on the different channels for 
choosing a destination.  

5. Managerial Implications, Limitations and Further Research  

5.1 Managerial Implications 
Our conceptual framework provides a solid argumentation for the importance of basic emotions with respect 
to the use of country of origin cues for destination image strategies and tourism marketing communications 
aiming at favourable outcomes such as positive word of mouth. Improving or mitigating the effect of a positive 
or negative stereotype in tourism can be achieved by using appropriate emotional inputs. Emotions can be a 
strong tool to influence consumer attitudes positively towards countries with a high level of negative 
stereotypical associations.  
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Marketing communications promoting a tourism destination can foster positive emotions towards the country 
to compensate a negative stereotype, which might consequently influence destination image positively. 
Therefore, tourism marketing should focus on identifying both stereotypical associations as well as basic 
emotions towards the country in order to assess the appropriate marketing tools and tone of communication 
for promoting a destination. Marketing strategies promoting countries, as touristic destinations should not rely 
exclusively on cognitive aspects or evaluations but also on basic emotions and country stereotypes, specifically 
when the stereotypes are negative. 

5.2 Limitations and further research  
The conceptual framework presented in this paper provides a comprehensive perspective of research 
propositions for empirical validation with regards to both basic and secondary emotions, country stereotypes 
and destination image. The lack of empirical verification of our model can be addressed in future empirical 
studies. Experimental designs could test the proposed interactions of the high/low competence vs. warm 
countries and high-/low-contact affective evaluations of destinations while also testing for possible 
moderators. Future research could focus on measuring specific emotions with alternative methods using 
different countries as cues in order to identify patterns of consistency among countries and emotions.  
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Abstract: Sales communication is an important component in tourist experience design. However, selling tourism services 
is becoming increasingly complex and difficult due to changes in the channel structure. Multi-channel sales have altered 
the role of offline channels, and there is not enough skills and knowledge to manage the sales channels properly.  In 
addition, digital forces affect the buyers’ needs towards salesperson’s sales performance. As a response to this change, 
Finnish and Latvian tourism strategies emphasise the fact that buying the travel services should be made easy by 
enhancing sales in both countries. The aim of this qualitative study is to reflect the wide spectrum of required sales skills 
and knowledge in the Finnish and Latvian tourism industry and the response of higher education institutions to provide 
these skills. In this study, the key sales skills are identified from the industry viewpoint. The data was gathered by 
interviewing industry professionals (Finland N=32, Latvia N=44). In addition, the existing curricula of higher tourism 
education were reviewed to identify the skills gaps. The data were analysed with qualitative content analysis. Study results 
reveal the tourism industry requires such key sales skills as understanding buyer behaviour, ability to perform in sales 
encounters, identification and management of sales channels and models as well as managing follow-ups. Informants claim 
that sales skills are taught on a theoretical level and are insufficiently covered in the existing curricula in higher tourism 
education in Finland and Latvia. The study also draws attention to the overall understanding and importance of sales as a 
function among the tourism industry and discusses the future development of the key sales skills.  The results presented 
provide educators useful information of the skills and knowledge requirements in the tourism industry in the context of 
selling tourism services. 
  
Keywords: selling, sales channels, tourism services, tourism education, curriculum development 

1. Introduction 
Modern marketing communication and sales are one of significant preconditions for tourism development in 
every country due to stiff competition among destinations and tourism products. As if the shift of travellers` 
values and needs, consumption practises would not make marketing and sales enough challenging, 
technological developments such as sophisticated online social networks, online review sites as well as mobile 
location-based services has added additional channels of distribution (Fountoulaki et al, 2015). Unfortunately, 
both academics and tourism industry professionals have identified noteworthy gap between what educational 
institutions offered as management level tourism education and the demand expressed by the tourism 
industry. The industry voice says that soft skills and personality trait training is even more crucial for 
employability than hard skills development. (Sisson & Adams, 2013). 
 
Marketing is often defined to include sales, e.g. distribution being one of the marketing-mix. In practice all kind 
of structures involving marketing and sales usually are separate entities. Discussing the concept of sales, the 
authors previously have highlighted both aspects - personal selling on one hand and e-commerce and m-
commerce which partly substitute personal selling on another (Rehme and Rennhak, 2011). Building 
relationship with customers, strategic customer management has become more prominent in the context of 
sales and identifies list of skills needed to sell tourism products and destinations. The sales related 
competences plays an essential role in the company’s knowledge of its customers and their needs (Becker 
2009, 540 as cited in Rehme and Rennhak, 2011).  
 
This research focuses on studying tourism sales skills in two Baltic Sea region countries - Finland and Latvia. 
According to the European Union Strategy on the Baltic Sea Region (European Commission, 2015), the whole 
region should be developed as a common tourism destination. It is a coherent market, where the tourism 
industry calls for similar skills and knowledge to reach the target markets jointly. 
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Strategic tourism development documents in Finland emphasize the necessity to make finding and buying the 
Finnish travel products easy by enhancing sales and marketing in this area. The products and destinations 
should have good visibility and the products should be easily accessible via thematic domestic and 
international sales channels and models. (Renfors, 2017) 
 
Latvian tourism marketing strategy 2018 - 2023 pays more attention to promoting the recognition of Latvian 
tourism offer using modern means of communication (Latvian Investment and Development Agency, 2018), 
Latvian tourism development guidelines does not indicate to any specific challenges in relation to tourism 
sales. (Ministry of Economy 2014). Sustainable Development Strategy of Latvia until 2030, regional 
development programmes highlight general gap in the supply of higher education and actual labour market 
needs (Saeima of the Republic of Latvia, 2010); however, sales skills gap is not emphasized. In comparison, in 
Finland, the need for development of sales skills has already been recognized at national level.  
 
The study is rooted in INTERREG Central Baltic region project “Boosting Tourism Business Growth through 
Higher Education”. The purpose of the project was to identify a relevant skill-set needed in the international 
tourism business development. The report presents main categories of the skills demanded by tourism 
industry in Latvia and Finland. This study specifically focuses to investigate one of the skills categories - sales 
skills in two Baltic Sea Region countries Finland and Latvia.  The sales skills are examined from two sides - the 
offer of tourism educators on one hand and the perception of sales skills and demand of the tourism industry 
on another. The aim of the study is to investigate the importance of sales skills in the context of other skills 
required by the tourism industry and how higher education providers respond to the tourism labour market 
need to provide sales skills. 
 
The research has got the limitations: firstly, the offer of tourism education is investigated at the level of 
bachelor's study programs. Second, interviews have been used to explore the overall demand of skills needed 
for the industry development, the interviews were not designed to explore sales skills specifically. With sales 
skills we understand ‘skills needed to tools and channels as well as proactive, goal oriented approach of staff 
selling tourism products offline and online’. It also refers to predicting and understanding the behaviour of 
customers, customer communication process, offering and presenting products in a sophisticated manner. 
(Renfors 2017, Grinfelde, Kudure and Veliverronena 2017).  
 
Interviews with industry professionals were held and transcripts were analysed by the method of content 
analysis. Curricula of the Bachelor degree programs in tourism   and specifically descriptions of study courses in 
sales were used as a data source for content analysis in order to explore the extent to which sales skills are 
integrated into formal education in higher education institutions in Finland and Latvia. 

2. Sales paradigm change, recent challenges and education 
Vocational education and training is valued for fostering job -specific and transversal skills facilitating the 
transition into employment, maintaining and updating the skills of the workforce according to needs (Renfors 
2017).  Sales training is definitely high on the agenda of most organizations in today's challenging business 
environment (Malesky and Taussig, 2017). As Politt (2012) states: ‘selling is a problem-solving mission and 
training helps salesmen to understand, anticipate and exceed customer needs’ (Pollitt, 2012). However, the 
role of salesman has inherently changed in recent years as customers now have access to a vast amount of 
business intelligence, which indicates reduction of information asymmetry between ordinary consumer and 
industry (Grewal et al, 2015) and leads to the shift of sales paradigms. Cuevas (2018) identified three main 
transforming aspects: the composition of the offer, customer relationships and the strategic management and 
configuration of sales organizations.  
 
New approach frequently relies on digital technologies and third parties such as distributors in order to 
optimize sales costs (Sharma and Sheth, 2010). On the other hand, higher quality service expectations from 
strategic customers is forcing sales organizations to make customer-specific investments, allocating dedicated 
resources and adopting co-creation approaches to generate value (Lemmens et al, 2014, Töytäri and Rajala, 
2015). Growing investments in sales training make a strong argument for industry to request from universities 
better prepared sales-employees. 
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The tourism sector grows continuously and the growth significantly impacts labour market needs.  Although 
the image of employment in tourism is sometimes associated with unskilled workforce, limited entrepreneurial 
and managerial skills, this perception has been changing. (Walmsley, 2012) As a reaction from tourism 
educators, nowadays a broad range of study courses are developed and included in tourism curricula of 
universities to meet the demands of diverse functional areas. (Drege et al, 2015) 
 
Paradigm change has forced educators to examine the practicality of hospitality and tourism education, 
therefore, enhancing curricular revisions to produce employees who are suitable for constantly changing 
hospitality and tourism industry. The effect is seen in topical areas to focus on: leadership and human capital 
development, teaching methods with the emphasis on active and experiential learning, online education, 
diversity education, internationalization, and industry experience. (Kim and Jeong, 2018) Despite 
abovementioned trends, there is significant criticism against the increasingly market-driven nature of higher 
education (Ayikoru et al, 2009). 
 
A contemporary student as direct consumer of an educational offer favours active learning styles and ‘non-
vocational’ aspects of tourism. However, legal regulations and university bureaucracy often block in the design 
process. (Pappalepore and Farrell, 2017) Hospitality programs are required to meet certain standards in many 
countries for accreditation purpose which means that hospitality programs in the same country usually show 
certain range of similarities in curriculum design. At the same time, the differences among curricula across 
countries are more than notable (Leung et al, 2018).  
 
Sales skills are indicated as a significant component in tourism education along with other employability skills 
such as industry specific skills, operational and production skills, financial and budgeting skills and legal skills. 
(Adejinka-Ojo, 2018, Phelan and Sharpley, 2012, Mitchelmore and Rowley, 2010, Schallenkamp and Smith, 
2008, Man et al, 2002) According to Robinson (2000) employability skills are basic prerequisites for securing, 
keeping and performing well at the workplace. Also, Singh and Singh (2008) indicate that employability skills 
are important at all levels - from an entry level to the top management and they are not industry or particular 
job specific. However, study by Leung et al (2018) shows that sales are emphasized only in 6.7% of hospitality 
management curricula (undergraduate level) in United States of America, 8.6% in United Kingdom and 10.2% 
in Australia. The Bolander et al (2014) indicate that university graduates who have studied sales definitely are 
beneficial for their organizations in the context of sales performance; however, they succeed more while using 
pre-taught algorithms rather than reacting on customer or market fluctuations. 
 
Sales in curricula frequently are defined in the context of marketing skills and are related to customer 
communication process, tools and channels as well as to selling processes of tourism services offline and 
online. (Renfors, 2017b)  
 
The American Society for Training and Development divides sales training methodologies into two categories, 
firstly, self-study (readings, pre-workshop assignments, sales algorithms and instructions) and skills training 
(lectures, discussion, on-the-job training, case study, role plays etc.). It has been suggested that the best 
results could be achieved by combining both (Vadi and Suuroja, 2006) Several authors are in agreement, that 
customer - based, experiential learning is a method, how sales should be taught. In this case practitioners 
along with faculty serve skills training as mentors. (Irwin et al, 2007, Southall et al, 2003) In the business 
environment the sales training process is facilitated through mentoring, role playing, observation, etc.(Ashraf 
et al, 2014) 

3. Research methods 
Main data sources were semi-structured individual and group interviews and curricula and sales study course 
descriptions available on websites of higher education institutions involving in teaching tourism at the 
bachelor level.    Interviews were collected from February 2017 to April 2017. In total, 76 interviews were 
conducted (Latvia n= 44.  Finland n= 32). The selected informants represented different stakeholders in 
tourism: SME offering tourism services (n=27), local tourism information office and/or destination marketing 
organisation (n=20), other interest group (e.g. tourism association, non-governmental organisation or tourism-
related project) (n=12), visitor attraction (n=9), and regional destination management organisation and/or 
regional public authority (n=8). The questions were focused to the necessary skills and knowledge for the work 
in tourism organization represented by informant, as well as needed skills and knowledge in fostering the 
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development of tourism destinations and enterprises). There were no questions regarding sales skills 
specifically and informants gave their opinion about skill-set in general.  
The analysis of interview data was built on the findings of previous study (Grinfelde, Kudure and 
Veliverronena, 2017) where as the result of content analysis several main categories of the skills demanded by 
tourism industry in Latvia and Finland were identified: 1) Product and experience design and development; 2) 
sales and marketing communication; 3) Collaboration and networks; 4) Internationalisation; 5) Managing 
business operations. The study reflects the continuation of the previous work and focuses to the one of the 
skills categories - sales skills. The transcribed interviews are re-analysed by using the method of qualitative 
content analysis. Content sharing common traits were grouped in categories on the basis of content 
similarities: 1) sales skills perception as a personal business activity; 2) sales perception in the context of 
marketing in relation to customer communication process, different tools and channels. These categories 
derive from theoretical approaches towards teaching sales skills at higher education. The credibility of results 
was explored by member checking. Another theme emerged in the context of the critique expressed by 
industry`s representatives towards teaching sales. 
 
The research limitations are related to the fact that the interviews do not focus on exploring the necessary 
sales skills but needed skills in general.  
 
There are 15 tourism related bachelor level study programmes were analysed in Finland (8) and Latvia (7) 
according to the web sites of higher education institutions. The content analysis was used to identify sales 
related themes in the curriculum of tourism study programmes and sales course descriptions.  

4. Results 
Latvian informants: Informants pay much attention to different aspects of marketing and communication, at 
the same time only few identify sales skills as an essential competence for work in tourism -  they indicate that 
knowledge to understand what is worth to sell, competence to choose a proper sales techniques according to 
the different target groups are needed.  
 
Several comments characterize understanding about personal selling as a business activity. Informants 
emphasize blurred boundaries between informing customers and sales, refer to argumentation, public speech 
and face-to-face communication as compulsory skills to master selling process. Additionally, several 
informants consider selling tourism products and destinations as a major challenge because one needs to learn 
how to sell nothing because destination`s attractiveness is dependent on primary resources, specifically in 
regions. Only one informant suggests sales should be taught as an algorithm as suggest the quote below: 
 

“Sales is an interesting way of presenting information, but we either attack (to customer) or do nothing. 
We do not have skills to sell invisibly by using various know-how.”  

 
Overall Latvian informants mostly discuss sales as personal business activity in wider context of marketing, not 
much attention is devoted to usage of sales channels, apart from the opinion that cooperation is important in 
sales. In general Latvian informants also indicate to specific cultural traits that make Latvians poor sellers and 
marketers.  
 
Finnish informants: According to Finnish informants, understanding about personal selling as a business 
activity is missing. The SMEs have not allocated resources for personal selling and instead, they use their 
resources for product development and refine their products into a better offering without knowing their 
exact customers’ needs. The SMEs do not have a proactive and goal-oriented approach in sales. The SMEs 
acknowledge this challenge and admit that the bottlenecks in the tourism industry are created by lack of sales 
skills.  
  

“The deal-breaker for us is the customer encounter and sales. We Finns are not good at it, but is it 
something we must do. If I use all the time I spend in the office productising services instead by 
travelling and meeting customers, we could have a totally different turnover. We have not been capable 
of allocating resources in personal selling.” 
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According to the informants, the key challenge in sales is choosing appropriate sales channels, in particular 
indirect channels and a dealer network, to reach the potential customers.  The SMEs need more skills and 
knowledge in creating a channel strategy and identifying the relevant sales channels. This would support the 
SMEs in reaching new customer segments. 
  

“We need more skills in international sales: who are the customers, where can I reach them and how 
much does that cost. I would like to know the basics: what are the channels and if I use them what is 
needed from me.”  

  
Informants express concern that it is difficult to buy travel products and services in Finland due to the lack of 
actors in sales and appropriate sales channels. There are various attractive tourism products and services, but 
they are not available for the buyer in any sales channels. The incoming agency or tour operator is missing in 
many regions. Therefore, there is often no centralised agency for bookings. The informants suggest that more 
organisations for selling the tourism products are required. In addition, joint sales organisations and 
cooperation in sales could benefit the SMEs. 
 
The informants admit that the usage of online sales channels in Finland is still weak. The organisations do not 
have skills and knowledge in direct or indirect online sales channels and the products are not available online. 
Moreover, visibility of the products online needs improvement to make buying easy. 
 
Informants in both countries overall share an opinion that proactive selling and goal oriented selling approach 
should be facilitated. 
 
Sales in higher education curriculum in Latvia. The analysis of bachelor level tourism study programmes 
identifies high number of introductory study courses in different aspects of tourism and hospitality industry, so 
they provide wide spectrum of basic knowledge. After analysis of tourism curricula (n=7) of higher education 
institutions in Latvia we have to conclude that sales mostly appear just in context of the study courses in 
marketing management and are not taught as specific skill. This also means that there is high probability that 
sales are taught only theoretically due to the time limits. However, in two universities Sales appear as a 
specific study course. In both above mentioned cases it is taught in the 3rd year of studies and scope of course 
is 3 ECTS. There are no specific requirements regards study results and skills student should demonstrate after 
graduating tourism study programs except the list of generalized management skills which appear in 
annotation of analysed curriculum annotations. 
 
We have observed that the situation in Finland slightly differs as sales and marketing communication skills are 
required from the tourism graduates Students should be able to demonstrate different customer 
communication solutions and channels, as well as sell tourism services with proactive and goal oriented 
approach online and offline. Students should also understand travel purchasing and selling processes as seen 
by byers, suppliers and intermediaries. Students also should manage opportunities offered by digital media in 
marketing and sales in various sectors in tourism. However, sales are not taught as a specific subject in all 
analysed curricula, but in comparison significance is stressed in study program annotations.  Only one Finnish 
university of applied sciences (UAS) considers sales related skills as very significant for tourism and travel. 
There are no other examples of bachelor study programmes in tourism either in Finland or Latvia where 
training sales would be so prominent.  

5. Conclusive discussion 
The applied and multifaceted nature of contemporary sales which is composed from theoretical algorithms, 
sales techniques, technology based tool usage, excellent knowledge about consumer psychology etc. does not 
reflect fully in the content of the tourism study curriculums. Also, potential cause why industry did not refer 
much to lack of sales skills as significant employability component is that comprehension of subject has the 
same root based in education. 
 
This is a global question how highly institutionalized education institutions could attain and outpace dynamic 
situation in industry. Recent process of the changes in curricula is too inert. Also the cause of reactive attitude 
can be grounded in a weak cooperation between industry and universities, sometimes characterized in theory 
as relative arrogance. 
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In higher education curriculum in Latvian and Finland, teaching sales are frequently blended within marketing 
courses and with very few exceptions, does not receive much attention. The time and credit points devoted to 
the sales skills development are a limiting factor in order to achieve high quality results. These limits also 
indicate to the potential misbalance between approaches used in teaching of sales skills. Both - industry and 
academics has indicated that sales skills should be taught using theory and practice under supervision of 
academics and professionals as a coherent team. 
 
Sales, in theory, are frequently defined as integral part of the marketing and similar understanding of sales is 
demonstrated among different stakeholders in Latvian tourism. Marketing were frequently mentioned by 
Latvian informants in all sectors; however only few informants make difference between marketing and sales 
and emphasize the need to train sales skills. The fact that sales in tourism is in the process of transformation 
and there is need to increase knowledge of Latvian tourism professionals on digital sales tools and channels 
did not reflect in Latvian tourism planning documents. Tourism universities follow the pattern and separate 
study course designed to teach sales are available only in two out of six universities. Overall, the role of sale 
seems be poorly represented in all the domains of Latvian tourism -  strategic planning documents, among 
practicing tourism professionals and on curricula of tourism study programmes in higher education.  
 
The informants definitely understand the impact of digitalization trend as the use of digital channels is 
frequently mentioned as prior competence – online visibility, social media marketing, web design, usage of 
mobile applications etc. One of challenges in Latvian tourism marketing is online visibility of Latvia as tourism 
destination and visibility of Latvian tourism products. If the destination and offer is not visible online, then 
there might be question how efficiently digital channels are used efficiently for selling? Overall there is need to 
increase the understanding of versatile and contemporary sales skills among different stakeholder groups and 
it would be significant to admit the importance of sales on national level tourism planning documents.  
 
The aim of this study is to investigate the importance of sales skills in the context of other skills required by the 
tourism industry and how higher education providers respond to the tourism labour market need to provide 
sales skills. In Latvian case sales skills are not emphasized in any of the domains and both education 
institutions and informants prioritize other skill-sets over sale. 
 
In comparison, Finnish national level tourism planning documents among other tourism priorities 
recognizes the necessity to make finding and buying the Finnish travel products easy by enhancing sales and 
marketing, also the informants demonstrate broader understanding of sales tools and channels. There might 
be a link between perception of skill-set by the industry and education institutions and recognition of skills in 
national planning documents. 
 
The interview process itself and results highlight that communication between tourism industry and educators 
is ongoing; however, rather poor. It is important to implement research bringing together both parts and 
promoting integration of skills demanded in the content of higher tourism education. 
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Abstract: The abolition of apartheid and the new liberal and historic South African Constitution of 1996 led to a unique 
phenomenon on the African continent, a ‘self-styled’ gay village in Cape Town’s De Waterkant neighbourhood.  Africa’s 
only gay village became a safe space for gay travellers and locals alike and remains, to this day, one of the most salient 
factors attracting gay travellers to Cape Town.  Despite evidence suggesting that De Waterkant, as is the case with most 
urban gay villages in the Western world, is transforming into a ‘de-gayed’ district, it is still being used as a strategic 
marketing tool to attract tourists.  This creates a challenge for the local tourism industry, as gay tourism has become a vital 
aspect to Cape Town’s tourist economy.  Questions are posed as to why De Waterkant is seemingly following the example 
of a Western trend.  In a non-Western context, the ‘de-gaying’ of Africa’s only gay village cannot be entirely due to a lesser 
need for gay-dedicated spaces in a post-gay era of gay rights as currently communicated in Western discourse.  This logic 
seems parochial as it obscures the day-to-day experiences of violence and discrimination still faced by many in South Africa 
and elsewhere on the continent. The narratives of six remaining gay business owners in the gay village is used to explore 
how De Waterkant became a victim of its own success, and suggests that Western theorisation of the ‘de-gaying’ of gay 
villages is not universally applicable, as certain factors contributing to its decline appears to be location-specific.  A central 
conclusion is that the longevity of De Waterkant as a gay village seems threatened by continuous development pressures, 
which may be detrimental to Cape Town’s reputation as a gay capital and its ability to attract certain gay travellers. 
 
Keywords: Cape Town; de-gay; De Waterkant; gay traveller; gay village; post-gay. 

1. Introduction 
The abolition of apartheid, a policy that not only regulated racial segregation but homosexuality too, and the 
new liberal and historic South African Constitution of 1996 eliminated many of the risks involved in opening 
gay leisure spaces, which brought about the emergence of a flourishing gay tourism market (Visser, 2002). A 
few South African cities, however, have taken advantage of gay tourism, a term used to describe the tourism 
activity of Lesbian, Gay, Bisexual and Transgender (LGBT) travellers or LGBT tourism, with Cape Town being the 
notable exception (Visser, 2003a).  Today, as Africa’s gay capital, Cape Town is home to a gay village, De 
Waterkant, which through a process of gentrification, evolved from being a slum into Africa’s first (and only) 
gay village.  Being the only gay village on the African continent, and the fact that South Africa was, at the time, 
the only country in the world to outlaw unfair discrimination against sexual orientation in its historic 
constitution (Ilyayambwa, 2012), led to this gay village becoming a unique draw card for gay travellers, and 
playing a significant role in establishing Cape Town as a leading international gay-friendly tourism destination 
at the turn of the 21st century.  
 
To this day, the gay village is offered as a unique attraction of Cape Town and is being used as a strategic 
marketing tool to attract tourists. The gay village is promoted in a similar manner as the adjacent Bo-Kaap 
(predominantly Muslim) community or the Victoria and Alfred Waterfront, and is thus a potential visitor 
attraction to anyone who may want to visit the area.  Cape Town’s gay village, however, seems to have 
followed the example of a global trend of ‘heterosexualisation’ or ‘de-gaying’ brought about through the 
‘invasion’ of heterosexuals into what was previously an almost gay-exclusive district. In a recent study, 
Hattingh and Spencer (2017) found that one of the most salient factors attracting gay travellers to Cape Town 
is to experience the local gay culture and the gay village in De Waterkant.  Therefore, the ‘de-gaying’ of one of 
Cape Town’s top ‘gay attractions’ should be of great concern to the local tourism industry which views gay 
tourism as a vital aspect to the local tourist economy.  In 2012 it was estimated that 15% of the city’s 1.5 
million annual visitors were gay (The Australian, 2012) and contributed approximately R1.8 billion to the Cape 
Town economy (Grove, 2014).  The economic contribution of these travellers appears to be well known by the 
local tourism industry; however, the dwindling number of gay leisure spaces in the gay village, albeit it being a 
salient attraction for gay travellers, may be detrimental to Cape Town’s reputation as a gay capital and its 
ability to attract certain gay travellers. 
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Empirical research on the continuous changing dynamics of De Waterkant, particularly the factors leading to 
the decline and ‘de-gaying’ of gay leisure spaces, has not been documented.  Although a number of existing 
research studies placing the emphasis on the ‘de-gaying’ of gay villages in urban areas elsewhere (Ghaziani, 
2010; Doan & Higgins, 2011; Lewis, 2013; Nash, 2013), especially in Western cities such as New York, Seattle, 
San Francisco, Paris, Berlin and Munich (O’Sullivan, 2016), few scholars make the gay leisure spaces their point 
of enquiry in order to understand the factors contributing to the demise of these villages. Therefore, this study 
employs the narratives of six remaining gay business owners in De Waterkant, and attempts to explore how De 
Waterkant became a victim of its own success by investigating the factors leading to the ‘de-gaying’ of Africa’s 
only gay village.  

2. The development of Cape Town’s post-apartheid gay village 
The geographical area known as De Waterkant is a mixed-use commercial and residential area of 0.4 square 
kilometres commonly referred to as ‘De Waterkant Village’ (Rink, 2016), which was once a racially mixed 
neighbourhood before being declared a ‘white group area’ (Visser, 2003b) implemented through the Group 
Areas Act of 1950 (Act No. 41 of 1950) (Rink, 2016). The area’s racially mixed community was removed 
between 1969 and 1973 to make way for whites (Visser, 2003b).  Owing to the forced removals, De 
Waterkant’s property values drastically decreased and attracted many young white liberal professionals at that 
time (Rink, 2016).  From the 1970s, De Waterkant was a ‘bohemian’ village with many residents involved in the 
arts (Visser, 2003b).  The bohemian character of De Waterkant that continued throughout the 1980s and well 
into the 1990s led to a “growing gay population of residents, businesses and visitors—the concentration of 
which altered the network of actors and eventually contributed to symbolically framing De Waterkant as a gay 
quarter” (Rink, 2016), implying that it was ‘self-styled’ and not deliberately planned by the local gay 
community or a move by the city to “capitalize on the potential commercial profitability of gay identity” 
(Lewis, 2013).  
 
The clustering of gay leisure spaces in post-apartheid Cape Town stimulated and expanded an urban renewal 
process in the 1990s (Visser, 2003a), as De Waterkant had previously been rundown and derelict (Rink, 2016).  
Indeed, many researchers, including Visser (2003a, 2003b, 2014) and Rink (2016) suggest that a process of 
gentrification had occurred in De Waterkant. An early definition of gentrification is that it is “… the process of 
converting working-class areas into middle-class neighborhoods through the rehabilitation of the 
neighborhood’s housing stock” (Smith, 1979). Markusen (1981) attributes gentrification to the fact that “… 
households of gay people, singles and professional couples with central business district jobs increasingly find 
central locations attractive”. This seems to be an international trend as Doan and Higgins (2011) argue that 
many of these once rundown urban spaces, such as Chelsea in New York, West Hollywood in Los Angeles, the 
Castro in San Francisco, Boys Town in Chicago, the South End in Boston, and Midtown in Atlanta were 
originally gentrified by gay individuals fleeing discrimination experienced in other areas.  Once gentrified, these 
areas become increasingly attractive to heterosexual individuals in search of a city lifestyle (Doan & Higgins, 
2011).  They reiterate the findings of Lees (2000) that “some recent gentrification is fuelled by the 
consumption patterns of ‘financifiers’, that is, ‘super-gentrifiers’ whose access to capital allows them to invest 
in previously gentrified [emphasis added] areas and reinvent them according to their needs” (Doan & Higgins, 
2011).  Indeed, this was the case for De Waterkant - in 2007 concerns were raised that the area was being 
‘invaded’ by heterosexuals and that professional business developments were replacing the unique ‘gay 
charm’ of the village (Bamford, 2007), signaling a second wave of gentrification.  This ‘super-gentrification’ by 
wealthy investors employs urban designers and professional architects rather than “the traditional sweat 
equity of earlier, do-it-themselves pioneers” (Doan & Higgins, 2011) as seen in De Waterkant during the 1990s 
and early 2000s. 

2.1 The ‘de-gaying’ of South Africa’s post-apartheid gay village 
The argument that gay villages are being ‘de-gayed’ has resonance in Cape Town. Just 13 years ago, Elder 
(2005) described De Waterkant as Africa’s and South Africa’s only gay village with over 100 gay-dedicated 
spaces.  However, just over a decade later the seemingly ‘de-gaying’ of De Waterkant set in (Visser, 2014).  
 
Most of the original gay businesses have now disappeared and were replaced by a modern, up-scale shopping 
complex, the Cape Quarter Retail Centre (Visser, 2014; Rink, 2016), and is populated by mainly straight couples 
and their children, all very different from the once almost exclusively gay village (Visser, 2014). The gay village 
has seemingly become a “victim of its own success” as its appeal to a broader audience finally became too 
strong to limit itself simply to a gay audience (Rink, 2016). Although a limited number of gay leisure spaces 
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remain, it can no longer be regarded as a gay village and should therefore not be promoted as such (Visser, 
2013).  Despite the ‘de-gaying’ of the gay village, the destination continues to promote it as a top tourist 
attraction, arguably because the gay village significantly contributed to placing Cape Town on the international 
gay travel map, and most likely, due to the economic contribution of gay travellers to Cape Town’s tourist 
economy.  

3. Methodology 
An exploratory research design was used to investigate the factors leading to the decline of gay leisure spaces 
in De Waterkant.  Six semi-structured qualitative interviews were conducted and recorded in the winter of 
2017 and lasted between 48 and 94 minutes.  Guest, Bunce and Johnson (2006) suggest a minimum of six 
interviews for qualitative studies such as this one.  According to Creswell (2009), the opinions and experiences 
of participants in qualitative studies are significantly more important than their numbers. The interviews were 
semi-structured to allow the participants and the researcher the opportunity to expand on the questions asked 
and answers received. Participants were asked about their respective business, when it opened, its history, 
and more specifically, their opinions regarding the reasons for the decline of gay leisure spaces. The researcher 
judgementally selected the remaining businesses that target gay individuals in De Waterkant. The recordings 
were transcribed into text, then manually coded and analysed for narrative themes.  Outcomes were reviewed 
and matched against transcripts supported by Atlas.ti scientific qualitative data analysis software, and were 
used to form the themes as discussed in the results and discussion section.  

4. Results and discussion 
Table 1 illustrates the participant characteristics: the type of business and the duration of their operations.  All 
participants were owners of a variety of different types of gay-dedicated businesses in De Waterkant and have 
been in operation for a number of years. 

Table 1: Participant characteristics 
 Participant A Participant B Participant C Participant D Participant E Participant F 
Type of business Restaurant Events 

company 
Health clinic Restaurant and 

drag bar 
Fetish bar Bar 

Years active 19 9 12 8 22 13 

4.1 Factors contributing to the ‘de-gaying’ of De Waterkant  
From the interviews conducted, seven major themes emerged and are suggested as a framework of possible 
reasons for the ‘de-gaying’ of the gay village, ultimately contributing to a decline of gay leisure spaces.  
Verbatim quotations from the transcribed recordings are used as validation.  The study results are discussed 
under the seven identified themes: 

4.1.1 Theme 1: technology and dating applications (apps) 
Participant B commented: “Over the last 10 years we saw an increase in the use of dating apps like Grindr and 
Scruff where people meet each other online, which eliminates the need to go to places like Barcode or 
Hothouse [gay leisure spaces in De Waterkant offering sexual services].  Many people used to go out just to 
meet other people with the intension of having sex.  This is much easier now with new technology”.  
 
Participant F added: “People don’t really see bars or clubs as meeting places anymore to the extent they did 10 
years ago.  In my time, we had no choice. We had to go to a bar or a club to meet likeminded people”.  This 
narrative illustrates the importance that a gay neighbourhood or gay dedicated leisure spaces played in the 
lives of the gay community; for socialising, and indeed, for finding potential partners. Furthermore, the 
influence of gay dating apps and technology seems to be supported by literature in that dedicated virtual 
spaces provide a cyberspace “in which identity can be built, re-affirmed and developed” (Visser, 2003b) which 
eliminates the need for physical gay spaces (Rink, 2008).  

4.1.2 Theme 2: resurgent gentrification 
Scant evidence exists on how resurgent gentrification affected the gay businesses in De Waterkant.  Higher 
demand for property in previously gentrified neighbourhoods has resulted in steep rises in rents, frequent 
conversion of rental properties to apartment buildings, and competition for commercial space, which make it 
difficult for less affluent gay individuals and businesses targeted to this community to remain in these 
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neighbourhoods (Doan & Higgins, 2011).  While some closures of gay leisure spaces in De Waterkant can be 
attributed to the fickle world of bars and nightclubs in general, most closures and displacements appear to be 
linked to a second wave of gentrification led by the development community, and not entirely due to a lesser 
need for gay leisure spaces. Indeed, many of the participants argued that resurgent gentrification led to a huge 
increase in property prices in De Waterkant which not only displaced many of the local gay residents, but the 
gay businesses too, as many had been forced to cease business operations or move their businesses to more 
affordable urban areas.  Participant E commented, as quoted: “The property value has overpowered the gay 
business market in this area.  If you take what the gay community would have loved to have done here versus 
the power of many of these large companies, it is outrun”.   
 
This narrative suggests that gay leisure spaces are being priced out and, due to a high demand for rental space, 
are opening outside the geographic borders of the gay village, which in turn suggests that there remains a 
need for safe spaces in non-Western contexts such as South Africa. Indeed, a gay pub, ‘Heartache and Vine’ 
and a gay nightclub, ‘Babylon’ as well as two drag cabaret theatres, ‘Club69’ and ‘021 Lounge’ opened in 2016 
and 2017 outside the borders of the gay village. Resurgent gentrification, therefore led to a substantial 
increase in property prices displacing not only many of the local gay residents, but some gay businesses too. 

4.1.3 Theme 3: change in the gay lifestyle and the ‘age factor’ 
Participant A suggested that a change in the gay lifestyle impacted the gay village: “I think when gay marriages 
were legalised people’s minds opened up.  Gays started adopting kids and things became ‘normalised’ in a 
way”, suggesting that the legalisation of same-sex marriages and child adoption in South Africa (and 
elsewhere) could have ‘normalised’ the gay lifestyle.  Many are therefore no longer supporting the gay spaces 
as they had done in the past, which could impact business at gay bars and nightclubs. In addition, Participant F 
commented, as quoted: “Many gay homeowners sold their properties because of the great financial return.  
 
They are able to buy much larger houses in the suburbs with large gardens for their dogs and lots of parking, as 
these are among the limitations of De Waterkant”. This narrative suggests that some of the older gay residents 
of De Waterkant, who bought ‘bargain’ property prior to the second wave of gentrification that increased 
property prices, realised their profits gained and sold their properties. This resulted in a substantial decrease in 
demand for gay leisure spaces, and only a handful of gay residents remaining in the gay village. 

4.1.4 Theme 4: progressive attitudes and mixed leisure spaces 
Sullivan (2005) argues that the world is witnessing “an inexorable evolution towards the end of gay culture”, 
where “the distinction between gay and straight culture has become blurred, fractured and intermingled”. A 
new generation of homosexuals (known as post-mos), therefore, do not seem to support dedicated gay leisure 
spaces as in the recent past, as they are increasingly accepted and tolerated in ‘straight’ leisure spaces (Nash, 
2013; Visser, 2014). Most participants argued that due to progressive attitudes, the advent of gay rights and a 
new generation of gay individuals, there is a lesser need for a gay village, or gay-dedicated spaces. Participant 
D commented: “In this luckily progressive city that we live in, it is ok to be gay now everywhere.  Due to the 
new constitution, people became slightly more open-minded. It is now quite socially acceptable for gay boys to 
go to ‘straight’ bars, which means the need for the gay village got smaller”. 
 
Lewis (2013) argues that it is mostly gay media outlets arguing that gay villages “are less culturally relevant 
among a younger generation of post-mos with established rights and more flexible identities”.  In non-Western 
contexts, such as South Africa, claims, such as those made by Participant D that gay villages are unnecessary in 
a post-gay era of gay rights seems parochial.  This logic not only obscures the day-to-day experiences of 
insecurity or discrimination, but appeals to a ‘metronormative’ vision of gay lives that presumes widespread 
social acceptance and a broad array of social options—village-based or otherwise (Lewis, 2013). The reality is 
that the progressive new government and constitution of South Africa are in contrast with the beliefs of many 
South Africans, who still overwhelmingly oppose gay rights (Ilyayambwa, 2012), often described as “a deeply 
conservative, hetero-normative country in spite of its progressive politics” (Thoreson, 2008).  In June 2013, 
over 60% of South Africans said that homosexuality should not be tolerated by society in a Pew Research 
Center survey (Grove, 2014). It is therefore possible that local gay ‘Capetonians’, gay travellers from other 
provinces in South Africa, and non-Western countries who live in conservative environments with limited/no 
gay life and spaces feel a need to escape from disapproving societies in order to freely express their gay 
identities, compared with those travelling from and living in liberal home environments.  This freedom is likely 
more possible in De Waterkant than in their heteronormative home environments (Hattingh & Spencer, 2017).   
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This could explain why the De Waterkant gay village was markedly more important in the holiday decision-
making processes of domestic gay travellers to Cape Town, and especially gay travellers from non-Western 
countries and those concealing their sexualities – more than half of all gay travellers regarded the gay village 
as an important attribute that attracted them to Cape Town (Hattingh & Spencer, 2017).   

4.1.5 Theme 5: resistance from the De Waterkant Civic Association (DWCA) and local residents 
Resistance from the DWCA (the local ratepayer’s association) and local residents of the area also seems to lead 
to new gay leisure spaces opening up in areas outside the geographic borders of De Waterkant.  Participant C 
was particularly vocal in his opinion on the DWCA: “You have the DWCA that you have to deal with.  When the 
Backroom bar was opened, they received endless complaints from the association.  For example, one 
complaint was that the outside sign was too big, then it was too bright and then they complained that the sign 
had a naked man on it.  The local residents were not happy either, constantly complaining about noise.  It’s like 
people knew when they moved into De Waterkant the area had many bars and restaurants.  If you don’t like 
‘calls to prayer’ you would not go and live in Bo-Kaap [predominantly Muslim community].  So why then move 
to De Waterkant?” This narrative suggests that De Waterkant’s ‘gay identity’ is threatened by a decreasing 
tolerance for gay nightlife activities due to the mostly heterosexual residents moving into the neighbourhood 
with the second wave of gentrification.   

4.1.6 Theme 6: home entertaining and ‘chemsex’ culture 
Participants believed that a further but a rather serious threat to the gay village relates to home entertaining 
and chemsex culture, understood to revolve around “mainly people chilling out, some having sex, some taking 
drugs, listening to music and laughing […] it is like any party, but with an accent on drugs and people having 
sex with strangers in the corner of the room” (Daly, 2017). Participant C, given his background in gay sexual 
health services, commented as quoted: “I am aware of the ‘crystal meth’ epidemic in Cape Town, which is not 
limited to gay people, but it is a particular health issue affecting gay men.  Many of these men that do crystal 
meth do not go out, they have parties at home as it is not a social drug.  It is not like ecstasy that makes you 
want to dance.  There are also many organised sex parties in Cape Town so many gay men rather go to these 
parties instead of the bars and clubs in De Waterkant.  Crystal meth is a very aggressive and addictive drug.  It 
makes you not want to interact and see people.  You are comfortable in your own limited environment 
wherever that may be, but it is not a club.  Some recreational drugs of today is [sic] different to the one’s from 
the 1990s and 2000s that made you want to dance and party”.  
 
Hibbitts (2015) seems to support Participant C’s statement regarding the changing type of recreational drug 
usage: “The type of drugs has changed. People used to be out on ecstasy, cocaine and ketamine.  The mood in 
the clubs was one of sexy fun, euphoria and an appreciation of music. Nowadays people are into different 
drugs, crystal meth and GHB [Gamma-Hydroxybutyrate] being the main two.  The atmosphere can feel a lot 
darker.  It's almost emotionless with a heavier sexually charged energy”. Therefore, the above narrative 
suggests that some people in Cape Town are choosing ‘chemsex parties’ over ‘actual parties’, and may 
therefore significantly contribute to the ‘de-gaying’ of the gay village. 

4.1.7 Theme 7: temporary ‘gaying’ of straight spaces 
The temporary ‘gaying’ of straight venues is a common occurrence in Cape Town, which Visser (2003b) 
describes as “transient leisure spaces”.  Villarreal (2017) refers to the phenomenon as “pop-up parties” or 
“guerrilla gay bar nights” where “sudden droves of gay men dance and kiss in heterosexual spaces”.  The idea 
behind temporarily transforming ‘straight/alternative space’ is to resist heteronormativity (Visser, 2013), the 
belief that heterosexuality is the norm and all other sexual orientations are outside of the norm and deviant 
(Beebe, 2012). Participant D predicts that this phenomenon will become increasingly popular in Cape Town.  
 
 He argued: “Take for example New York, where some straight bars would go gay for one night.  It might be 
something we see more in future here in Cape Town.  It offers variety to the gay community and they like new 
things.  And yes, it affects the gay bars and clubs in the gay village because it’s drawing people away from the 
area”. According to Visser (2003b), these events ironically threaten the existence of the permanent gay leisure 
spaces in De Waterkant, thus ‘de-gaying’ the gay village even further.  
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5. Conclusion 
This paper suggests that Western theorisation of the ‘de-gaying’ of gay villages is not universally applicable as 
this study found additional and perhaps unique factors, from a business owners’ perspective, regarding the 
‘de-gaying’ of Africa’s gay village. While certain factors contributing to the decline of Western gay villages are 
comparable to this study’s findings, i.e. technology and dating apps; progressive attitudes and mixed leisure 
spaces; the temporary ‘gaying’ of straight spaces; a change in the gay lifestyle due to legalisation of same-sex 
marriages and child adoption, and resurgent gentrification, there appears to be a number of location-specific 
factors, in addition to the above, contributing to De Waterkant’s demise: resistance from the DWCA, a 
decreasing tolerance for gay nightlife among the new local residents, and a growing chemsex culture.  
 
Therefore, in a non-Western context, the ‘de-gaying’ of Africa’s gay village is not entirely due to a lesser need 
for gay-dedicated spaces in a post-gay era as currently communicated in Western discourse. Quite the 
contrary, there appears to be a need for gay leisure spaces (whether gay-exclusive or ‘gay-friendly’) in non-
Western settings such as South Africa, evident in the gay spaces opening outside the geographic borders of the 
gay village. This need for gay leisure spaces is also evident in the popularity of the remaining gay leisure spaces 
(those gay businesses that can financially afford to remain in the gay village). As the gay village is a first for 
both South Africa and the African continent (Visser, 2003a) it “doesn’t, wouldn’t, and couldn’t exist in any 
other country on this continent, the majority of which outlaw homosexuality” (McConnell, 2014).  Therefore, 
in an ostensibly post-gay landscape, De Waterkant remains a safe escape in a largely conservative country and 
continent, and is especially important in the lives of the most marginalised LGBT individuals. 
 
Although difficult to predict, the longevity of De Waterkant as a gay village does seem threatened by 
continuous development pressures.  It is highly likely that if De Waterkant continues to lose its remaining gay 
leisure spaces, Africa will lose its only gay neighbourhood and a unique gay culture that exists nowhere else in 
Africa.  This may be detrimental to Cape Town’s reputation as a gay capital and its ability to market the gay 
village to attract certain gay travellers, in particular those concealing their sexualities travelling from non-
Western countries and heteronormative South African provinces, which may result in a lost opportunity 
considering their financial contribution to the local tourist economy.  
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Abstract: Travel companies in many countries are faced with a strong phenomenon of seasonality in tourism, and this has a 
negative impact on the financial standing of these companies. Decrease in tourist demand after high season has an effect 
on the amount of employees’ remuneration employed in travel agencies, but also on the phenomenon of workplace 
reductions. For several years we have observed in Poland the lack of human resources in tourism and hotel industry, with 
young educated workers looking for employment in Western countries, where they can count on much higher 
remuneration for the same work. This situation has forced the entrepreneurs to develop human resources management 
policy aimed to increase the comfort of work, wage growth and provide career paths through the introduction of attractive 
incentive schemes for employees. The purpose of this research is to identify the models of human resource polices at the 
leading tour operators listed on the Warsaw Stock Exchange in Poland. The following working hypotheses were 
formulated, i.e.: H1 The leading tour operators in Poland are aware of the risks of competitive labour market, H2  The 
leading tour operators in Poland have developed human resources management policy which is effectively implemented 
by them. The research is based on qualitative analysis of scientific papers and reports as well as source materials from 
leading tour operators in Poland. In this study, a few methods of data collection were applied, i.e. “desk research” method, 
exploratory method and also deductive reasoning. The results of the study may constitute an interesting source of 
knowledge for other travel companies in Poland about the prevention methods related to difficulties in business. 
 
Keywords: human resources, tour operators, seasonality, stock exchange in tourism. 

1. Intorduction 
In principle, the tourist market in any part of the world faces the phenomenon of lower or higher degree of 
seasonality. It means that during a year there are periods of low demand for tourist services, which is affecting 
the travel agency revenue and employment on the tourist sector. Care for high quality of offered services 
requires, e.g. highly qualified staff who can meet the refined expectations of tourists. Unfortunately, due to 
significant staff turnover in the tourist sector, it is difficult to retain highly qualified and competent employees.  
 
The process of preparing the employee for work in the tourist industry requires time and continuous 
professional training, which is not always economically justifiable for tour operators in the case of seasonal 
workers. The most significant problems with labour shortage in the tourist sector are observed in small tourist 
agencies that significantly experience the adverse impact of seasonality. Meanwhile, important tour operators 
diversify their business activity and out of season are not forced to seriously limit their workplaces in the 
central offices and branches of their own agencies, since they value the professional approach of their 
employees and balance out the adverse phenomena related to seasonality. The phenomenon of workplace 
reduction refers mainly to workers employed in tourist destinations, who are generally temporary workers 
employed for rendering seasonal tourist services in places attractive to tourists. The leading tour operators 
have also resources to introduce numerous incentives for employees, both tangible and intangible, which is 
certainly motivating in terms of staff morale and discourages employees from looking for alternative 
workplaces. Moreover, tour operators are aware of high costs of trainings which must be incurred to train and 
prepare new employees for their work stations. 
 
The purpose of this research is to identify the models of human resource polices at the leading tour operators 
listed on the Warsaw Stock Exchange in Poland. The following working hypotheses were formulated, i.e.: H1 
The leading tour operators in Poland are aware of the risks of competitive labour market, H2  The leading tour 
operators in Poland have developed human resources management policy, which is effectively implemented 
by them. The article presents the policy of human resources management in the leading travel companies in 
Poland. Nowadays, this issue is prevailing because of the outflow of qualified personnel to other sectors of 
economy. The way how the leading entrepreneurs deal with these issues can be a clue for smaller entities.  
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2. Theoretical considerations 
The reference publications significant space is devoted to issues related to creating and developing human 
resources in the tourist industry. Various scientific publications analyse the issues related to employment in 
the tourist sector in the economic (Gamage 2016, pp.63-70, Jiang and Lepak 2012, pp. 1264–1294, Janković 
Milić et al. 2011, pp. 433 – 442, Boxall 2003, pp. 5–20), and also social (ILO 2010, p. 18-19), psychological, as 
well as sociological aspect. The managers of travel agencies face numerous challenges arising first of all from 
interdisciplinarity of the tourist industry and its international character. The employees in international tourist 
corporations must be able to manage cultural diversity, various corporate business models, different work 
systems, habits and corporate organizational culture, or even traditions and beliefs of the social environment. 
 
 Therefore, the leaders of tourist market care for developing ethical codes and effective systems for employee 
motivation, their regular training and development, as well as defining their professional career paths. More 
frequently, they reach for very sophisticated and unique methods for encouraging employees to be more 
efficient at work, to increase their allegiance and loyalty towards the company and make them identify with 
the company mission and strategy. Unfortunately, in most cases such activities are taken mainly in medium 
and large tourist enterprises which care for retaining and developing their personnel, and not interested in 
continuous turnover of their staff. The situation is slightly different in micro and small tourist enterprises which 
are very sensitive to the phenomenon of seasonality and have problems with liquidity, and usually in the 
tourist season make use of temporary workers, and out of season significantly reduce their employment.  
 
These companies do not see any economic reasons for investing in personnel training and development and 
do not provide their employees with any loyalty and motivation programs. 
 
As a rule, tour operators apply two personnel employment systems divided into by employees of the central 
offices and branches, and the so-called tourist destination employees. The first group comprises regular 
personnel employed under employment agreements, including management and functional employees, and 
the other – mainly workers employed under civil contracts on a temporary basis. They are mainly tour guides, 
tour managers, leisure time animators and instructors. 
 
The development of modern technologies is a serious threat for human labour in the tourist sector, since the 
technology (Zontek 2016, pp. 55–73), provides tour operators with possibilities to substitute direct human 
labour with modern devices, e.g. instead of tourist guide the tourists use recordings with headphones 
presenting the visited destinations or download applications on smartphones and tablets. Tourists do not need 
to use direct services in travel agencies, but they can complete all the formalities using online booking 
systems, etc. Consequently, as opposed to the traditional travel agencies from the 1990s, today the model of 
tourist services has changed, and consequently the requirements regarding qualifications, education and skills 
of the tourist personnel. However, J. Kaczmarek, A. Stasiak and B. Włodarczyk (Kaczmarek et al. 2005, p.291) 
claim that these days, in the era of ICT technologies, the role of human factor in the development and sale of 
tourist products is still invaluable and certainly cannot be eliminated. 
 
The tourist companies maintaining comprehensive and long-term human resource policies are perceived by 
potential employees as reliable employers, which exerts impact on developing the company image and 
building employees’ satisfaction (Gajlić et al. 2014, pp. 540-549). Such companies attract highly qualified and 
experienced people who willingly identify with the company strategic goals and provides guarantee of market 
success. However, the organizational structure and division of duties and competences among employees in 
the tourist enterprise depends on numerous factors, i.e.: scope of business activity, area of operation, scale of 
sales, financial standing and vision of development as well as organizational culture.  
 
According to J. Kaczmarek, A. Stasiak and B. Włodarczyk (Kaczmarek et al. 2005, p.291) the “organizational 
structure is a complex hierarchical system where all elements (particular levels) jointly reach the scheduled 
goals”. The type and character of organizational structure in the tourist enterprise constitute grounds for 
developing the human resource management and recruitment policies (Sidorkiewicz 2011, p.390). Each tour 
operator develops their own recruitment system reflecting the company needs, system regarding training and 
development and adaptation of new employees, system for motivating, evaluating and remunerating 
employees (Tokarz 2008, p. 89. M. Sidorkiewicz (Sidorkiewicz 2011, p.390) defines “human resource 
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management in the tourist enterprise as decisions related to employees, which define on a long-term basis the 
activities regarding personnel and are important for the success of the whole organization”. 

3. The methodology of the research study 
The research is based on qualitative analysis of scientific papers and reports as well as source materials from 
the leading tour operators in Poland. In this study, a few methods of data collection were applied, i.e. “desk 
research” method, exploratory method and also deductive reasoning. From among 4722 tour operators within 
the Central Register of Tour Operators and Tourist Agents (CEOIPT) at the Ministry of Sport and Tourism, only 
two entities related to the travel agency market are listed. 

4. Results of the research study 
In 2018, 467 companies were listed on the Warsaw Stock Exchange (WSE), in Poland including 420 national 
and 47 from abroad. On the primary market relating to the companies with high capital and high liquidity 359 
entities (319 national, 40 from abroad) were listed and on the parallel market –108 entities (101 national, 7 
from abroad) ( 2018).  Only 11 players listed on WSE were related to the tourist sector, including three from 
the travel agencies, seven of the hospitality and restaurant sector and one from the recreation and leisure 
sector (2018a). This means that only 2.4% of the entities listed on WSE were associated with the tourist 
industry. 
 
In Poland, each tour operator in the tourist sector under compulsory laws [art. 27 para. 1 of the act on tourist 
events and related tourist services of 24 November 2017] must be included in the Central Register of Tour 
Operators and Tourist Agents (CEOIPT). In 2016, the register included 4058, and today there are as many as 
4722 entities, which constitutes increase by more than 16%. In 2016, four companies from the tourist sector 
were listed on the Warsaw Stock Exchange i.e.: Netmedia SA, Novaturas SA, Rainbow Tours SA and 
Travelplanet.pl SA. Unfortunately, today there are only two companies listed on WSE, i.e..: Polish travel 
agency, Rainbow Tours S.A. and Lithuanian - Novaturas B SA (2018b). According to Traveldata.pl only ca. 8 % of 
the largest travel agencies in Poland (i.e. 32 entities) handled 2 million tourists in 2016, and their revenue 
reached 5.2 bn PLN (which constituted increase by 5.4% compared to the previous year), and net profit 147.7 
million PLN (which constituted increase by 28 % compared to the previous year) (Traveldata, 2017).  

Table 1: Rankings and ratings of top touroperators in Poland in 2016 

No Travel agency 

Revenues from 
tourist events  
(in million €) 

RATING* 
Outlook 
- the 
prospect 

Net profit  
(in millions of $) 

Own funds  
(in millions of $) 

2016 2017 2016 2017 2018 2017 2016 2017 2016 2017 
1 Itaka 1779,70 2151.25 A+ AA- AA- stable 50.75 23.09 166.62 288.56 
2 TUI Poland 879.07 1376.88 A A A positive 8.82 11.75 26.07 37.82 

3 Rainbow 
Tours 1044.94 1284.69 AA AA AA stable 26.98 36.14 90.17 105.35 

4 Grecos 
Holiday 409.13 494.54 AA AA AA stable 13.54 20.10 59.98 81.26 

5 Wezyr 
Holidays 273.48 395.69 B- B+ BB+ positive 2.77 4.71 4.28 8.42 

6 Neckermann 242.55 244.97 AA AA A+ positive 0.24 -1.07 36.24 35.16 
7 Net Holiday 100.99 133.38 B- B- BB positive 0.69 2.39 0.72 3.11 
8 Exim Tours 84.41 126.47 CCC CCC BB- positive -4.74 0.86 -22.12 2.82 

9 Grupa 
Almatur 60.12 65.03 A+ A+ A+ stable 0.83 1.11 9.66 9.66 

10 Logos Tour 55.07 60.23 AA+ AA+ AA+ stable 1.26 1.77 22.50 24.02 

Source: Own elaboration on the base of: (Betlej 2016)  

*AAA - 30 %; AA - 18 %; A - 9 %; BBB - 5 %; BB - 1 %; B - minus 3 %; CCC - minus 9 %.  

The ratings of the leading national (Polish) tour operators presented in table no. 1. are based on the analysis of 
a set of 17 indicators for each of them, and they were prepared under data obtained from financial statements 
submitted by entities conducting business activity to the National Court Register (KRS). Travel agency which is 
estimated with “A” rating – means that it has high reliability, but with “BB” rating means low reliability (A. 
Betlej, 2016). Unfortunately in the ranking there is only one Polish travel agency listed on WSE in Warsaw, i.e. 
Rainbow Tours S.A. which is ranked third, as regards the share in the outbound tourism market in Poland.  
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 The entrance of a company to public stock exchange requires a great effort and, unfortunately, also is 
associated with financial risk. The risk level is dependent upon many micro and macro-economic factors 
(Dębniewska et al. 2018, pp. 158-169). In addition, many of the entities listed on the Stock Exchange securities 
are exposed at risk (Sinkey 1992, p. 391), that is related, inter alia, with fluctuations in rates sensitive to the 
economic situation of the country and the world. 
 
The leading travel agencies on the Polish market treat outbound foreign tourism as the basic scope of their 
business activity. This section of the tourist market involves high level of risk resulting from numerous 
unpredictable situations related to terrorists attacks, unstable political situation in many countries, airline 
strikes, and risks related to natural disasters (e.g. volcano eruptions, earthquakes, hurricanes, etc.) as well as 
the effects of seasonality. At low level of diversification of business activity, such situations may lead to the 
insolvency of tourist companies and even bankruptcy, which certainly translates into the level of employment 
and human resource policy in the company.  
 
The corporate group Rainbow Tours focuses their business activity on the organization and sale of their own 
tourist travels mainly to: Greece, Spain and Turkey, and, as intermediary, on the sale of external tourist 
services. Moreover, they offer the sale of air, coach and ferry tickets, act as intermediary in car rental services 
and hotel booking services via numerous distribution channels, i.e.: 95 own offices, 39 franchise offices, 1060 
agencies as well as the Internet and call centre (Touroperatorzy Ranking 2016, p. 22). The Rainbow offer also 
includes conference services and „incentive” trips. The corporate group Rainbow Tours comprises Rainbow 
Tours SA, White Olive A.E. and Rainbow Hotels A.E from Greece and Bee & Free Sp. z o. o., Rainbow Incentive 
& Incoming Sp. z o.o, Rainbow Tours Sp. z o. o. and My Way by Rainbow Tours Sp. z o. o. from Poland. 
(Rainbow Tours 2018, p. 10). 
 
The Rainbow Group has been providing well-structured human resource policy which involves e.g. employee 
remuneration motivation system, which according to the Management of the Company ensures stability of the 
company and long-term increase in the value for company shareholders. It is also very important when 
choosing a style of management of human resources to build employees’ beliefs about their importance for 
the organization and their direct participation in this process (Szelągowska-Rudzka 2015, p.479; Skorupińska 
2013, p. 80).  
 
The remuneration policy involves:  (1) motivation of employees and persons of key importance for the 
company business activity to act in line with the company interest, (2) correlation between the amount of 
remuneration and the Company standing, (3) sufficient level of control over fixed and variable remuneration, 
as well as non-cash benefits (Rainbow Tours 2018a, p.53). Moreover, in 2008, the Company began to 
implement the Motivation Program based on company shares and employees received 52.000 shares. The 
Company has also been implementing project entitled “Good Employer” which includes trainings for the 
tourist sector personnel within Rainbow Academy. The program aims at retaining and motivating the best 
employees and acquiring new ones (Rainbow Tours 2018,  pp.77-78). 
 
The Rainbow Group developed employee policy with values and ideas the Company intends to follow in 
building relations with their employees. For employees, it is very important to preserve the balance between 
work and private life, what particualry in the high season is a major problem (Grobelna & Tokarz-Kocik,  2016, pp. 
489-497).  The policy shall contribute to effective management and good communication and includes: 
regulations, guidelines, instructions and communications. In 2017, Rainbow Group employed 588 people 
under employment agreements and 47 under civil contracts (table 2). Rainbow Group has two employment 
systems, i.e. the first refers to people employed in the central office and the other – employees in tourist 
destinations. The second group includes mainly seasonal employees i.e.: tour guides, travel agency 
representatives and leisure time animators (Rainbow Tours 2018, pp. 79-84).  

Table 2: The total number of employees by type of employment and gender in 2017 
Type of job agreement Females Males Total 
Full time jobs 485 103 588 
Branch Offices 315 49 364 
Central Office 125 44 169 
Tour guides 37 5 42 
Management Board 0 4 4 
Subsidiaries companies 8 1 9 
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Type of job agreement Females Males Total 
Agreement orders 31 16 47 
Branch Offices 4 1 5 
Central Office 17 5 22 
Tour guides 7 3 10 
Management Board 1 8 7 
Subsidiaries companies 2 1 3 

Source: (Rainbow Tours 2018, p. 79). 

The activities taken by the Group indicate that the employees are treated as important assets building the 
position of company brand on the market. The human resource policy of the Group aims to:  
 

1. develop transparent employment structure with recruitment principles,  
2. care for diversity and support the development of employees by delegating them to work stations 

consistent with their qualifications and skills,  
3. define goals and clear forms of their evaluation,  
4. create attractive work places for qualified people passionate about their work,  
5. support careers by developing training systems and possibilities for professional development,  
6. ensure occupational health and safety,  
7. offer attractive remuneration consistent with qualifications and performed work (Rainbow Tours 2018, 

p. 80). 
 
The aforementioned goals are implemented through a number of documents and procedures which facilitate 
standardization and care for the quality of services. Each new employee receives Work Regulations and 
Vademecum of New Employee with information on work stations, rules regarding access to technical systems, 
Customer Service Standards, training systems, bonuses and rules of procedure in case of difficulties. Moreover, 
the new employee must learn Accounting Instructions and booking system Travella 2.0.; the Company also 
organizes the so-called  Welcome Day. The call centre employees receive document entitled Welcome on 
Board where they can find information on the adaptation process and phone line staff evaluation. Such 
detailed procedures certainly facilitate the adaptation of new employees to their new work stations and 
contribute to creating good atmosphere at work.  
 
The Group emphasizes that towards their employees they do not apply any discriminatory practices related to 
gender, age, disability, health condition, race, nationality, ethnic origin, religion, beliefs, lack of religious 
denomination, political beliefs, organizational affiliation, psychosexual orientation, sexual identity, family 
status, life style, form, scope and grounds for employment, etc. The employees employed at the same stations 
and having the same education receive equal remuneration and have the right to organize themselves but so 
far they have not used such opportunity. The Group provides information campaign against any forms of 
human rights violation, including harassment, mobbing or sexual abuse (Rainbow Tours 2018, p. 84). 
 
The other entity listed on WSE since 2018 and operating on the tour operators market is the Lithuanian 
company, NOVATURAS AB SA. perceived as the largest tour operator in the Baltic States, i.e. in Lithuania, 
Latvia and Estonia. The shareholders of the company include: Central European Tour Operator S.A. with 70.72 
% of shares, Radvila Ugnius (9.49%), and company, Sumakaris Rytis (9.76%) and Paliunas Vidas (9.76%) 
(NOVATURAS AB 2018, pp.4-5). 
 
NOVATURAS Company offers a wide range of services related to the organization of tourist travels, including 
regular and charter airlines to more than 30 destinations in the world, accommodation in various hotels, 
organization of stay in tourist destinations within the Mediterranean Sea, North Africa, Middle East, Asia and 
Latin America, bus transfers and services of qualified tour guides and instructors.  
 
The diversification of their offer leads to minimizing risks related to changes in travel directions by tourists 
caused by factors beyond the control of tour operator. The most significant revenues, similar to Rainbow 
Tours, are generated in Novaturas Group from travels to the countries of southern Europe, i.e.: Tukey, Greece, 
Bulgaria and Spain as well as Egypt. In 2017, in total, as much as 87.8% of revenue was generated from travels 
to these destinations (NOVATURAS AB 2018, p.3). 
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NOVATURAS Group uses various distribution channels and sells their own tourist products through, i.e. 6 own 
travel agencies, 400 external tourist agencies, Internet platform and Global Distribution System (GDS) 
(NOVATURAS AB 2018, p.3). 
 
In 2017, the company stated that they employed 240 full-time employees (table 3) (Novaturas AB 2018a, p. 
93]. The Company does not provide information on the employment of seasonal employees in tourist 
destinations, but provides data on the number of employees working in particular entities within the Group.  

Table 3: The breakdown of employees of the Group NUVATURAS by companies  

The name of a company Year 
2015 2016 2017 

Novaturas AB 113 119 124 
Novatours SIA 49 54 70 
Novatours OU 25 23 21 
Aviaturas ir partneriai UAB 26 26 25 
Number of all full-time employees at the end of the period 240 222 213 

Source: (Novaturas AB, 2018, p. 93). 

Similar to Rainbow Tours, the management of NOVATURAS offers their employees a fixed and variable salary 
(employee bonuses), which has certainly good influence on the employees’ attitude to work and their 
identification with the strategic goals defined by the Company. The employees receive monthly and annual 
bonuses depending on the achieved financial results and planned sales objectives. Moreover, to motivate the 
management, the Company introduced motivation program, the Group EBITDA 2018-2020, which provides for 
additional bonuses and financial benefits for achieving the scheduled financial goals (Novaturas AB 2018a, 
p.114). 

5. Conclusions 
Developing personnel policy in a company requires from the management team significant knowledge and 
experience but also significant organizational, technical and financial resources. Unfortunately, micro and 
small companies do not have adequate resources and human resource potential to carry out such 
undertakings. Therefore, the analysis based on case study of the leading tour operators on the Polish market 
may constitute an example of good practice.  
 
It is surprising that in Poland the majority of tour operators include limited liability companies not listed on 
WSE in Warsaw. The economic entities operating on the tourist market in Poland still use only to a small 
degree the possibility to obtain funds for their business activity through the issue of shares on the public 
market, which is confirmed by the fact that only one travel agency with the Polish capital, i.e. Rainbow Tours 
SA is listed on . 
 
The conducted detailed analysis of human resource policies applied in Rainbow Tours SA Group indicates that: 
 

The Management of the Company is very serious about developing human resource policies and treats 
employees as important assets in building the company competitive edge on the market, what shows 
the actions taken by Rainbow Tours SA and NOVATURAS AB SA.  
the applied new employees recruitment process and their adaptation to new work stations provides 
atmosphere for building professional team of employees, which guarantees high quality of rendered 
tourist services. A good example of such activities there is the project entitled “Good Employer” and a 
package passed to the employees entitled Work Regulations and Vademecum of New Employee used 
by Rainbow Tours SA. 
The Management of the Company is aware of the needs of employees are provides them with fair 
remuneration and possibilities to develop and pursue their professional career, ensures employment 
stability, good atmosphere at work and counteracts the outflow of high quality employees. A good 
example is NOVATURS AB SA, where employees receive monthly and annual bonuses depending on 
the achieved financial results and in Rainbow Tours SA implemented the Motivation Program based on 
company shares. 
The Management of the Company devoted a lot of attention to applying anti-discrimination policies in 
various areas at the stage of recruiting new employees as well as during their employment. Both 
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studied companies declared the use of anti-discrimination policies both in the process of recruitment, 
as well as during the period of their employment. 
The studied companies follows thoughtful and multifaceted human resource policy which positively 
affects the motivation and morale of employees and may constitute good example for analysis and 
practice for other travel agencies operating on the Polish market. 

 
The above mentioned activities taken by the analysed travel agencies create conditions for building employee 
satisfaction from work and their sense of safety, stability, and the applied tangible and intangible gratifications 
may affect their satisfaction with private life. Motivated employees constitute the most important capital of 
the company and engage more in the company business activity as well as identify with the company business 
objectives. 
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Abstract: Contrary to the traditional conservation approach, that focuses on expert assessment and selective designation, 
economists tend to look at heritage as an asset that can be used by various stakeholders in a number of ways in order to 
most effectively fulfil their particular objectives. Cultural tourism is a context in which heritage plays an emblematic role, 
driving much of the tourist interest, specifically in Europe. Some of the latest issues at the intersection of tourism and 
culture has been overtourism at key heritage sites, caused by a variety of factors that comprise, amongst others, ICT 
advances and the social-media phenomenon. In many cases an instinctive reaction has been to impose ever stricter 
measures aimed at limiting practices that cause overtourism. This conceptual article probes a different solution. It 
proposes to embrace the ICT developments and, in particular, to approach the increasingly widespread tourist ‘selfie-
culture’ as a practical attempt to tell one’s story – in pictures. The article concludes that heritage managers could apply 
available technologies to design their own complementary narrative and, by co-creating the visitor experience, put the 
heritage assets to a new, effective use in the digital era. 
 
Keywords: cultural tourism, heritage management, overcrowding, selfies, storytelling 

1. Culture, travel selfies, and overtourism 
Culture evolves constantly and so do other phenomena that surround it. As much as the process coincides with 
or is driven by technological progress (Stone 2018), new technologies and new media are gradually adopted 
and applied by cultural organisations (The Economist Intelligence Unit 2016). This also applies to a variety of 
Information and Communication Technology (ICT) advances, that are increasingly recognised as having the 
potential to assist cultural institutions in realising their diverse missions.  
 
The tourist market is also generally in rise, insofar as it depends on the technology as well as on the global 
economic, political and social circumstances. Ever since the temporary decline, caused by the financial crisis at 
the end of the first decade of the 21st century, international tourism figures have shown nothing but a 
continued growth. In 2017 there were 1.3m international arrivals – 7% up from the previous year – and 
international tourists spent USD 1.3bn at destinations worldwide (UNWTO 2018). Many times over, tourism 
has proven to be a profitable business, however the growth of tourist numbers causes increasingly mixed 
feelings at top destinations. 

1.1 Motivations to visit heritage sites 
One of the most studied aspects of tourism has been the tourist motivation to visit. Amongst the key factors of 
domestic and international tourism, one that features prominently is culture – it is reported that cultural 
tourism accounts for almost 40% of all international arrivals (Richards 2018). In Europe only, the figure likely 
exceeds 50%, according to Europa Nostra (2005). However, it has been observed that tourists tend to blend 
the reasons and objectives of their travels, lately also mixing work and pleasure in a phenomenon called 
bleisure tourism (Lichy and McLeay 2017). Approximately 12% of all cultural tourists have a set, well-informed 
agenda to visit a specific place for explicit reasons, that typically include experiencing heritage assets on-site 
and in person (Richards 2003). Many other travellers will rather fulfil the description of casual cultural tourists.  
 
In as far as it is nearly impossible to identify all the reasons that motivate an individual to visit a particular 
location, studies highlight that, by and large, cultural tourists travel in search of aesthetic experiences, 
education and/or entertainment (Beaver 2005, Oxford Economics 2010, Richards 2018). Sometimes it is added 
(Poria et al. 2004) that tourists are motivated by their own past, and it is their own heritage and cultural 
identity that shape their experience and relationship with visited sites.  
 
Part of the tourist experience is to take photos of objects and sights. Travel photography is a recognised and 
much studied genre, largely belonging in the popular culture, and believed to reveal as much about the 
destination image as it does about the changing social values and discourses, which it reproduces and 
perpetuates (Urry 1990, Jenkins 2003, MacKay and Couldwell 2004, Garrod 2008, Donaire 2014). However, 
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recent years have seen increasing numbers of tourists taking photos of themselves at the visited sites (the so-
called travel selfies) and posting them on social media platforms. The phenomenon spread out so rapidly that 
2014 was declared by Twitter the ‘year of the selfie’ (Wendling 2014). At the moment of writing, there were 
over 376 million photos on Instagram with the tag #selfie (Instagram 2019).  
 
While researchers attempt to explain the selfie phenomenon (Sung et al. 2016, Chlebus-Grudzień 2017, 
Diefenbach and Christoforakos 2017, Sigala 2016, Sigala 2018), selfie-taking at tourism destinations has 
become so widespread that dedicated technologies were developed and marketed - such as selfie-sticks or 
autonomous drones with a built-in camera and programmed to follow the subject - to make the selfies easier 
to take but also more spectacular. The global selfie-culture tends to push some photo-eager tourists to 
trespass, invade others’ privacy or even risk their own lives for the perfect snap (Siegel 2015, Sigala 2018).  
 
Little wonder that the selfie-taking practice has become such an annoyance at tourist hotspots that regulations 
had to be imposed to limit it (Travel Weekly 2018, Sigala 2018). Nevertheless, it can be observed that the 
opportunity to take attractive selfies may be one of the key reasons to visit certain locations - in the same vein 
that for Urry (1990) tourism was “a search for the photogenic” (Jenkins 2003, p. 311). Indeed, it has been 
established that travel selfies are most often taken at unique and famous places, landscapes and monuments 
(Paris and Pietsching 2015).  
 
It is worth noting that selfies are not simply a commemorative act; instead, it is argued, they should be rather 
seen as an act of communication, a modern method of witnessing combined with attention seeking (Meese et 
al. 2015, Sung et al. 2016, Douglas 2017). Far from banal entertainment, or a sign of shallow engagement and 
selfishness, selfies can be described as “a complex assemblage of socialities, performatives, emotionalities, 
mobilities and technologies” (Paris and Pietsching 2015). The urge to take and post carefully curated selfies 
seems to result from a combination of peer pressure, popularity rankings and social alienation – with selfies 
taken at particularly picturesque locations having the greatest social value due to their sharability quality 
(Jansson 2018). 

1.2 Overtourism 
As the tourism and travel markets grow, more and more destinations see their capacity limits tested. Recent 
years have seen many a local community – outnumbered, crowded out from their usual spaces and stripped of 
their privacy – walk out in protest of the unrelenting and unchecked rise of tourist arrivals (Coldwell 2017). In 
response to the crisis, some local authorities have applied measures to curb or at least to redirect the surplus 
tourist flows. Since 2012 the experience has been known as overtourism (Goodwin 2017).  
 
Overtourism has been identified as an immensely complicated phenomenon, according to a 
McKinsey&Company report commissioned by WTTC (2017), and has been subject of a growing consideration 
from researchers and professionals alike (Milano 2018, Park 2018, Seraphin et al. 2018, Tourtellot 2018).  
 
Meanwhile, the pressure on people and infrastructure at the most recognisable destinations is growing and it 
seems to be more than coincidence that the most visited sites are those that are also the most frequently 
recommended and tagged on social media platforms. In particular, it seems that one of the reasons why some 
destinations are more often visited than others is their particular visual appeal, also known as their 
instagrammability (i.e. popularity in the service Instagram, see Hosie 2017, Schofield 2017, Tourtellot 2018). 
 
From the heritage management perspective overtourism creates significant challenges for visitor safety and 
site maintenance. It also poses a dilemma for the site interpretation: how to convey the key message, to 
communicate the significance, and to highlight the recognised value of heritage in a situation when - it may 
seem - it has been reduced to the role of scenography for individual moments of photographic experience?  

1.3 Where’s Wally? 
“Where’s Wally” is a popular puzzle book series created by Martin Handford in 1986 (Wikipedia 2019). The 
books feature a character named Wally (in other language versions also known as Waldo (US), Walter 
(Germany), Charlie (France) or Ubaldo (Italy)), who is pictured as a world traveller in various real and fictional 
locations, always dressed in red and white. The main attraction of the series is that they challenge the reader 
to find the protagonist (in most cases Wally himself, sometimes also other characters) in a complex and hugely 
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crowded setting. The concept has gained much popular culture appeal worldwide, including illustrated 
magazines, video games, a Google Maps game and even real-life recreations. 
 
This article proposes that Wally’s adventures may indeed serve as a metaphor for overtourism, and the quest 
to find Wally – as an analogy for the practice of taking travel selfies in popular, overcrowded destinations.  
 
Numerous similarities – the visually rich setting and the challenge to negotiate immense crowds, amongst 
others – make the parallel highly intuitive. And just as the intricate background features in Wally’s case, the 
landmarks in the background of travel selfies often seem of secondary importance, compared with the 
challenge to satisfactorily picture oneself. However, without them the entire endeavour wouldn’t be half as 
interesting. 

2. Heritage and selfies 
Heritage tourism can be described as one of the present-day uses of the past (Graham et al. 2000, Carman 
2005, Ashworth 2008). In line with technological advances, the array of possible uses of the past also evolve, 
leaving many site managers ill-prepared for the associated consequences (Mihelj et al. 2018). In terms of the 
selfie-culture, reactions of heritage administrators can vary from negation to enthusiasm (Siegel 2015, 
Chlebus-Grudzień 2018, Travel Weekly 2018). However, it can be argued that motivations of visitors are often 
misrecognised and misinterpreted. 

2.1 Heritage as stage, selfies as storytelling 
It must be remembered that the social media image is always to some degree curated and artificial (Szymanik 
2018), if only because users are constantly forced to choose what to share online. Travel selfies therefore 
highlight and intensify the central paradox of the tourist experience as being no more than staged authenticity 
(MacCannell 1976, Jenkins 2003). Moreover, considering that the visitor typically arrives at a given place driven 
by its existing, carefully selected, mediatised image, the selfie becomes another curated visualisation of what is 
in fact a staged reality designed to meet its own earlier reproductions (Anders 1980, cited in: Osborne 2000, 
Jenkins 2003).  
 
Seen this way, the actual authenticity of a selfie – as a sub-genre of travel photography – lies in its power to 
validate the authenticity of one’s visit to a given site (Hillman 2007). However, it carries an additional, unique 
storytelling potential in as far as it shows exactly what and how its author intended, including him- or herself, 
centre stage. As such, selfies are as good a tool to assess the popular reception and image of a place as is 
traditional travel photography. Also, a travel selfie reveals incomparably more about the self-image of the 
traveller than a traditional portrait taken by somebody else, thus largely contributing to the development of 
the theory of the tourist gaze (Urry 1990).  
 
Selfies can also be seen as an attempt to reinterpret and personalise a given cultural context (Chlebus-
Grudzień 2018). It may even be tentatively proposed that the practice of taking selfies at heritage sites, as an 
expression of one’s own, individual relationship with the site, is likely to be seen as an act of subvert defiance 
of the Authorised Heritage Discourse, typically based on expert opinion and universalised values (Smith 2006). 
Such perspective sheds a new light on the issues of heritage significance, as well as its use and interpretation. 
 
Therefore, rather than dismissing or trivialising some of the contemporary cultural tourist’s behaviour, this 
article proposes that within the paradigm of self-presentation the role of heritage can be described as a 
necessary element that co-creates the visitor’s own visual identity as well as their tourist experience. Just as an 
actor cannot deliver a complete performance without a stage, the heritage in the background of a travel selfie 
warrants its visual and social appeal. 

2.2 Experience by all means 
It has been of some concern that the strategic shift of emphasis in the management process from heritage 
conservation towards heritage popularisation – with increasing the number of visitors and the growing 
revenue in mind – might have numerous negative effects, threatening the inherent fragility of the heritage 
resource (Garrod and Fyall 2000, Stone 2006). Making a heritage site more instagrammable (increasing its 
potential to be photographed so that the photos could be shared on the Instagram platform) can be tempting, 
but it can also be found in breach of the existing regulations, as it has recently happened in the case of the 
painted steps in the Batu Caves in Malaysia (Stone 2018). 
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In the process of creating one’s self-image, tourists may only use part of the interpretative message of a 
heritage site or of its elaborate display. It may be argued that the declared significance of the site, and the 
spirit of the place will still matter, but the actual content and educational merit of its interpretation as well as 
aspects of its authenticity are likely to remain of secondary importance: merely a stage for the visitor 
experience (Koskowski 2017). Instead, for the self-presentation oriented visitor their heritage experience may 
be mainly a function of the site’s visual appeal and its social media image.  
 
From an economic point of view – particularly within the Austrian School of Economics – heritage assets can 
be of various use, and therefore of different value, to different stakeholders, depending on their motivations 
and intentions. It can be argued that the use value heritage represents to travelling individuals is entirely 
subjective and it can change in time, depending on individual circumstances and the current, personal order of 
preferences (Mises 1996, Rothbard 2009, Cantor 2009). The process of individual valuation of heritage is not 
limited to monetary expressions – on the contrary, as stated above, the social benefit of posting a sharable 
selfie might be well worth more than one’s safety. Also, individual judgments seem to evolve as long as the 
intellectual capacity, travel experience and cultural capital of the person expand (Rebanks Consulting 2009). 

3. Conclusions 
Cultural tourists’ behaviour and their motivations to travel vary and evolve. One of the unfortunate results of 
the recent confluence of affordability of travel, rising individualism and progress in communication 
technologies has been overcrowding at the most famous destinations. The article proposes that among the 
causes of overtourism is the role that cultural landmarks – primarily heritage buildings – play in the process of 
the visitor’s own self-actualisation. Attracted by other visitor recommendations and the rich imagery on 
popular travel websites and in a variety of social media, visitors arrive at given locations with an intention to 
share news about the visit within their social circles by putting themselves in the limelight – or, more properly, 
in the middle of a selfie. 
 
The practice has become so widespread that the selfie culture has been criticised for a number of negative 
impacts on the environment and on the image of the affected destinations, as well as on the experience of 
other visitors. The issue has only just been addressed by the academic literature. Most works focus on the 
Narcissist aspect of the selfie-gaze turn in tourism, but it can be also seen as an aspect of societal self-
presentation (Bogunia-Borowska and Sztompka 2012). Selfies are also described as an important element of 
one’s self-image in the lack of other traditional forms of creating one’s identity, such as approval of a given 
social group or belonging to a specific neighbourhood (Chlebus-Grudzień 2018).  
 
In this vein, this exploratory paper proposes that taking selfies at heritage sites can be seen a process of 
individual storytelling, with the story presented in images of self, with carefully selected backgrounds. In 
consequence of the role that selfie plays in validating one’s visit to the given site and in enhancing their social 
status, the heritage component in the selfie can be seen as crucial to justify the effort. As such, from the 
economic point of view, it represents additional subjective value for the person’s individual visual account of 
the visit, and also a real social ‘return on investment’.  
 
As a new, post-modern way of outward looking at the destination as well as an inward (self) looking of the 
traveller, travel selfies need yet to be studied more in depth, however it may be expected that such studies will 
offer new insight into public perception and valuation of tourism destinations as well as the inherent biases of 
the tourists themselves. 
 
The opportunities that the progress in ICTs creates for heritage management include better communicating of 
the value of heritage to younger generations, easing congestion on site by moving part of the interaction 
online, and extending the tourist season. Virtual technologies also carry the promise of expanding the heritage 
community by removing the physical and communication barriers. 
 
Referring to the ‘Where’s Wally’ metaphor, the currently dominant visitor behaviour at heritage sites seems to 
be more and more focused on ‘finding Wally’ rather than on exploring the background (in this case: the 
heritage site). Such individual, experiential performance represents a yet another stage in the process of 
democratisation of heritage use (Fairclough 2008), but it seems to confuse heritage managers as it stands in 
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opposition to their attempts to communicate the universal values and significance of the heritage assets they 
are responsible for. 
 
In this context the latest challenge of heritage managers may be to create a compelling story of their own and 
to design appropriate ICTs around it in order to co-create the visitor’s visual narrative. Doing so could change 
the rules of the game – instead of holding back in discontent while someone is ‘looking for Wally’, heritage 
managers could join in to create a new visual story together. 
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Abstract: Route as a tourism product can be perceived as a network of businesses where the existence of social networks is 
one of the determinants of the product competitiveness. Routes are made up of large numbers of micro-destinations, each 
of which is potentially willing to integrate its hotspots into the main trail’s attraction. Collaboration among all the 
institutions, touristic organizations, private stakeholders and public bodies is crucial to keep the route alive.  The use of 
business models in tourism is explored here through the case of the Via Transalpina, a transnational hiking route ranging 
from Trieste (IT) to Oberstdorf (DE) and covering a length of about 720 km (260 hours of hiking time) The business model 
of the Via Transalpina is the final result of the analytical process of studying the product, the target group, and the 
characteristics of local tourism supply and the creative process of defining a vision, mission and strategic objectives for the 
Via Transalpina. Along this process, the auto ethnographic work of experiencing the route, as well as the workshops held 
with the key stakeholders provided opportunities to understand the needs and arise the interests of all sides. The analytical 
and product development methods developed for the Via Transalpina along the creation of the business model for digital 
product are innovative and specific for route destinations.  
 
Keywords: business model, hiking route, transnational cooperation, Via Transalpina 

1. Understanding the theoretical framework of the business model  
The concept of business models has been widely discussed in the literature; however it is still relatively poorly 
understood. This might also be the reason why no clear definition of the phenomenon exists yet. Nevertheless, 
there have been numerous attempts to capture the true meaning of a business model. As Chesbrough and 
Rosenbloom (2002) posit, an Internet search on the term ‘business model’ resulted in 107 000 references and 
the number is still rising nowadays. In 1957 the idea appeared in an academic article for the first time 
(Bellman, Clark, Malcom, Craft & Ricciardi, 1957), however the actual hype around this buzzword is still a 
relatively young phenomenon and can be traced back to the dot.com boom at the end of the 1990s.  
 
However to attain a thorough understanding of its true meaning, it is advisable to start at the beginning by 
evaluating the two components of the concept, namely ‘business’ on the one hand and ‘model’ on the other 
hand. The latter is defined as “Graphical, mathematical (symbolic), physical, or verbal representation or 
simplified version of a concept, phenomenon, relationship, structure, system, or an aspect of the real world.” 
(Business Dictionary, 2014). The former describing “the activity of buying and selling goods and services, or a 
particular company that does this, or work you do to earn money” (Cambridge Dictionary, 2014). In the 
literature this led to a distinction into two differing views on the business model ontology. The first idea was to 
focus on the way companies do business (e.g. Galper, 2001), while in contrast, scientist such as  Osterwalder 
(2004) put an emphasis on the model aspect providing a conceptualization of the way firms create value in 
form of understandable frameworks consisting of varying elements and relationships that describe the 
organization. In regard to the first view, Timmers (1998) defines a business model as the architecture for the 
product or service which involves the different business actors, their roles and potential benefits as well as a 
description of the resources needed for revenues. Another approach is trying to see the business model as 
writing a story about the company (Magretta, 2002), which answers the most important questions already 
stated by Drucker (1995): who is the customer? And what does the customer value? Furthermore, a good 
business model also needs to take into account the financial aspect indicating how the firm makes money and 
how to offer an attractive cost structure to customers. Concerning the second view, putting an emphasis on 
the model aspect, literature offers a variety of so called meta–models including different elements and 
relationships which describe how a company does business. One example can be found in the studies of 
Chesbrough and Rosenbloom (2002) who indicate that a successful business model depends on the valuable 
commercialization of technical potential and therefore describes a business model as a “mediating construct 
between technology and economic value”(p.532). Furthermore, in their perspective a business model should 
include all of the following elements: value proposition, market segment, value chain as well as cost structure 
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and profit potential. Another example is given by Al-Debei & Avison (2010) who describe a business model in 
terms of a unified framework including the 4V (value proposition, value architecture, value network, value 
finance).  
 
Throughout the years there have been several attempts to create meta-models describing all important 
components that are valuable for the success of an organization (e.g. Gordijn & Akkermans, 2003; Amit & Zott, 
2001; Dubosson-Torbay, Osterwalder & Pigneur, 2002). Most of these authors put an emphasis on the 4V 
expanding their scope by adding additional aspects, but in general they all come back to the basic four.  
 
According to Morris et al. (2005, p. 727) business model has six fundamental components: Value proposition, 
customer, internal processes/competences, external positioning, and economic model and personal/investor 
factors.  Osterwalder & Pigneur (2010) describe the business model as set of nine elements.  The analysis of 
the business model as a framework helps understanding its component and their interrelatedness, and in turn 
makes the business model itself a useful tool for the management and optimisation of business decisions 
(Hacklin and Wallnöfer, 2012). Although business model definitions vary considerable, it is possible according 
to Stampfl (2016) catalyse five different roles attributed to business models by academics. Business models as 
a real-life phenomenon, as model, as a tool to structure organizations, as a mediator between technology and 
markets and as a strategic variable. Business model as a strategic tool is implemented also by Mohammadi et. 
all. (2018, p. 21) and their creative tourism business model suggests four components, which must be 
prepared – org ware, human ware, software and hardware.   
 
The specific role of a business model is highly context specific and thus depends on the particular focus of 
inquiry. The route can be considered as important transnational tourist product, which should provide value 
for customers and stakeholders. The business model in this case should articulate the logic, the data and other 
evidence, which support the value for customers and stakeholders. The objective of this paper is therefore to 
assess the following research question: How to develop a business model for a transnational route? As a 
consequence, the main aim is to investigate the process of business model creation and the feature of a 
business model especially designed for a transnational route as digital product.  

2. Case study description: the Via Transalpina and the original Via Alpina Yellow TrailTM  
The Via Transalpina is geographically corresponding and historically developing from an existing and already 
branded hiking route, namely the Via Alpina Yellow Trail TM. The brand name Via AlpinaTM refers to a network 
of five walking trails across the eight countries of the European Alps, covering more than 5000 km and divided 
into 342 day stages (www.viaalpina.org). The Via Alpina Yellow TrailTM is one of these five routes, crossing the 
three countries of Germany, Austria and Italy. The route was conceived in 1999, officially launched in 2002 
thanks to an Interreg project and then recognised by the Environment Ministries of eight Alpine countries of 
the Alpine Convention. In 2007, a second Interreg project helped to further develop the trail and its 
promotion, including a first mapping tool. Since 2014 the Via Alpina Yellow TrailTM has been managed by the 
International Commission for the Protection of the Alps, CIPRA International. The existing route included 40 
stages of different length and difficulty, ranging from south to north. It covered a length of about 720 km, 
corresponding to a total hiking time of 260 hours. Variety and richness in natural and cultural beauty were 
recognised as the strengths of the trail, both along the route and in the connected destinations. The trail 
crosses several epochs of human life in the Alps, from the prehistorical mummies of Ötzi and Mondeval, to the 
more recent medieval monasteries in Schnalstal/Val Senales or in the Province of Udine; from the histories of 
soldiers during World War I in the Dolomites, to the different UNESCO World Heritage Sites, among which the 
Dolomites are the most well-known. To enhance this value, some promotional material was already available: 
a travel guide with descriptions of the stages previously developed and a book entitled “Via Alpina – Gelber 
Weg: Von den Julischen bis in die Allgäuer Alpen”. However, the existing digital map available on the official 
website needed an update, both in terms of content and GPS data. Additionally, the trail was lacking a 
business model that could encourage territorial cooperation and businesses and it was having a low frequency 
of visits and a scarse promotion by local destination management organisations. This was the reason why the 
SilViAlp project consortium, funded through the European Union’s COSME Programme for Small and Medium 
Enterprises, decided to further develop The Via Alpina Yellow TrailTM within the time frame of the years 2014 
to 2016. The further development was targeted mainly to senior travellers, because of their increasing 
number. 
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3. Research Methodology 
The presented business model of the Via Transalpina has been developed in the framework of the SilViAlp 
project as the final result of a long series of analyses of the product, the target group, the characteristics of 
local tourism supply and the vision for the Via Transalpina, its mission and strategic objectives. A mixed 
method approach was implemented to analyse and develop the trail (Johnson, Onwuegbuzie, & Turner, 2007).  
 
The selection of a mixed method research design is motivated both by the research problem and the research 
question. Concerning the research problem, the business model literature makes reference both to qualitative 
and quantitative data source to create organisational and financial ‘architecture’ of a business. Both the 
assessment of the process and the output of the business model require a mix of subjective and objective 
knowledge generation, with measurements of technical route features and interpretation of unique selling 
propositions of the route. Finally, a concurrent mixed method research design was chosen, i.e. the quantitative 
(QUAN) approach and the qualitative (QUAL) approach occurred at the same time and the complementary 
QUAL + QUAN perspectives were explored together to answer the question on business model development 
for routes. The table 1 illustrates the mix of quantitative and qualitative research methods, as well as the 
amount of involved persons. Overall, quantitative methods were used to understand the tangible features of 
the route (the ‘hardware’), i.e. the location of the trail, the length and steepness of the stages, the attraction 
points available along or close to the route. Conversely, the qualitative methods were aimed at understanding 
and socialising the qualitative features of the route (i.e. the ‘software’), i.e. the perceptions, sensations, 
challenges and encounters possible along the trail. Workshops were also moments of self-reflection, where 
stakeholder could evaluate the past activities on the Via Alpina Yellow Trail and commit for new developments 
thanks to the Via Transalpina project. These data collection methods were all sources for the development of a 
SWOT analysis of the trail.  

Table 1: Research methods, subjects involved and description of activities 
Research method QUAN 

vs. 
QUAL 

N. of subjects involved Description of the activities 

GIS Mapping and 
calculation of 
technical route 
features 

QUAN 1 Technical calculation of distances, precise routes, steepnesses 
and points to access the route by public transport. 

Telephone survey 
to local 
stakeholders 

QUAN 82 valid questionnaires (out of 
125 invited institutions) 

The survey addressed the following topics: 
general information on tourism flows 
in the area; main tourist motivation; 
available tourist services, with specific 
reference to those applying to hikers, and 
existing knowledge about, and marketing of the original Via 
Alpina Yellow TrailTM. 

Auto-ethnography QUAL 1 Hike of one person along the whole route, with collection of 
visual material and development of subjective measures related 
to: the perception of comfort; the perception of the 
attractiveness/beauty of the landscape; the perceived cultural 
value of the route; the perceived inspiring power of the route  

Workshops QUAL 100 stakeholders during 5 
workshops hold in San Vito di 
Cadore (IT), Moggio Udinese 
(IT), Bovec (SLO), Trieste (IT), 
Karthaus (IT). 

The workshops encouraged interested stakeholders to actively 
participate in the implementation process of the project, and to 
validate previous results. 

Source: Own elaboration. 

4. Research findings and Business Model  
The adoption of the different research methods enabled to shape a new product resulting from the SilViAlp 
project on the original Via Alpina Yellow TrailTM:  the Via Transalpina. An all-in-one product for individual 
travellers, with special attention for the needs of 55+ hikers in terms of effort, comfort, safety and learning 
opportunities. The all-in-one product is not sold as a package, but is offered on a website or a mobile App (for 
iOS and Android) and is personalized through these tools, while all booking references to complete the 
booking are provided on external websites. Each detail of the product is personalized by the end user, 
according to the interest in the geographical area, specific topics or based on the degree of fitness. The high 
personalization allows one to adapt the existing route to fit individual needs, both in a technical and thematic 
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sense. The configurability of the route according to the target’s degree of fitness, as well as the possibility to 
personalize their own Via Transalpina depending on their own cultural or natural interests are therefore a very 
powerful tool to increase the accessibility and affordability of the route. The high personalization is achieved 
by splitting the trail into minimum geographical units (from one overnight opportunity to the next closest one), 
classifying each unit according to its degree of difficulty based on objective parameters, evaluating thematic 
highlights and developing a digital tool that enables customization of their “own” Via Transalpina according to 
the consumer’s own needs. This idea, as a secondary result, maximises the occupancy of bed spaces, since 
minimum units correspond to the distance between two overnight possibilities and specific stages might be 
formed by grouping several units, depending also on room availability on site. Based on the product 
developed, it was possible to shape the business model features. The map below (Figure 1) shows the update 
of GPS data and visualizes the encoding process of minimum length units across the route.  
 
A delicate aspect to consider when presenting the business model is the organisational structure that is and 
will be in charge of implementing the strategic plan as well as the time frame of the SilViAlp project. In fact, 
the consortium of the project was working until the end of November 2016 and will also be in charge of 
implementing part of the strategic actions in the 3 years after the project ends, mainly with reference to digital 
tool optimization, marketing and updating. After this date, the effectiveness of the model, and eventually the 
evolution into a business plan, will depend on the internal provision or external recruitment of grants. 
Therefore, the business model presented in this paper will focus mainly on the digital tools offered within the 
SilViAlp project designed to help visitors experience the Via Transalpina (i.e. on the App and website), and only 
when strictly necessary does it make reference to potential strategic objectives of the route as a whole.  
 
Nevertheless, it should be clear that the strategic objectives and the derived business model presented below 
are coherent with the overall aims of sustainable valorisation of the trail shared by the Via Alpina International 
Steering Committee. 
 

 
Figure 1:  Digital Map of the Via Transalpina 

Source: Own elaboration. 

4.1.1 Mission and vision of the Via Transalpina 
The business model is based on the mission and vision of the Via Transalpina. The vision that local 
stakeholders, as well as project partners and experts have shared is the following: 
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The Via Transalpina is a well-known, customizable, designed-for-all trail, which connects four Alpine 
countries, many cultures and a variety of Alpine lifestyles and landscapes. 

 
The main barriers to overcome in order to make this vision real are knowledge and supply quality barriers. 
Knowledge barriers refer to the notoriety of the trail for local stakeholders and tourists, as well as precise 
information about the route and on other available facilities and tourist attractions; supply quality refers to 
signposting, and also the quality, capacity and comfort of hospitality services and the presence of additional 
services, such as luggage transportation. According to these two main types of barriers, the mission of the 
SilViAlp partners is the following: 
 

Increasing the accessibility, the comfort and awareness of the Via Transalpina, as well as inspiring 
potential hikers to do the Transalpina Experience, crossing the Alps and their natural and cultural 
beauties. 

 
The mission is transformed into some main strategic objectives. Strategic objectives are expressed in a 
Balanced Scorecard.  The Balanced Scorecard represents a background study for the business model. 

4.1.2 A value proposition of the Via Transalpina 
The value proposition of the Via Transalpina, derived from vision and mission, can be expressed as follows: 
Experience the variety of Alpine environments. Cross the Alps on your personalized Via Transalpina The via 
Transalpina allows a unique hiking experience on the trail, based on a detailed database of digital and GPS 
information, a high degree of personalization and a reliable App-based system to cover the distance between 
Oberstdorf and Triest. Compared to other long routes, the Via Transalpina:  
 

Is a tailor-made route, which individual hikers can organise at their will; 
Can be experienced as a long distance hiking trail, but can also be understood as a collection of shorter 
stages of hiking experiences, to be undertaken as weekly breaks; 
Crosses a variety of landscapes, cultures and languages, which share the Alpine denomination, but are 
very different in their expressions; 
Accesses two outstanding World Heritage Sites ( Dolomites UNESCO WHS and Cividale UNESCO WHS)  
Connects the highest Alpine peaks with the Mediterranean atmosphere of the Adriatic Sea. 

4.1.3 The target of the Via Transalpina 
The target customer of the Via Transalpina is a hiker aged 55+, with a good or medium level of training. Using 
the traditional segmentation of the senior target group, this hiker is a baby boomer or young senior, who 
tends to be active in their lifestyle, familiar with digital technologies and interested in hiking. He/she is used to 
planning hiking holidays autonomously and uses a Smartphone in his/her daily life for communication and 
searching for information. He/she is fascinated by natural beauty and by rural culture and this is the reason 
why he/she likes undertaking multiple hiking tours during the year. He/she often travels off peak season, since 
a quiet environment and wild nature are a benefit to his/ her hiking holiday. He/she normally hikes in a small 
group of friends, sometimes as a couple. When he/she considers taking a hiking tour, he/she collects all the 
relevant information on the Internet, and only rarely buys books or travel guides.  

4.1.4 The key resources and partners of the Via Transalpina 
The key resources for the Via Transalpina are all assets (natural, cultural, human) required to offer and deliver 
the value proposition to the customer segments. The presence of natural environments with a particular 
status (protected areas, World Heritage Sites) enhances the significance of the key resources for the customer.  
 
Human resources, in terms of inhabitants of the territories crossed by the trail, represent the highest potential 
for this customer segment, both because the Alpine environment is a populated mountain area with a long 
tradition, and because traditions, expressions of local culture and manufacture are at the heart of the interests 
of the target group. Moreover, digital technologies (APIs in particular) need to be considered as key resources 
for the success of the project, since they allow the personalization of the product itself. A last key resource for 
the success of the digital product is high-quality descriptive and illustrative material, which enables digitally 
visualizing what in reality is on site. 
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The key partners to transform the outcome of the SilViAlp project into a successful product are not only locally 
based stakeholders  involved in the product development and marketing of the trail, but also international 
stakeholders, such as the exiting International Secretariat of the Via Alpina managed by CIPRA International. 
The technology partner that develops and maintains the website and App is also crucial.  

4.1.5 The key activities for the Via Transalpina 
The key activities that should be undertaken for the success of the Via Transalpina product, its sustainable 
development and marketing include awareness rising, both in hikers’ communities and in local stakeholders, as 
well as management of the digital tools (website and App), identity management, marketing and 
communication. The popularity of the trail among local tourism operators and Destination Management 
Organizations is quite low. Therefore, in order to transform the digital map and the mobile App into a success, 
the involvement of local stakeholders who are willing to promote the trail by embedding a personalized map in 
their own website will be crucial. The same strategic importance applies to international key partners, such as 
the Via Alpina International Secretariat, which should be involved in sharing the digital map on the official Via 
Alpina website, in order to avoid double (and not precise enough) information sources. Cooperation with the 
Via Alpina International Secretariat is also pursued in the identity management. There should be coherence 
between the original Via Alpina Yellow TrailTM in its original branding and the new product developed within 
the project, the Via Transalpina. Marketing and communication should take place with the support of digital 
platforms, such as Facebook or Instagram, with the aim of increasing knowledge about the trail, and the tool 
to personalize it. Personalizations, together with Alpine beauty, are the two main aspects to focus on in 
marketing. 

4.1.6 Customer relationships and communication channels for the Via Transalpina 
 Customer relationships are established between the technology partner of SilViAlp and hikers, with the aim of 
collecting their travel experiences, as well as obtaining feedback on the maintenance of the route, possible 
additional points of interest, and new functionalities of the App. The website, the App and the dedicated 
Facebook page are all instruments to create a community of interested hikers, which allows not only 
bidirectional relationships with the information provider, but also consumer to consumer exchanges of 
feedback, inputs and suggestions. 
 
 The value proposition is delivered to customers through digital communication and the distributions of the Via 
Transalpina App. Consumers (hikers) create the Via Transalpina product mainly through digital media 
platforms, particularly through the App and the website. The direct involvement of users is possible through 
comments, which, according to the principles of web 2.0, allow continuous development and updates of the 
information as well as community building among hikers. Moreover, the digital map is expected to be 
embedded into tourism boards’ and accommodation providers’ websites, so that the product is widespread 
among different highly visited websites. The Facebook page works as additional digital source to promote the 
website and the App, and should be a source for inspiration for potential hikers.  

4.1.7 Governance system behind the Via Transalpina 
The governance of project partners and local/international stakeholders of the Via AlpinaTM is quite complex.  
 
As far as project activities are concerned, the technology partner has committed to managing the digital 
platforms (App, website) free during the three years after project closure. Moreover, the Lead Partner will 
continue to coordinate the Steering Committee of the project for three years, with the voluntary participation 
of the remaining project partners. This pool of experts should form a team to support the Via Alpina 
International Secretariat, bridging the gap between international institutions and local tourism stakeholders 
and enhancing business opportunities along the trail. Once the project is finished, it is important to define a 
framework for continuing the project work and integrating results into the International Secretariat network. 

4.1.8 Financial issues on the economic sustainability of the Via Transalpina 
The creation, testing and launching phase of the Via Transalpina map and App were financed by the project 
grants, amounting in total to about € 250,000 After project closure, maintaining the digital tools as well as 
promoting and updating the App (corresponding to a staff cost of approximately € 5,000 per year) will partly 
be covered through internal funding by the technology partner of SilViAlp and partly through the introduction 
of advertising banners into the website. The Steering committee will continue working on a voluntary basis. 
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Figure 2: Business model 

Source: Own elaboration. 

5. Conclusions  
SilViAlp’s high quality lessons are principles extrapolated from multiple sources, during hiking, the 
participatory processes, the research on existing initiatives for senior tourism, and finally the preparation of 
the business model. The knowledge acquired on route management and the working schemes adopted for 
SilViAlp can be adapted and replicated in new scenarios along the Via Alpina Trails and in other hiking trails. 
Below are listed the main lessons learned during the project. 
 

1.  A hiking route can only be studied after hiking on it. The most powerful analytical tool during the 
project SilViAlp was hiking itself. This helped with understanding the technical challenges of the trail, 
but also revealed the most attractive landscapes and the most interesting attraction points, the most 
suitable accommodation places and the variety of culinary offers. Without the hiking experience and 
the evaluation of the trail through adequate indicators, there would have been no feeling for the 
possible organizational, management and technical challenges that may need to be faced. 

2. There is no route without hikers. To achieve success and to ensure a good maintenance status, a route 
needs to be hiked. Information and adequate technical devices are basic elements for hikers to start a 
long hike. In this sense, SilViAlp has clearly made a huge contribution to increasing the accessibility of 
the original Via Alpina Yellow TrailTM. Workshops during the SilViAlp project have also helped us to 
better understand who is the real average hiker along the Via Alpina Yellow TrailTM. Digital 
technologies allow continuous planning of the journey (e.g. room availability check, weather forecast, 
etc.) and reduce the necessity of advanced planning. Nevertheless, the SilViAlp workshops also 
revealed that some seniors are not familiar with digital technologies or are not willing to use them. A 
last aspect concerning hikers’ needs relates to off-season offers. An increasing effort needs to be made 
in terms of guaranteeing minimum services even in shoulder seasons, especially in the most remote 
areas. 

3. Senior hikers are not all the same. Literature and previous studies or projects confirm that SilViAlp 
might be the right project for some of the emerging targets within the senior age group: retiring baby 
boomers, young seniors and new-age seniors. These targets may be interested in technology and 
innovation and at the same time they may have the right physical conditions to hike along a long hiking 
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trail. Indeed, baby boomers do not consider themselves as seniors in the true sense. They feel younger 
than their real chronological age, and do not want to identify or mix with other older people. 
Moreover, although this generation is greying, they are increasingly enjoying active lifestyles, and 
travel remains a significant component of their lives. Young seniors seek new creative personal 
challenges and experiences that enhance their self-actualization, rather than bargain price packages. 
The new-age elderly are more independent and they would be less receptive to trips where everything 
is “done for them” than other groups of older consumers.  

4. Tourism facilities are necessary, but not enough. Good tourism facilities (comfortable accommodation, 
well-maintained routes) are basic requirements for hikers, especially for senior hikers. Without them, 
it is very difficult to attract the target. Nevertheless, the competition among routes is increasing and a 
good basic infrastructure is not enough to achieve success. There are plenty of “must hike” routes, e.g. 
E5, Alte Vie, etc., and hikers will choose which trail to hike based on several factors, which go far 
beyond the simple existence of basic infrastructure. A Unique Selling Proposition (USP) needs to be 
identified for the route, to achieve better positioning of the trail among the hikers’ community. Basic 
infrastructure (trail difficulty, access by public means of transport, accommodation facilities) is helping 
to shape the product, but the interactions with local farmers or shepherds add additional value to the 
hikers’ experience. Moreover, reliable and comprehensive information is crucial to increase the 
perception of safety along the route, to minimise unpleasant surprises while hiking. Storytelling and 
integrated information on the route can therefore make a difference, especially for non-package 
travellers. 

5. Routes are not patchworks. Routes are made up of large numbers of micro-destinations, each of which 
is potentially willing to integrate its hotspots into the main trail’s attraction. Nevertheless, the idea to 
squeeze each hotspot on the route into the final tourism product would not lead to success. Analysing 
a route implies understanding its USP not as the arithmetic sum of local attractions, but rather as a 
general, all-embracing topic to describe the experience of hiking. Therefore, the creativity lies in the 
ability to create a new, macro-identity, which somehow comprises the local micro-identities, but 
nevertheless has an outstanding value per se.  

6. Transnational networks require local work. Collaboration among all the institutions, touristic 
organizations, private stakeholders and public bodies is crucial to keep the route alive. Only if a good 
territorial network is ensured, can a transnational cooperation process grow. Workshops can provide 
excellent opportunities to stimulate the needs and interests of all sides.  

7. Marketing is crucial to achieve success. According to some exerts’ opinions, the main challenge, after 
creating a well-structured tourism product on the Via Transalpina, is the ability to attract new hikers. A 
marketing plan tailored to the needs of the target group is therefore crucial to raise interest and 
spread information about the Via Transalpina and the newly available digital tools. If the launch of the 
mobile App and website are not accompanied by a good marketing strategy, the risk of ending up with 
an unknown Via Transalpina in a few months is very high. To avoid this outcome, a series of actions 
should be targeted to specialized magazines and a digital marketing budget invested in order to 
address tailored user groups.  

8. Routes are cooperation chances at the EU level. A route that crosses different EU nations is a chance to 
create bridges and cooperation opportunities among different cultures. Product development activity, 
more than on other levels of cooperation, enhances the creation of a network of stakeholders, 
including SMEs. Senior tourism addresses a target that still needs to overcome linguistic and 
organisational barriers to travel across Europe at ease. The screening of the infrastructural stock, as 
well as the offer of high-quality and tailor-made digital services along the whole trail may help to 
overcome these barriers and encourage both transnational cooperation among tourism stakeholders 
and visits abroad for senior tourists. Both levels of interchange create interesting dynamics to increase 
territorial cohesion at the EU level. 

9. Success in route management requires continuity. Route management is a complex task. Not only 
because long routes cover a variety of territories with different cultures, languages and organizational 
settings, but also because the challenge of keeping these complex networks alive is based on collective 
will, on effective governance systems, and on transnational funding capacity. Continuity in financial 
and operational activities is be required to ensure success of the digital products and an increase in the 
number of visits, especially in the most remote areas. 

10. The Via Transalpina is a model for other trails. The analytical and product development methods 
encountered in SilViAlp are both worth implementing in other trails. The analytical part, based on 
hiking, assessing the trail through standard indicators and stakeholder involvement, and ending with 
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the SWOT analysis of the route, provided a first draft of the development opportunities for the route 
and the challenges to be faced. The product development part, based on smaller trail units, thematic 
offers and longer sections, produced a business model, which has been created based on the vision 
and mission and value proposition and strategic objectives formulated in BSC for the route as a whole.  
Having a clear picture of the starting point and the point of arrival is definitely the most important 
issue in route development.  

 
The proposed business model takes into account all necessary elements, which allow replicability of the Via 
Transalpina experience in other territorial contexts, given the necessary adjustments to local specificities and 
clearly identified target groups. Each route should have its unique selling proposition, it must have clearly 
identified tourist products and should ideally be very good signposted. Digital products such as Apps with 
detailed GPS data may help in compensating some infrastructural gaps, in case users are relying on 
smartphone technologies to plan and undertake their trips.   
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Abstract: Tourists have long used tuk-tuks as a convenient, cheap and enjoyable way to travel around when visiting many 
Asian cities. Significant changes in the tourism environment have led to challenges for the tuk-tuk workforce in some of 
their traditional cities of operation. This paper focuses on the tuk-tuk industry in Siem Reap, Cambodia, where an 
estimated 6,000 people make their living from tuk-tuk driving. Siem Reap continues to see a significant increase in tourists 
which is being met by investment in tourism provision including increased hotel construction and international air links. In 
June 2019, in-depth interviews were carried out with twenty tourism dependent Siem Reap tuk-tuk drivers. The aim of the 
research is to identify the recent key changes of tourism from the perspective of tuk-tuk drivers, and how these changes 
had impacted on their work and life. A range of changes in the tourism environment were identified including demographic 
changes of tourists, increased tourist use of social media and online accommodation booking, greater expectation of 
foreign language ability and recent market entry of tuk-tuk on-demand mobile apps. Impacts included greater periods 
waiting for custom, pressure to accept lower fares, general financial worries due to lack of guaranteed income, and 
pressure to work longer hours to the detriment of family life. Concern was expressed by participants for the ultimate 
survival of the city’s tuk-tuk’s industry. The research highlights the implications for a tourism dependent workforce in a city 
undergoing significant tourism development and linked economic generation. The study results suggest that it is the 
cumulative changes to a tourism environment rather than changes in tourist numbers which can have the greatest impact 
on a particular sector within a destination or city. The findings would be of use to public organisations involved in tourism 
development. 
 
Keywords: Cambodia; tuk-tuks; tourism environment; workforce; tourism cumulative changes  

1. Background 
Tourism as a tool of economic growth has been the focus of significant academic study. Pawson et al(2018) 
note that tourism is seen by the Government as crucial to the economic development of Cambodia specifically.  
 
Cardenas-Garcia et al (2015), recognised that tourism growth positively influenced the economic development 
of all one hundred and forty four countries included in their study. However, they did note that for less 
developed countries, including Cambodia, it can be argued that tourism is less effective than other potential 
economic activities. Furthermore, it has been noted that economic growth due to tourism does not necessarily 
mean that all of the community will see income rise, with the poorest most likely to lose out (Zhao and Brent 
Ritchie, 2007.) Mao et al (2013) took a particular focus in Siem Reap and concluded that poor residents 
struggle to share in the positive benefits of tourism such as income and job creation. Less attention has been 
given to identifying how specific changes in the tourism environment caused by tourism development have 
impacted on the work and life of a particular workforce. This focus on a certain workforce is even more 
pertinent in a city which, according to all signs and statistics, has undergone rapid and economically beneficial 
tourism development in recent years. Krippendorf (1987) highlighted the lack of homogeneity of destination 
residents and, although focused on grouping and analysing residents based on their shared perceptions rather 
than their shared occupation, Sinclair-Maragh et al (2015) has previously suggested this clustering of groups 
can be important to tourism development policy makers. In their study of impacts of events specifically, 
Fredline and Faulker (2000) also emphasised the importance of recognising the heterogeneity of a community.  
 
The heterogeneity of the wider tourism workforce within a specific destination should also be recognised, with 
Baum et al (2016) highlighting the complexity of the tourism workforce due to the wide range of sectors, 
organisations and individuals involved in a variety of roles and levels of formality within the industry.  This 
study does so by focusing on one cluster (tuk tuk drivers) allowing for an understanding of how recent changes 
to the local tourism environment have impacted on a select group. 
 
Recent years have seen significant growth in tourism in Cambodia as a whole, but more specifically in the city 
of Siem Reap, due to its close proximity to the Angkor temple network.  The national growth, and predicted 
future growth, is evident from a number of indicators as outlined in table 1. The importance of Angkor to the 
overall Cambodian tourism industry is illustrated by growth in visitor numbers and revenue. In 2016, visitor’s 
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to the Angkor Temples contributed USD$2.4 billion to Cambodia’s economy (WTTC, 2017). It is further 
demonstrated by the number one global Tourism Landmarks ranking given by TripAdvisor in 2018  
(TripAdvisor, 2018). 

Table 1: Travel & Tourism Economic Impact 2012-2028 (World Travel & Tourism Council) 
Performance 
Indicator (Real 2018 
Prices) (KHRbn) 

2012 2015 2016 2017 2018 (Estimated) 2028 (Forecast) 

Direct Contribution 
to GDP 

9,329.6 11,276 11,583 12,671 13,209 23,422 

Direct Contribution 
to Employment 
(‘000) 

999.5 1077.8 1089.5 1191.2 1241.5 1854.3 

2. Methodology 
Over a four day period in June 2018, 20 semi structured interviews with tuk- tuk drivers took place in Siem 
Reap. The interviews were facilitated by the Independent Democracy of Informal Economy Association (IDEA), 
a working group established in 2015 with the aim of promoting rights and living conditions of its members who 
work within the Cambodian informal workforce (IDEA, 2017). The decision was taken to pay the participant’s 
for their time during interviews to reflect potential lost earnings. There is a move in some qualitative research 
to provide monetary incentive for participation and this is seen as acceptable in some situations, although 
should be clearly stated within the research process (Head, 2009). A consideration of the research was the 
need for accurate translation at all stages of data gathering. Research has noted that instances of translation 
and interpretation within academic studies is not always made clear (Squires, 2009; Temple and Young, 2004).  
 
For the purposes of this study a local interpreter/translator was hired. To ensure the credentials of the 
contracted interpreter/translator several of their previous clients were contacted for testimonials (Squires, 
2009). As an extra step to ensure accuracy of translation, a sample of recorded interviews were translated by 
another Khmer national and accuracy was confirmed. (Woo and Twinn, 2004).  

3. Discussion 
The research identified five broad areas of recent change which, from the perspective of interviewed tuk-tuk 
drivers, had impacted on their working lives to some degree. 

3.1 Tourist Demographic Changes  
All participants commented on the changes to tourist numbers and demographics – specifically changes in 
nationality of tourists visiting Siem Reap. A majority claimed that international visitor numbers had in fact 
decreased in the city, which conflicts with the reality of significant year on year increases in recent years.  
 
(WTTC, 2018) However, some participants went on to reflect that it was fewer tourists making use of tuk-tuks 
rather than an actual decline in visitor numbers overall, while one commented that he realised that tourist 
numbers were increasing but it was becoming harder for drivers including himself to find clients. These views 
lead onto a change which most of the interviewees believed was having a significant impact on their level of 
business. It was apparent to them all that the nationality of visitors was undergoing a considerable shift. 
Generally, it was felt that there had in recent years a drop in visitors from Western countries, and a rise in 
visitors from Asian nations; particularly China. As shown in table 2, the most significant change in visitor 
numbers is indeed linked to different rates in growth of particular countries and geographical regions. The 
global growth of international tourist numbers between 2010 and 2017 was 114%, and the figure for the 
Chinese market specifically was 652%.  The growing importance of the Chinese market is recognised by the 
Cambodian Governments wider “China Ready” strategy which includes a target of two million Chinese tourists 
annually by 2020 (Black, 2018). 
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Table 2: Cambodia International Visitor Numbers (Kingdom of Cambodia Ministry of Tourism) 
Country of 
Residence 

2010 
(number and % 
share of total 
international 
tourists) 
(Leisure tourist 
only) 

2012 
(number and % 
share) 
(Leisure tourist 
only) 

2015 
(number and % 
share) 
(Leisure tourist 
only) 

2016 
(number and % 
share) 
(Leisure tourist 
only) 

2017 
(number and % 
share) 
(Leisure tourist 
only) 

China 138,012 
5.92% 
 

281,669 
8.56% 
 

596,737 
13.88% 

709,436 
16.07% 

1,038,444 
20.80% 

Europe (as a whole) 463,096 
19.87% 

560,584 
17.05% 

672,703 
15.65% 

724,627 
16.41% 
 

795,568 
15.94% 

Americas 182,850 
7.85% 

193,987 
5.9% 

285,601 
6.64% 

331,396 
7.51% 

353,042 
6.73% 

 
Although their work did not focus on Chinese tourists, Becken & Gnoth (2004) highlighted the links between 
nationality and preferred travel style. It was believed by participants in this current research that Chinese 
tourists booked all their travel through Chinese tour operators and did not want to use tuk-tuks. This reliance 
on Chinese agents to book most aspects of the trip, including local transport, has been previously highlighted 
(Nasolomampionona, 2014; Heikkila and Peycam, 2010). However others including Xiang (2013) have 
suggested that there is a growth in independent travel among Chinese tourists linked to a desire for self-
development and achievement through travel experiences. Others within the Cambodian tourism industry 
have also recently commented that the changing nationalities of tourists is as important as changes to tourist 
numbers when considering the impacts on tourism revenue (Southern, 2017). Chinese tourists were seen as 
spending longer in Siem Reap and go to the nearby Angkor Temples and other Attractions throughout their 
stay; however they travel on pre-arranged group tour busses. European tourists were more likely to use tuk-
tuks but very often covered the Temples and other attractions over a shorter period – often within one day.  
 
Several drivers said they often agreed a fare with European tourists for two or three days but at end of the first 
day the tourist would say that they had seen everything they wanted and only pay for that day. In all such 
situations it appeared the driver would accept the situation, and reduced fee, with minimum of argument.  
 
This research did not focus on demographics specifically so little attention was given to analysing the changing 
behaviour of the backpacker segment of visitors to Siem Reap. Backpackers can be considered as a longer term 
visitor to Siem Reap as the Angkor Temples have long been on the South East Asia backpacker route. From the 
researcher’s own observations, discussions with tourism workers across a range of sectors and the views of the 
participants of this study, it is evident that much of the tourism development of Siem Reap, particularly in 
terms of nightlife, has expanded and altered greatly. Although it can be argued that much of this development 
has taken place in order to meet the needs of a growing and more varied tourism market, it is suggested that it 
may also reflect the demands of a changing backpacker sector. Several participants commented that it was 
tourists who they referred to as backpackers who were most likely to complain, negotiate on price most 
determinedly and fail to keep to agreed bookings and arrangements.  

3.2 Foreign Language Requirements 
Limited abilities in speaking foreign languages was identified as a problem by the interviewed drivers. A 
number of studies have previously shown the links between language proficiency and earnings. (Morrow, 
2017; Budria et al, 2017; Yao and van Ours, 2015) Morrow (2017) looked specifically at links between English 
language ability and earnings of a range of tourism workers, including tuk tuk drivers, in Siem Reap. Morrow 
(2017) concluded that in the case of tuk tuk drivers, level of English proficiency had some, though not a direct 
influence, on earnings levels of tuk tuk drivers. However, the need of such workers to be friendly, talkative and 
knowledgeable in order to attract visitors was recognised. Morrow (2017) states that the low level of English 
ability and the relative high level of income in comparison to other tourism sectors in the city limited the 
ability to make a direct link between level of English and level of earnings. However, the most recent research 
here has indicated that other recent changes have made the level of language proficiency more important, and 
those tuk tuk drivers who lack the abilities, or confidence, in languages do suffer financially. Several stated this 
as they main reason for being in some degree of relationship with one or more hotels, as it did not require 
them to communicate directly with potential customer. This was despite the fact, working with a hotel would 
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result in lower level of income. The actual transactional model between hotel and tuk-tuk driver varied but 
would involve one or more of the following – driver paying a monthly fee to the hotel, paying a commission on 
each booking facilitated by hotel or the hotel taking a booking fee; which would usually be between 40%-50% 
of total cost charged to the guest. Many drivers commented that their lack of fluency in foreign languages – 
particularly English and other European ones – made them reluctant to approach tourists at the most popular 
tourist zones in the city such as “Pub Street” which is an area of bars, cafes and restaurants and the nearby 
Night Market; both of which attract vast numbers of tourists at all hours, especially in the early evening and 
into the night. This collaborates previous findings of Mao et al (2013).  The ability to learn English specifically 
was stated by several drivers when asked what one change would make their job easier and more profitable.  
 
Heikkila and Peycam (2010) have previously highlighted the need for investment in education and skills 
development for the local population of Siem Reap.  Only one participant believed that learning Chinese would 
be an advantage; which perhaps reflects the view that currently Chinese tourists are infrequent users of tuk-
tuks.  

3.3 Competition from Location Based Apps 
A specific recent change to the working environment highlighted by many drivers was the influx of competition 
from location based transport “apps” which follow the “uber2 business model. There are a number of such 
entrants within Cambodia, with PassApp being mentioned by several participants.  As well as being linked to 
app based booking platforms, these new competitors were seen to be cheaper, modern and safer versions of 
tuk-tuks which were more appealing to those tourists who would previously have used more traditional tuk-
tuks. It has been suggested previously that this emerging model is attractive to tourists as it removes the need 
of haggling over fare with drivers (Logan. 2017). Participants felt that they were excluded from employment 
with such companies due to their lack of technological confidence, foreign language abilities and concern over 
financial costs. These views differ from those of a leading location based company (Grab) which claims to 
support existing drivers to leave traditional tuk-tuk driving and join their organisation’s service (Black. 2018).  
 
The founder of another such company (PassApp) states he wants traditional tuk-tuk drivers to embrace the 
new technology as an opportunity or watch as their current occupation disappears(Spiess, 2018).  One 
participant reflected on how tastes change. He said that previously tuk-tuk’s were popular with tourists and 
seen as famous way to travel in Cambodia. He now felt that the modern versions such as PassApp vehicles 
were seen in the same way by current tourists. However, another suggested the Government should take 
proactive steps to ban these companies as he felt they were unfair to existing tuk-tuk industry. This participant 
was unable to elaborate further as to why he considered them unfair competitors however his views do share 
commonalities with concerns over the general growth of location based transport models in cities throughout 
the world (Knight, 2016).  

3.4 Social Media and Online Booking 
Many of the younger participants commented on the importance of social media as a means of finding clients. 
Several had a facebook page and they encouraged customers to leave reviews and comments as they felt this 
would help attract future clients. However, there was no clear evidence provided as to how successful this was 
as a marketing tool. This is perhaps unsurprising due to the sheer number of available tuk tuks, the informal, 
unplanned nature of tourist’s use of them, the low cost (and the negotiating strength of the customer) 
involved and no great level of danger or safety concern which would otherwise perhaps encourage tourists to 
base choices on existing reviews and recommendations. 
 
However, despite the lack of evidence and the factors outlined here, many of the participants felt that online 
presence was important and several of the older drivers believed that their lack of success in gaining 
customers was linked to their lack of social media and online presence. A further complication here for tuk-tuk 
drivers is the differences of online social media platforms which can be accessed by Chinese nationals.  
 
Another closely linked issue was commented on by two of the older participants. They stated that previously 
they would meet customers at the bus station who had no accommodation booked. A source of revenue 
involved recommending a hotel and on delivery, they would receive a small commission from the property. As 
most tourists, of all demographics including backpackers, now booked online in advance this additional 
revenue stream no longer existed to any great extent. The loss of these supply side revenue streams has been 
noted in similar contexts in other cities (Dahles and Prabawa, 2013). This change is recognised as valid 
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however, from the researchers own experience it is felt that this change predated many of the other ones 
raised, and it is therefore perhaps not as relevant when analysing the impact of recent cumulative changes to 
the tourism environment. The time of this particular change can perhaps be dated by the fact it was the two 
longest serving drivers (fifteen and eighteen years) who it raised it. 
 
. A final point here though is that it is important to note that all the changes identified here are continually 
developing at various rates of pace and in different manners, so no changes should be totally negated when 
considering the impact. 

3.5 Increase in Number of Tuk-Tuk Drivers 
Although there was a general recognition that there had been an increase in numbers of tuk-tuk drivers 
alongside the growth in tourist numbers, this did not appear as a major concern to research participants. There 
are now estimated to be 6000 tuk-tuk drivers within the city, many of whom have been attracted from other 
regions due to the economic possibilities linked to rising tourist numbers (IDEA, 2018). There was an overall 
acceptance that everybody needed to work for a living, and a reluctance to blame this influx of new drivers for 
the fall in their own revenue and client numbers. No drivers admitted to any conflict or bad feeling between 
drivers; and several referred to good or bad luck linked to how successful they were on a daily basis rather 
than linking business levels to increased driver numbers specifically.  Indeed, there seemed a high degree of 
group solidarity within tuk tuk drivers in the city as a whole, as previously found in groups of informal workers 
(Trupp, 2015). 

3.6 Impacts of Cumulative Changes to Tourism Environment 
The impacts of these cumulative changes on tuk-tuk drivers specifically are perhaps not overly surprising. All 
participants indicated that their revenue had been significantly reduced in recent years; and the drivers linked 
this revenue reduction with some, or all, of the changes to the working environment highlighted above. In 
simple revenue terms, it is recognised that research took place during the tourism low season where tuk-tuk 
drivers would expect reduced revenue. However, the research did indicate a significant reduction in revenue – 
both in low and high season. Quoted figures did vary (all in USD$), however $3 - $7 in low season and $10 - $15 
in high season was the range which compared to the recalled levels of $10-12 low season and up to $35 high 
season of only two to three years ago. These figures were collaborated with IDEA and were all seen as 
representative of the current and recent situation. While discussing financial changes, many drivers 
highlighted that as well as revenue falling, associated costs such as fuel and maintenance of vehicles were 
rising. Furthermore, all drivers claimed to owe money to banks and micro-finance institutions. Every driver 
interviewed admitted that they worried more about their financial situation now than they had two to three 
years ago.  
 
The nature of tuk tuk driving as an occupation in almost all cases means that work is not guaranteed. This is 
the case for all the drivers participating in this research. Even those who are in some degree of business 
relationship with hotels or tour operators have no guarantee of work on a daily basis. This situation has several 
consequences. Several drivers noted that it was not uncommon, particularly in low season, to go through a day 
with no clients and therefore no income. One commented that he used to regularly get ten customers a day if 
he desired but it is now difficult to get three a day. All drivers claimed to regularly agree fares with prospective 
clients which they considered very low but the alternative was perhaps turning down potentially the only 
client of the day. These factors lead directly to a consequence for family life, which is seen as part of wider life-
domain satisfaction (Woo et al, 2015).  Previously Ridderstaat et al (2016) concluded that economic growth of 
a destination did not seem to improve overall quality of life of local people.  Almost all participants stated they 
very rarely took a day off as they felt they couldn’t afford to miss an opportunity to find a client. Many 
expressed degrees of sadness and regret that they felt forced to choose between work and family due to the 
low level of income and the lack of guarantee over income levels. All agreed that a guaranteed level of income 
would have a positive impact on their situation; including allowing for clearer financial planning and family 
time.    

4. Conclusions 
This narrow focused research emphasises that the link between rapid tourism development and impacts on 
front line tourism workforce is a complex issue. This initial research has identified several current changes 
which the tourism environment currently at play in Siem Reap. It could be argued that some of these changes 
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are more important than others according to the perspective of the drivers interviewed for this research with, 
for example, the increase of Chinese tourists and the growing competition from location based transport apps.  
 
However, the key finding of the research is how a particular array of changes has a cumulative impact on a 
specific sector of the tourism workforce in a given city.  Tuk-tuk drivers in Cambodia appear as a sector of the 
tourism workforce which exist on the margins of the tourism industry with little structured, legitimate place 
within this framework, but still economically heavily reliant on the industry. They are a marginal group which 
had previously prospered relative to other tourism focused workforces in the city. However, due to the 
cumulative impact of recent changes to the local tourism environment, now face significant challenges 
including reduced income, longer working hours, financial stresses and impact on family life. Some of the 
participants added to previous findings by Parsons and Lawreniuk (2016) by recognising that there was more 
money coming into Siem Reap through tourism, but poorer groups within society did not get to share in this.  
 
Of the drivers interviewed, four suggested that tuk-tuks was unlikely to be a viable occupation within a year or 
two due to the factors outlined here, and they suggested that tuk-tuks may cease to exist as a form of 
transport in the city. This prediction is perhaps extreme and overly pessimistic however it does indicate the 
level of concern which the workforce has about the future of the industry.  
 
Although beyond the scope of this research, the question can be asked as to what cumulative impact these 
very same changes have had on other sectors within Siem Reap workforce and wider society. It is suggested 
that the changes would differ, perhaps significantly, depending on the sector which is under study. 

5. Future Research 
It is intended that follow up research will take place in Siem Reap, initially to carry out a wider, more 
comprehensive audit of recent changes in the tourism environment as it is recognised that a limitation of the 
previous research was it only identifying changes directly impacting on tuk-tuk drivers. Following this audit, the 
next stage will be to analyse the cumulative impact of these changes on several specific groups. Such groups 
are likely to include independent tour guides, small hotel owners and local tour operators. The ultimate aim of 
the proposed multi-stage research is to understand how the cumulative changes in a given tourism 
environment impact in different ways on specific tourism reliant groups in a destination. It should also be 
possible to identify which specific changes impact across several groups and therefore perhaps require greater 
level of attention. 
 
It is proposed that those involved in tourism development and its impacts should consider the value of 
identifying then managing the impacts of changes to the tourism environment. This proposal requires that 
future destination development focused research goes beyond identifying problems in terms of economic 
impact studies. As previously stated by Spenceley and Meyer (2012) it is important to also create drivers which 
can change problems once identified. The model here aims to link impacts to specific groups within a 
destination; while also identifying those impacts which affect across groups. 
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Abstract: In Spain, there are 43.564 supply services by type of disability, considering people with mobility impairments, 
people with walking  difficulties; people with hearing impairments, deaf (and people using sign language); people with 
visual impairments, low vision and blind; people with learning difficulties, including autism and other developmental 
disorders; People with asthma, allergies and food intolerance; people with long-term; people of very large or very small 
statute and small children; and people accompanied by a service animal.  (European Network for Accessible Tourism, 
2015). The aim of this study is to investigate accessible tourism supply services in Spain. The research adopts qualitative 
approaches with an exploratory model to examine the accessible tourism supply services also was conducted due to its 
relevance for using primary data. Five steps and associated data source were required.  Firstly, it presented the review of 
literature, as this search made use of a brief history of tourism and accessibility since Manila Declaration (1980). Thirdly, a 
questionnaire was designed to evidence an overview of suppliers by type of service Fourthly, the data were collected using 
a pilot survey. A questionnaire was sent to 32 accessible travel agents. Fifthly, the analysis of the results was described 
using content analysis technique of 18 valid questionnaires to define categories in order to derive patterns in the analysis 
and reporting of information. After compiling information, this study reveals that the quality of information provided is not 
enough for tourists with disabilities. Among the most predominant deficits are lacks in detail, specialized services, 
distribution of information, and communication strategies. The research confirms that many people with disability do not 
travel because of the facilities and services are not suitable for their needs. 
 
Keywords: accessible tourism, Spain; supply services.  

1. Introduction  
The connection between tourism and accessibility began with Manila Declaration in 1980, when the World 
Tourism Organization recognized tourism as a fundamental right for human development and recommended 
that the members states regulate tourist services by highlighting the important aspects of accessible tourism: 
The right to access, to holidays and the freedom of travel and tourism, a natural consequence of the right to 
work, is recognized as an aspect of the fulfilment of the human being by the Universal Declaration of Human 
Rights as well as by the legislation of many states. It entails for society the duty of providing for its citizens the 
best practical, effective and non-discriminatory access to this type of activity. Such an effort must be in 
harmony with the priorities, institutions and traditions of each individual country (Manila Declaration, 1980, p. 
2).   
 
Therefore, this issue has been discussed for tourism academic researchers and its professionals.   Smith (1987) 
was one of the first who examined the barriers and obstacles that affect disabled tourists. He categorizes them 
as intrinsic barriers, resulting primarily from the tourist's own levels of cognitive, physical, and psychological 
function; environmental barriers, consisting of externally imposed limitations; and interactive barriers, relating 
to skill-challenge incongruities and communication barriers. This line of research has been expanded, in 
summary, to economic barriers, rules and regulations, attitudes of travel, and hospitality of industry workers 
and safety (Murray and Sproats, 1990; Patching, 1990; Kauffman,1995; Darcy,1998; Anon, 1997). 
 
According to Burnett and Baker (2001), the Americans with Disabilities Act (ADA), in 1991, was the first to step 
toward implementing guidelines for hotels, travel agencies, and other businesses to make facilities more 
accessible for disabled persons, therefore regarding them as consumer. Another significant event was the 
Disability Discrimination Act (DDA), in 1995, in the United Kingdom. The DDA has brought attention to political 
and economic need for people with disabilities, especially from service providers and the tourism industry 
(Shaw & Coles, 2004). 
 
In general, there are several models of disability, however two main models have dominated disability studies: 
the medical and social models (Dominguez et al., 2003; Paar & Butler, 1999; Darcy & Buhalis, 2011), and as in 
comparison of two other models show an evolution in perception toward disability. 
 
According to Zajadacz (2015), each model of disability was based on a different paradigm which also 
determined the action connected to accessibility to public spaces, buildings or tourism services for people with 
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disabilities. The models, paradigms and concepts of disability are not homogenous constructed and changed 
according to country and society (Vila et al., 2015). 
 
The medical models derive from the WHO (1980) classification system for impairment, disability and core 
activity restriction (previously handicap). The medical approach to disability is featured by two components: 
the first locates the problem of disability within the individual as a personal tragedy; and the second, sees the 
cause of disability as the product of the abnormal body brought by the disease, illness or trauma (Oliver, 
1990).  
 
The social perspective defines disability as a product of the socially constructed disabling environmental and 
prevailing hostile social attitudes that oppresses, excludes and marginalizes disabled people from social 
participation (Oliver, 1990,1996). In this view, there is a focus on services providers and the removal of social 
and environmental barriers to enable full social, physical and leisure participation (Aitchison, 2003).  
 
People with disabilities include those who have long-term physical, mental, intellectual or sensory impairment. 
Others who may be included in this group, due to problems in accessing tourism products and services, are 
people with temporary disabilities, people with crutches, elderlies, people carrying luggage, small children or 
people who are big or small in size or stature (UNWTO, 2005). Also, studies carried out by Darcy & Dickson 
(2009) concern about 30% of the population will have access requirements at any point in time and most 
people will have a disability at some stage during their life. In this approach, are included ageing population, 
parents with young children who use prams, and their employees. 
 
According to Buhalis & Darcy (2010), accessible tourism is a form of tourism that involves collaborative 
processes between stakeholders that enables people with access requirements, including mobility, vision, 
hearing, and cognitive dimensions of access, to functions of access, to function independently, and with equity 
and dignity through the delivery of universally designed products, services and environments. This definition 
adopts a whole of life approach where people through their lifespan benefit from accessible tourism 
provisions. These include people with permanent and temporary disabilities, seniors, obese, families with 
young children and those working in safer and more socially sustainably designed environments. 
 
A significant amount of research has focused on the barriers to tourists with disabilities and in their 
experiences (Burnett & Baker, 2001; McKercher et al., 2003; Shaw & Coles, 2004, Yau et al., 2004; Card et al., 
2006; Chang & Cheng, 2011, 2012). According to Eichhorn & Buhalis (2011), the major barriers encountered by 
tourists with disabilities (TWD) are physical access, attitudinal barriers and lack of information. 
 
According to Hoyo & Valiente (2010), the difficulties experienced by TWD, when considered in the context of 
developing a comprehensive tourist experience, includes, above all, the general lack of information and 
knowledge about their actual needs. Unlike other tourists, the attributes of tourists with disabilities are not 
being catered because of erroneous or incomplete information.  
 
McKercher et al. (2003), examines the relationship between the travel trade and TWD in Hong Kong. The study 
had concentrated in four specifically issues: attitudes, products offering, quality of information provided, and 
communication.  
 
The results are described as first, the negative attitudes and discrimination toward tourist with disabilities by 
travel agencies. Second, the tour packages are inflexible, and the itinerary usually involves multiple short stops 
during the day, hence, the majority of tourist with disabilities could not participate fully in all activities. Third, 
the quality of information provided was perceived as inaccurate and incomplete due to difficulties in obtaining 
all TWD related information decisive for trip planning. Fourth and finally, personality, assertiveness and so or 
not, the disabled tourist has the right to participate fully in travel influence of the communication process. 
 
The process of becoming a TWD active is a challenge; it is not an automatic process for such people. The travel 
agency sector is an inhibitor to travel, rather than a facilitator. People with disabilities have more things to 
consider and more challenges to face before and during a trip than those without it. Indeed, it is sometimes a 
challenging personal journey (Yau et al., 2004). Further, being a TWD is more than just removing physical 
barriers, the process of re-entry into tourism involves personal initiative, accurate evaluation of one’s own 
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capabilities, the ability to collect accurate information, managing the trip, manage oneself, and reflect on 
experiences (Yau, et al., 2004).  
 
By consider attitudinal barriers issues, Daruwalla and Darcy (2005), argue that operators and service providers 
need to be moved from the mindset of just wanting to meet their legislated human rights obligations to an 
exemplary service provision. As they do when focus on any market segment, service providers need to 
internalize a more holistic vision of an attitudinal modification to accommodate the accessible tourism 
experience.  
 
Taking into consideration the airlines companies and its services, TWD and their needs, Cheng and Chen 
(2012), examine this in two studies, first, air transportation services procedures, and second, the supply-side 
perspective focused on aviation industries that have experience in serving impaired air passengers in Taiwan. 
In the case of air passengers, barrier-free ramps are critical to the tourist with disability, therefor, is extremely 
important to ensure that access to the ramps are not blocked. To make further improvements, airport 
authorities might consider placing wheelchairs or other equipment near the entrances or exits of such ramps 
for the customers to use. Such value-added services would enhance the mobility of the TWD (Chang and Chen, 
2011). 
 
Having all these in mind, in the European Union (EU), there is a legal obligation for airline companies to accept 
a reservation and to board passengers with disabilities since 2007. Some exceptions to these rules to meet 
non-discriminatory safety requirements established by international community, or national law, or in order to 
meet safety requirements established by the authority that issued the air operator’s certificate to an air 
carrier. By this time, airline companies and their agents, must make available information in accessible formats 
on these safety rules, and this information also must be available in the same language as the nondisabled 
passengers (Regulation (EC) No. 1107-2006).  
 
The economic perspective of current and future demand of accessible tourism in Europe and beyond was 
investigated by the GFK (2015) and partners. This study has shown that the market size for accessible tourism 
in Europe amounts to over 740 million trips a year (day trips and overnight trips combined) based on an 
analysis of the travel tendency of disabled and elderly people in the EU Member States. The direct economic 
contribution, in terms of gross turnover (output), of the EU’s accessible tourism by people with access needs 
within the EU was estimated as €351,936 million in 2012. 
 
Particularly in Spain, tourists with disabilities can generate considerable profit for the tourism sector. Their 
average expense is higher than non-disabled European tourists (all holiday trips with a cost of 76.86 US$/day, 
domestic trips with a cost of 54.18 US$/day, and outbound trips with a cost of 97.02 US$/day, in 2008) 
(Eurostat, 2010). 
 
Having these studies in mind, the aim of this paper is to study  the products and services supply in the segment 
of accessible tourism, taking into consideration the case of Spain.  

2. Study Method 
This research was conducted due to its relevance for using primary data of accessible tourism products and 
services offered in Spain. Content analyses was conducted according to Bardin (1994), organized in three 
phases: 1) Pre-analysis (floating reading, choice of documents, preparation of the material, reference of the 
indices and the elaboration of indicators); 2) Exploitation of material and 3) Treatment of results, inference 
and interpretation. Thus, five steps and associated data source were required to perform on this task as listed 
hereafter.  
 
Firstly, a literature survey was carried out, as this search made use of a brief history of tourism and 
accessibility since Manila Declaration (1980). Articles that focused on the barriers to tourists with disabilities in 
the market, disabilities models, and data compilation of the challenge to become an active TWD were 
presented. All of the selected journals were accessible electronically, and a search was conducted using the 
keyword “accessible tourism in Spain”. The documents European Commission (2010), European Network for 
Accessible Tourism (2015), European Commission (2013) were consulted.  
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Secondly, the focus of this study was presented with the selection of travel agencies in Spain (key informants). 
The collection of data came from members of state tourism organizations, non-profit association, and 
government disability representatives from Spain, such as Governmental Representative Platform for People 
with Physical Disabilities (PREDIF); National Organization of Spanish Blind People (ONCE).  
 
Thirdly, a questionnaire was designed and questions were derived from four categories: types of disabilities, 
group of costumers, product/ services and regions.  
 
Fourthly, the data collected were taken in two moments, as follows. One, a pilot survey was carried out to 
investigate the clarity of the questionnaire structure. Therefore, it was sent to some different accessible 
tourism travel agencies in Spain, during April and May of 2016. And two, a final questionnaire was sent to 32 
accessible travel tourism agencies from Spain by Google Documents, during May and July of 2016. Also, phone 
calls had to be made to achieve the final feedback. Additionally, data was collected from websites of services 
providers for more details, focusing in forth category.  
 
Fifthly, the analysis of the results was described and interpretation take into four categories: 1. types of 
disabilities; 2. group of costumers; 3. product/ services and 4. regions. 

3. Study Results 
The results regarding category one revel five types of disabilities works by accessible travel agencies in Spain: 
mobility, intellectual, sensory, visual and organic. Mobility disabilities are covered by 17 travel agencies; 
intellectual and/or mental disabilities by 13; sensory (people with hearing impairments, deaf, and people using 
sign language) by 12; visual disabilities by 10, and organic (allergies and food intolerance) by one travel 
agencies. No one of travel agents reported services providers for of very large or very small statute and small 
children; and people accompanied by a service animal.  
 
Regarding allergies and food intolerance travels, one of interviewed commented about the Food Allergy 
Research & Education (FARE) guide. It provides helpful tips while traveling to Spain as well as more information 
on understanding food labels and dining out at restaurants. The guide advises to tourist with allergies reading 
food labels on packaged food is an important part of managing food allergies and avoiding the allergen. 
Communication between restaurants and customers with food allergies is essential to a safe dining 
experience. 
 
There are basically three groups of costumers divided in accessible tour groups, individual users, and 
associations for the disabled tourist. Organized accessible tour groups are covered by 15 agencies; individual 
users by 18 and associations for disabled by 16 accessible travel agencies. In Spain, there are some important 
associations that work for disable people and travel agencies: Governmental Representative Platform for 
People with Physical Disabilities (PREDIF); National Organization of Spanish Blind People (ONCE); ONCE 
Foundation for the Cooperation and social Inclusion of Disabled People; for the attention of Deaf Blind People 
(FOAPS) and Association for People with Medullary Injury and Severe Physical Disabilities (AYSPAM). At this 
point, it is interesting to underline that since 2002, PREDIF, is developing to the accessible tourism market a 
program for those groups of tourists with disabilities and their right to autonomy and standardization. Their 
activities are aimed at the public and private tourism sector, tourists with disabilities and their companions. 
 
In 2007, a technical advisor service of accessibility was created to assemble several organizations, public and 
private, from different fields, such as urban planning, construction, transport, health, tourism, culture, 
education, and sports. These organizations are the Association for People with Medullary Injury and Severe 
Physical Disabilities (ASPAYM) and the Federation of Coordinators and Associations of People with Disabilities 
from Spanish Autonomous Communities (COAMIFICOA). All this evidence thus suggests that, with these 
services, PREDIF has been an advisory agency on accessibility, supported by its knowledge and experience in 
accessible tourism. PREDIF supports the increasing demands of people with disabilities and international 
market supply. Moreover, PREDIF was created, with the support of the Vodafone Spain Foundation, an 
innovative service: the first mobile app accessible tourism worldwide: TUR4all. Nowadays this application has 
the support of the Ministry of Tourism. 
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Regarding the kinds of products and services provided for TWD, Spanish accessible travel agencies were 
required to present different possibilities for disabled consumers, such as: package accessible tours  (13); 
accommodation (17); tours groups (18); travel assistance (6); accessible hot air balloon flights (1 ); plane 
tickets (8); shuttle transportation (1); cultural entertainment (1); outdoor and adventure activities (1); and the 
Route of Santiago de Compostela (1). 
 
It is important to highlight the innovative service in the Catalonia region to physical disabilities or reduced 
mobility with the adaptation of hot air balloon flight.  Due to its special seats and wheelchair systems 
configuration this kind of product is a classic example of universal design based on seven principles to facilitate 
equitable access across the lifespan that are equitable use, flexibility use, simple and intuitive use, perceptible 
information, tolerance for error, low physical effort, size, and space for approach and use.  
 
Moreover, the accessible travel agency above mentioned offer services and installations totally adapted in 
Catalonia region, as well as the possibility to fly over La Garrotxa Volcanic Zone Natural Park.  
 
 Spain has tourists regions and the next steps are improving the quality of accessible provision through 
adopting a universal design approach and accessible information provision.  
 
In Sierra Nevada, Granada services were found that are suitable to all potential users and incorporates the 
accessibility requirements of people with the widest possible range of abilities. It concerns about classes of 
skiing for people with all types of physical and developmental disabilities with special equipment and 
instructions like visual impairments, physical and developmental disabilities for people with amputation, 
including paraplegic and tetraplegic. Participants were asked in which regions of Spain they operated. The 
answer ranged among twelve touristic regions.  
 
After identifying and analysing the data provided about regions of Spain, it is important to highlight four 
regions: Catalonia, Basque Country, Canary Islands and Madrid. 

 

Figure 1: Catalonia region Accessible Tourism Map 

Source: http://turismeperatothom.catalunya.com/en/destinacions.php 
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In Catalan region ( figure 1) Barcelona is the main tourism destination with more attractive qualities for TWD. 
Barcelona has achieved an elevated level of provisions in terms of general accessibility of the built 
environment, accessibility information and itineraries for visitors, a well-planned and accessible public 
transport system and adapted services for TWD. These services justify the presence of the majority accessible 
travel agencies.  Indeed, the Catalan region has a well-developed range of accessible and inclusive destinations 
with activities and venues for TWD.  
 
There are accessible travel options from the port into Barcelona city center for cruise ship tourists from Spain, 
Europe and overseas.  Barcelona as an accessible cruise destination, explores the extent to which people with 
disabilities and other specific access requirements are catered for within the growing cruise passenger market 
and the quality of the shore-side experiences in the city and surroundings, disabled cruise tourist do not need 
to make any advanced reservations to use fully accessible routes into the city center.  
 
Regarding the Canary Islands, the European Commission considered the city of Arona as one of the first and 
leading examples of accessible tourism in Spain. In 2003, Arona, situated in Tenerife Island, started the 
Accessibility Plan of adaptation improving accessibility of its beaches.  
 
The European Commission (2010), related the keys factors that transformed Arona in a success of accessible 
tourist destination to its technical support provided by the Municipal Board of Tourism with a department with 
technicians and professionals working full-time that deal specifically with accessible tourism; the collaboration 
of the tourists themselves, the Board of Tourism has established a close and ongoing relationship with a group 
of tourists with reduced mobility who visit often and who give feedback on the problems of accessibility; 
bench marketing learned through the experience and mistakes of other tourist regions regarding accessibility, 
and also the technicians who visited and analysed other destinations like Autonomous Region of Valencia and 
the City of Glasgow, Arona’s Board of Tourism has organized and training people with courses at raising 
awareness, and others specific for hotels, restaurants at businessmen and customer care staff, municipal 
technicians and architects; information and promotion of important trade fairs and international congresses 
such as FITUR, IBT, WTM,  
 
Arona was planned an Integral Accessibility Scheme providing urban planning barrier-free, accessible buses, 
adapted taxis, sensorial communication (accessible website, mobile phone adapted), accessible beaches with 
promenades and public roads, beachfront nearby parking with reserved parking spots, crutches ad amphibian 
wheelchairs, wooden fixed pathways, adapt showers, and among others. One point that must be highlighted 
here is how cooperation between the different stakeholders from public and private sector had increased 
accessible tourism offer in Arona, such as Los Cristianos and Las Vistas beaches. Both are completely 
handicapped adapted beaches because they achieved a cooperation initiative between Arona Town Council 
and SIMPROMI (Insular Society to Promote People with Disabilities). 
 
Regarding the capital of Spain, Madrid, it is among the most popular city destinations in Europe. By overnight 
stays 15.2 million of TWD per year (European Commission, 2014).  Madrid and Barcelona are Spain's main 
cities and also its most accessible destinations. Regarding that, Accessible Tour Operator of Madrid won a Tour 
Operator of the Year - European Awards 2017 (Enat, 2016).  
 
Concerning Madrid, the city had trained and register professions to this kind of service called personal 
assistance to assist the TWD since 2013. This professional has been trained to be able to do all kind of services 
such as shopping, personal care, transferring, preparing and taking medications, skin care, positioning, bathing, 
dressing, grooming, toilet assistance, transportation by pushing a wheelchair, guiding, assisting with transitions 
and transfers, and driving. On the other hand, although often tourism agencies are struggling to focus on 
emerging and growing market niche, there is a need to consider further discussing attitudinal barriers. As 
argue operators and service providers need to be moved from the mindset of just wanting to meet their 
legislated human rights obligation to exemplary service provision.  

4. Conclusions  
The market of disable tourism merely provides general statistics, thus, it is not possible to verify accurate data 
of specific segments in Spain. For instance, literature review is usually based on online sources and it do not 
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consider equipment and tourist facilities for the demand. Furthermore, it is challenging to collected data from 
government institutions as they are not concerned about standard information.  
 
The design of accessible tourism products and services need a specialization for each kind of disabilities, which 
requires planning and deep knowledge of the difficulties and restrictions of all the disabilities (mobility, 
sensory, communication, and cognitive).  
 
This paper highlights some innovative products and specialized services providers. Both confirm that the 
search of specialized services will change the way global communication between accessible travel agencies 
and consumers, TWD, is established and how the relationship with service providers is built and promote 
loyalty. 
 
When exploring the future of accessible tourism in this field, planning and designing integrated accessible 
itinerary between Spanish clusters of accessible destinations is a key factor to improve accessibility to facilities, 
to transportation, and to attractions, with the aim of connecting touristic regions to increase its 
competitiveness. 
 
Strengthening inter-institutional partnership of Spanish and European touristic regions with focus on 
segmented demand, for each kind of disability, is an important methodological tool. Hence, there must be a 
series of integrated strategies connecting Spanish accessible tourist regions with other countries in the future. 
This cooperation will enhance the qualification, diversification and design of new accessible tourism products 
within The European Union.  
 
Finally, the study raises several challenges to further investigation. Travel trade was the focus of this study.  
Clearly, an additional study is necessary to examine this issue from the perspective of the demand. Business 
people are only concern about profitability.  
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Abstract: Business tourism contributes with an important weight for the tourism revenues and is a segment with great 
potential for development in the city of Porto. Business tourism encompasses a variety of activities, ranging from specific 
support services and venues, such as hotels and conference centres, to complementary activities related with food and 
beverage, leisure and cultural animation, recreation and sports, among others. Its strategic importance has being 
recognized through the increasing attention paid by destination management organizations as well as by its identification 
as a strategic product for the Portuguese tourism in the National Strategic Tourism Plan. This article intends to explore the  
potential of business tourism in the city of Porto. The Delphi technique was used to explore the main stakeholder’s 
opinions and attitudes concerning the identification of proposals and product development measures in this territory. 
Findings suggest that stakeholders hold positive perceptions about the potential of Porto in this tourism segment and, as a 
way of empowering it, recommended a set of strategies for its development, such as the investment in a new convention 
centre adequate to hold larger business events, deeper collaboration between leisure tourism and business tourism 
agents, more involvement of local stakeholders and better understanding of business tourism market and tendencies. 
Countering these opinions may prove important for successful influencing the promotion of the business tourism in Porto. 
 
Keywords: Business Tourism; Development strategies; Delphi technique. Porto. Portugal. 

1. Introduction 
Business travel spending (inbound and domestic) generated 22.5% of direct Travel & Tourism GDP worldwide, 
expecting to grow by 3.8% in 2018 (WTTC, 2018). The low seasonality, the controlled environmental impact, 
the higher revenue for accommodation and meeting venues, the high demand for food and beverage, the 
boost in leisure activities and the relative resilience to the current economic crisis, are some main factors that 
make Business Tourism so attractive to destinations. This reflects the potential of Business Tourism for local 
and regional development and the importance of providing an excellent service to visitors to ensure high levels 
of satisfaction. High levels of satisfaction usually mean very positive promotion of destinations and higher 
possibility to visitor’s return, either for Business purposes or Leisure motivations. That’s why Destination 
Management Organizations (DMO), and more specifically the Conventions & Visitors Bureaus (CVB), play a key 
role in the supply side through management, planning and development of tourism destinations, especially 
those which want to position themselves as successful Business Tourism destination. This segment is very 
important not only for major urban centres with higher capacity for accommodation and venues, but also for 
smaller urban areas or other touristic places associated to high seasonality demand patterns, such as beach 
resorts. In these cases, Business Tourism is seen as a strategic tourism product to increase room occupancy 
and revenues in low season.  
 
According to the United Nations World Tourism Organization (UNWTO, 2016), in 2015, the overall number of 
international arrivals of tourists reached 1,186 million, representing an increase of 52 million over the previous 
year, a growth of about 5%. It corresponds to the sixth consecutive year of above-average growth after the 
global economic crisis of 2009, with international arrivals increasing by 4% or more every year since 2010.  
 
Business Tourism accounts for 14% of global international arrivals, while Vacations, Recreation and Leisure 
travel account for more than half of the global number of international arrivals (53%). Travel for other reasons, 
such as visits to family and friends (VFR), religious reasons and pilgrimages, health and wellness treatments, 
among others, represent 27% of the overall value (UNWTO, 2016). 
 
Considered one of the main tourism segments, which is expected to grow by around 3.1% annually by 2030 
(UNWTO, 2011), Business Tourism has a very important connection with Leisure Tourism, and it is often found 
that the duration of the stay in the destination is extended beyond the duration of the business event or the 
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professional requirements so that the visitor can know the region and its attractions.  The possibility of 
returning, this time in a context of tourist leisure, or the promotion of the place where a business event took 
place in the circle of influence, reflect the potential of Business Tourism for local and regional development. 
Thus providing a service of excellence to visitors both in the Meetings Industry and/or in the other tourist 
activities associated with the territory is crucial. 
 
It is also important to highlight the importance of the national and international projection of business events, 
especially large ones, thus contributing to greater tourism promotion and enhancement of the territory as a 
reference destination. As recent examples of greater projection we have the International Rotary Convention 
(2013), which had about 30,000 participants, or the Web Summit (2016-2018) held in Lisbon which had 
reached this year around  70,000 participants. 
 
In Portugal, some strategies for the development of Business Tourism have been developed specifically 
through the National Strategic Plan for Tourism (PENT, 2007) and more recently the Tourism Strategy 2027 (ET, 
2017) published in Diário da República on September 27, 2017 - World Tourism Day. Both documents highlight 
the need to qualify infrastructures and support structures, reinforce the proactive capture of events and the 
creative development of offers that contribute to provide memorable experiences to the participants. In this 
context, the CVB play a fundamental role in the structuring and promotion of the offer, in the projection of 
territories as business tourism destinations and in the prospect and capture of business and visitor events. Its 
activities involve the structuring and promotion not only of accommodation and meeting spaces (and other 
events) of the territory where they are located, but also of the offer related to leisure and entertainment, 
always acting in a perspective of interaction and representation of interests the region itself and the different 
agents that are part of the organizational structure in order to make the offer more sophisticated, enriching 
the experience of the visitors outside the meetings or other business events. It is therefore not surprising that 
different stakeholders, namely destination management companies and organizations, have been devoted to 
the Meetings Industry. This segment is generally associated with destination management processes and the 
development, planning and definition of tourism destination policies, thus becoming a factor of 
competitiveness and sustainability of the destination.  
 
The research presented in this article focus attention on the city of Porto, Portugal's second largest city in 
terms of projection and relevance, Porto is a very favourable destination for the development of Business 
Tourism. The main propose is to promote a reflection and debate concerning a tourism planning to develop 
the Meeting Industry of the city. In this context, it is important to explore the attitudes of the stakeholder’s 
directly involved in this tourism segment. This research is particularly relevant for the Porto city for two main 
reasons. First, the city has a reference venue, which consists of the Alfândega do Porto Congress Centre, which 
over the last years has been recognized nationally and internationally with the awarding of several prizes 
(Europe's Best Meetings & Conference Centre in 2014 and 2015, by Business Destinations, Best Congress Space 
in 2013 and 2014, by Publituris Portugal Travel Awards, Best Congress Centre in 2006, 2011, 2012, 2013 and 
2015, by the Gala de Eventos/ExpoEventos; Best National Supplier, by the International Association of 
Professional Congress Organizers - IAPCO). Second, the requalification of the venue Rosa Mota Pavilion (also 
known as the Crystal Palace) is being discussed and planned to be a modern large congress centre. With the 
investment in Rosa Mota Pavilion, the city of Porto would have a larger capacity structure to hold business 
events, which would contribute even more to the increase of competitiveness, both in the city and the region 
where it is located. 

2. Literature review 
Scientific knowledge around Business Tourism is characterized by a heterogeneity of concepts and a lack of 
standardized terminology, a result of the multiplicity and heterogeneity of business events verified through 
various acronyms used over the years to define the set of events or activities associated with Business 
Tourism. Frequently are found references to MECE (Meetings, Events, Conventions, and Exhibitions), MCE 
(Meetings, Conventions, and Exhibitions), CEMI (Conventions, Exhibitions, Meetings, and Incentives), MC & IT 
(Meetings, Conventions & Incentive Travel), MICE (Meetings, Incentives, Conventions, and Exhibitions) or MI 
(Meetings Industry). This last concept was introduced in 2006 in accordance with a decision carried out by the 
International Congress & Convention Association (ICCA), the Meeting Professionals International (MPI), the 
Reeds Travel Exhibitions and the World Tourism Organization (UNWTO) in an attempt to standardize concepts 
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and create a stronger image of the sector (Swarbrooke and Horner, 2001; Weber and Chon, 2002; Davidson 
and Cope, 2003; UNWTO, 2006; Rogers, 2008).  
 
Over the years there have been some authors who have explored the definition of tourism and its 
contextualization with business travel. Krapf and Hunziker’s tourism definition presents one of the first 
approaches to the type of activity performed during travel and stay at destination, making a clear reference to 
business and professional reasons (Krapf and Hunziker, 1942 in Cunha, 2003). In 1991, the WTO identified one 
important step towards the recognition of travel motivated by businesses and professions in the sphere of 
tourism, by defining tourism as the set of activities developed by individuals (visitors) during their trips and 
stays in places outside their usual environment for a consecutive period not exceeding one year, for leisure, 
business and other purposes, not related to the exercise of an activity paid in the visited place (WTO, 1991).  
 
The category “business and professional” is established to classify tourism trips according to purpose of travel; 
nevertheless, clarifying that the main reason of the visit should exclude the exercise of a remunerated activity 
in the place visited.  
 
Some authors, such as Lage and Milone (2000) and Boniface and Cooper (2005), consider that Business 
Tourism, even implying remuneration, reflect the use of the same services and facilities and, as such, it should 
be enclosed in the overall concept of tourism, given that Business Tourism is often transformed exclusively 
into Leisure Tourism, particularly when there is an extension of stay at the destination beyond professional 
obligations. In this context, Beni (2001) refers to Business Tourism as travelling executives and businessmen 
flowing to big business and cosmopolitan centres to close deals or to develop professional, commercial and 
industrial activities, employing their free time in local recreation activities and entertainment, which also 
includes attendance at local restaurants. The urban tourism destinations are the main attractors of  Business 
Tourism, not only because of the venues they have to offer, but also because it is in these destinations that we 
can find the biggest multi-attraction offer (Hunt and Crompton, 2008), capable of more easily meeting a wide 
range of motivations that can be found among the Business Tourism visitors.  It should be noted, however, 
that despite the higher positioning of major urban and industry centres as the main destinations for Business 
Tourism, other areas with lower population density and lower supply of services and facilities have positioned 
themselves in this segment in order to attract a larger number of visitors and boost  tourism, especially at the 
level of accommodation facilities situated in non-urban areas that have been able to adapt to the demands of 
this segment and contribute to meetings conducted in quieter places, away from large urban centres, such as 
in rural hotels, resorts or even thermal areas. 
 
Thus, it’s important to understand the segmentation of Business Tourism, according to the type of events or 
activities conducted at the destination area. Davidson & Cope (2003) divide business travel into two groups: 
individual business travel and Business Tourism. Individual business trips include regular and necessary base 
trips so that an individual can perform the tasks or activities inherent in his or her profession, i.e. travel to the 
place where a problem has to be solved or a certain matter solved (e.g. a computer engineer who travels to 
solve a problem at a branch of the main company). These travels are characterized as “non-discretionary”, 
because the destination of travel is not chosen, but imposed by the demands of the work or task to be 
developed. 
 
Business Tourism, considered “discretionary”, is subdivided into meetings, exhibitions, incentive trips and 
corporate hospitality. The choice of venue for such events is often flexible and often associated with group 
travel (e.g. a group of university teachers travelling to attend a conference). 
 
A similar segmentation is made by Rogers (2008). However, this author includes individual business travel as 
an integral part of Business Tourism and replaces the concept of “meetings” by “conferences”. It considers 
Business Tourism as a section of global tourism and includes conferences, exhibitions and fairs, incentive 
travel, business events or hospitality (discretionary), individual business trips (non-discretionary). 
 
This author argues that business travel is part of the concept of Business Tourism, but stresses that meetings 
(conferences), exhibitions, incentive trips and corporate events or hospitality consist of the four main lines of 
Business Tourism that deserve special attention in the marketing activities of destinations and venues for 
events (venues), due to the fact that the site can be rotated and, consequently, destination choice making 
process can be influenced. 
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Through these definitions, Business Tourism can be explored through two perspectives: an individual 
perspective, constituted by individuals who travel frequently due to their professional obligations; and a 
collective perspective, which can include events such as meetings, incentive trips, congresses or conventions 
and fairs or exhibitions (Swarbrooke & Horner, 2001; Davidson & Cope, 2003; Cunha, 2006; Rogers, 2008), 
associated with the MICE concept (Meetings, Incentives, Conventions, Exhibitions) or Meetings Industry. 

3. Methodology 
A Delphi study was conducted to explore the prospects of destination stakeholders, with the aim of identifying 
strategic proposals for product development in this territory. This technique was chosen based on the previous 
work of Marques (2014), where the Delphi technique was also used to study Business Tourism in the Central 
Region of Portugal. Questionnaires were built based on the work of Marques (2014).   
 
The Delphi technique consists of analysing qualitative data and is based on achieving the critical opinion of 
specialists or experts in a particular area. These experts are strategically chosen by the high knowledge they 
possess in relation to the subject and/or area of research and constitute what is called the “Delphi panel”. To 
this panel, questionnaires are presented to be anonymously answered in successive rounds as independently 
as possible in order to obtain a final consensus on the issue under study (Linstone and Turoff, 1975; Landeta, 
2005; Garrod and Fyall, 2005).  
 
In recent years this technique has been increasingly used in Portugal in research applied to the tourism field, 
as shown by the work conducted by: Gonçalves (2003), on the cultural product development in Algarve; 
Garrod & Fyall (2005), on the potential contribution of marine ecotourism to economic, social and 
environmental development in coastal communities located on the Atlantic periphery of the European Union; 
Ramos (2005), on the development of the Portuguese spas as tourism destinations; Fernandes (2008), on the 
management of tourism in mountain areas; Almeida (2010), on the image of Portugal as a Business Tourism 
destination; Marques (2014), on strategies for  business tourism  development in the Central Region of 
Portugal; Moreira (2014), on tourism competitiveness and strategic management in Coimbra region; Gil-
Lafuente, Merigó & Vizuete (2014), on the analysis of luxury resort hotels in Taiwan and Macau; Torre, Ocerín, 
Fuentes & Hidalgo (2014), on Tequila Tourism development in Mexico; Moolman & Wilkinson (2014), on 
employability of hospitality management graduates in South Africa; Kiss (2015), on developing health tourism 
in the Balkans; Silveira (2016), on development strategies for yacht tourism in Figueira da Foz; Ribeiro (2016), 
on the development of a governance and management framework and model for Porto’s destination DMO; 
among others. 
 
This study focused on the results of the first round of the Delphi technique performed during September 2018. 
As the main criteria for selection the experts we took into account the following: 1) professional or academic 
experience in the tourism sector and/or in the specific segment of Business Tourism; 2) developing their 
professional and/or academic activity in the geographical area under study; 3) knowledge of the territory 
under study. Based on these criteria, we tried to work out a balanced panel, structured with elements from 
different areas (academics, professionals, institutional) in order to collect the different perspectives and 
readings on the territory and the subject under study. The initial panel was composed of 20 experts from 
different sectors of activity.  
 
The questionnaires were drawn from a set of open questions plus closed questions, in order to collect a 
comprehensive reading of the territory, allowing it to respond to one of the main research topics: Which 
strategies can be identified for the development of Business Tourism in the city of Porto? 

4. Results 
The experts were asked if they considered Business Tourism an important sector for the economic 
development of the territory under study, in order to understand the actual importance given by stakeholders 
specifically to this tourism segment. All the respondents identified this market important (16.7%) or very 
important (83.3%) to Porto, which significantly strengthens the idea of strategic importance to the economic 
development of the territory. Experts were also asked to point out the main reasons why they considered 
Business Tourism so important. The answers were the following: 
 

Important segment to combat seasonality; 
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Entrepreneurship, strong business fabric and network of the northern territory; 
Complementarity with Leisure Tourism. 

 
Leisure Tourism is mainly seasonal (Leisure Tourism here understood as other than Business Tourism) with the 
tourism demand reaching its highest levels at very specific times of the year - especially in the summer. This 
leads to an intensive use of infrastructures, facilities and services for very limited periods of time  contrary to 
the tendency at other times of the year, causing the distinction between what is commonly known in the 
tourism industry as high season (larger tourism demand) and low season (lower tourism demand). Since 
Business Tourism is a segment that runs counter to the seasonal tendency of Leisure Tourism, it is seen, 
therefore, as a very important activity to attenuate this seasonality. Its importance is reflected especially in 
terms of hotel supply, which in periods of low season depends largely on Business Tourism.  
 
Considering the complementary with leisure tourism, it is important to understand that the Business Tourism 
activity, related to the participation in business events or other activities related to work and professions, finds 
in the leisure activities ways to enhance the overall tourism experience of those visiting a destination for 
business purposes.  As an example, the business tourism experience can be value-added through visiting and 
touring activities (historical and cultural heritage; landscape and natural heritage), leisure and relaxing 
activities (thermal waters and spas), or complementary experiences (gastronomy and wines). Therefore, such 
tourism offer is very important for the business tourism sector, along with the existence of adequate venues, 
facilities and support services. 
 
Also, experts indicated the entrepreneurship spirit, strong business fabric and network of the northern 
territory as assets that support the importance of Business Tourism, especially in the corporate sector. These 
three characteristics can be seen as part of the environment to create business relationships and increase the 
need to meet, leading to the organization of events also for knowledge sharing (conferences, conventions, 
workshops, summits, among others), where universities play an important role (Figure 1). 

 
Figure 1: Business events’ environment 

Source: authors 

About the main strategies, this first round of questionnaires allow to identify the following proposals: 
 

Improve host capacity for larger events, to be able to compete with Lisbon and other European cities 
for the organization of bigger events, with higher impacts and destination projection; 
Need for more external promotion, to create more awareness in the international market and increase 
the number of international business events, especially in the association meetings market; 
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Need for more and better flight connections, especially with flag carriers, contributing to a higher 
connectivity to the world, enhancing competitiveness and reach for new markets; 
Increase in the number of fairs and exhibitions, attracting a high number of attendants and, once 
again, working on the projection of destination worldwide; 
Existence of a multidisciplinary team that involves all the agents of the market so that the venues can 
be sold together (cooperation). 

 
These strategies can be grouped in two main perspectives. One is related to the destination capacity (need for 
venues with capacity for bigger events, more and better flight connections, more fairs and expositions); the 
other is related to the marketing strategy and the work to be done towards the market (external promotion, 
multidisciplinary team able to work in cooperation). 
 
Also, experts were asked about the main difficulties for the development of this segment in Porto. The 
answers were the following: 
 

Insufficient venues, especially with capacity for larger events; 
Insufficient supply of transport, accommodation and parking, especially during high season; 
Difficulty of communication between organizations and fragmentation of responsibility and functions 
that hampers the tourist organization; 
Low market dynamics (need for more attention to this segment); 
Increasing number of slots at the airport (management of landings and take-offs at predetermined 
time intervals at congested airports); 
Strong centralism in Lisbon, where the supply for accommodation and venues is more developed; 
Strong competition in event capture. In this case, leisure tourism attractiveness can be an important 
asset for Porto, especially if is articulated with the tourism potential of all the North area of Portugal. 

 
Again, the same two perspectives can be pointed out. One related to destination capacity (insufficient venues, 
transport network, accommodation and parking, number of slots) and another related strategic management 
(difficulty of communication, low market dynamics, Lisbon centralism, and strong competition). 
 
The results presented show only a brief context of the Delphi study that is ongoing and are a starting point to 
further data analysis and discussion. 

5. Discussion and conclusion 
This study reflects part of a wider project on the research of Business Tourism in the Northern region of 
Portugal, and more specifically in Porto. The main goal is to better understand the concept, dynamics, 
potential and strategic proposals for the development of this segment in the territory. To fulfil this aim 
qualitative study with regional stakeholders was conducted using Delphi methods. The results from the first 
round of questionnaires show the perspectives on the importance of Business Tourism and the main strategies 
and difficulties identified by a group of experts. There was a high level of consensus when it comes to the 
opinion that Business Tourism proves to be of great strategic interest to the tourism development of Porto, 
especially considering its tourism attractiveness. The touristic resources, together with the existing venues, 
regardless of their size, and the performance of an organization responsible for the management of the supply 
associated with the Meetings Industry, may be of great importance for the development and strategic 
positioning of the territories along this particular segment. 
 
The main conclusions about strategic measures indicate two main perspectives to work on. One is related to 
the destination capacity (need for venues with capacity for bigger events, more and better flight connections, 
more fairs and expositions); the other is related to the marketing strategy and the work to be done towards 
the market (external promotion, multidisciplinary team able to work in cooperation).  
 
On the other hand, the main difficulties pointed out bring us mainly to the destination capacity (insufficient 
venues, transport network, accommodation and parking, number of slots) and strategic management 
(difficulty of communication, low market dynamics, Lisbon centralism, and strong competition). 
 

186



Jorge Marques and Micaela Pinho 
 

 
 

For all these factors, the promotion of combined efforts of stakeholders in the structuring of Business Tourism 
and management of the territory as a tourism destination with potential in this particular segment would be of 
high importance. Therefore, the action of a CVB is very important to promote cooperation between 
stakeholders and to pressure local, regional and national authorities in order to develop concerted policies and 
adequate branding and marketing strategies in this particular geographical area. 
 
The realization of a Delphi study was very important to reach our goals and proved to be very useful, allowing 
us to explore issues of some complexity, mainly due to the limited literature and scarcity or disaggregated 
statistical data that characterize the arguments associated with Business Tourism, that this article also seeks to 
attenuate. However, it is important to continue on this path through future investigations that allow building a 
more solid and structured scientific knowledge around Business Tourism, especially regarding statistical data.  
 
The great heterogeneity associated with events in the Meetings Industry makes this a difficult task, albeit 
necessary.  
 
As a part of a wider study, this text presents the first perspective of the first round of questionnaires of the 
Delphi study that will have in total three rounds. In the end is expected to reach a consensus about the main 
strategic proposals necessary to develop Business Tourism in Porto. 
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Abstract: The region of Balaton is the second most popular tourist destination in Hungary, so the sustainable development 
and the cooperation of its enterprises are essential. One of the arising solutions to this is to explore the possibilities  of 
using knowledge-based networking tools (like social media technologies) and develop good practices and case studies for 
the local enterprises. Networking is a unity of independent persons and organizations that are combined with a common 
goal or interest. Members of such a network contribute to maintain the network and are involved in the communication 
and cooperation process. Knowledge-based networking tools, like social media have taken the world in a storm, it has 
become a mainstream, modified personal relationships, allowed individuals to contribute to number of cases and 
constitute new possibilities to facilitate collaboration. The advantage of implementing social media is enormous. With 
social networking, organizations can build business-level collaboration that is easy to use, fast and widely accepted, thus 
enhancing business efficiency. The purpose of the research is to explore the cooperation networks of the wineries, 
gastronomy units and start-ups of the Balaton Uplands, to explore the composition and characteristics of knowledge-based 
networking tools and to investigate what individual (generation, qualification/experience, emotional intelligence) and 
organizational characteristics (age, size/number of employees, income) influence the application of social media tools. The 
research will be executed within the Sustainable, intelligent and inclusive regional and city models (EFOP-3.6.2-16-2017-
00017) project. Considering the objectives of the project, qualitative research methodologies can be applied successfully, 
as it seeks to acquire deeper and more subtle knowledge for some selected enterprises. The qualitative research will be 
analyzed using the case study methodology. This paper aim is two folded: first to explain the whole research process by 
exhibiting research questions, hypothesis and the research model; second, to introduce the results of the preliminary study 
which explores the channels (social media sites) customers get information about wine and gastro events. 
 
Keywords: Networking, social media, knowledge sharing, winery, SME 

1.  Introduction 
“Knowledge”, “knowledge sharing”, “social media”, all these terms are very popular expressions frequently 
used in business. They reflect the increasingly influential shift from an industrial economy to a knowledge 
economy facilitated by accelerated social change and technological changes in such areas as social media, 
mobile technologies, and so on. Organizations are faced with an unpredictable economic environment that is 
becoming highly competitive. When organizations understand the determinants of knowledge sharing, 
effective management technologies can be implemented to improve productivity and competitiveness. Social 
media provide increasingly flexible and powerful channels for collaboration (Obermayer et al, 2017).  
 
Furthermore, social media has allowed individuals to contribute to number of issues and generated new 
possibilities and challenges to facilitate collaboration. According to Hootsuite (2017) survey, there were 3.77 
billion Internet users and 2,79 active social media users all over the world. Eurostat (2017), the statistical office 
of the European Union, states that almost half of all EU businesses (46 %) in 2016 used at least one social 
media channel: most common were social networks (such as Facebook, LinkedIn), for Hungary this rate is only 
37%, less than the average of EU. On the other hand, in the EU 63% of Internet users aged between16-74 used 
social networks in 2016. Among the Member States, this share was highest in Hungary (83%). 
 
Our study is set in the context of the wine industry. Faced with major new challenges in a rapidly evolving 
world market, small and medium size enterprises (SMEs) in the wine sector in the region of Balaton need to 
plan their future possibilities in order to force the sustainable development and the cooperation with other 
businesses and increase their profit and competitiveness.  
 
Next section introduce wine industry, the Old and New World wine, the Hungarian wine regions, wine routes 
and associations. 

189



Nora Obermayer et al 

2.  Wine industry 
The industry has a long history and is a traditional industry in Hungary. Like many traditional industries, 
boundaries have been and are continuously pushed with the introduction of new and evolving technology.  
 
Over the past centuries winemaking globally has had a renaissance where technology has advanced the 
traditionally practice-based industry, and knowledge has considerably increased through formal education. It 
is very important to make a difference between Old and New World wine. 

2.1 Old and New World Wine 
The Old World wine is connected to those countries or sometimes regions where winemaking first originated 
or the birthplaces of wine. European countries as France, Germany, Greece, Italy, Portugal, Spain and also 
Hungary belong to this category, however from the Middle East Georgia, Lebanon or Turkey are also examples.  
 
While those countries or regions belong to New World wines where winemaking was imported after the age of 
exploration. Examples of this categories used to be colonies outside Europe e.g. Australia, Argentina, China, 
India, Japan, South Africa or U.S.A. Besides the geographic differences wines of the two World also show 
differences. The Old World wines are usually described as tasting lighter (lighter-bodied), having less alcohol, 
having higher acidity, and tasting less fruity and wine making itself is heavily restricted with guidelines all 
wineries must follow. On the other hand, the New World wines as tasting riper (fuller bodied), having higher 
alcohol, having less acidity, and tasting more fruity. Winemaking practices vary and are characterized by much 
experimentation since these regions places more emphasis on making wine taking advantage of modern 
advances and less on following the way it has been made for centuries (Puckette, 2012; vinepair.com). 

2.2 Hungarian Wine Regions 
Hungary has 22 wine regions which are grouped into larger macro-regions: Alföld, Balaton, southern slopes of 
Bükk Mountain, Southern Transdanubia, Northern Transdanubia, Mátra and Tokaj (Figure 1).  

Figure 1: The 22 wine regions of Hungary (http://www.hungarianwinehouse.co.uk) 
Mostly white wines are produced in the northern wine regions, while in the South-western and Southern 
Transdanubia region mainly red wines. Our study focuses on the Northern Balaton macro-region, especially 3 
regions: Balatonfüred–Csopak, Balaton Highlands and Badacsony regions. The Balatonfüred-Csopak region 
spans a 12 km-long strip between Zánka and Balatonalmádi, refers to the section of the northern shore that 
stretches from Keszthely to Zánka. The Balaton Highlands region stretches from Keszthely to Zánka with the 
separate appellation of Badacsony wedged in between, while the Badacsony region is demarcated by such 
landmarks as the Badacsony, Szigliget, Gulács, Tóti, Szent György, Csobánc, and Hajagos Hills in the Tapolca 
Basin and the adjacent Kál Basin (hungarianwinehouse.co.uk; vinotravel.hu). 

2.2.1 Hungarian wine routes and associations 
The wine routes have been imported to Hungary after the first ones have been established in Western Europe. 
The different wine route associations in Hungary only accept those small and large wineries to join in which 
observe the strict rules laid down by the association. A prerequisite and criterion are:  
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the establishment of winery premises, which is suitable for receiving individual visitors and tour groups 
as guests; 
if hot food is provided, it shall be done in accordance with the relevant EU regulations; 
good quality wine. 

 
In the past decades three dozen historic Wine Road Association have been formed in Hungary. Some of these 
Association are Circle of Balaton, Hungarian Wine Academy, Pannon Wine Guild, Pannonia Wine Order of 
Women, Vindependent or Board of National Wine Communities. Each of them have been founded for 
different aims however all of them have winemakers or Winegrowers as members or founders. These 
Associations have set up a larger alliance as well, the Association of Hungarian Wine Tours (panonatours.com; 
hungarianwines.eu). 

3.  Theoretical background 
This section is about the description of the main focus of the research, namely social media landscape, 
emotional intelligence (EQ) and generations.  

3.1  Knowledge-based Networking (social media) Tools 
The term “Web 2.0” was generated by O’Reilly (2005), which refers to technologies that allow individuals to 
interactively participate with other individuals, and to build networks based on mutual personal or 
professional interest. Increasing use of Internet is obvious, the number of users visiting different web pages, 
using applications has colossal growth; people spend more and more time searching and communicating.  
 
Vuori (2011) differentiated social media by considering the extent to which they support communication, 
collaboration, connecting, completing and combining (5C).  

3.1.1 Communication 
Blogs (Blogger), Microblogs (Twitter): managed by specified author(s), who publishes posts, that are 
dated and shown in reverse chronological order.  
Video sharing (YouTube): allows users to upload, view and share videos.  
Presentation sharing (SlideShare): users can upload presentations privately or publicly.  
Instant messaging service (Skype, Viber, Messenger): online conference tool, which can promote 
communication and knowledge sharing between community members. 

3.1.2 Collaboration 
Wikis (Wikipedia): website that enables easy creation and editing of Web pages.  
Groupware/shared workspaces (GoogleDocs): supports collaborative creation of knowledge, used for 
sharing documents without sending them via e-mails. 
Communities of practices (MeetUp): online portals that facilitate group meetings worldwide. 

3.1.3 Connecting 
Social networking services (Facebook, LinkedIn): enables for a community to create a profile (groups) 
with the aim to share information to the followers (partners, customers).  

3.1.4 Completing 
Visual bookmarking tool (Pinterest): process of adding keywords (tags) to pieces of different types of 
media (photos, videos, documents, links). 
News aggregator (Digg): website that collects, collates, and organizes syndicated web content, creating 
a customized site where all desired content is centralized. 

3.1.5 Combining 
Mash-Ups (Google Maps): combines data from one or more sources to create new services. 

Social media tools create a dynamic, complex information infrastructure that enables faster and more 
widespread knowledge sharing and social interaction is much easier; and the variety of platforms provides 
increased flexibility in how people can communicate (Hemsley and Mason, 2013). Nowadays a majority of the 
people uses social media tools in order to increase their networks, gather information and enterprises are also 
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finding the way to integrate them into the business processes. Khang et al. (2012) in their research indicated a 
“definite increasing number of social-media-related studies” that shows huge growth of social media users and 
its impact on different “aspects of individuals' lives and society”. Social networking sites, blogs experienced 
significant growth, which encourages organizations to communicate with the existing and potential customers 
in new and knowledge-based social networking and marketing communication, in particular its different online 
channels. Social media often associate with marketing. The reason is that initially social applications were 
focused on advertising and related to marketing issues but later social media becomes a “complimentary 
extension of all of marketing efforts” (Evans and McKee, 2012:37).  

3.2 Emotional intelligence  
Emotional intelligence covers the process of managing personal, social and environmental changes by copying 
with a situation, solving problems and making decisions immediately, realistically and flexibly (Benson, 2010).  
 
It is a set of abilities related to processing emotions and emotional information (Côté et al, 2010). Darabi 
(2012) argues that emotional intelligence is one of the most important human mechanisms that involves the 
ability to adapt to the environment. Luu (2014) defines that emotional intelligence can activate behaviour and 
acts as a layer between cognition and behaviour. It is seen that high emotional intelligence level can help not 
only to manage our own emotions but also to manage emotions of others. This statement is highly supported 
in case when another person reacts with egoism or arrogance to shared knowledge or when he or she has too 
low self- efficiency to learn from others (Obermayer and Kővári, 2016). Petrides (2009) determined 15 
components of emotional intelligence and categorized them into four factors: 
 

Emotionality factor is defined as individuals’ ability to relate to their and other people’s feelings, as 
well as to perceive and express emotions in favour of developing and sustaining close relationships. At 
item level it includes empathy, emotion perception, emotion expression and relationships.  
Self-control factor is identified as individuals’ ability to control their urges and desires. They can 
regulate external pressures and stress effectively. The following items are included within this factor: 
stress management, impulsiveness and emotion regulation.  
Sociability factor is a notion which concerns social relationships and social influence such as the 
individuals’ ability to be better in social interactions with listening carefully and communicating clearly 
and confidently. This factor includes emotion management, assertiveness and social-awareness items.  
Well-being factor refers to the generalized sense of wellbeing (including past achievements and future 
expectations) when individuals with high level of well-being are positive, happy and fulfilled. This 
factor consists of happiness, optimism and self-esteem facets.  

3.3 Generations 
As noted above organizations can use social media tools to facilitate communication, collaboration and 
knowledge sharing. It is, often assumed that the younger generation have a greater willingness to use social 
media. The term “generation” signifies the group of individuals, most of whom are within a similar age group, 
born in the same time of history and culture, having similar ideas, problems and attitudes (Weingarten, 2009).  
 
A person’s age may not always be indicative of their generational characteristics, but as a common group, they 
are likely to have similarities. Due to the different ideologies, a generation at a certain period tends to be 
exposed to approximately similar generic life experiences depending on cultural background. Society is 
changing constantly which is likely to affect the values and experiences of different generations. Researchers 
have identified different generations including: Veterans, Baby Boomers, Generation X, Generation Y and 
Generation Z (Weingarten, 2009; Grail Research, 2011): 
 

Veterans (born between 1922 and 1945) respect for authority, loyalty, hard work and sacrifice for the 
common good. Their motto is “live to work versus work to live”.  
Baby Boomers (born between 1946 and 1964) grew up with sense that security was taken care of – 
this left room for exploration and protest. They place high value on youth, personal gratification, 
health and material wealth. They are generally optimistic, value hope and peace, and believe their 
generation changed the world.  
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Generation X (born between 1965 and 1970) desires balance in their lives, divedrsity viewed as norm, 
motivated by money, self-reliant, value free time and having fun. Their motto is “work to live, not live 
to work”. They assume gender equality in the workplace, embraces personal computer and Internet.  
Generation Y (born between 1981 and 1995) is the most globally oriented generation. They combine 
work ethic of Baby Boomers with the can-do attitude of Veterans and the technological savvy of 
Generation X. They are interested in health, exercise and body adornment.  
Generation Z (born from 1995 to present) is having grown up in a digital world where technology was 
ever present. They are more socially responsible, due to greater access to a large online information 
pool and always communicate through various social networking channels.  

4. Research framework 
The “Knowledge-based networking technologies among wine and gastro SMEs in Balaton region” research 
“Supported by Sustainable, intelligent and inclusive regional and city models (EFOP-3.6.2-16-2017-00017) 
project” for the period from September 2018 till December 2019. In order to understand deeper the fieldwork, 
qualitative, interpretative and exploratory approach is used through collection of primary and secondary data. 

4.1 Research objectives 
The purpose of the research is to explore the cooperation networks of the wineries, gastronomy units and 
start-ups of the Balaton Uplands, and to explore the composition and characteristics of knowledge-based 
networking tools. Further objectives of the research are:  

Analysing the composition and characteristics of knowledge-based networking tools; 
Identifying the business communication model/strategy; 
Mapping the competencies of businesses related to social media and networking; 
Identifying the competencies considered indispensable to enterprises. 

4.1.1 Research questions 
Do wineries apply social media consciously?  
Do wineries have a formal social media communication strategies?  
How does social media initiate the cooperation network of the wineries and gastro unites and other 
start-ups in Balaton Uplands? 
What individual and organizational characteristics influence the application of social media? 
What individual and organizational characteristics influence networking and cooperation? 

4.1.2 Research model and hypotheses  

 
Figure 2: Research model 

H1: Wineries with conscious and active social media communication attract niche consumers who 
become loyal. 
H2: On individual level winery owners’ and oenologists’ certain EQ competences (such as empathy, 
social awareness, assertiveness, optimism, self-esteem and managing relationship) influence positively 
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cooperation and networking with related business partners and the effective application of social 
media. 
H3: Small size, new start-up wineries apply more social media profile consciously. 

Table 1: Conceptualization and measurement 

Social media

Application of social media Number of registered profile and  
software installation 

Organizational characteristics 

Old or New winery, Size of the business, Income Data, dates and figures 

Individual characteristics

Generation, qualification/experience, EQ Categorizing generation, documents and dates, TEIQue 

Organizational characteristics

Winery, gastro and related start-ups Number of cooperation and networking partners, membership, 
documents etc.

4.2 Data collection 
During the research, primary and secondary data will be collected and analyzed. In order to have in-depth 
investigation, the authors use multiple data gathering techniques, such as personal interviews and secondary 
sources. As primary data collection, using the semi-structured interview the researchers compiled an interview 
questionnaire guide. In the short introduction it is stressed that the responses remains strictly confidential, no 
names or identifying information are included in the final report and only used for the purpose of the study.  
 
The interview questionnaire was divided into seven sections: personal background; organizational background; 
social media tools; reasons and purposes; monitoring; benefits and challenges; social networking. As 
secondary sources, observations are an important approach to gather and analyze activities of different social 
media. Due to the specific target group the researchers choose a small sample and invite the owners of 8 -10 
wineries and gastro SMEs via social relations to participate in this research. The data collection will start in 
January 2019. 

4.3  Preliminary study 
Prior to our main research with wine and gastro start-up SMEs we carried out a study with wine consumers 
and (future) customers to explore the other side if the coin. This study aimed to explore from which channels 
(social media sites) customers get information about wine and gastro events.  
 
The research questions:  

What online channels do the wine consumers learn about the different wineries’ events? 
What kind of posts calls the customers’ attention? 

 
In addition, we based the research on 2 assumptions, which are: 

Facebook is the main source of information about wines, wineries, and events. 
In the case of purchases of wine, the influence of social media is high. 

 
The study applied questionnaire during one of the biggest 10-day wine events, Rozé, Rizling and Jazz in 
Veszprém, Hungary in 2018 summer. 102 participants filled out the survey which applied arbitrary sampling 
method. 

4.3.1 Results 
Regarding gender, 60 women and 42 men filled out the questionnaire. 4 generations were surveyed and that 
generation Y (62) largely precedes the other generations. They are followed by generation X with 21 people. 
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The majority of the people are from Veszprém (55%), 19% of other towns, 16% from villages and 10% are from 
the capital. 8% of the participants answered they often take part in events organized by wineries, while 68% 
sometime. 7% do not, but would like to take part, and similarly 7% of the respondents have not taken part in 
any events yet. We were eager to know the ratio of frequency consumers register for wine related events via 
social media.  
 
The result shows that only 5% of participants apply social media often or regularly to register for an event, 27% 
does not and will not register online. Though there is a tendency, 31% said (especially among the generation Y) 
that although presently they do not opt for this option but they would be interested. Also 37% indicated that 
they registered at least once via social media.  
 
The main aim of the research was to get to know which social media platforms are the most popular ones from 
which customers get information about the wineries’ events.  
 
As we expected (see Figure 3) Facebook is on the lead with 39%, but gaining the information from different 
types of Youtube videos are getting popular to (16%). 
 

Figure 3: Social media platforms used to get information about wineries’ programs 

It was interesting to see that 44% of the respondents would not like to use wine and gastro event related 
applications at all. However, 38% of the people did not have this kind of application but showed interest to 
download one in the future. Also interesting to learn the 9% had, but did not use and 9% answered that had 
such application in their mobile which they actively use.  
 
Business people are most interested in how to capture present and future customers’ attentions. Marketing is 
an essential tool. Our research showed (Figure 4) that the majority (46.1%) of the respondents are most 
interested in post which shows pictures of the winery and grapes with a short text, followed by (45.1%) only 1-
2 short sentences text about the wine and winery. It was interesting to learn that pictures with the wine and 
winery without text only gained 8.8% interest. Previously it was expected that pictures have bigger impact on 
customers interested in wineries, but it seems that people expect some explanation as well. 
 
Future customers, especially generation Y and Z are expected to purchase more online. We presume this 
applies for wine products, therefor asked the participants how social media affect their wine purchasing. Only 
2.9% said that it affects absolutely, 58.8% admitted that partly but quite a high percent, 38.2%, stated that 
they are not affected by social media promotions and events to purchase wine. 
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Figure 4: Social media post types that calls customers’ attention 

5. Summary 
Behind the success of an organization can be found the ability to manage the constantly “renewing” 
knowledge effectively. Knowledge sharing among employees is a vital part of knowledge management. The 
recent remarkable growth in Internet-based business activities has proved that many different advantages can 
be derived from communication technology platforms. Internet has changed the way people communicate, 
collaborate, learn and conduct business. It has delivered to organizations a global market presence, and online 
marketing has become an essential part of business. Both organizations and customers are more and more 
involved in social media.  
 
The ongoing research focus on exploring the cooperation networks of the wineries, gastronomy units and 
start-ups of the Balaton Uplands, and to explore the composition and characteristics of knowledge-based 
networking tools. The present ongoing research is in the stage of finalizing the questionnaire-guide of the 
semi-structured interview. The interviews will start in January 2019. After data analyses the aim to report the 
results December 2019.  
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Abstract: Tourism is the fastest growing sector in the world, leading to the creation of businesses, infrastructures, 
employment and revenue. The central region of Portugal combines ideal conditions to be a tourist destination in 
motivational and attractive terms, due to the great diversity of resources that it offers its visitors: climate, landscapes, 
monuments, museums, gastronomy, beaches, caves and different religious, cultural, sports and leisure activities. Despite 
the tragedy of the fires that devastated the central region of Portugal, the year 2017 was the best year ever for tourism in 
this region, in terms of overnight stays, guests and generated income. The current research attempts to: a) analyse the 
relationship between the motivational (push) and the attraction (pull) factors of the tourists that visit the central region of 
Portugal; b) identify which of the motivational factors most contribute to attract tourists and c) know the tourists’ opinion 
about places/experiences that could lead to tourist routes in this region. A quantitative survey instrument; i.e. a 
questionnaire was used to collect the data. The questionnaire was divided into three parts. The first part of the 
questionnaire deals with the motivational factors, the second part refers to the attraction factors and the third part 
analyses the places/experiences to be incorporated in tourist routes of the central region of Portugal and the tourist 
profile. The sample is made up of 235 tourists who visited the central region of Portugal from March 15th to August 31st, 
2018. A descriptive, multivariate and statistical inference was used to analyse the data. The results show that there is a 
positive and statistically significant relationship between “push” factors and “pull” factors for tourists that visit the central 
region of Portugal. Escape and Self-renew and Interpersonal Relationships and Experiences are the dimensions that 
contribute most to the “pull” factors. The results have theoretical and managerial implications, contributing to the 
knowledge of tourism and to improve tourism decision-making in the central region of Portugal.  
 
Keywords: Tourism; Tourists; Push factors; Pull factors; Central Region; Portugal. 

1. Introduction 
Currently, tourism is one of the fastest growing sectors in the world, representing the third largest employer 
on the planet, just after the retail and agricultural sectors (Fonseca, 2015). The tourism sector is therefore one 
of the most attractive sectors for any economy. 
 
According to the World Tourism Organization, the international tourism accounted for 7% of global exports in 
2016 and in 2017 there were 1323 million international tourist arrivals worldwide, reflecting a growth of 6.8% 
compared to 2016. The preference of international tourists continues to be the European continent. Europe 
has the most arrivals (50.7%), and this rate increased 8.4% compared to 2016.  
 
The tourism sector plays an increasingly important role as a major enhancer of economic, social and cultural 
dynamism of a country. Portugal is no exception. Tourism has been contributing to the growth of Portugal, 
with impact on its GDP, employability and exports. According to the Tourism of Portugal - TdP (2017), the year 
2016 was marked by historical results for national tourism in the main indicators: overnight stays, revenues, 
guests, employment and exports. The Tourism sector was considered the largest export activity in the country, 
with 16.7% of exports. The growth of tourism occurred in all regions throughout the year, producing a 
desirable effect of dragging and leveraging the national economy. 
 
According to PortugalGlobal (2017), Portugal is currently an increasingly sought-after destination for leisure 
and professional travel, study, or even to live and invest in. As stated by the World Economic Forum - WE-
FORUM (2017), Portugal was also considered the 14th most competitive country in the world in the tourism 
sector with a score of 4.74 (in a maximum of 7). Tourists gave Portugal a high score in safety (6.3), hygiene and 
health (6.3), tourism equipment (6.3) and human resources (5.2). In 2017, 24.1 million guests (an increase of 
12.9% over 2016) and 65.8 million overnight stays (increase of 10.8% over 2016) were registered and the 
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number of foreigners exceeded the total Portuguese resident population (around 10 million). Portugal 
received 14.6 million foreign tourists. Tourism revenues have also grown strongly, and the sector currently 
accounts for almost 7% of GDP. The significant growth of Tourism has contributed positively to the 
development of the national economy, generating employment and wealth. 
 
According to the World Economic Forum - WE-FORUM (2017), there are several factors that contribute 
positively to the attractiveness of tourism in Portugal, namely: 

Safety, hygiene and health, business environment, labor market, human resources and readiness in the 
use of information and communication technologies (ICTs); 
Political conditions, associated with international openness, price competitiveness, sustainable 
environment and the engaging with travel and tourism; 
Infrastructures, related to air, land and tourist services; 
Cultural and natural resources. 

 
As reported by the National Strategic Plan for Tourism (PENT), 2013-2015, Portugal presents numerous 
competitive factors that influence the choice of tourists’ destination, namely: 

Heritage and religious routes such as Braga, Guimarães, Porto, Lisbon, among others; 
Fatima, as a place of pilgrimage of the Marian cult; 
a vast and diverse historical and cultural heritage; 
Folk culture and genuine traditions; 
Cultural and landscape diversity; 
Quality and varied accommodation in rural areas; 
Hospitality. 

 
Tourism can be associated with Sun and Sea Trips; Religious and Cultural Trips; Short Term City Trips; Golf 
Trips; Nature Tourism Trips; Nautical Tourism Trips; Health Tourism Trips and Gastronomy and Wine Trips.  
 
Understanding the motivational and attraction factors of the tourists becomes of high importance. A visitor 
can choose a tourist destination according to its attractions and motivations. Socialization, the contact with 
nature and local culture, and the practice of sports activities are, among others, attractive factors in choosing a 
country (Esteves and Fernandes, 2015). Recognizing the determinants of tourism demand and its influence on 
the tourist choice is crucial in order to attract tourists (Song and Li, 2008).  
 
The current study, based on the literature, studies two types of factors that influence the choice of a 
destination: the “push” motivational factors, and the “pull” attraction factors (Crompton, 1979; Esteves and 
Fernandes, 2015). It aims to understand their relationship in the decision-making process of tourist 
destination. 
 
After this introduction, which highlights the importance of the tourism sector in the world, Europe and 
Portugal, this article characterizes the central region of Portugal, the region in which the study was carried out. 
It follows a theoretical framework on the motivational (push) and attraction (pull) factors in the choice of a 
tourist destination. The hypotheses are deduced from the theoretical framework. A description of the research 
methodology adopted, and the results obtained are followed. Finally, the discussion and main conclusions of 
the study are presented. 

2. The Central Region of Portugal 
The tourist region chosen to carry out this study was the central region of Portugal (Figure 1). The region is 
made up of 100 municipalities, featuring cities like Coimbra, Leiria, Aveiro, Castelo Branco, Guarda, Viseu and 
Tomar. The region represents 31.3% of the Portuguese mainland territory and 23.7% of its population, having 
an area of 28 199.35 km² with 2 327 755 inhabitants (Censuses 2011). It is bordered to the north, by the north 
of Portugal, to the east, by Spain, to the south, by the Alentejo region, to the southeast, by the Lisbon region, 
and to the west by the Atlantic Ocean. 

The central region of Portugal has history, culture, tradition and diversity, offering visitors a variety of 
attractions: historical monuments (some even included in the UNESCO World Heritage list), castles, churches, 
gardens, rivers, beaches, mountains, caves, stunning landscapes, events, popular festivals, handicrafts, wines, 
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gastronomy and cities, towns and villages that have preserved its history throughout time, giving it a tourist 
potential to attract and retain national and foreign visitors. 

 
Figure 1: The Central Region of Portugal 

Source: National Statistical Institute - Statistical Yearbook of the Central Region 2016 

The central region of Portugal has grown in several tourism indicators in last 5 years (Table 1). Despite the fire 
tragedy that devastated the region, 2017 was the best year ever for tourism. It is important to highlight the 
growth of 19.9% in overnight stays compared to 2016: the overnight stays of foreign tourists increased by 36.3 
%, from 2.36 to 3.22 million; and the overnights stays of national tourists increased by 8%, from 3.28 to 3.54 
million. The total guests number also rose by 17.9%, from 3.23 to 3.81 million. This increase was reflected in 
the total revenue of tourist establishments in the region, rising by 23.3%, from 256.5 to 316.3 million euros.  
 
The occupancy rate per bed increased by 3.4% and the average income per room increased by 3.6 euros. 
Therefore, the figures show the ability of the central region to attract tourists and make Portugal a tourist 
destination of excellence. 

Table 1: Tourism indicators in the central region of Portugal in the last 5 years 
 2013 2014 2015 2016 2017 

Guests (in millions) 2.24 2.50 2.88 3.23 3.81 

Nights of national tourists (in millions) 2.42 2.65 2.97 3.28 3.54 

Overnight stays of foreign tourists (in millions) 1.60 1.83 2.09 2.36 3.22 

Average stay (number of nights) 1.79 1.80 1.76 1.75 1.78 

Average occupancy rate per bed 24.8 27.7 28.9 30.9 34.3 
Average income per room (in euros) 15.0 16.6 18.0 20.6 24.2 

Total income (in millions of euros) 171.8 189.0 222.5 256.5 316.3 

Source: National Statistics Institute (2018) - Tourism Statistics 2017 

3. The motivational (push) and attract (pull) factors in the choice of a tourist destination 
It is important to understand the determinant factors of tourist attractiveness and their degree of influence 
(Song and Li, 2008) on the general motives for tourist destination.  
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As suggested by Nikjooa and Ketabib (2015), motivation is the starting and decisive point for tourists to leave 
their homes and travel to other places; it’s a starting point for all events related to a trip and therefore, a key 
factor that explains how a destination becomes a tourist destination. Motivation is defined as the 
psychological and biological necessity and will, involved by forces that awaken and integrate the behavior and 
activity of the person (Cohen, Prayag and Moital, 2014). Dann (1981) understands motivation as a state of 
mind that adequately accommodates an actor or group of actors to travel and who is subsequently interpreted 
by others as a valid explanation for such a decision. According to Berkman and Gilson 1978 (cited in Crompton, 
1979), motivation is considered to be a critical variable because it is the driving force behind all behavior.  
 
Motivation can be defined as a series of stimulating processes and experiences, directing and maintaining 
consumer behavior to achieve a certain purpose, echoing through the destination attributes and the unique 
characteristics of each type of tourism. Tourists are also intrinsically motivated by prestige, socialization, 
relaxation, enthusiasm, adventure, experiencing different cultures, personal development and, finally, 
intellectual enrichment (Crompton, 1979).  
 
Several researchers have studied what motivates most tourists to travel, i.e. what the determinant factors that 
lead to the choice of a given tourist destination are (e.g., Fakeye and Crompton, 1991; Witt and Moutinho, 
1995; Kim, Lee and Klenosky, 2003; Yoon and Uysal, 2005; Correia, Valle and Moço, 2007; Hsu, Tsai and Wu, 
2009; Prayag, 2010; Prayag and Ryan, 2011; Mutinda and Mayaka, 2012; Rodrigues and Mallou, 2014). Pearce 
and Lee (2005) analyzed tourist motivation focused on the decision-making process and behaviors. Perceptions 
of a tourism destination can be reduced to a behavioral/cognitive perspective, constituting the starting point 
for image formation, representing the integration of external/internal stimuli into a set of sensations, where 
perceptions are determined by personal and interpersonal "push" motives, and how tourists perceive the 
attractive attributes of the "pull" destination (Dann, 1987). Thus, the motivations of tourists should be 
perceived as a multidimensional concept, in which different understandings of their constructs are determined 
by the tourist's decision (Correia, Valle and Moço, 2007).  
 
Kim, Lee and Klenosky (2003) refer that “push” factors arise due to a state of tension in the motivational 
system, provoking the desire to travel. These factors justify the motive for the trip, the type of experience 
sought, the type of activities desired, among other reasons that lead to the selection of a destination. For 
Gossens (2000) and Klenosky (2002) the “pull” factors comprise the attributes and attractions of the 
destination, considering consumers' perceptions. Some “pull” factors are considered to be universal in the 
election of a destination, such as climate, safety, activities - while others are inherent to each destination (Hu 
and Ritchie, 1993). The Hsu, Tsai and Wu (2009) model emphasizes the indissociability of the “push” factors, to 
each individual or family by the individual and motivational characteristics associated with an emotional need; 
and the indissociability of the “pull” attraction factors, to the destination itself, by the tangible and intangible 
emotional benefits. Similarly, Gossens (2000) points out that “push” (motivational) factors reflect the 
emotional needs that will be satisfied by the emotional benefits given by the “pull” (attractiveness) factors. 
 
The concept of “push” and “pull” motivations is framed in a theory based on motivational factors, which 
classifies the decision to travel into two phases: a) the first, emphasizes the drive (“push”) factors that lead a 
person to travel, which is stirred by genetic or emotional needs, b) the second, emphasizes the appealing 
“pull” factors, factors that attract an individual to a specific destination. As suggested by Esteves and 
Fernandes (2015), “push” factors adopt the name of motivational factors because of their association to 
individual needs and motivations, and the “pull” factors adopt the designation of attraction factors as they are 
related to attributes and attractions. 
 
Several studies emphasize that motivational factors are related to the pursuit of rest and relaxation, 
socialization and learning through contact and experiences with local culture and people, escaping from 
routine, searching for adventure and new experiences, knowledge of new destinations and the pursuit of 
leisure activities. The attraction factors are more directly related to the natural and cultural attractions and to 
key resources such as accommodation, leisure places, physical and cultural activities, safety, traditional food, 
among others (Fakeye and Crompton, 1991; Witt and Moutinho , 1995. Kastenholz, 2002, Kim, Lee and 
Klenosky, 2003, Yoon and Uysal, 2005, Frochot, 2005, Molera and Albaladejo, 2007, Park and Yoon, 2009, 
Devesa, Laguna and Palacios, 2010, Correia, Valle and Moço , 2007, and Hsu, Tsai and Wu, 2009, Prayag, 2010, 
Prayag and Ryan, 2011, Mutinda and Mayaka, 2012, Rodrigues and Mallou, 2014). 
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Therefore, “push” and “pull” factors provide insights into the tourist decision-making process (Kim, Ao, Lee 
and Pan, 2012) concerning the choice of a given destination. 
 
As suggested by Klenosky (2002) and Kim, Lee and Klenosky (2003), the “push” factors justify the reason for 
the destination selection and the “pull” factors comprise the destination characteristics, considering the tourist 
perception, establishing a relationship between emotions and feelings about the tourist destination.  
 
Corroborating the above researcher’s perspective, Cunha and Abrantes (2013), state that there is a close 
relationship between motivation and attraction, since motivation is the reason for moving to a destination, 
and attraction is the element that responds to that reason. 
 
Based on the literature, a relationship between these concepts seems to exist, constituting a useful and well 
accepted tool for understanding the factors that support the tourist decision-making process in a given choice 
of tourism destination. 
 
Thus, based on the above arguments and the defined research objectives, the following investigation 
hypothesis was formulated: 
Hypothesis 1: There is a positive relationship between the “push” factors and the “pull” factors for tourists 
who visit the central region of Portugal.  

4. Methodology 
The target population of the current study were the tourists who visited the central region of Portugal in 2018. 
A random sample was applied, and 235 tourists were surveyed. Data were collected by a survey instrument, 
i.e. a questionnaire. The questionnaire was applied face-to-face to tourists that were visiting the Central 
Region hot spots, like museums, monuments or beaches. The questionnaire was divided into four parts: the 
first identifies the “push” factors, the second the “pull” factors, the third requests the tourists' opinion on the 
importance of places/experiences to be included in tourist routes (monasteries, castles, wine cellars, churches, 
radical sports, natural parks, musical entertainment, cultural and historical experiences, gastronomic 
experiences and beaches) and the fourth part features tourists’ profiles (gender, age, and residence country). 
 
The motivational and attraction factors scales proposed by Esteves and Fernandes (2015) were used to 
evaluate the “push” and “pull” factors and the items of both scales were evaluated on a Likert scale of 6 points 
(1- nothing important to 6- extremely important). To measure the importance of places/ experiences to be 
included in tourist routes in the central region of Portugal, the same Likert scale of 6 points previously 
mentioned was also used. The questionnaires were applied, between March 15th and August 31st, 2018, to 
tourists who visited the central region of Portugal. Participants were informed of the objectives of the study 
and the confidentiality and anonymity of the information provided was assured.  
 
Two hundred and thirty-five valid questionnaires were collected. After data collection, a database was 
constructed using the IBM SPSS Statistics 25 software. A descriptive, multivariate and statistical inference was 
used to analyse the data.  
 
Most of the respondents are between 18 and 75 years old, with a mean age of approximately 34 years (SD = 
11.60) and were female (60%, n = 141). Regarding the residence country, 93.6% (n = 220) are Portuguese and 
6.4% (n = 15) are foreigners and most have higher education (57.9%, n = 136). 

5. Results 
To identify the structures of the “Push” and “Pull” factor scales, factorial analysis of the main components with 
varimax rotation was used. To measure the minimum number of factors to be retained, the Kaiser criterion 
and the Scree plot were used. 
 
The results show that the “Push” factor scale consists of 15 items of four dimensions and explains 71.86% of 
the total variance (see Table 1): Relationships and Interpersonal Experiences (items M5 to M8) explains 
21.03%; Social and Intercultural Competences (items M1 to M4) explains 19.21%; Escape and self-renew (items 
M12 to M15) explains 17.39% and Convenience and Leisure (items M9 to M11) explains 14.23%. The Cronbach 
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alphas values of the four dimensions of the “Push” factor scale range from .73 to .89, therefore, the scale has 
internal consistency (Maroco and Garcia-Marques, 2013). 

Table 1: Results of the Factorial Structure of the “Push” Factor Scale  

 Factors 
Items 1 2 3 4 
M5. Medical treatment .78    

M6. Visiting friends or family .78    

M7. Meeting new people  .69    

M8. Searching for adventure .70    

M1. Exploring the region culturally  .89   

M2. Broadening cultural knowledge  .84   

M3. Getting to know new regions   .76   

M4. Living a new experience  .66   

M12. Rest and relaxation   .81  

M13. Escaping/breaking the routine   .83  

M14. Health and wellness   .61  

M15. Self-realisation   .60  

M9. Period/Time of the year    .83 

M10. Leisure/entertainment    .65 

M11. Shopping    .73 

Explained variance (71.86%) 21.03% 19.21% 17.39% 14.23% 

Cronbach’s alpha (0.91) .84 .85 .89 .73 

(105) = 2125.65     KMO = .88 

 
Regarding the “Pull” factors (see Table 2), the scale is composed of 21 items and four dimensions and explains 
72.20% of the total variance: Reception and Quality of Services (items A1 to A7) explains 22.93%; Animation 
and Tourist Attractions (items A8 to A14) explains 18.45%; Facilitators and Promoters of the trip (items A15 to 
A18) explains 16.52% and Rural Charms (items A19 to A21) explains 14.30%. The values of the Cronbach alphas 
of the four dimensions of the “Pull” factor scale vary from .90 to .91, meaning that the scale has a very strong 
internal consistency (Maroco and Garcia-Marques, 2013). 

Table 2: Results of the Factorial Structure of the “Pull” Factor Scale 

 Factors 
Items 1 2 3 4 
A1. Hospitality .79    

A2. Quality of products/services .82    

A3. Quality and food variety .75    

A4. Safe environment .76    

A5. Friendly people .76    

A6. Prices .65    

A7. Accommodation/facilities/infrastructures .65    

A8. Thematic attractions  .54   

A9. Tourist recreation activities  .55   

A10. Events/Festivities  .63   

A11. Trade  .64   

A12. Religious attractions  .78   

A13. Tourist concentration  .87   

A14. Destination image  .58   
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A15. Travel duration    .65  

A16. Transport and accessibilities   .81  

A17. Travel organisation   .81  

A18. Signs/Information   .79  

A19. Cultural attractions    .71 

A20. Natural attractions     .81 

A21. Tourist hotspots    .75 

Explained variance (72.20%) 22.93% 18.45% 16.52% 14.30% 

Cronbach’s alpha (.95) .91 .91 .90 .90 

(210) = 3794.08     KMO = .94 

Regarding Hypothesis 1, (see Figure 2) the results show that there is a positive and statistically significant 
relationship between the dimensions of the “Push” and “Pull” factors, indicating that higher motivational 
ratios are associated with higher rates of attraction. According to Cohen's criteria, the correlations are 
moderate (Pallant, 2013). It is also observed that the dimensions Escape and Self-renew (r = .44, p <.01) and 
Relationships and Interpersonal Experiences (r = .43, p <.01) are the ones that contribute most to the “pull” 
factors. Thus, Hypothesis 1 is supported empirically, i.e. there is a positive relationship between the “push” 
factors and the “pull” factors for tourists who visit the central region of Portugal. 
 
 
 

 

 **p < .01.

Figure 2: Relationship between “Push” and “Pull” factors

Tourists consider that the tourist routes of the center region must include: natural parks (M = 5.03); beaches 
(M = 5.00); gastronomic experiences (M = 4.99) and cultural and historical experiences (M = 4.94) (see Figure 
3). 

.39** (p = .000)  

.44** (p = .000) 

.41** (p = .000) 

.43** (p = .000) 
Relationships and Interpersonal Experiences

Social and Intercultural Competences 

Escape and Self-renew

Convenience and Leisure

“Pull” Factors 

“Push” Factors 
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Figure 3: Places/experiences to include in tourist routes in the central region 

6. Discussion 
In the central region of Portugal four dimensions were identified for the set of “push” factors, which together 
account for 71.86% of the data structure. This study corroborates Esteves and Fernandes (2015), regarding the 
explained variance, having obtained a greater percentage (Esteves and Fernandes, 2015 had 60.87%).  
 
However, the results also show that the Relationships and Interpersonal Experiences dimension was 
considered to be the most significant, and in the Esteves and Fernandes study (2015) the most significant 
dimension was the Socio and Intercultural Competences. 
 
The four dimensions of “pull” factors account for 72.20% of the total variance, which is higher than that 
obtained in the Esteves and Fernandes (2015) study.  
 
The Cronbach's alpha values showed that the scales used are reliable for evaluating “push” factors and “pull” 
factors, given that the internal consistency indexes are higher than those obtained in Esteves and Fernandes 
(2015). 
 
There is a positive and statistically significant relationship between “push” factors and “pull” factors for 
tourists that visit the central region of Portugal. Escape and Self-renew and Interpersonal Relationships and 
Experiences are the dimensions that contribute most to the “pull” factors. 

7. Conclusion 
These results corroborate the previous researchers: Esteves and Fernandes (2015), who stated that the 
attracting factors (“pull” factors) are the response element of motivational factors (push factors), and Cunha 
and Abrantes (2013), who argue that motivation is the reason for moving to a destination and that attraction 
responds to that reason. 
 
The results also showed that the motivational factors, Escape and Self-renew and Relationships and 
Interpersonal Experiences are those which most influence the process of attracting tourists to the central 
region of Portugal. 
 
Additionally, this study also reveals that tourists would like to see natural parks, beaches, and have 
gastronomic experiences and cultural and historical experiences included in the tourist routes of the central 

Radical Sports 
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region of Portugal. These findings are important to managers and policy makers, who could perform actions 
based on the tourists’ preferences.   
 
The results of this research also contribute to a better understanding of the tourists’ attraction to a given 
destination, and to a better perception of the tourist’s behavior in the central region of Portugal. 
 
Further research could be carried out in other Portuguese tourist regions or cities, given that Portugal, besides 
having good weather conditions, has a rich heritage of tourist places/experiences to offer. 
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Abstract: This paper reports on a study of mechanisms used by TVET college lecturers in South Africa to maintain industry 
knowledge and skills once employed in education and training.  From focus groups held throughout the county in 2015 and 
2016, this study confirms that tourism and hospitality lecturers employed in South African TVET colleges, often lack work-
place experience.  This study found that lecturers tend to keep their work-based knowledge updated by means of informal 
mechanisms, such as reading, and furthering academic qualifications. Past research has detected deficiencies in TVET 
lecturer qualifications and experience; in particular work-place experience and qualifications. Research related to tourism 
and hospitality lecturers indicates that qualifications are more highly prized by TVET employers than experience.  The 
preference is reinforced: once lecturers are appointed and employed within TVET institutions, further educational 
credentials have to be acquired, primarily because of the State’s qualification requirements.  
  
Keywords: Work integrated learning, workplace qualifications, experiential learning, TVET colleges 

1. Introduction 
The South African White Paper for post-school education and training specifies that technical and vocational 
education and training (TVET) colleges provide education and training to those who leave school to develop 
skills for industry, commerce and public-sector institutions (South Africa, 2013a: 11).  The White Paper noted 
that programmes offered by TVET colleges are insufficiently  directed to attainable occupations (South Africa, 
2013a: 15), which means that TVET college graduates are not adequately prepared to enter the workforce. The 
State’s vision for TVET Colleges, the Green Paper that preceded the White Paper stipulated that that,  these 
institutions need to offer vocational and occupational courses to young people, mainly 16 to 24 years old 
(South Africa, 2012: 20-22) who require a realistic pathway to further studies or seek intermediate 
employment in industry and commerce.  Programme systems offered to students by TVET colleges include the 
National Certificate Vocational (NCV), as well as the National Accredited Technical Education (NATED) 
certificates and diplomas (South Africa, 2012: 20-22).The NCV includes a programme that prepares students 
for employment in the tourism industry and a programme that prepares students for the hospitality industry. 
The NATED programme system includes a wide range of programmes related to the tourism and hospitality 
industries.  
 
Responsibility for preparing students rests with TVET lecturers. Because graduate employment is a key 
element of TVET programme preparation, lecturers need to  be qualified and have sufficient  industry-based 
workplace experience that is  current.  The Green Paper (South Africa 2012:24), however, noted a deficiency in 
lecturer abilities.  According to the Green Paper, lecturers in technical fields are largely recruited from 
industry, which means that many have work-place experience and knowledge, but little pedagogical training.  
 
The state has addressed the need for pedagogic development in the policy on professional qualifications for 
lecturers in technical and vocational education and training (South Africa 2013b:40).  This policy requires that 
TVET lecturers possess a sound knowledge base of their subject of specialisation, and be professionally 
qualified to present and manage teaching and learning. 
 
Lecturer shortcomings noted by the state are reflected and noted as more serious in research conducted.  
McBride, Papier and Needham’s (2009: 8) study in the Western Cape Province found that 37% of lecturers had 
work-place experience and qualifications.  Manyau’s (2015:63,75) study in the North West Province, similarly, 
found that 49.5% lecturers had more than two years’ work or industry experience.  Increasing employment of 
lecturers with industry skills is systemically challenging.  Many individuals enter the teaching profession 
because they were unable to find work in industry in the first place.  Furthermore, remuneration packages 
offered by colleges, do not compete with those offered in industry.   
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A research project conducted at TVET colleges in 2015 and 2016 provided an opportunity for quantitative 
analysis of TVET college lecturer qualifications and workplace experience; and how TVET lecturers keep their 
workplace experience relevant and updated.  The project provided indications of industry specific work-related 
TVET lecturer competencies, including those specific to the tourism and hospitality industries.   

2. Desired learning outcomes for TVET colleges 
TVET is one of the areas of education and training on which the state has focussed as part of its strategic 
growth and development planning.  The Green Paper (South Africa, 2012) and White Paper (South Africa, 
2013a) on post-school education, and the policy framework for TVET lecturer development (South Africa, 
2013b) provide blueprints for TVET as an element of the country’s post-school education system and a policy 
framework for qualifications of teaching staff employed. 
 
Vocational education outcomes are traditionally framed in terms of skills and competencies relating to 
particular vocational domains.  Lucas (2014: 4) identifies a number of capabilities and abilities that make up 
the working competence of a vocational worker. These capabilities and attitudes Lucas describes as routine 
expertise, resourcefulness, craftsmanship, functional literacy, business-like attitudes and wider skills.  
 
According to Lucas (2014: 4) routine expertise is at the core of the work experience. Routine expertise involves 
the ability to carry out routine tasks with skills sufficient to a satisfactory standard. It involves the use of 
materials, tools and abstract concepts.  Resourcefulness, Lucas (2014: 4) explains, is required when people 
encounter tasks that are not routine and are required to respond differently. Expert practitioners are able to 
bring to mind knowledge that is applicable to new, unfamiliar contexts.  Craftsmanship concerns the pride 
taken by an individual in completing a task with pride and integrity quote (Lucas 2014: 4). Besides having the 
necessary skills to complete tasks, it is expected of employees and, by implication, vocational students and 
lecturers, to have a business-like attitude, which is essential when working for profit-driven as well as non-
profit driven organisations. A business-like attitude, Lucas (2014, 4) explains, manifests itself in behaviours 
such as punctuality, orderliness, willingness to put in necessary time and effort and customer service that 
exceeds customer expectations. 
 
Vocational outcomes are encapsulated in the South Africa’s two major TVET programme systems. The National 
Certificate Vocational (NCV) programme system offers programmes which fall within the further education and 
training band on the country’s national qualifications framework.  One NCV programme has been developed 
for students who intend entering the tourism industry, and the other for students pursuing hospitality industry 
careers.  A number of subjects have been designed as part of the National Accredited Technical Education 
(NATED) programme system that could be included in programmes aimed at the tourism and hospitality 
industry.  Some NATED programmes are placed on the further education and training band on the country’s 
national qualifications framework, and others on the higher education and training band on the country’s 
national qualifications framework. 
 
For effective vocational teaching and learning, TVET lecturers need to produce vocational outcomes and 
exhibit them. The policy framework for TVET lecturer development (South Africa, 2013b) was promulgated to 
ensure the training of vocational teachers who are vocationally and pedagogically skilled in producing the 
future generations of skilled workers, including those employed in the tourism and hospitality industries.  
 
Industry-based work-place learning provides TVET lecturers with skills and competencies relating to particular 
vocational domains (van der Bijl & Taylor, 2016), and has been included in new teacher education programmes 
for TVET lecturers. 
 
Because, as sectors within the South African TVET system tourism and hospitality studies are relatively small, 
subjects offered, with the exception of those directly related to cooking within the hospitality sector, are 
largely based in a lecture room. Neither of the programme systems have formal student placement elements.   
 
Generic subjects, such as entrepreneurship and communication, are commonly shared with other 
programmes, which means that some lecturers may be sector specialists but others may be subject specialists 
with no industry or sector-specific orientation.  Unlike hard technical fields such as draftsmanship that require 
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the acquisition of skills-based trade certificates,  tourism and hospitality  require a varied set of knowledge and 
skills.   Because programmes, both in higher and vocational education, tend to be theory-based, a shortage of 
work-place is commonly perceived as a shortcoming.  Comparative research on how TVET lecturers acquire 
industry-based skills and knowledge has been conducted (see Van der Bijl, 2015).  Maintenance of knowledge 
and skills is regarded an integral part of lecturer professional development and is wholly under-researched.  
 
The state regards lecturer work placements as a mechanism to address what is commonly called the skills gap.  
The state has funded lecturer work placements and included industry-based work which integrates learning as 
part of all initial TVET lecturer programmes. 

3. Benefits of work-based learning 
The benefits of work placements for TVET students is widely recognised:  Little and Harvey (2006: 29) argue 
that work placement enhances self-confidence, introduces students to different environments with various 
types of people, and develops organisational and team working skills. Work placement, Little and Harvey 
(2006:30) note, improves oral and written communication skills, as well as interpersonal and networking skills, 
organisational skills, responsibility and confidence. Work placement enhances understanding of subjects; 
resulting in an increase in self-awareness,  awareness of others and the ability  to work effectively in teams.   
 
The benefits of industry-based placements for TVET lecturers are not as widely recognised; despite evidence of 
its value dating back to the 1990s (Van der Bijl & Taylor,2018: 130).  In recent years, industry placements have 
been used to develop vocational teaching skills for projects in which skills development is needed to support 
the establishment of new business (Schüller & Bergami, 2011:135-136). 
 
The policy on professional qualifications for TVET lecturers (South Africa, 2013b) requires industry-based 
learning for new lecturers but the Green Paper (South Africa 2012:24) noted deficiencies in lecturer abilities, 
which McBride et al. (2009: 8) and Manyau (2015:63,75) attributed to a lack of work-place experience.  
 
Attempts to address the lack of lecturer work-place experience includes the Swiss South African Cooperative 
Initiative’s (SAACI) WIL for lecturers project and the Cape Peninsula University of Technology’s (CPUT) 
Research chair for WIL and RPL; both funded by the ETDP SETA (Education and Development Practices Sector 
Education and Training Authority, a state funded agency established in terms of the Skills Development 
Authorities Act). The SSACI project involved placing selected lecturers in industry while the CPUT research 
chair’s activities led to the development of a programme for WIL members employed at TVET colleges.  These 
two projects involved interaction with TVET lecturers at a national level and provided an opportunity to 
determine ways in which lecturers maintain industry-based knowledge and skills required for effective 
programme presentation.  A relatively small but significant number of lecturers interviewed worked on 
hospitality and tourism programmes.  

4. Research design and methodology 
During 2015 and 2016, focus group exercises were conducted as part of the fieldwork done for the EDTP SETA 
in partnership with the CPUT Research Chair for WIL at eighteen TVET colleges.  For each focus group a 
questionnaire was circulated requesting individual, confidential responses. The questionnaire produced 
quantitative data which provided a generalizable overview on TVET lecturer qualifications and workplace 
experience at TVET colleges. The research instrument was a self-constructed, closed-ended survey 
questionnaire which used a four-point Likert scale as measurement. The aim of the questionnaire was to 
determine the level of TVET lecturer qualifications, work-place qualifications and experience.  
 
Eighteen (n=18) TVET colleges were selected from the study population of 50 TVET colleges (N=50) across 
South Africa. Two colleges per province were selected; from each one located in an urban area, one in a rural 
area.  A total of 249 lecturers completed the questionnaire which was administered from February to 
September 2016.  The data gathered from hospitality, tourism and business management lecturers were of 
importance to this study. TVET college management and the Department of Higher Education and Training, 
gave permission for research to be conducted. Participation of lecturers was anonymous and confidentiality 
assured. Completion of the questionnaire was voluntary.  
 

210



The research design of the study as reported in this paper is embedded in the theory of reflection, which is 
concerned with mental processes in the human mind during and after practical application of learned theory.  
 
The research method is post-positivistic and quantitative in nature. According to Martin and Hughes (2009: 12) 
the essence of reflection theory is that learning from experience can be enhanced through both reflection in 
the midst of an experience and through reflection after an event. Reflection,  Martin and Hughes (2009: 12) 
explain, is grounded in the personal foundation of the experiences of the student,  that shaped the person. 
Learning occurs through the interaction of a person with his or her material and human environment (Martin 
and Hughes, 2009: 12).  
 
Face validity was enhanced by having the content of the survey questionnaire evaluated by role players prior 
to its implementation. Face validity refers to the extent that an instrument looks valid. Criterion validity 
determines whether an instrument tests what it is invented to measure (Pietersen & Maree 2014, 217).  
 
Questionnaires were completed by requesting lecturing and management staff to complete the questionnaire 
and provide feedback on the relevance, clarity and suitability of the questions.   
 
The data obtained from the questionnaire were keyed into SPSS for statistical analysis and tested for internal 
reliability by means of Cronbach’s alpha coefficient. A high degree of similarity among items was observed 
since they were measuring a common construct. The measure of similarity was an indication of the internal 
reliability of the instrument. The internal reliability of an instrument was measured through Cronbach’s alpha 
coefficient (Pietersen & Maree 2014, 215–216). Cronbach’s alpha coefficient for this study was 0.85 ( =0.85).   
 
The statistical findings are displayed in tables and discussed in the next section.  

5. Findings 

5.1 Demographic information 
The field of work of the total population of TVET lecturers who completed the questionnaire is illustrated in 
Table 1 below:  

Table 1: Field of work of lecturers 
Field of work Number of lecturers Percentage 
Engineering 89 35,7 
Business management 42 16,9 
Financial management 8 3,2 
Hospitality 8 3,2 
Tourism 11 4,4 
Education 46 18,5 
Transport and logistics 12 4,8 
Project management 1 0,4 
Work Integrated Learning 4 1,6 
Office administration 13 5,2 
Agriculture 6 2,4 
Missing 9 3,6 
Total 249 100 

 
While a relatively small percentage of the sample were tourism or hospitality specialists, 4.4% and 3.2% 
respectively, business management specialists (16,9%) and, to a lesser extent financial management and 
education specialists, are employed by TVET colleges on tourism and hospitality programmes.  Business, 
financial and education specialists present specialist subjects on tourism and hospitality programmes.  It is 
possible, but not verifiable, that some education specialists qualified as school teachers with a hospitality 
specialisation. 
 
Qualifications of the total population TVET lecturers who completed the questionnaire are illustrated in Table 
2 below: 

Table 2: Lecturer qualifications 
Qualifications Number of lecturers Percentage 
Certificate 17 6,8 
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Qualifications Number of lecturers Percentage 
Artisan 24 9,6 
Diploma 88 35,3 
Degree 89 35,7 
Artisan with diploma or degree 1 0,4 
Missing 30 12 
Total 249 100 

 
Table 2 confirms earlier research on the skills shortage.  A small number of lecturers are qualified artisans 
(9,6%), while most lecturers are in possession of a diploma (35,3%) or a degree (35,7%). Most Lecturers 
employed by participating TVET colleges possessed theoretical qualifications.  Diplomas, for both tourism and 
hospitality, include student work placements but practical work included in degrees tends to be non-existent 
or limited to on-campus practical work. 
 
Qualifications of hospitality, tourism and business management lecturers are illustrated in Table 3 below: 

Table 3: Qualifications of hospitality, tourism and business management lecturers 
Qualifications Hospitality (n) Percentage (%) Tourism (n) Percentage 

(%) 
Business 
manage-
ment (n) 

Percentage 
(%) 

Certificate 0 0 0 0 2 5 
Artisan 0 0 0 0 1 2 
Diploma 4 50 4 36 9 21 
Degree 4 50 7 64 22 52 
Missing 0 0 0 0 8 19 
Total 8 100 11 100 42 100 

 
The number of hospitality, tourism and business management specialists with diplomas or degrees are 100%, 
100%, and 74% respectively. The number of business management lecturers with a certificate were 5% and 
one lecturer was an artisan. As TVET colleges are concerned with preparing students for the workplace. 
Lecturers who lack workplace qualifications and experience may find it difficult to prepare students for the 
workplace, workplace experience of lecturers will be discussed in the following section.  
 
Table 3 therefore confirms that qualifications for lecturers in tourism and hospitality tend to be limited to 
diplomas and degrees.  The disconcerting indication is the range of qualifications listed by business 
management lecturers.  It is expected that the majority would be in possession of degrees or diplomas but the 
occurrence of qualifications limited to certificates indicates that some lecturers were underqualified in that 
their qualifications and limited to the level at which they teach.  Lecturers who have a certificates are under-
qualified and not suitable for teaching students at this level.  The involvement of artisans in teaching business 
management is disconcerting because artisanships for business management do not exist in the country.   
 
Artisanships are limited to trades in the construction and hair care industries.  This means that the two artisans 
teaching business management are inappropriately qualified and not suitable for teaching business, tourism or 
hospitality students. 
 
The workplace experience of hospitality, tourism and business management lecturers who answered the 
questionnaire is illustrated in Table 4 below: 

Table 4: Workplace experience of hospitality, tourism and business management lecturers 
Workplace experience Hospitality 

(n) 
Percentage 
(%) 

Tourism 
(n) 

Percentage 
(%) 

Business 
manage-
ment (n) 

Percentage 
(%) 

Less than 5 years 5 63 6 54 17 41 
6–10 years 0 0 3 27 5 12 
11–15 years 2 25 0 0 3 7 
16 years and more 0 0 0 0 3 7 
Missing 1 12 2 18 14 33 
Total 8 100 11 100 42 100 

 
The largest proportion of hospitality, tourism and business management lecturers, 63%, 54% and 41%, had less 
than five years’ work experience. These lecturers had limited exposure to the workplace and lacked adequate 
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experience to prepare students for the workplace. Tourism and business management lecturers with six to ten 
years’ work experience were 27% and 12 %.  These lecturers' workplace experience should enable them to 
draw from past experiences to provide examples during lessons and prepare students for the workplace 
effectively.  The large proportion of lecturers with less than five years work experience substantiates earlier 
research which noted a lack of adequate workplace experience.  McBride et al.(2009, 8) noted that 37% of 
lecturers in the Western Cape had workplace experience: Manyau (2015, 63) found that 49.5% of lecturers in 
the North West had two to four years’ teaching and working experience.  

5.2 Acquisition of initial subject knowledge 
The method by which hospitality, tourism and business management lecturers gained their initial subject 
knowledge is illustrated in Table 5 below: 

Table 5: Initial subject knowledge of hospitality, tourism and business management lecturers 

Initial subject knowledge of lecturers  Hospitality lecturers Tourism lecturers Business management 
lecturers 

 Mean Std 
Deviation Mean Std 

Deviation Mean Std 
Deviation 

Gained initial subject knowledge from studying 3,43 0,535 3,50 0,527 3,43 0,739 
Gained initial subject knowledge from training 3,00 0,816 2,90 0,876 2,40 1,311 
Initial subject knowledge from work 3,29 1,113 3,70 0,483 3,14 1,033 
Initial subject knowledge from experience 2,57 0,976 3,50 0,707 2,57 1,145 

 
Hospitality lecturers dominantly gained their initial subject knowledge from studying (mean = 3,43) followed 
by subject knowledge gained from work (mean = 3,29). Business management lecturers dominantly gained 
their initial subject knowledge from studying (3,43) followed by subject knowledge gained from working (mean 
= 3,14). In contrast, Tourism lecturers dominantly drew their initial subject knowledge from work (mean = 
3,70) followed by studying (mean = 3,50) and general experience (mean = 3,50). These lecturers, in general, 
acquired most of their initial subject knowledge from studying and working.  
 
The method by which hospitality, tourism and business management lecturers keep their subject knowledge 
updated is illustrated in Table 6 below: 

Table 6: Keeping subject knowledge updated 

Lecturers keeping their subject knowledge 
updated 

Hospitality lecturers Tourism lecturers Business 
management 
lecturers 

 Mean Std 
Deviation Mean Std 

Deviation Mean Std 
Deviation 

Keep updated through work integrated 
learning 3,29 0,488 2,30 1,252 2,49 1,147 

Keep updated through studies 3,00 0,577 3,00 1,155 3,23 0,843 
Keep updated through reading 3,29 0,756 3,40 0,516 3,34 0,639 
Keep updated through entrepreneurship 1,71 1,113 3,10 0,876 2,23 1,416 

 
Table 6 indicates that all three groups of lecturers analysed (hospitality, tourism and business management) 
predominantly keep their subject knowledge current by reading and through further studies. The predominant 
method of keeping subject knowledge current is through reading, which have mean scores of 3,29, 3,40 and 
3,34 respectively.  Reading, in the context of this study involved all forms of work related reading; including 
industry-based reading, and teaching-related reading.   
 
A relatively high proportion of lecturers maintained their subject knowledge through further studies.  
Hospitality and tourism lecturers had a mean of 3,00, while business management lecturers had a mean score 
of 3,23 for keeping subject knowledge updated through studying.  The Department of Higher Education and 
Training requires that annual reports produced by colleges include new qualifications obtained by staff.  The 
Department provides funding for further studies, which largely accounts for this average mean.  However, 
given that most hospitality and tourism lecturers have diplomas or degrees, further studies involves high-level 
qualifications that tend to be theoretical in nature.   
 
Tourism lecturers, to a greater extent than other lecturers, noted entrepreneurship as a form of maintaining 
subject knowledge, with a  mean score of 3,10, particularly when compared to hospitality lecturers.  This result 
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coincides with earlier research on mentoring practices within TVET colleges (Van der Bijl, 2015), which found a 
greater tendency for tourism lecturers to remain active within tourism practice, when compared to catering 
lecturers.  Van der Bijl’s (2015) study, limited in both number of participant and scope, found that the 
motivation for a number of hospitality practitioners moving into TVET was conditions of work. 
 
Hospitality lecturers mean score for work integrated learning equals that of reading, indicating that they retain 
their subject knowledge and updated it. The reason for this was given as the hands-on nature of hospitality 
courses; most likely linked to a graded level of participation in the SSACI WIL for lecturers compared to the 
other two groups of lecturers. 

6. Conclusion 
Information included in this paper suggests strongly that qualification and work-place experience patterns of 
hospitality and tourism lecturers, reflect a general pattern of qualifications within the South African TVET 
college system.  Most lecturers on programmes preparing students for these industries have adequate 
theoretical qualifications; in the form of diplomas and degrees. Most lecturers, however, lacked workplace 
experience and qualifications related to teaching skills.  Some lecturers involved with the most important 
generic subject, business management, are under-, or inappropriately qualified.  Lecturers who gained their 
initial subject knowledge through working in industry received low mean scores except; for lecturers (see 
Table 5).  A large proportion of lecturers had less than five years’ work experience in business and industry 
(see Table 4), and lacked knowledge of the outcomes expected from students who enter the workplace.  
 
Lecturers who gained their initial subject knowledge by studying, received high mean scores (see Table 5).  
There appears to be a strong focus on academic knowledge; instead of workplace experience and knowledge 
in industry.  The large number of lecturers with less than 5 years’ work experience may indicate that the work 
experience of these lecturers is insufficient. 
 
Information included in this paper indicates that TVET lecturers who keep their subject knowledge current do 
so informally, through reading, and formally, through studying (see Table 6).  This finding confirms that 
lecturers attach greater importance to theoretical knowledge; compared to work experience and practical 
work based knowledge.  Reading and studying may serve as valuable source of work-based knowledge, but 
cannot replace experience; especially in a learning environment in which students are being prepared for the 
workplace, with characteristic ethics and values systems.  This challenge is relevant to adequately qualified and 
experienced lecturers, and vital for credibility of lecturers whose experience or qualifications are insufficient. 
 
Information included in this paper indicates further that lecturers employed at TVET colleges, in general, lack 
workplace experience.  TVET colleges are primarily concerned with preparing students for the workplace and 
lecturers who lack workplace experience may not be able to prepare students effectively or link theory to 
practice. These lecturers may find it difficult to maintain relations with workplaces in industry since they do 
not understand the underlying principles according to which industry functions.  Work-based learning 
potentially has advantages for TVET colleges, lecturers and students.  Lecturers who were involved in 
workplace experiences noted two distinguishing factors. The first was the need to develop long-term mutual 
trust at institutional and individual levels. Both lecturers and managers noted that trust would be the result of 
the development of successful long-term working relations. 
 
The possibility of releasing underqualified and inexperienced lecturers for extended periods, at least between 
three and six months, to receive work-based experience should be considered.  Exposure to work will not only 
improve lecturer ability to apply theory, it will also make them aware of business ethics and standards that 
should be instilled in students prior to entering the labour market.   
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Abstract: Cycle tourism is considered as an emerging niche market and has caught the attention of several key 
stakeholders in the decision-making process regarding territorial and tourism development strategies. Therefore, the use 
of the bicycle has been included in various strategies to promote cycling practices in both local communities and visitors, 
enabling to combine sustainable mobility with tourism activities that promote well-being and can contribute to innovation 
in various tourism destinations. It is vital, though, that the information on the existence of cycling routes is conveyed to 
visitors of these destinations. For this, it is necessary not only to map the routes, but also to identify points of interest  with 
associated tourist information. Geographical Information Systems (GIS) are an excellent tool, not only in the tourism 
planning process, but also in displaying the required information in a visually appealing way to visitors. The orographic 
characteristics of the Region of Aveiro, along with the interest of several municipalities in promoting tourism and the use of 
the bicycle, allowed the development of a research project that resulted in the definition of a set of intermunicipal bike 
touring routes. To this end, firstly the points of tourist interest to be included in the routes were identified to, in a second 
stage, define the ideal cycling routes, using GIS. Based on the literature review, several criteria were used to define the 
ideal routes, namely length, slope, speed limit, track capacity, landscape and distance to industrial areas. In this process, 
the Network Analyst extension of the ArcGIS software was used. The result is ten short, six medium and four long haul 
routes, which allow the various market segments to visit the selected points of interest and to know the Region of Aveiro. 
 
Keywords: Cycle tourism, GIS, Tourist routes, Aveiro region 

1. Introduction 
Cycling is fashionable nowadays. From a simple mean of transportation, it has been transformed in an 
important physical and leisure activity, promoting wellness and improving quality of life. According to a study 
carried out for the European Commission (Weston et al., 2012), it is estimated that 2,295 billion trips per year 
are made related to cycling tourism in the European Union, generating more than 44 billion Euros. The 
estimated number of overnight stays is 20.4 million Euros. The benefits of this activity are not only economic 
but also environmental, as it has a lesser negative impact than other forms of tourism and is a good example of 
carbon reduction. Social benefits are also highlighted, with an impact on the health of the practitioners and 
the inclusion of people who do not have the income to use other means of transportation. The 
aforementioned study focuses on the EuroVelo project, a network developed at the European level, recently 
extended along the Portuguese west coast, crossing the Region of Aveiro. This study indicates that cycling 
tourism is growing in countries such as France, Austria, Poland and the Czech Republic, while Denmark, 
Germany, the Netherlands and Switzerland are likely to have reached a saturation point (Weston et al., 2012). 
In the case of Portugal it is mentioned that this practice represents only a small niche market. In this sense, it is 
relevant to carry out studies that allow the development of cycling tourism in the country. 
 
The Region of Aveiro has been promoting tourism and the use of the bicycle, which is part of the history and 
tradition of this region. The use of the bicycle as a means of transport is higher than the Portuguese average, 
with Murtosa being the municipality with the highest percentage registered at national level. Several 
stakeholders in the region have already developed some projects for the promotion of the use of the bicycle, 
either through the development of infrastructures, such as bike pathways, or services, such as free use 
bicycles, and other similar projects. In addition, the bicycle is the central focus of projects such as CicloRia, 
between Estarreja, Murtosa and Ovar, and is present in plans such as the Intermodal Mobility and Transport 
Plan of the Region of Aveiro. It is this type of initiatives associated with the physical characteristics of the 
region, namely in its coastal area, which demonstrates the potential use of bicycle in the Region of Aveiro. 
 

216



André Pedrosa, Helena Albuquerque and Zélia Breda 
 

 
 

Furthermore, tourism is currently a key sector in Portugal and also in the Region of Aveiro, which has in Ria de 
Aveiro its main resource and its brand image. In the region there are also the beaches, in more than 50 
kilometers of coastline; cultural heritage, such as Art Nouveau or tiles; and gastronomy, such as cod, eels or 
suckling pig and Bairrada wines. This work proposes to integrate the continuous bet on the promotion of 
bicycle and tourism, filling a gap in the region, which is the lack of a cycling tourism offer on an intermunicipal 
scale. For its development it is necessary the definition of routes that allow tourists to visit the destination and 
to know the different points of interest. To implement and to define those routes, Geographical Information 
Systems (GIS) work out as important tools, combining different criteria and different layers, allowing the 
integration of information and displaying and visualization for tourism purposes. 
 
This work aims to fill in the gap by defining bike touring routes at the regional level. First, a literature review 
about cycling tourism and GIS is presented. In terms of methodology, in a first stage, points of interest in the 
region were selected, according to existing territorial management tools and the municipalities’ interests and 
strategies. GIS play an important role in finding the best route to travel through points of interest, combining 
elements that influence the cycling experience. Therefore, the Network Analyst extension from ArcGIS was 
used, taking into account the length, slope, speed limit and road capacity, as well as the landscape and the 
distance to industrial areas. The result is the development of several routes, which allow different market 
segments to visit points of interest and discover the Aveiro region, in a socially, economically and 
environmentally sustainable way.  

2. Literature review 

2.1 Cycle tourism research 
The interest in cycle tourism is increasing in the last few decades. Lee, Chen and Huang (2014, p. 291) mention 
that “the rapidly of growth makes it particularly important to develop a guiding framework to assist industry 
and government sectors to maximize destination attractiveness and achieve long-term sustainability”. Bowles 
et al. (2011) also state that cycling is an activity that promotes economic, social and personal benefits, 
contributing in this way to boost community identity.  
 
Nevertheless, it is still difficult to define cycle tourism, due to the scarce literature and due to its segmentation. 
There are several definitions of this type of tourism, presented both for academics or institutions related to 
cycling activity (Centre for the Promotion of Imports from developing countries [CBI], 2015; Deenihan, Caufiled 
& O’Dwyer, 2013; Lamont, 2009; Pratte, 2006; Ritchie, 1998; Ritchie, Tkaczinski & Faulsks, 2010; Simonsen, 
Jorgensen & Robbins, 1998; Sustrans, 1999; Weston et al., 2012;), being one of the objectives to understand 
the extent of analysis of this activity. According to these authors, all of them consider that cycle tourism (or 
bicycle or cycling tourism) is a tourism activity, thus, involving at least one overnight away from home, where 
bicycle is a component of the tourism experience. Despite this being consensual, several other aspects are still 
in discussion, which makes it difficult to present a common definition, namely the involvement in cycling 
(passive or active); the use of bicycle as a mode of transportation or the use of the bicycle for leisure or for 
competition.   
 
Since cycle tourism has a wide variety of aspects to be analysed, it is still not possible to set a conduct line of 
research under this theme. Literature review has found a set of the most common aspects that are being 
studied by the different researchers. One of the research lines is related to the main characteristics of cycle 
tourism and cycle tourist, namely the segmentation and motivations of cycle tourists, in the demand side 
approach; and the attractiveness of a cycle tourism destination, on the supply side approach. Thus, according 
to segmentation, Ritchie (1998) points out different types and characteristics of recreational cyclists and cycle 
tourists. He segmented cycle tourism in home based; mountain bikers; day events; causal holidaymakers; 
independent and organized users. More recently, Lamont (2009) identified one more segment: the cycle 
events’ observers/competitors. He also analysed the relation between the whole tourism system and one of 
the segments of cycle tourism: the independent cycle tourist. In this research, he realized that there is a need 
to reconceptualise some of the components of the whole tourism system, namely the tourist destination 
region and transit route concepts, to be used by the independent cycle tourism segment.  
 
Tourist motivations to use bicycle for recreational and leisure activities are analysed by Ritchie et al. (2010). 
They carried out a research to understand the motivations of cycle tourists, applying the concept of enduring 
involvement. These authors presented a clustering of cycle tourists based on their level of enduring 
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involvement with bicycle. Deenihan and Caulfield (2015) analysed tourists’ preferences considering different 
cycle infrastructures, having in account different attributes, namely the type of facility, time, weather and 
route slope.  
 
The supply side approach is discussed by Pratte (2006), referring that this niche market has a very high 
potential of growing and that can include heritage, adventure and sustainable tourism, promoting, in this way 
an integration of different types of resources. More recently, Lee, Chen and Huang (2014) used an analytic 
hierarchy process method to identify the determinants of attractiveness of a cycle tourism destination. They 
conducted this study in Taiwan, so as to find out the attractiveness of this destination for cycle tourism.  
 
Considering cycle tourism planning, researchers developed their analysis considering different components. 
Cope, Doxford and Hill (1998) analysed the National Cycle Network in the United Kingdom (more precisely the 
Coast to Coast cycle network), to recognize the profile and number of users, their spatial and temporal 
distribution and to quantify the economic impacts. This research concluded that planners and decision makers 
should be organised to manage and to monitor cycle tourism, in order to improve cycle tourism planning.  
 
Lumsdon (2000) and Chen and Cheng (2016) are more concerned with the sustainability of the transport 
system to tourism activity, which led them to present two strategies. Lumsdon (2000) presented a model for 
cycling tourism, in order to improve the demand side, by offering a relaxing and well-being tourism 
experience. He also stated that cycle tourism can contribute to reduce motor vehicle use, if an integrated 
approach is adopted, where combined forms of transport can be achieved. Chen and Cheng (2016) focused on 
the preferences for an integrated bike-rail transport service for cycle tourism. They referred that one major 
concern of cycle tourism is that “such tourism might generate additional car journeys, as cycle tourists often 
put their bikes in cars and drive to the location where their cycling will take place” (Chen and Cheng, 2016). In 
their research, they consider that an integrated bike-rail transport service should be considered in order to 
contribute to the sustainability of cycle tourism. 
 
As it is possible to recognise, cycle tourism still needs more research in order to define this construct and the 
scope of analysis. It is still not possible to consider a conduct line of research, which turns difficult the 
definition of strategies to improve this new tourism segment. Also, it is still necessary to identify tools and 
methods that could effectively improve cycle tourism. Having this in account, it was conducted a research to 
understand the main advantages of using GIS in the development of cycle tourism, considering that it is 
important for cycle tourists to have defined routes with tourist information, combining in this way, the 
enjoyment of bicycle activity with the knowledge and discovery of new places, trough tourism activity. 

2.2 GIS applied to cycle tourism and bicycle practice 
The use of GIS for cycle tourism is a subject that is still undeveloped. These tools have already been used for 
several tourism projects and applications, but it is still scarce the literature combining GIS and cycle tourism 
(e.g. Bíl, Bilová, & Kube, 2012; Schuett & Holmes, 1996). Based on that constraint, the literature review 
performed for this research has considered also the application of GIS in the planning of bicycle facilities and 
infrastructures, which is related to several areas, namely the analysis of the chosen route by the cyclist, the 
identification of risk areas for the cyclist, the planning and development of infrastructures that support bicycle 
practice and the selection of the most suitable routes for that practice. Table 1 presents the studies that have 
used GIS in examining bicycle use, which have been published in a wide range of journals in various disciplines. 

Table 1: GIS applied to bicycle practice 
Authors Title 
Huang and Ye (1995) Selecting bicycle commuting routes using GIS 
Schuett and Holmes (1996) Using a collaborative approach to developing a regional bicycle tourism plan 
Aultman-Hall and Kaltenecker (1999) Toronto bicycle commuter safety rates 
Ferrigno (2003) Promoting exercise using GIS: The Williamson County bicycle map project 
Menghini, Carrasco, Schüssler and 
Axhausen (2010) 

Route choice of cyclists in Zurich 

Rybarczyk and Wu (2010) Bicycle facility planning using GIS and multi-criteria decision analysis 
Bíl, Bilová and Kube (2012) Unified GIS database on cycle tourism infrastructure 
Winters, Brauer, Setton and Teschke 
(2013) 

Mapping bike ability: A spatial tool to support sustainable travel 

Krenn, Oja and Titze (2014) Route choices of transport bicyclists: A comparison of actually used and shortest routes 
Wuerzer and Mason (2015) Cycling willingness: Investigating distance as a dependent variable in cycling behavior 
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Authors Title 
among college students 

Milakis and Athanasopoulos (2014) What about people in cycle network planning? Applying participative multicriteria GIS 
analysis in the case of the Athens metropolitan cycle network 

Pereira Segadilha and Penha Sanches 
(2014). 

Analysis of bicycle commuter routes using GPSs and GIS 

Jestico, Nelson and Winters (2016) Mapping ridership using crowdsourced cycling data 
Tracy and Lohb (2017) Quantifying bicycle network connectivity 
Kabak, Erbaş, Çetinkaya and Özceylan 
(2018) 

A GIS-based MCDM approach for the evaluation of bike-share stations 

Source: Based on Pedrosa (2016) 

3. Definition of bike touring routes in the Aveiro region 
We attempt to define attractive routes, combining different types of attractions through the whole region. The 
work’s main goal is to define cycling routes for tourists, connecting points of interest (POI) throughout the 
Aveiro region (Figure 1), showcasing this region as a whole and not as a group of individual municipalities.  
 

 
Figure 1: Aveiro region location  

Source: Pedrosa (2016) 

To achieve this goal, we set three phases to develop this project (Table 2), each one with different tasks. The 
first one consists on selecting points of interest and defining how many routes are needed and where. The 
second phase focuses on choosing the best route to connect those points of interest, according with a set of 
criteria that are considered to influence the cycling tourist experience. The last one, still under development, 
tries to validate and test the routes and then present them to the visitors of Aveiro region. GIS will play an 
important role in every phase. 

Table 2: Project phases and related tasks 
Project phases Task 

1. Selection of points of interest and route 
implementation area  

Selection of points of interest 

Definition of the number and location of each route 

Individual meeting with stakeholders from each municipality 
2. Route definition Selection of a set of criteria which influence the cycling tourist experience 

Geographic data processing 
Route definition using Network Analyst (ArcGIS) 

3. Validation, test and communication Validation of routes by municipalities 
Test of the routes 
Routes communication to visitors 

Source: Pedrosa (2016) 
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3.1 Phase 1: Points of interest and routes implementation area selection 
At the first stage, programs and strategies regarding tourism and cycling in the Aveiro region were considered 
at national, regional, inter-municipal and local levels, so the routes could be developed accordingly. Also, the 
webpages of the regional tourism board, inter-municipality community and all municipalities were analyzed in 
order to identify relevant products to be included in the routes. Additionally, to all programs and strategies, 
the analysis also considered the Web-GIS “Ria de Aveiro” that was developed by the regional tourism board in 
cooperation with the inter-municipality community and its municipalities. The Web-GIS shows tourism 
resources within the Aveiro region, geo-referred and displayed by categories, such as cultural and natural 
heritage. This map also identifies equipment and services supporting tourism activities.  
 
There was a need to adapt cycling routes to different market segments, therefore routes were divided in 
classes (Table 3). The point is to have routes for all type of visitors, according with their cycling experience and 
physical preparation.  

Table 3: Types of routes and target 
Routes Maximum distance (approximately) Characteristics of tourists  

Short-haul 25 km People who barely use a bicycle, however as a tourist they can ride along 
Aveiro region. 

Medium-haul 50 km People who like to ride a bicycle, doing it occasionally and with some 
experience and physical preparation. 

Long-haul 100 km People with experience in this activity, who used to travel by bicycle. 

Source: Pedrosa (2016) 

The routes were divided in three categories: short-haul, medium-haul and long-haul. This division was made so 
we could reach a wider range of tourism segments, through different lengths, and changing the importance of 
each criteria, present on phase 2, according to the route category. Considering different categories and points 
of interest, importance and location, we decided to implement 10 short-haul routes, 6 medium-haul routes 
and 4 large-haul routes, combining 20 cycling routes (Figures 2, 3 and 4). Those connections considered also 
the territorial dynamics of the Aveiro region, showed on the inter-municipality plan for mobility and 
transports. 
 
During this process, individual meetings with each municipality were arranged to determine, in consensus with 
their interlocutors, which points of interest should be incorporated in the routes, based on their importance, 
location and the route target profile. All routes start and finish at the same place (circular) or at train stations 
to simplify the visitors’ mobility. 

  
Figures 2, 3 and 4: POI and routes implementation area for short, medium and long-haul routes 

Source: Pedrosa (2016) 
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3.2 Phase 2: Route definition 
This second phase aims to find the best route to connect points of interest for each route planned. It considers 
a set of criteria, which influences the cycling tourist experience (Table 4), based on the studies analysed in the 
literature review. criteria were excluded due to lack of geographic data, like length of roadsides or pavement 
type and conditions. 

Table 4: Selected criteria, data and source 
Criteria Geographic data Source 

Length Road network Inter-municipality Plan for Mobility and Transportation (PIMT-RA) 

Cycling paths Cycling paths 

Traffic speed Speed limit 

Traffic volume Road capacity 

Distance to industrial areas Industrial areas  

Landscape Land Cover Corine Land Cover 2012 

Classified areas Institute for Nature and Forest Conservation (ICNF) 

Slope Altitude Digital Elevation Model  Aster 

Source: Pedrosa (2016) 

Regarding different the types of routes and their specificities, a weight ponderation has differences to fit needs 
from specifics market segments (Table 5). As an example, slope is less important in long-haul routes than in 
short-haul routes and some criteria related with safety have a higher weight in short-haul routes. 

Table 5: Weights, in percentage, by category for each criteria 
Criteria Short (%) Medium (%) Long (%) 
Length  20 25 25 

Slope 20 20 15 

Cycling pathways 20 20 20 

Speed limit 15 10 12.5 

Road capacity 15 10 12.5 

Landscape 
(Classified area + land cover) 

5 10 10 

Distance to industrial areas 5 5 5 

Source: Pedrosa (2016) 

With the ArcGIS software, from ESRI, we processed geographical data representing those criteria to attribute 
to each road segment a classification between 0 and 1, if it was more or less inappropriate for cycling, which 
allowed us to combine them in a unique index. Therefore, the index created was used as a value to find the 
best route with the Network Analyst extension from ArcGIS. Through the New Route tool, it was possible to 
find the path with less index value to travel between points of interest, which means that it is the easiest path 
according to these criteria. 

3.3 Phase 3: Validation, test and communication 
The last phase should be the validation of all the routes, test them and then create a complementary 
information to show to the visitors of Aveiro. It starts by getting in touch with all municipalities to validate the 
routes according with their own strategy. At the same time, the municipality interlocutors should confirm the 
routes, mainly because there are no data specifying road directions. They are able to find other data errors or 
make suggestions to improve routes, make them easier or more pleasant for visitors, and indicate the duration 
of the visit to attractions in order to calculate final time for each route.  
 
The last step is to produce information to promote bike touring routes: 

Routes’ mapping and identification; 
Routes’ description, category information, distance, time needed, information regarding local 
gastronomy; 
Points of interest’s description, location and reference to other points along the route; 
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Routes’ directions; 
KML or GPX file; 
Other information: safety and other recommendations, type of bike; rent-a-bike shops; tourist 
information centres. 

 
In this last phase, GIS can be used to produce information, such as informative maps, route directions 
extracted from Network Analyst, time and distance information, and KML or GPX files. 

3.4 Results 
The result is the development of 10 short-haul routes, 6 medium-haul routes and 4 long-haul routes (Figure 5, 
6 and 7), which allow different market segments to visit POI and discover the Aveiro region. The third and last 
step is still in progress, requiring the municipalities’ approval, in order to make the routes available to visitors.  
 
The cycling routes allow the inter-municipality community to promote cycling and tourism in the region. 

   
Figures 5, 6 and 7: Short, medium and long-haul routes map  

Source: Pedrosa (2016) 

It was defined 10 short-haul routes for tourists who barely ride a bike. The table 6 shows information by 
municipalities along each short-haul route, the POI that can be visited, the start and finishing points, cost 
according to the index created, which allows us to compare the difficulty between all routes, time without 
stops with 15km/h speed, and length in kilometres. 

Table 6: Short-haul routes identification 
Nº Municipality Start POI Finish point Cost 

(index) 
Time  Length 

(km) 

1 Ílhavo; Vagos Barra 
lighthouse 

Cais da Bruxa/ Caminho do Praião; 
Praia/ Mercado do Peixe da Vagueira; 
Palheiros da Costa; Nova Farol/ Praia 
da Barra. 

Barra 
Lighthouse 

125,90 1 hour e 
44 
minutes 

25,760 

2 Aveiro; Ílhavo; 
Vagos 

Aveiro 
University 

Universidade de Aveiro; Complexo da 
Vista Alegre; Museu do Brincar; 
Quinta do Ega; Marinha Santiago da 
Fonte. 

University of 
Aveiro 

193, 19 1 hour e 
45 
minutes 

26,028 

3 Aveiro; Ílhavo Aveiro train 
station 

Capela de São Gonçalinho; Canal 
Central; Ecomuseu Marinha da 
Troncalhada; Jardim Oudinot/Navio 
Museu Santo André; Parque Infante 
D. Pedro; Estação de Aveiro. 

Aveiro train 
station 

177, 85 1 hour e 
39 min 

24,552 
 

4 Oliveira do 
Bairro; Anadia 

Oliveira do 
Bairro train 
station 

Parque dos Pinheiros Mansos; Aliance 
Underground Museum; Lagoa do Paul 
de Ancas; Estação da Curia/ Rota da 
Bairrada. 

Curia train 
station 

193, 01 1 hour e 
43 
minutes 

25,638 
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Nº Municipality Start POI Finish point Cost 
(index) 

Time  Length 
(km) 

5 Sever do Vouga Paradela 
Ecocafe 

Ecocafé Paradela; Ponte do Poço de 
São Tiago (Ecopista); Parque 
Municipal de Sever do Vouga/ Museu 
Municipal; Praia Fluvial Quinta do 
Barco. 

Paradela 
Ecocafe 

164,91 1 hour e 
40 
minutes 

24,975 

6 Ovar; Murtosa; 
Estarreja 

Ovar train 
station 

Museu de Ovar; BIORIA: Percurso das 
Ribeiras de Pardilhó; Casa Museu 
Custódio Prato; Parque Municipal de 
Antuã. 

Estarreja train 
station 

141,74 1 hour e 
41 
minutes 

25,114 

7 Estarreja; 
Murtosa 

Estarreja 
train station 

Percurso das Ribeiras de Veiros; 
Centro de Educação ambiental da 
Ribeira de Pardelhas; COMUR Museu 
Municipal; Casa-Museu Marieta 
Solheiro Madureira. 

Estarreja train 
station 

131,83 1 hour e 
39 
minutes 

24,719 

8 Águeda; Oliveira 
do Bairro 

Águeda train 
station 

Rua Luís de Camões; Parque da 
Pateira - Óis da Ribeira; Parque do 
Carreiro Velho; Igreja de Oiã. 

Oiã train 
station 

188,95 1 hour e 
37 
minutes 

24,412 

9 Águeda; 
Albergaria-a-
Velha; Aveiro 

Mourisca do 
Vouga train 
station 

Igreja da Trofa e Padrão de Lemos; 
Moinho da Maia; Pateira de Frossos; 
Parque do Areal. 

Cacia train 
station 

166,14 1 hour e 
41 
minutes 

25,154 

10 Estarreja; 
Albergaria-a-
Velha; Águeda 

Salreu train 
station 

BIORIA: Percurso do Rio Jardim; 
Mamoas do Taco; Moinho Chão do 
Ribeiro; Núcleo Museológico 
Macinhata do Vouga. 

Macinhata do 
Vouga train 
station 

179,56 1 hour e 
42 
minutes 

25,257 

Source: Pedrosa (2016) 

The same was realized for the medium-haul routes and long-haul routes. Medium-haul routes have, as target, 
people who like to ride a bike, doing it occasionally and with some experience and physical preparation. Long-
haul routes were specifically designed for people with experience in travelling by bicycle and that want to 
come to Aveiro to visit the region by bicycle.  
 
There is a general tendency to concentrate routes in the coastal area of the Aveiro region, which is justified by 
a higher density of points of interest and cycling paths, but also because the land is flatter than the inland. 

4. Conclusion 
Cycle tourism is a product that is still in an early stage of development. However, it was already possible to 
conclude some preferences of cycling tourists through the literature review. It was possible to understand that 
cycling tourists prefer to use cycle pathways in independent routes, physically separated of roads, or in a cycle 
pathway along the roads. When these conditions are not possible, the preference is to use roads with larger 
roadsides or to choose roads with less or lower volume traffic. Concerning to natural environment, slope is one 
of the most mentioned factors that most problems causes to the use of bicycles, because when slope is higher, 
it is more demanding for the cyclist. The beauty of the landscapes is also a factor that is mentioned as one of 
the reasons to practice cycling tourism. It was also possible to conclude that it is essential for the user the 
existence of tourist information, such as the description of a route and its main points of interest, and 
navigation, such as signage of the places or cycle maps. 
 
The use of GIS to analyse cycle tourism in this study allowed to cross several geographical data, relating the 
identified criteria in the definition of the routes, to find the ideal routes for cycle tourists and also to produce 
essential information such as maps, KML files and route directions. It was possible to identify the potential of 
GIS in tourism planning and management, as well as the advantages that the use of these tools have to 
tourism, either in the promotion or management of resources, in the management of visitors or in the 
identification, monitoring and forecasting of their impacts. GIS are particularly relevant in cycle tourism, or 
cycling, as evidenced by this approach to defining cycling tourist routes. 
 
In this study it was considered cycle tourists all visitors (tourists or visitants) who are willing to use the bicycle 
at any given time, even if combined with other means of transport. For this reason, the routes are connected 
to other terrestrial means of transportation, like railroad, road and fluvial. Within the target audience, the 
routes defined for Aveiro Region were divided into three categories (short, medium and long-haul), to 
understand all cycle tourist profiles, regardless of their motivation and frequency of bicycle use, from people 
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who do not use the bicycle to those who use it as a mean of transportation in their daily lives. The courses 
were designed for people who want to take a bike ride, starting from a base, and its use does not serve the 
pretensions of those who use it to make linear movements, as in the case of EuroVelo. 
 
The Aveiro region has very favourable conditions for the development of cycle tourism, although there are 
some differences in the density of cycling routes or points of interest and relief between the coastal area and 
the inland area of the region. The latter has less suitable characteristics for the use of the bicycle, due to the 
greater dispersion of the territory, a smaller cycling network and more pronounced slopes. Cycling mobility has 
been a bet of the region, as evidenced by the kilometres of cycling pathways built, the initiatives developed to 
promote the bicycle and the presence of the bicycle in the various instruments of territorial management and 
planning. 
 
The main contribution of this work lies precisely in the definition of several bike touring routes, something that 
did not exist in Aveiro region on an intermunicipal scale. In addition, the municipalities themselves can thus 
promote their territory by providing an innovative product. In the case of the attractions that are part of the 
routes, they benefit from greater visibility, and the visitors themselves can enjoy these routes to get to know 
better the region. On the other hand, the information present in the classification index of the road network 
can be used by the inter-municipal community to see which areas are more suitable for the use of the bicycle 
and where this issue can be improved. It is also considered that the methodology used in this study can be 
applied in other territories and adapted to other scales. 
 
Finally, it is considered that there is a possibility to develop a set of future works that can contribute to the 
affirmation of both the territory and the use of the bicycle for tourism purposes. Studies on the preferences of 
cycle tourists, the development of an online platform that allows visitors to choose the points of interest they 
want to visit, the development of thematic routes, are some of the suggestions that may be developed. 
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Abstract: The competitiveness of places has been growing with no signs of slowing down. People are more informed and 
demanding when looking for a place to live or visit and the development of an emotional marketing has been an important 
dimension in city and tourism management. The literature has focused on factors promoting place attachment and its 
consequence in place satisfaction and loyalty. However, little is known about the contrary - the effect of city brand in place 
attachment. This study analyses how the construction of a territorial brand and the perceived identity of it enhance the 
place attachment.  Viana do Castelo city, in  the north of Portugal, whose city brand was created in 2010, was chosen as a 
unit of analysis. A mixed methodology was conducted. To analyse the brand’s construction, the City’s Councilor of Culture 
was interviewed. To identify the brand’s perceived identity, two important personalities of the city were interviewed. A 
focus group with residents and visitors discussed the elements of the city brand and an inquiry with a sample of 285 
respondents was used to measure the place attachment to the city. The results show that place attachment is strong, 
especially concerning emotional factors. The study highlights the need to motivate the interaction between the target 
audience and the brand managers to monitoring city brand performance, by adopting a more engaging and active 
communication strategy. When the averages dimensions of the connection to the place are analysed, the place identity is 
higher than the place dependence for residents and visitors. These results suggest an effect of emotional city branding 
strategies in place attachment. 
 
Keywords: City Branding; Place attachment, City Identity, Tourism Loyalty, City Marketing Management 

1. Introduction 
The increasing competition between cities can be seen as one of the effects of globalization, visible in various 
forms and activities. Cities, regions and nations compete more and more intensely, attracting residents, 
visitors and companies. As a means of making the city more attractive, in competition with others, city 
managers have adopted the city brand management process as part of marketing and urban development. In 
order to develop a strong brand, city managers need to identify a clear set of brand attributes for generating 
positive city perceptions for its target audiences. In recent years, there has been the recognition that 
successful city brand management needs to convey the expectations or promises of a memorable travel 
experience that is associated with that destination (Dinnie, 2011).  
 
The concept of place attachment has been widely studied in several contexts (Kyle et al., 2004, 2005; Scannell 
and Gifford, 2010b; Hidalgo and Hernandez, 2001 and Jorgensen and Stedman, 2001), and some marketing 
literature has addressed the relationship between place attachment and the retention and satisfaction of 
visitors (Sousa et al., 2017). This study intends to be a contribution to the topic, measuring the emotional 
connection to the place, according to the different theoretical dimensions. Then, we discuss how the territorial 
brand management enhance the emotional connection of residents and visitors to a place. 

2. Theoretical Framework 

2.1 City Branding  
City branding can be defined as the adaptation of marketing to cities. According to the existing literature, there 
is an increasing attention of researchers on the management of a city brand in order to attract residents, 
visitors and investors. As stated by Braun et al. (2010), residents play a fourfold role in the local brand 
management, given that they are an internal target market, an integral part of brand management, possible 
brand ambassadors, as well as can influence the policy of management initiatives of the city brand. Residents 
are an important means of brand building because they are the city's best ambassadors (Kavaratzis, 2017). The 
development of connecting people to their place of residence is beneficial. This theme has been associated 
with many positive outcomes in community participation. People with greater emotional attachment to the 
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city have greater social and political involvement in their communities and when they are composed of people 
with greater attachment they are more likely to achieve the desired result, such as environmental protection 
(Brown et al., 2002) and the social and physical factors that characterize their sites. 
 
The concept of city brand is relevant because there are more and more reasons for cities to manage and 
control their images as brands, given the need to attract tourists, factories, companies and talented people, 
the urgency to find export markets (Kladou et al. 2016), or the importance of increasing the satisfaction of 
their residents are some of them. The city brand management should include a partnership with all 
stakeholders, being those that can contribute significantly to shaping the city's future through its policies, 
investments, actions, behaviors and communications (Dinnie, 2011). Brand perception can differ strongly 
between the target audience by different levels of knowledge possessed by them and the different searches 
for a place. In the context of a site brand management strategy it is important to understand how the current 
image of the same place is perceived by internal (resident) clients as well as external clients (visitors) 
(Kavaratzis and Hatch, 2013).  
 
Brand identity is considered as a central concept of brand management, because of the contribution to its 
consistency and continuity, so brand management should focus on its identity to make the brand durable and 
realistic and convey consistent signals (Sousa et al, 2017). Kapferer (2008) distinguishes identity and brand 
image. The brand identity is the way the brand wants to be perceived, being a concept of emission, while the 
brand image is the interpretation that the public makes of the set of signals emitted by the brand, being a 
concept of reception. In this way, the brand consists of two parts, identity and image.  

2.2 Place Attachment  
The emotional place attachment, has attracted significant attention in the study of individuals' bonds to a 
specific place. Emotional attachment to the place implies the attribution of emotions and that represents the 
perceived relationship of an individual with functional dependence to a place. For individuals create emotional 
bonds with places by developing regular contacts, with specific contexts, over more or less lasting periods.  
 
Although different site-linking factors are used in many disciplines, many have in common the distinction 
between an emotional dimension and a functional dimension (Anton and Lawrence, 2016). Thus, the construct 
of place attachment was described as having two dimensions: identity of place, which refers to the symbolic or 
affective attachment to place; and dependence of place, which refers to a functional attachment to a place.  
 
For the research under analysis, the study will focus on the dimensions of place identity and dependence of 
place because they are considered to be the most relevant to the object of study. The identity of the place or 
place identity is the dimension of the connection to the place that has most often been studied. The identity of 
the place refers to the emotional attachment of a person to an area as part of a process of environmental self-
regulation. Identity of place increases the sense of belonging to the community and is an important 
component of communication about environmental values and policies (Williams and Vaske, 2003). Place-
dependence is described as well as functional attachment to a specific site, reflecting its awareness of the 
importance of configuration in providing functionalities necessary to achieve its goals (Kyle et al. 2004). 
 
The concept of emotional attachment to the place was analyzed as an important factor in predicting loyalty 
intentions towards a destination, which in turn could be an indicator of loyalty behaviors. Emotional bonding 
and loyalty therefore seem to be connected and destination's loyalty as an indicator as to the intention of 
tourists to revisit the same fate, and recommend it to others (Hidalgo and Hernandez, 2001).

3. Methodology 
The purpose of this research is to study how territorial brand management, specifically how brand building and 
brand awareness can enhance the emotional connection of residents and visitors to the city. In this context, 
we have analysed the construction of the brand identity; whether the brand identity is perceived by the 
residents and visitors of the city; and the impact of territorial brand management on the emotional connection 
through the factors described above. 
 
The research is based on an empirical approach to a case study on the Viana do Castelo brand supported by a 
mixed, qualitative and quantitative analysis, in order to reach the objectives proposed in this study. 
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The qualitative methodology was developed for the analysis of the brand's construction through document 
analysis, and a semi-structured interview was carried out in person at the Town Council of Viana do Castelo 
and for the analysis of the perceived identity of this brand, a focus group was held with residents and visitors 
and two interviews, one semi-structured to the goldsmith, writer and economist Manuel Freitas, who is an 
Entrepreneur of goldsmiths, writer and economist Manuel Freitas, resident in Viana do Castelo, a very 
prestigious local personality, deeply acquainted with the tradition of "Ourar à Viana", author of books 
published on the subject, resulting from many years of collection and conservation of a vast collection of 
pieces of jewelery, with strong value in terms of the history and ethnography of the region, in which the 
identity of the city brand was founded. Also, the Plastic artist Joana Vasconcelos, a visitor to Viana do Castelo, 
considering that one of her most emblematic works, the "Independent Heart", is inspired by the brand symbol. 
 
The present study also adopts the quantitative methodology to measure the emotional connection to the city, 
whose final purpose is to understand how this connection is related to brand management, namely with the 
construction of the territorial brand and with the perception of the brand identity.  
 
A Focus group was held in May 2017 with eight participants, four residents and four visitors from the city of 
Viana do Castelo. The participants, six males and two females, are aged between 19 and 56 years. The issues 
discussed at this meeting were the perceived identity of the Viana do Castelo brand and the emotional 
connection to this city. Table 1 below provides information about the participants. Since one of the 
participants did not want his name mentioned, the eight participants are appointed P1 to P8. 

Table 1: Focus group Participants 
Participant Resident/Visitor Gender Age Profession 
P1 Resident Male 19 Student 
P2 Resident Male 52 Economist 
P3 Resident Male 42 Manager 
P4 Resident Male 55 Militar 
P5 Visitor Male 52 Archuitect 
P6 Visitor Male 45 Bank officer 
P7 Visitor Female 22 Student 
P8 Visitor Female 56 Retired 

Source: authors 

Given the nature of the information needed to analyze the linkage of the target public to Viana do Castelo, a 
survey was used to measure the link between residents and visitors to the city. Thus, to measure the 
dimensions of the emotional attachment construct, place identity, and place dependence, scales based on the 
Williams and Vaske (2003) model were used. The questionnaire consists of four questions to assess the 
identity of the place and three questions about the dependency of the place of the residents and visitors of the 
study city. In this questionnaire, to measure each item was used a Likert scale of 5 points (from 1 - I totally 
disagree; 2 - I disagree; 3 - I do not agree or disagree; 4 - I agree; 5 - I agree completely).   

Table 2: Survey of Place Attachment  
Place Identity 
Viana do Castelo means a lot for me. 
I am highly emotionally connected to Viana do Castelo. 
I identify myself with Viana do Castelo. 
I have a special connection with Viana do Castelo and with who lives or visit the city. 
Place Dependence 
Living/visiting in Viana do Castelo is more important for me than living or visiting other city. 
I have more satisfaction in living/visiting Viana do Castelo than other city. 
I would not replace Viana do Castelo for another city considering my experience with Viana do Castelo. 

 
The questionnaire was made available online from the Google Forms platform after a pre-test with 25 
participants was performed to assess the clarity of the questions in order to obtain the maximum number of 
possible answers. The survey was delivered by email and social networds, and the recipients were asked to 
share the questionnaire with their contacts. The sampling is not probabilistic, of convenience. A total of 288 
responses were obtained, of which 285 were considered valid and the statistical analysis was performed, 
corresponding to 164 residents and 121 visitors representing in relative terms 58% and 42% respectively. 
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4. Results 
The construction of the brand passes through the choice of the constituent elements of identity (such as 
name, logo and symbols) and its integration into programs that reinforce notoriety and establish favorable 
associations, strong and unique in the minds of consumers. Their presence may be central to brand 
development and their absence may be a substantial disadvantage. In line with Kapferer (2008), the goal of the 
Viana do Castelo brand was to create a strong symbol with an immediate adhesion by the target public, whose 
results obtained in the study demonstrate that it is recognized and identified in almost all the residents and in 
the majority of the visitors, and when asked if the slogan reflects the brand's identity, the agreement was 
almost unanimous. 
 
The essence of the soul of the brand was defined as the "Love of Viana" and the additional attributes of 
natural beauty, gastronomy, tradition and ethnography. A broader identity means a stronger, more 
memorable, interesting and connected brand to the lives of customers. The expected emotional and functional 
benefits for residents and visitors were the brand's affectivity and easy visual identification associated with 
Viana do Castelo. 
 
According to the literature the territorial brand benefits in the definition of its target audience. It is necessary 
to create a program to develop and market a city or a place, requiring a detailed knowledge of the target 
audience (Sousa and Vasconcelos, 2018). In this context the management of the Viana do Castelo brand in the 
implementation of its brand defined its target audience in residents, tourists and investors, showing on the 
official website of the City council and its communication for each group. 
 
In the implementation phase of the brand it is important to understand how the current image of the same 
place is perceived by the internal (resident) customers as well as the external clients (visitors). With respect to 
the brand image, based on Kapferer's brand identity prism analysis (2008), the results are that the identity of 
the territorial brand is assimilated substantially by the residents and, in a significant way, by the non-existent 
visitors a significant difference between the brand's identity and its image. 
 
After the brand's positioning follows the phase of its execution, through the development of communication 
programs that reflect the attributes of the brand and its corresponding benefits to the target audience (Keller, 
1993). As for the execution phase, the Viana do Castelo brand promoted publicity actions among residents and 
investors, as well as through the media, coordinated by a marketing company. It also created, among others, 
an event in Viana do Castelo for its formal presentation associating an ambassador to the brand, the fado 
singer Katia Guerreiro. 
 
In the process of implementing the brand identity system, and according to the theoretical model of Aaker 
(1996), it is essential to take into account the proper positioning of the brand, its execution and monitoring 
throughout the process, with the evaluation of all elements for possible optimization of those that are not 
consistent with the brand values. Regarding the monitoring of the process and according to information 
obtained in this study the brand has developed a qualitative and empirical evaluation. 

Figure 1: Kapferer Prisme adapted to Viana do Castelo City Brand 
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Source: Authors. 

Regarding the knowledge of the tagline of the Viana do Castelo brand, it is verified that it is well-known by the 
residents being that only 17% of these do not know it. As for the visitors, only about half of the respondents 
revealed to know the slogan. As for the question whether the slogan "Viana stays in the heart" reflects the 
brand's identity, the overwhelming majority of respondents revealed agreement. 
 
The brand attributes identified have a certain similarity for residents and visitors, with predominant natural 
beauty, ethnography, gastronomy and hospitality. 
 
The main motivations for the respondents to reside in Viana do Castelo are the place of birth and the quality of 
life presenting the same relative value followed by the proximity of the family. For visitors the reasons that 
motivate them to visit Viana do Castelo are "Visit family and friends" as well as tourism. 
 
For the respondents, almost the fullness of the residents intends to continue to reside in Viana do Castelo, 
while all the visitors demonstrated the pretension to return to the city in study. 
 

4.1 Connection to the place 
Regarding the site link indicator and the analysis of the sample mean, the target population presents relatively 
high values in which the residents present a higher average of the visitors, in relation to the identity identity of 
the place and dependence of the place. 
 
The results obtained show that the average value of the items varies between 3.05 and 4.11, for the questions 
"I would not replace Viana do Castelo with another city" (visitors) and "Viana do Castelo means a lot to me" 
(residents ). 
 

Variables Average 

Place Attachment Residents Visitors 

Place identity 4,04 3,74 
Viana do Castelo means a lot for me. 4,11 3,78 

I am highly emotionally connected to Viana do Castelo. 4,05 3,64 

I identify myself with Viana do Castelo. 4,05 3,68 

Physical 
 

Natural Landscapes and 
Architecture 

Relationship 
Hospitality, Inspiration 

Reflection: 
Afectivity  

Involvement 

Autoimage  
 

Proud and satisfaction 

Personality: 
 

Classic  
Ative 

Culture 
Love 

Tradition 
Etnography 
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Variables Average 

Place Attachment Residents Visitors 

I have a special connection with Viana do Castelo and with who lives or visit the city. 3,95 3,87 

Place Dependence 3,51 3,06 
Living/visiting in Viana do Castelo is more important for me than living or visiting other city. 3,60 3,07 
I have more satisfaction in living/visiting Viana do Castelo than other city. 3,59 3,06 

I would not replace Viana do Castelo for another city considering my experience with Viana 
do Castelo. 

3,34 3,05 

 
As to the connection to the place, it is a broader question as to the characterization of someone's relationship 
with the place. Understanding these relationships is one way to address issues such as "who our customers 
are." Is this concern in the minds of managers? "What is the relationship of the target audience with the place? 
Does this place have any special meaning for the customer? To what extent is the customer connected to it 
and depend on it? Williams and Vaske (2003). Through the survey, it was found that the target public has a 
strong link to the city of Viana do Castelo, with more significant value in the residents in relation to the visitors, 
as well as the data obtained give a greater emotional connection (identity of the place) of the which functional 
link (dependence of place). According to Florek (2010) managers of places need to understand the emotional 
connection to the place to benefit from it. Specifically, those with high levels of emotional attachment to the 
place need to be persuaded not to reduce it and those with low or no level of emotional attachment to the 
place have to be persuaded to strengthen or create it. In this context, this difference in the indexes of 
emotional attachment to the city may indicate that brand management has an advantage in carrying out 
actions that actively promote the identity of the territorial brand among visitors in order to increase their 
emotional attachment, without neglecting to maintain or even strengthen the emotional bond of residents. 
 
Regarding the loyalty of the target public to the city of Viana do Castelo, it was found that both residents and 
visitors expressed a high intention to continue to reside and visit the city respectively. 
 
The results presented could only be obtained by the use of a mixed methodology that allowed to enrich the 
quantitative information and could be useful for possible future studies to be implemented in other 
geographies. 

5. Conclusions and Recommendations 
Results indicate that Viana do Castelo brand was planned and built based on the main foundations for a 
successful brand. 
 
Regarding the implementation of the brand, there should be a greater and continuous interaction with its 
target audience as well as the development of a quantitative monitoring to overlap with the current 
qualitative, in order to obtain more objective data that allow to verify the relation of the brand with the 
expectations of your target audience. In this way, it would be possible to boost the adjustments in the 
marketing management of the city brand to optimize its results. 
 
In the interviews, in the focus group and in the survey the participants demonstrated to know the Viana do 
Castelo brand and its attributes in a significant way. It should be noted that residents showed greater 
awareness of the brand's slogan regarding visitors and when questioned if they considered that it reflects 
brand identity almost the entire target audience agreed that it conveys the identity of the city. In the light of 
the literature, one can also conclude that based on the values underlying the creation of the territorial brand 
the message that it transmits is being assimilated by the target public, however the focus should focus on 
reinforcing the image of the brand with the visitors. 
 
Through the survey, which gave the participants the possibility to score the answers according to a scale of 1 
to 5, it was verified that the target audience has a strong link to Viana do Castelo, and when analyzed the 
averages of the dimensions, local identity levels are higher than the dependency of the place for both 
residents (m = 4.04, 3.51) and visitors (m = 3.74, 3.06), which indicates that emotional bonding is the factor 
that contributes most to the link to the place. 
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Taking into account that the emotional connection to the place brings benefits to the city through its loyalty, in 
order to promote it, the territorial brand management should direct its efforts to Know the target audience, 
the expectations and motivations to reside and visit the city; develop an active and engaging communication 
plan, namely through the promotion of the official website of the territorial brand management, events and 
promotional campaigns of the brand at national and international level; develop a continuous quantitative 
monitoring on the brand image, for the evaluation of all factors in order to optimize those that are not 
consistent with the values of the brand. 
 
Thus, in the face of increasing rivalry between cities, it is relevant for the territorial brand managers to create 
and maintain strong brands and develop actions that enhance the emotional connection. 
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Abstract: International travel industry has experienced remarkable growth in recent years. In order to meet this continued 
growth and preserve the environment, the development and the improvement of services for tourist attraction is 
becoming a necessity for the entire world. In the tourism sector, the elements of attractiveness are responsible for the 
development level of tourism in that territory. The attractiveness of a region depends on the number of existing tourism 
resources, but also how these resources are evaluated and perceived by tourists. For a city or region, attractiveness shows 
the power of attraction investments that are designed to enhance the influence it will have on other areas.  Wine tourism 
is a relatively fledgling industry sector facing a number of important economic development issues. One such issue is the 
industry’s ability to foster a sustainable revenue base for small and medium wineries. A theoretical model of core and 
supplementary services is examined to see which of several factors are most influential in decisions to visit a winery and to 
determine the role of win escape and tourism services in promoting wine tourism. The aim of this thesis is to shorten the 
gap between technology and the improvement of the condition of the present life, studying techniques for economic and 
environmental growth of the cities. The developed application can read the user’s position and show the wineries close to 
him, providing a map that can be easily consulted to reach these destinations. The wineries are shown with all their 
information such as the telephone number, e-mail, address, reviews, events and wines. 
 
Keywords:  Application, tourism 2.0, ICT-Based Tourism Marketing 

1. Introduction 
In the tourism sector the elements of attractiveness are responsible for the development level of tourism in 
that territory. 
 
These provide important information about the inventory of components attractive to tourists and 
information about the perceptions and expectations of tourists. 
 
The attractiveness of a region depends on the number of existing tourism resources, but also how these 
resources are evaluated and perceived by tourists. Simple inventory and grouping of existing resources in a 
territory may not help to determine the degree of attractiveness of the area. Thus, attractiveness of some 
resources depends not only on their inherently value, but also on the perceptions that tourists have about 
them. Not all destinations that have major attractions are attractive by tourists. 
 
For a city or region, attractiveness shows the power of attraction, making that territory to attract people, 
investments that are designed to enhance the influence it will have on other areas (Garbea, 2013) 
 
The Touristic Attractiveness theme is a branch of the Smart City idea. The choice of field of Touristic 
Attractiveness is given by the fact that, nowadays, there would be many possible innovations to be 
implemented and, with the evolution of the technologies, the horizons move dynamically. 
 
The Smart City concept is born recently, where, in an increasingly urbanised world, creating intelligent cities is 
essential. Inefficient transport and water systems, pollution, increasing security risks and access to effective 
telecommunications are just some of the central challenges for a city achieving its financial, economic, social 
and environmental goals. Billions of dollars are being spent on a vast range of city infrastructure projects 
globally every year. It is crucial that these investments are part of an integrated and holistic vision and make 
optimal use of cutting-edge Information and Communication Technology (ICT) so that they successfully 
contribute to achieving a thriving urban future. 
 
The application of digital Twenty-first century technologies can surely offer a chink of light to the future of 
cities: more efficient resource usage, greater connectivity between people and places, and broader 
opportunity for all. 

234



Alberto Polzonetti and Matteo Sagratella 

Making a city smart is therefore a very multidisciplinary challenge, it goes beyond the use of ICT for better 
resource use and less emissions. It means smarter urban transport networks, upgraded water supply and 
waste disposal facilities, and more efficient ways to light and heat buildings. And it also encompasses a more 
interactive and responsive city administration, safer public spaces and meeting the needs of an ageing 
population as well as improving the quality of life (Desi, 2018). 
 
The Smart Cities series aims to improve technology policy and project deployment by providing ground-
breaking research projects and cataloguing best and worst practices from cities across the world (Tomer A. and 
Puentes R., 2014). 
 
They also promise a competitive and sustainable edge relative to other cities slow to adapt. But achieving 
those impressive goals will require more than major capital investments and bottom-up innovations. Cities 
need a clear vision for their economic future, one that is grounded in reality and leverages unique local assets. 
Only with such a vision, and the accompanying policy framework, cities can truly deploy technology in the 
smartest ways possible (Tomer A. and Puentes R., 2014). 
 
In a nutshell, Smart Cities concern with the development and innovation of modern technologies to make the 
city more sustainable, more productive, inclusive and resilient, in terms of energy and environment, both in 
our houses than on the streets. Sustainability is understood also as the quality of urban services and the 
quality of the entire life. 
 
Another important concept to keep in mind, that fits with the development of touristic attractiveness, is the 
rural social innovation, which aims to identify new models of economic development to find solutions to social 
needs and market of new rural enterprises. 
 
Social innovation is often appointed as an essential part of agricultural and rural innovation. Everybody seems 
to agree that social innovation is important but what exactly is meant by the term remains often unclear. 
 
Studying its application in the field of agriculture and rural development reveals that social innovation is rarely 
referred to agriculture as a singular economic activity, but it may be referred to the necessity for collaboration 
and social learning, and the scope of change needed for revitalising (rural) society. (Bock, B. B. 2012). 
 
Rural social innovation began as a collective research to promote the connection between the new innovative 
realities, that can offer services to facilitate a business, technological and sustainable renewal in the food 
industry, where young people with high skills and a global culture, come back to the world of agriculture 
suggesting a new model of development. 
 
Rurality becomes so critical category to read the present, then we can talk about ”smart rurality”. 
 
In this perspective, the time, from Kronos, that goes inexorable out of us, becomes Kairos, that turns into a 
choice, an opportunity that allows innovators to choose rural parts of the past, present, and future, and mix 
them together. It is no coincidence that these were the two names by which time it was called in the 
Mediterranean. 
 
The rural social innovation focuses on the value chain of the product and takes as primary issue the production 
of healthy food, which is not manipulated and without undergoing high stress of a chemical nature. 
 
The goal of the neo-rural innovators is to take back the product to the centre of the system, triggering 
processes that could generate economic returns but, at the same time, enhance the tangible and intangible 
aspects of the culture of a community. 
 
A model of innovation, especially technology and business, as the one born in Silicon Valley or the other one 
developed in Denmark with a more social orientation, not necessarily generate the same effects in a different 
socio-economic and cultural context. The ecosystems need sometimes are anthropologically different from 
those required to meet other models. 
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The Rural Social Innovation System subverts the conventional chain and focuses on the product, in a 
relationship of harmony with the community, which is not a target but an active part of the process. The 
overall intent is to exploit the potential and the characteristics of the primary sector to reconcile the recovery 
of ethics community, the search of their roots, the recovery of certain values with innovation (Lindberg, 
M.,2018). Talking about thematic routes, it is simple to explain the meaning. They are itineraries, to which has 
been assigned a common thread, of tourist interest and characterized by a set of concepts to understand and 
follow. 
 
A thematic route suggests to users a possible way of interpretation that allows them to orient themselves in an 
area and, possibly, to discover new aspects. 
 
The travel routes tell the stories of food, beverages, cultures and ethnic groups, paths following different 
threads that everyone can choose, which tell stories with arts, crafts, techniques of settlement, and degrading 
aspects of colonization and exploitation by telling the history of man in its evolution and even more interesting 
interpretation of these issues through the history of food. 
 
Considering the concepts mentioned, it has matured the need to develop an application that take advantage 
of the existent technology to provide to improve the wine market in the main idea of Touristic Attractiveness 
and rural social innovation within the thematic routes, returning again in the overview of smart cities. 
 
The mobile application uses geo-location services to offer to the user a view of some thematic routes as part of 
the discovery and knowledge of the wineries and the wines that they produce. It is a real guide that takes 
advantage from the Touristic Attractiveness for facilitating and advancing the low-density area social 
innovation. 

2. Theoretical Concepts 

2.1 Touristic Attractiveness 
Smart tourism is currently one of the most important issues in world travel and tourism industry. 
 
It is defined as an ICT-integrated urban tourism platform, which integrates tourism sources and information 
technologies such as Artificial Intelligence, cloud computing and Internet of things to provide explicit 
information and efficient services to tourists in certain cities based on the development of innovative mobile 
technology. 
 
The smart tourism benefits tourism and travel industry in three aspects. Firstly, fragment tourism information 
of urban can be integrated and centralized managed, which provides convenience to tourists with required 
information and services. Secondly, the use of monitoring devices in scenic zones can improve the real-time 
tracking for the tourists and analysing their demands. Lastly, smart tourism system should be established to 
provide an Information Exchange Centre (IEC), which can enormously improve the response time of 
information handling. As seen in Figure 1, smart tourism system includes five elements: IEC, tourists, 
government, scenic zones and business. In general, tourists send requests such as searching, buying tickets, 
booking, social communication etc. to IEC, IEC then responses with the demanded information or processed 
results. IEC also has the responsibility to real-time monitor the resources of scenic zones. The statistics of 
everyday visiting data should be reported to IEC for analysing and archiving management. On the other hand, 
the statistical data can be returned to government officials in tourism administration as a basis to determine 
the next-step policy. For business such as tourism enterprise, hotel, restaurant and entertainments, they can 
request IEC to send advertisement or promotions to tourists. Meanwhile, the processing results of tourist 
requests are also returned to business for further arrangement (Weizu et al.,2018). 
 
Nowadays, all the countries pay a lot of interest in tourism: it is an important, even vital, source of income. 
 
Many of them, attracted by the potential economic benefits, have already embarked upon the development of 
tourism (Coccossis, H., & Mexa, A. 2017) in order to meet the continued economic growth and preserve the 
environment; also because the development and the improvement of services for tourist attraction is 
becoming a necessity for the most of the whole world. Tourism, is often used as a national or regional 
development tool. Since it generates new employment opportunities for large numbers of residents, tourism 
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creates new working relationships, new forms of social stratification, and transforms social institutions 
accompanying beliefs, attitudes, and values. 

 
Figure 1: Structure of smart tourism (Gretzel, 2015) 
 
It brings to countries a large selection of economic benefits including employment opportunities, small 
business development, and increased in payments of foreign exchange. 
 
The elements of attractiveness, in the tourism sector, are the major components of the level of development 
of the territory. Obviously, there is the need to inform tourist responsibly about something attractive, which 
may be historical, cultural, food, geographic or more. 
 
The perception of tourists of a place is a very important index for the future development of that area or other 
similar areas. Sometimes it can happen that an area with tourist resources and high quality of value is 
perceived abnormally by tourists and is not deemed interesting. That’s why it is appropriate to investigate the 
degree of attractiveness of a territory. 
 
The tourist satisfaction seems to be oriented to the following factors, such as beach opportunities, cost, 
hospitality, eating and drinking facilities, accommodation facilities, environment, and extent of 
commercialization (Prayag, G., et al. 2017,  Huang et al. 2015). Understanding the relationships between 
tourists’ emotional experiences, perceived overall image, satisfaction, and intention to recommend. Journal of 
Travel Research, 56(1), 41-54 (Prayag G., et al. 2017) 
 
Italy is a country full of resources and with an old tourist tradition; nevertheless, all the analysis demonstrates 
and confirm that suffers from a widespread weakness and a strong inability to position itself on the tourist 
market, especially internationally. 
 
A detailed spatial analysis highlights the need to coordinate the points of interest and tourist services in an 
innovative perspective, creating tools aimed at enhancing the distinctive features improving the quality of 
enjoyment. 
 
The enhancement of the territorial elements increases the value of the place, so those qualities that make the 
area suitable for use. Pursue an effective marketing policy, leading to a balanced development of the territory 
means enhancing the tourist offer through an integrated communication system. 
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Another goal is to achieve more widespread use of new and more effective technologies (for example the web 
and social media) for the management and integration of the different tourism actors, for commercialization 
and for the distribution of information. 

2.2 Wine Tourism in Italy 
As happens in science fiction, even in the universe of tourism seems live two parallel and not communicating 
worlds: on the one hand to the surface, the world of the majority and trendy tourism (sea, mountains, snow 
and exotic trips) significantly affected in recent years by the reduction in income, fall of consumption, and in 
any case by the syndrome of prudence and court; on the other hand, in the informal economy, the world of 
minority tourism of proximity and short break, less indexed in the imagination as unnecessary consumption 
and thus more experienced as behaviours of small evasion, compensatory traumas and anxieties from low 
economic situation. 
 
The wine tourism seems to belong to the latter type. 
 
The ideas that emerge from the reading of the literature define at least these features: 
 
competition between destinations is very low, since their number still seems contained and then it can be 
expanded; 

the typology of tourists is still dominated by specialists and enthusiasts; 
the market of wine tourism is still a niche market, which leaves uncovered the vast prairie of tourism 
of mass; 
the mix of products and tangible services offered (wine, food, festivals, etc.) is substantially balanced 
across most assets (events, experiences, etc.). 
Furthermore, the development prospects appear far from touching the flexed curve of maturity and, 
therefore, still busy climbing the positive trends of the rise, so are manifested always more attractive 
the classic destinations in addition to the expanded and innovative districts. 

 
It follows a scenario unwilling to the growth and innovation, dominated by more concrete (enhanced 
communication, search of financial resources, promotion of sales systems, technology improvement, etc.) and 
imaginative (specialization for clusters of tourists, into districts of territories, promotion of innovative 
companies, etc.). (Colombini,2015) 
 
Wine farms and cellars are on the web, but they must strengthen their image with narration. In this case, the 
communication among people appears to be one of the most viral communication tools. Art, culture, food and 
wine are all strong ambassadors of Made in Italy, that, give prestige and international importance to the 
country. Contamination between these vectors can generate value, employment, new enterprise and would 
be short-sighted not to make an axis of important strategy for the future, for what will be the end of the crisis 
and what will be in the next future. 
 
An example of the merge of the themes of culture and wine is given by the International Cooperation Project 
VINTUR that launched with ”ITERVITIS” a new form of promotion, development and protection of European 
heritage, tangible and intangible, of the culture of vine and wine, through the creation and management of a 
European Cultural Itinerary [ITERVITIS]. 
 
Programming a great season of investments (those micro and macro ones from small villages to major 
infrastructure maintenance, from hotel chains to receptivity ”green”, from the care of the streets to the 
preservation of the land and landscape, from staff training to stimulus for new businesses, etc.) appears to be 
more an obligation than an opportunity for economic development and for future generations (Garibaldi R., 
2018) 

3. GoWinery 

3.1 Requirements 
In the context of the research on Touristic Attractiveness and Rural Social Innovation we want to realize a 
mobile application as a reference point for the user in his daily life. 
 

238



Alberto Polzonetti and Matteo Sagratella 

The application must be able to geo-localize the user’s device and show the wineries in the proximity along 
with related information (description, address, telephone number, e-mail, website, produced wines, organized 
events and reviews) and has a chance to start the navigator to reach a certain winery. The user can also see 
the list of wineries and Italian wines and has a chance to add them to the favourites. Reviews displayed are 
public provided by external sources such as Foursquare. 
 
We chose to develop in Android, using Java. The application is compatible with Android version 5.0 Lollipop or 
higher, to take advantage of the new and eye-catching graphics Material Design introduced by Google in 
recent months. A non-relational database fits perfectly for this type of application, using MongoDB overcomes 
the problem of the flexibility of the data, in case there is no availability of data for the cellars or for wines. 
 
The application must be used in a broad context, so it must ensure ease of use, reliability, portability and 
speed. 

3.1.1 Functional requirements 
The functional requirements are shown in Table 

Table 1: Funcional requirements 
ID Description 
R1 The system must geolocalize the user. 
R2 The user must be able to view its location. 
R3 The system must show the wineries in proximity of the user location. 
R4 The user must be able to view the information of the winery. 
R5 The user must be able to view the description of the winery. 
R6 The user must be able to view the address of the winery. 
R7 The user must be able to view the telephone number of the winery. 
R8 The user must be able to view the e-mail of the winery. 
R9 The user must be able to view the website of the winery. 
R10 The user must be able to view the list of wines that  winey produce. 
R11 The user must be able to view the events organized by the winery. 
R12 The user must be able to view the reviews of the winery. 
R13 The user must be able to add a winery to the favorites. 
R14 The user must be able to view the list of Italian wineries. 
R15 The user must be able to view the list of Italian wines. 
R16 The user must be able to search by wineries. 
R17 The user must be able to search by wines. 
R18 The user must be able to search by location. 
R19 The user must be able to show the reviews of the wineries. 
R20 The user must be able to view information about the application. 

3.1.2 Non-Functional requirements 
The non-functional requirements are expressed in Table  

Table 2: Non Funcional requirements 

ID Description 
R1 The application must be developed in Java. 
R2 The development software used is Android Studio 
R3 The application must have an intuitive graphical interface. 
R4 The database is MongoDB (NoSQL). 
R5 The stability of the service should be the best possible. 
R6 The system must be able to be used by an Android smartphone. 

R7 The system must be able to be used with versions greater 
than or equal to Lollipop Android 5.0 - API Level 21. 
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4. Analysis and Design 

4.1 Analysis 
To avoid ambiguity in the drafting of the project and above all to avoid misunderstandings between domain 
experts and analysts, designers and programmers is good to make a dictionary of terms. 
 
It was decided to adopt Gellish as dictionary, it has several terms that as standard de-facto have become 
International Organization for Standardization (ISO) standard. Besides having a structure intelligible, another 
strong point of Gellish is represented by the immediacy with which you can define new terms through 
relations with others already in. For each term and relation there is a unique code, this also enables faster 
researches. 
 
The designers, after identifying the principal terms, can decide whether to use a dictionary already placed (for 
example Gellish), or create their own. If adopt the second option, as in this document, it is suggested as good 
practice to maintain a structure not too dissimilar from the known dictionaries, thus providing a possible 
future migration to dictionaries adopted by other companies.  

Table 3: Glossary of terms 
Term Description Synonym Link 
User Who use the application Person Application, Geolocation 

Application System App, Software User, Geolocation, 
Winery 

Geolocation Position of the device of 
the user in the world 

Position, Location POI 

Path Route from one point to 
another 

Route POI, Geolocation 

POI Current position of the 
user or winery 

Point of Interest Geolocation 

Winery Where the wine is produced Cellar Application, Geolocation, 
POI 

4.2 UML 
The strength of the Unified Modelling Language is that the process of design of the system can be 
accomplished in such a way that customers, analysts, programmers and anyone else involved in the 
development system can understand and examine efficiently the system and take part in its construction 
actively.  

4.2.1 Use Case 
The modelling of use cases is a form more complex of engineering of requirements. Typically, it involves the 
following steps: 

1. identify a potential boundary of the system; 
2. identify actors; 
3. identify use case and the main sequences of events.  

 
In detail: 

Actors: the roles played by people and by things that use the system; 
Use Cases: what actors can do with the system; 
Relationships: meaningful relationships between actors and use cases; 

 
In addition to Figure 2, we can summarize the activities using the following tables. 
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Figure 2: Use Case Diagram 
The Table contains general descriptions of the actors in the system. 

Table 4: Actors in the system 

Actor Description 
User Entity that uses the application as an end user and benefits from the service. 

 
The Table contains the general description of the use cases. 

Table 5: Use cases 

Use Case Description 

ViewCurrentPosition The user sees on the map the current position. 

SearchForWineOrWinery The user searches for a winery or a wine. 

ViewNearWineryDetails The user views the details of the wineries next to him. 

ViewFavorites The user views the list of the wineries that have saved as favorites. 

ViewItaWineryList The user views the list of Italian wineries. 

ViewItaWineList The user views the list of Italian wines. 

ViewAppInformation The user views information about the application. 

ViewEvents The user views the events organized by a certain winery, in relation to 
time. 

AddFavorite The user adds a winery to his favorites. 

4.3 Design 
In this section it is defined the essential feature of the structure of the system to be implemented, according to 
the requirements outlined by the analysis. 

4.3.1 Sequence Diagram 
A sequence diagram in UML is a kind of interaction diagram that shows how processes operate with one 
another and in what order. It shows the message exchange (method call) between several objects in a precise 
temporal situation. Objects are instances of classes. Sequence diagrams put special emphasis in the temporal 
order in which messages are sent to objects. 
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5. Deployment and Implementation 
As already mentioned, “The application must be able to geo-localize the user’s device and show the wineries in 
the proximity along with related information (description, address, telephone number, e-mail, website, 
produced wines, organized events and reviews) and has a chance to start the navigator to reach a certain 
winery. The user can also see the list of wineries and Italian wines and has a chance to add them to the 
favourites. Reviews displayed are public provided by external sources such as Foursquare.” 
 
Figure 5.1 shows the home page of the app when it is launched for the first time. We can see that the status 
bar is the one that is coloured in dark orange, where it is displayed the time, the connection information and 
the percentage of the level of the battery. 
 
The action bar is the one coloured in orange light where, starting from the left to the right, we can find the 
button of the sliding menu, the application title (”GoWinery”), the button to search something in the app, the 
button to open the Augmented Reality (AR) scanner and the button to access to information page. 
 
Going down there is the geo-location card where it is automatically displayed the address of the device at that 
time through the getBestProvider function that takes the most precise localization between GPS and Wi-Fi. 
 
All the cards shown below are related to the wineries nearby. 
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6. Conclusions 
The main contribution of this paper is to shorten the gap between technology and the improvement of the 
condition of the present life, studying particular techniques for economic and environmental growth of the 
cities. You should know that the field of tourism is dynamic, constantly looking for innovations to make cities 
more comfortable, more advanced and more attractive. 
 
The theme of cultural heritage and tourism promotion in a smart city is very delicate. The first tourists are the 
residents of a city. A city that works well, in which life is good, is more attractive for a tourist. The tourist 
visiting not only enjoys the services exclusively dedicated but shares with resident throughout a reality and 
with that a range of services (or inefficiencies) such as mobility, environmental protection and accessibility. 
 
The fact that a smart city uses new technology to operate all aspects that hold it in life by improving the 
welfare of citizens and starting from listening and participation, to the advantage also of tourism. 
 
GoWinery can be considered as a starting point for the development of various solutions that can help the user 
to handle with the numerous alternatives that life offers us. It is a key factor in approaching tourists to the 
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discovery of the territory, offering significant and important data with an intuitive interface. GoWinery is 
designed precisely to be used by all regardless of age or knowledge. 
 
Taking into consideration the thematic routes, the structure of the application can be applied to any subject; 
this makes the work substantial for its flexibility in adapting to the demands. 
 
Taking for example an historical thematic route, which can be “Point of interest of World War II”, the 
application will geo-locate the user and will provide information about museums and places of memory that 
are nearby, also it will provide historical references, contacts, dates of events, proposals for tours or trips. 
Assuming, instead, a thematic route about sports, which can be “Fitness in nature”, the application will guide 
the user through the sports facilities, parks and gardens close to him by giving additional guidance regarding 
the environment, healthy practices, training and tips on diet. 
 
So, it is agreed that the second contribution of this paper is to provide a structure of application that can be 
used for thematic routes of all kinds, from cultural to culinary, making changes of data and improvements. 
In the future, the application may be carried out by increasing the section of augmented reality where the user 
can scan the label of the wine and, from there, receive additional information such as the temperature at 
which wine should be served and how food should be combined. 
 
In addition, you can make changes in every part to make the application suitable for every need. You could 
develop, along with the application, a web platform where the user can search the data of all the wineries or 
data related to all wines. 
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Abstract: Later in this century, many national wine-producing regions will face significant economic challenges from the 
impact of global climate change.  Others, however, will see new opportunities to develop or expand wine production and 
related tourism industries.  This paper examines existing literature on the economic impacts of global climate change on 
wine production and wine tourism and uses a qualitative meta-analysis of current climate modeling along with studies of 
wine tourism as well as qualitative analysis on regional brand equity for wine.  It applies these models to forecast a 
possible future for New York State, USA as an emerging area for wine tourism. There have been increasing levels of 
research over the past 20 years into the impact of climate change on tourism and wine production, including both water-
based and snow-based outdoor tourism, spurred by increasingly sophisticated climate models and growing awareness of 
the realities of climate change.  In particular, Hannah, et al (2013) predicts that many areas in traditional wine growing 
regions of Western Europe will experience considerable reduction in production by 2050.  At the same time, regions of 
North America, New Zealand, and South Africa will experience an increase in total acreage suitable for wine production. If 
famous wine-producing regions see a decline in production and/or a significant shift in the type of grapes/wine produced, 
their historic brand equity with wine lovers and tourists may be affected, while new and emerging wine regions will see an 
opportunity to develop their own brands in wine tourism.  Some producers in Bordeaux are forecasting the loss of the 
Merlot grape and calling for an enhanced emphasis on wine tourism to offset the economic impact (Southam, 2016).  The 
development of wine tourism, as opposed to wine production, requires significant strategic positioning and an 
understanding of wine tourist demand (Mauracher, Pocidano, & Sacchi, 2016). These conclusions are used to support a set 
of specific recommendations for both government and private investment, to improve the economic value of wine tourism 
in New York State.  
  
Keywords:  Climate Change, Wine Production, Wine Tourism, Brand Equity 

1. Introduction 
The northern region of New York in the United States is an underdeveloped area with lower than average 
population.  This poses an opportunity for expansive industries to explore revolutionary ideas in a relatively 
low risk location.  The region experiences temperature changes throughout the seasons.  Through research 
and experimentation of genetically altered grapes the region has seen significant growth in wine production 
and as a result a significant increase in wine tourism in recent years.   
 
The Northern New York region discussed in this document is made up of 11,913.57 square miles and has 
varying landscapes, waterways, and mountainous areas.  It is bordered on two sides by bodies of water.  It 
includes seven (7) counties illustrated in Figure 1 (Clinton, Essex, Franklin, Hamilton, Jefferson, Lewis, and St. 
Lawrence) and is the largest economic development region when measured by land mass with the smallest 
population measuring 433,193 in the 2010 census.  (“QuickFacts: St. Lawrence County, New York; Lewis 
County, New York; Franklin County, New York; Essex County, New York; Clinton County, New York; Jefferson 
County, New York,” 2008) The temperatures vary greatly between winter and summer months.  The average 
temperature during the summer months is 20.3 C.  Comparatively, the winter average temperature is –5.5 C 
(Centers, 2010).  The winters are recordable cold with heavy amounts of precipitation generated from winds 
that travel over the Lake Ontario, one of the Great Lakes.  The annual precipitation for Jefferson County is 
43.10 inches.   
 
The region has built its tourism activities primarily from outdoor activities including the waterways.  Lake 
Ontario is 193 miles long and nearly 53 miles wide and provides a plethora of water-based activities. (“Lake 
Ontario - New World Encyclopedia,” 2001) The St. Lawrence River acts as a natural border to Canada.  The St. 
Lawrence consists of numerous islands known as the 1000 Islands.  The waterway is a glacier made body of 
water that spans from Lake Ontario to the Atlantic Ocean.  This specific portion of the St. Lawrence has been 
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the home of wealthy business owners and dignitaries from around the globe.  One such island is known as 
Heart Island where the George C. Boldt Castle was built in the early 1900’s. This is one of the most visited 
tourist destinations in the entire state with 200,000 visitors annually. Boldt Castle has a significant economic 
impact on the region which has been the leader in tourism spending that averages $181.00 per visit to the 
area, and yields a staggering $39.9 Million from visitors of the castle. (Parsons Brinckerhoff, 2015)       

 
Figure 1: Counties in the North Country, New York Region 

The global wine market totaled $293.7 Billion in total revenue in 2016 (Global Wine Industry Profile, 2017). Still 
wine captured the majority of the market representing an 80.5% share, followed by sparkling wine at 15.1%, 
fortified wine capturing 3.7%, and others with 0.7%.  Segmented geographically, Europe led the market with a 
48% share, followed by the Asia-Pacific region with 29.0%, the United States with 13.5%, the Middle East at 
0.7%, and the rest of the world with 8.8%. The wine industry is highly fragmented consisting of many small 
privately-owned wineries located in areas containing a suitable climate.  
 
 The U.S. wine market totaled $62.2 Billion in retail sales in 2017 (Statista.com, 2018).  There were 9,654 
wineries in the U.S. in 2018.  California, widely known as the major vinicultural area in the U.S., had 4,391 
wineries accounting for 86% of the total U.S. wine production, while Oregon, the second largest wine growing 
region, had 774 wineries (Statista.com, 2018).  Washington State and New York State are the next two largest 
wine growing regions.  New York State has 450 wine facilities (Facts on New York Wine Industry, 2017).  New 
York State receives 4.5 million wine tourists annually that directly contributes $13.8 Billion in total economic 
activity (Economic Impact of the Wine Industry in New York, 2017).  Improving wine tourism in Northern New 
York will have a major positive impact on the local and state economy. 

2. Purpose 
As we examine existing literature regarding the effects of climate change on viticulture, wine tourism, and 
regional brand equity for wine, we apply these models qualitatively to forecast a possible future for New York 
State, U.S.A. as an emerging wine tourism area.  The results will be used to support a set of specific 
recommendations for both private and government investment to improve the economic value of wine 
tourism in New York State. The paper also includes the results from a set of qualitative interviews of local and 
regional wine-producers and tourism promoters regarding their experiences and expectations with climate 
change in northern New York’s emerging wine regions.

3. Overview of Problem 
Climate in the Northern New York has posed significant challenges for wine producers and tourism in the 
region.  New York State Department of Environmental conservation notes annual average temperatures have 
increased in all regions of the state.  This data computes an increase of about 0.14 C per decade since 1900.  
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The Northern region’s annual average temperature statewide has risen about 1.33 C since 1970, with winter 
warming exceeding 2.44 C.  Average annual precipitation has increased steadily since 1900 with heavier 
measurable downpours increasing over 70% between 1958-2010. (“Impacts of Climate Change in New York - 
NYS Dept. of Environmental Conservation,” 2014). Due to climate change the temperature is estimated to 
increase at least 3.33 C by the year 2050 and 5.6 C by 2080.  Much of this warming is predicted to occur in the 
Northern New York.  By 2100, the growing season could be about a month longer, with intense summers 
(extreme heat and heat waves) and milder winters.  Research completed by New York State Department of 
Environmental Conservation shows that New York is also likely to experience up to a 15% increase in 
precipitation by the year 2080 as compared to the 1971-2000 period.   
 
Traditionally, the Northern New York region was not able to participate in grape production and the wine 
industry due to its extreme cold winter temperatures.  To combat this issue growers needed to find a vine that 
would withstand the extended cold winter months. University of Minnesota developed several genetically 
engineered grape varieties that would solve this wide variation in temperature between winter and summer.  
 
 The new hardy grape varietals have created an opportunity for diversified wine production and wine tourism 
in Northern New York.  This action has led to the development of a new and expansive wine tourism market 
for the wineries to enhance the brand equity of their wines. The first Northern New York winery opened in 
2002.  There are now 29 wineries in the region with the majority opening within the last decade. The challenge 
is how future climate change will impact viticulture and wine tourism in the region.   

4. Review of Prior Research  
There is an extensive body of literature regarding the definition of brand equity.  Aaker (1991) defined brand 
equity as the set of assets and liabilities directly attributed to a brand’s name and symbol, that may add to or 
detract from the value provided by the product or service, to include: brand loyalty, perceived quality, name 
awareness, associations with the brand, and intangible assets such as trademarks, etc.  Keller (1993) notes that 
brand equity is also attributed to the effects of marketing that specifically builds a brand.  
 
While there is a general agreement as to the definition of brand equity, there is a smaller body of articles 
dedicated to measuring brand equity (Ailawadi, et al 2003).  Approaches to measuring brand equity can be 
summarized using three categories: “customer mind-set,” “financial market,”, and “product market”. The 
“customer mind-set” category utilizes customer-based measurements, such as brand awareness, attitude, 
loyalties, and associations that customers have toward a brand (Aaker 1991; Keller 1993).  These assessments 
provide rich detail for several sources of brand equity; however, they tend to be survey-based, are difficult to 
compute, and do not supply a simple objective measure for brand equity.   The “financial market” category 
measures brand equity as a financial asset and includes using the purchase price of a brand when it is sold or 
acquired, discounted cash flow valuation, and finding the residual market value of the firm (Ailawadi, et al 
2003).  The problem with using financial market valuation to determine the brand equity of wines is that 
wineries are typically privately-owned, thus, financial statements are not publicly available. The third category 
uses “product market” outcomes and focuses on how the brand performs in the marketplace.  A common 
measure utilizes the price premium, or the difference between what a customer will pay for a branded product 
versus a generic product.  Other measures include market share and relative prices (Chaudhuri, et al 2001).  
 
When it comes to the global wine industry, the brand equity of wines in different regions of the world have 
different characteristics that form the basis of its price.  Zhao (2008) contributed research surrounding the 
classification and determinants of wine prices in the premium wine market comparing the French and 
California wine industries.  French winemakers have a long history of producing wine and emphasize terroir, 
the distinctive characteristics and unique physical environment of a specific vineyard, to include its altitude, 
soil composition, drainage, climate, sun exposure, etc. (Cross, et al 2011).  The French agency Institut National 
des Appellations (INAO) strictly regulates and controls the French wine industry. French wines are categorized 
based on appellation, or geographic area, by Appellations d’Origines Controlees (AOC).  An appellation with a 
high rank is officially acknowledged to be of a superior quality and taste than a low-ranked appellation. Thus, 
in France, wines affiliated with a high-ranking appellation increases the value that consumers place on that 
wine, enhancing brand equity and increasing the price.  Grape usage is secondary to its appellation category.  
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Consequently, heavy blending of authorized grape varietals within its appellation is perfectly valid and does 
not impact brand equity (Zhao 2008).  While winemakers in California appreciate terroir, winemaking in 
California is largely a scientific endeavor.  Winemakers have conducted experiments to improve the quality of 
the wine and utilize modern techniques.  California wineries may experiment with any grape varietal and have 
control over production due to the relatively loose regulations in the U.S.  Ultimately, it is the consumer, not a 
governmental agency, who determines which wines taste the best.  Wines are classified and priced based on 
the variety of grape, whereas its appellation is secondary.  California does have designated American 
Viticultural Areas (AVA) solely for the wine industry; however, there is no official acknowledgement regarding 
the quality of wine from this region.  In the U.S. if the wine label bears a grape varietal, it must contain no less 
than 75% of its volume from that grape. Wine that does not distinguish itself as a specific grape varietal, and 
does not carry a proprietary winery name, is considered generic and inferior to branded wine.  Since quality is 
not established by a government entity in the U.S., consumers rely on wine tasting ratings (widely available in 
wine magazines) and past wine quality to distinguish the quality of the wine. Extra specification and 
differentiation on the wine label, such as estate bottled or late harvest, can increase the price for California 
wines up to 32%.  By contrast, extra specifications on a French label has no effect on price (Zhao 2008).  
 
There is a growing body of research regarding climate change and viticulture.  Hannah, et al (2013) uses grape 
production to measure the indirect effects of climate change on agriculture as viticulture is very sensitive to 
climate.  The basic elements of terroir include temperature and moisture, with temperature during the 
growing season being a key factor in viticulture.  This study utilized 17 global climate models to assess the 
suitability of wine grapes.  From now through 2050, the climate models were in high agreement that many of 
the traditional wine-producing regions of the world, such as the Rhone Valley and the Bordeaux region of 
France, grape suitability will decline, while in northern regions like those in North America and Northern 
Europe, grape suitability will increase.  By 2050, the model indicated the net area for viticulture suitability in 
California will decline 60% and Mediterranean Europe will decline 68%, while Western North America will 
increase 231% and Northern Europe will increase 168%. The climate models also indicated that parts of New 
York State are projected to become more suitable for viticulture (Hannah, et al 2013).  
 
Research by Mozell, et al (2014) defines global warming as an increase in the Earth’s average temperatures. 
 
The Intergovernmental Panel on Climate Change (IPCC) established in 1988 by the United Nations Environment 
Programme (UNEP) and the World Meteorological Organization (WMO) found that the average global 
temperature has increased 0.78 degrees C since 1900, and that if efforts are not met to address and mitigate 
the causes of global warming, average global temperatures could escalate 6.4 degrees C in the 21st century.  If 
global warming is permitted to increase at its current rate, the consequences include: stronger weather 
events, altered global weather patterns including droughts and water shortages, rising sea levels, serious 
farmland reduction, and a dramatic increase in the insect population and insect-related diseases.  Premium 
wine grapes are particularly susceptible to these consequences.  The range for the climate zones in which 
grapes are grown is limited to 10 degrees C and is further limited to 2 degrees C for specific grapes such as 
Pinot noir. .  Increasing temperatures combined with a reduction in the availability of fresh water in the next 
50 years may result in a 50% loss of land in Napa, California, as well as Santa Barbara County, California.   
 
However, in Oregon, Washington State, and other parts of Western North America, the warmer temperatures 
may support the growth of warmer grape varieties (Mozell, et al 2014). Climate change may alter grape 
chemistry and impact the quality of the wine, which is already being acknowledged globally.  Small changes in 
seasonal temperature can dictate whether a wine is a bad, good, or outstanding vintage.  Unseasonably lower 
temperatures affect the grape via incomplete ripening, which yields wine with higher acid, lower sugar, and 
unripe flavors.  On the other hand, unseasonably higher temperatures can cause overripened fruit yielding 
wine with lower acid, higher sugar, higher alcohol, and baked flavors (Mozell, et al 2014).   
 
There is very little research regarding climate change and viticulture in Eastern North America. Jones (2012) 
performed a study regarding the effects of climate change on viticulture in Quebec, Canada, that bears 
similarities to viticulture in Northern New York.  The most successful wineries in Canada are found in Southern 
Ontario and Southern British Columbia; however, the past 30 years have seen the growth of wineries in cooler 
climate areas that are producing quality wines and attracting attention.  The study examined climate data 
spanning 31 years in the regions of Monteregie and Estrie in Eastern Quebec, the home of over 40 vineyards, 
and found that rising temperatures have affected grape production.  Interviews with local wineries in the 
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Monteregie area reveal they have begun growing Vitis vinifera varieties of grapes such as pinot noir, 
chardonnay, riesling, and sauvignon blanc. They concluded that the climate is becoming warmer in the region: 
winters are not as harsh as shown by less intense cold days on record, the growing season is lengthening with 
fewer days of recorded frost, and the mean minimum temperature has increased over the 31-year study.  This 
trend is expected to continue, allowing greater success for vineyards in Canada (Jones 2012).   
 

5. Methodology 
To gain insight into the current wine tourism environment in Northern New York, we sought information 
through a variety of sources.  The team examined existing literature regarding the effects of climate change on 
viticulture, wine tourism, and regional brand equity for wine.  We reviewed climate data, regional economic 
data, and historical information to develop recommendations that could be used for future research.  The 
team also conducted a set of seven qualitative interviews with local and regional wineries, Cornell University, 
and the New York Grape and Wine Foundation.  Of the 14 wineries currently operating in Northern New York, 
five agreed to the interview.  The others declined, citing availability of owners due to the end of the season. 
 
Table 1 provides a summary of the questions and the responses.  This data suggests strongly that, while most 
winemakers and wine tourism promoters in the region are aware of the possible impacts of GCC, they have 
only begun to think how to best respond to these issues to build regional brand equity in wine production and 
attract a larger share of the wine tourism market in the US. 

Table 1: Summary of Wine Expert’s Views on Impact of Climate Change in the Wine Industry 
Interview Question Response Summary 
In what ways, if any, has climate change affected wineries of 
this region? 

Little impact from overall temperature changes but concern over 
increasingly variable and unpredictable weather patterns and 
disease conditions. 

What measures, if any, have winery operators taken to 
minimize the perceived effects of climate change?  

Adaptive vineyard management practices and water 
management.  Investment in on-site weather monitoring stations 
and other capital equipment. 

How do you think climate change will affect tourism in the wine 
market? 

Warmer weather overall will be positive for wine tourism in the 
region, but extreme heat or increased rain levels will reduce 
tourist numbers. 

How does it affect wine production? Uncertain at this point.  There is some hope that longer/warmer 
growing seasons will allow the growing of more popular grape 
varieties but extreme weather patterns cause concerns.  Warmer 
climates may also produce grape juice/wine that is too low in 
acid. 

What activities have you implemented to promote wine 
tourism? 

While regional agencies report a media-heavy effort to promote 
wines of the region and the state in general, individual winery 
owners focus on tourist events and participation in the state’s 
wine trail program.   

How do you describe our current wine market? General recognition that wine consumption and wine tourism is 
growing in the USA, but concern that production in NNY is 
exceeding demand given a relatively short tourism season and 
the absence of distribution/brand equity outside the immediate 
region. 

What is your outlook of wine tourism in the region for the 
future? 

Optimistic about future growth of wine tourism in the region but 
some concern that the failure of some wineries could hurt the 
regional brand. 

 
Climate data was reviewed through various sources to document the increasing temperature and precipitation 
the region has experienced and what it is predicted to experience over the next 50 years.  In particular, the 
meta-analysis of 17 separate climate change models by Hannah et al (2013) led to the assumption for this 
paper that climate conditions in Northern New York will continue to change, leading to longer growing seasons 
and larger areas of potential grape production, offset by increased challenges from disease and extreme 
weather.  Pedigrees of the grapes were reviewed, including scientific data of the region, supporting the 
conclusion that the current set of cold-hardy hybrid grapes will remain the best choices for production of wine 
in the region through at least 2050, but with some potential to grow more popular vinifera grape varieties.  All 
of this data was used qualitatively to draw conclusions regarding how these grapes will/will not adapt to the 
increasing temperatures and precipitation in order to identify opportunities and provide strategic 
recommendations for New York State as an emerging wine tourism area.   
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6. Results 
The qualitative interviews suggested that the wine tourism in the Northern New York area is growing due to 
the popularity of the new developments made from the grape growing industry.  Climate change will continue 
to influence grape growing and the wine industry.  Climate models show that temperatures are going to 
continue to rise allowing the area to expand the types of grapes able to be grown in the region.  See figure 2 
Climate Change Data (Hannah, et al 2014). 

 

Figure 2: Global Change in Viticulture Suitability RCP 8.5 

The effects of climate change are already apparent in New York State:  higher precipitation levels and shifting 
weather patterns in the past few years have resulted in more rain events with greater than 2 inches of rainfall, 
with one day recording over 9 inches of rain within two hours in the Finger Lakes region, a phenomenon that 
has not occurred before, resulting in catastrophic flooding in that area.  Accordingly, soils are more saturated 
on average than usual in some areas.  Temperatures are increasing, as is the randomness of hot and dry spells.   
 
2016 experienced a hot and dry summer in the Finger Lakes resulting in higher quality vintages, whereas 2017 
and 2018 did not fare as well.  Typically, temperatures drop below 10 C for more than half of the overnights in 
September; however, this year, temperatures stayed around 15.6 C.  Wetter soils and warmer temperatures 
contributed to sour rot in riesling and chardonnay grapes in the Finger Lakes region.  Warmer temperatures 
toward the end of the harvest season may see a greater impact of diseases on grape vines (Martinson, 2018).  
 
In Northern New York, warmer weather patterns have prolonged the period of frost-free days in the last 6 to 8 
years, with Cape Vincent experiencing no frost at all during the growing season (Fralick, 2018).  Since 2003, 
there are more 32.2 C days recorded in the summer and more days of –45 C persisting in the winter, making it 
difficult for the grapes to survive (Hafemann, 2018). 
 
Many local wineries are considering the recent changes in the climate and are planning for future climate 
change, monitoring weather data and forecasts adapting their growing processes accordingly.  Wineries are 
actively investigating new varieties and growing techniques to increase the quality and variety of their wines.   
 
When accommodating warmer temperatures, longer growing seasons, and variable rainfall, diversification into 
new grape varieties must occur.  Weather tracking is essential for vineyards to adapt to changing weather 
conditions.  Organizations such as The New York State MESONET have been created to assist in the recording 
and planning for differences in the weather around the region and the state. (“NYS Mesonet,” 2015) Water 
management techniques such as irrigation and creating large retaining ponds help with drainage in periods 
during greater precipitation and provide water in the event of draughts.  Installing wind turbines to combat 
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frost and cold weather events should be considered to keep warm air circulating in the vineyards. Ultra-cold 
winters are a huge concern because it kills the grape roots. The current investment in cold-hardy grape 
varieties helps combat this issue. 
 
Current marketing activities to promote wine tourism in Northern New York are broad and varied.  Most 
vineyards employ their own tactics.  There are programs that market the wine tourism industry in the region.   
 
Wineries possess multiple locations to increase awareness and promote tastings.  Entering wine competitions 
has raised awareness to the grape varieties being grown in Northern New York.  Attending festivals, craft fairs, 
and other locations across the state is increasing attention and interest in Northern New York wines.  The 
Grape & Wine Foundation promotes local wineries through social media, press releases, newsletters, and 
provides links to each vineyard’s website.  Collectively, the wineries promote the Seaway Wine Trail as a 
destination when visiting the area (Figure 3). 

 

Figure 3: Thousand Islands Seaway Wine Trail- Western Portion of Northern New York 

Climate change is expected to have an impact on wine tourism in Northern New York.  An increase in rainy 
days and temperatures greater than 32 C may dampen visitation to the wineries (Martinson, 2018).  Tourists 
are “turned off” by extremely hot weather and tend to travel to destinations that offer a cooler climate.  In 
Northern New York, warmer summers increase tourism because the St. Lawrence River draws many tourists 
that enjoy parks and other water activities.  During an abnormally hot summer with many more rainy days 
recorded combined with a high-water level on the St. Lawrence, one winery interviewed experienced a 25% 
increase in sales (Fralick, 2018).  The river’s water level plays a critical role in the ability of tourists to enjoy the 
St. Lawrence Seaway and impacts tourism for the entire region. 
 
The outlook for wine tourism in the North Country is mixed.  For many years, the St. Lawrence River and 
Northern New York have been popular vacation destinations, helping the promotion of wine tourism in the 
area.  Two-thirds of interviewees believe that wine tourism will continue to grow and the increase in 
temperatures will positively affect the quality of local wines.  Feedback from tourists indicate they are amazed 
with the quality of the wines and the wine tourism experience.  Some wineries are concerned that the market 
is limited as there are many wineries, breweries, and distilleries in the area.  Seasonality is an issue because 
many vineyards in the region sustain tourism only during the summer and fall months.  Interviewees indicated 
that the vineyards growing cold hardy grapes should promote the educational experience for their customers.  
 
Tourists not familiar with the cold hardy varieties are positively impressed after tasting. 
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7. Opportunities 
As climate change becomes more pronounced and temperature bandwidth increases, this region will become 
more conducive to growing premium grapes increasing the total acreage grown.  The region’s location allows 
for wine tourism to flourish with an expansive number of grapes.  The wine maker’s experience will develop 
wines that meet the needs of the market.  Feedback from the interviewees revealed that wineries should band 
together to offer consistent hours to the public, improve staff training with regard to the history of the region, 
vineyards, and increase promotional efforts across New York State. Winery information, road signage, social 
media, and website development should be improved to increase tourism and enhance customer experience. 
 
  This region is young in the market with many opportunities to grow.  The number of wineries entering the 
market puts a strain on the market share to the existing wineries; however, it will assist the wine tourism 
industry by giving the visitor additional time in the region. 

7.1 The following activities should be considered by the current market: 
Increased year-round seasonal activities that extend the wine tourism season. 
Conducting surveys and using the results to increase customer satisfaction. 
Promote the cold-hardy varieties. 

8. Strategic Recommendations for Northern New York 
The wineries should strategically position themselves as a unique winery experience destination, featuring 
some of the world’s most unique cold-hardy grape varieties, focusing on strategic building of brand equity 
through the promotion and education of cold-hardy grapes as a grape.  Consistency of the region’s marketing 
efforts will create an industry standard opposed to a diversified individual marketing effort. The wineries 
should consider the following suggestions to improve communication as well as building and maintaining 
relationships to potential customers further enhancing wine tourism in the region: 

8.1 Suggested Ideas: 
Provide education and training to local sommeliers to improve wine pairing with food and overall guest 
experiences for local wines 
Supply wines to local restaurants and hotels to pair with regional cuisine 
Offer campgrounds, hotels and cottage rentals discounted tasting coupons as a promotion to share 
with their guests 
Wineries can extend the wine tourism experience via bed and breakfast opportunities 
Partner with the 27 state parks within the region- create custom labels for each park and donate a 
portion of the sales 
Better signage and wine trail maps to build awareness and to allow travellers ease of discovery to the 
winery as well as GPS smart phone location markers. 
Greater coordination with regional wineries to promote more wide-spread events (i.e. fall harvest 
festivals with hay rides, summer in the vineyard music festivals, river cruises featuring local wines) 
Link with the historical landmarks in the area 
Greater connection via the vineyard’s history and story to differentiate themselves from others in the 
market.  
Segment demographically to each target audience creating a unique experience for visitors.  
Get involved with the community- charities, outreach programs, donations 
Provide shuttle service from downtown areas to the wineries on weekends in the summer. 
The wineries in the area will need to improve in the areas of web presence and social media to 
promote customer relationship marketing from the first visit to continuous membership and brand 
loyalty.  Smart phone applications should be considered as a medium to push out promotion and 
connection activities.   
Extend marketing outside of the region into bigger cities throughout the state 
Offer Pop-Up activities- Paint & Sip, Cork Crafts, Wine Crafts, Wine Club Pickup Parties 
Increase outdoor activities offered at the vineyards- camping on the vineyard, snowshoeing through 
the vines, family movie nights, inviting the public to harvest the grapes 
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9. Additional Research Needed 
This research needs continuing review to develop recommendations as it pertains to technological influences, 
customer satisfaction surveys to improve current wine tourism activities, and regional climate data. Additional 
development for forecasting specifically for Northern New York, measuring the increase in the extremeness of 
weather events and its effect on viticulture, and measuring current brand equity and how it will change as the 
climate changes in the future is greatly needed. 
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Abstract: The “tourist gaze” has been in constant transformation and so has its mediatized representations spanning from 
the picture postcard to the virtual picture posted on social media (SoMe) platforms. In the digital society users of SoMe 
form a feedback-loop breaking the glass ceiling of destination marketing tactics. Virtual dynamics partly shift control from 
tourist managers to tourists, at times negatively with divergent unintended outcomes. This behaviour has occasionally 
resulted in viral effects jolting sustainability schemes for tourist destinations. Therefore, we first present an overview of the 
general challenge that SoMe poses for the tourist industry sometimes leading to environmental and economic degradation 
with global viral effects. Secondly, online discourse is examined through applying visual content analysis to images posted 
on the photo-sharing social networking service Instagram. This analysis exemplifies the self-organizing dynamics in the 
form of viral effects and points to circular causality impacting tourism. Subsequently, strategic public art is presented as a 
possibility to redirect tourist flows playing on sensory attraction and engaged experience. This multidisciplinary paper 
suggests innovative ways for the industry and how they can possibly react to the unplanned outcomes, e.g. using art as a 
tool which may influence both viral effects as well as tourist´s behaviour for more sustainable tourism development. Public 
art installations are a long decision-making process permanent structures that will affect a destination in the long term or 
even define it for the future. We propose that art can be utilized by tourist managers to redirect flows and/or stabilize a 
crisis, even in the short-term temporary. The paper hints to art as an attractor for visitors and locals to enjoy together as a 
cultural exchange. The paper targets the tourist industry, especially those engaged in tourism management and marketing, 
with alternative solutions to the unforeseen increase in the number of visitors due to user-generated content on SoMe. 
 
Keywords: tourism marketing; social media; public art; theory of self-organization; sustainability 

1. Introduction 
The multidisciplinary aspect of this paper includes three basic fields that combine to create a unique approach 
to the tourist industry challenges for sustainable stability in the digital age building from the “tourist gaze” 
(Urry, 1990), the Generation Hashtag (Colombani and Sanderson, 2015) and the “more than visual” haptic 
sensory (Paterson, 2011). Social media (SoMe) participants, in contemporary tourism, form part of a feedback 
loop or circular causality that stems from the spectator’s interaction with the attraction. Shifts in the tourist 
gaze have been documented and consequently have contributed to the tourist industry for analytical purposes 
to optimize the market. Urry and Larsen (2011) emphasise the importance of photography, digitalization and 
embodied performances as important parts of the contemporary and visual gaze. Visitor attraction 
management analysis reveals a wide range of issues important both for tourism sustainability, management 
and marketing (Leask, 2016). With the term sustainable stability, we understand long term economic, 
environmental, social, cultural sustainability of a site.  
 
A growing number of studies discuss the role of user-generated-content on SoMe in connection with tourism, 
oftentimes emphasizing that this type of content has impacted strongly the decision making process of 
travellers (Hudson and Thal, 2013; Leung et al, 2013). Although we know that SoMe is used as one of the major 
tourism information sources, it is still under-investigated as to how the image of a tourist destination is formed 
via SoMe (Kim et al, 2017). The analysis of online imagery of popular tourist destinations confirmed that the 
“distinction between marketers' intentions and the visitors' uses of social media to communicate or share their 
experiences breaks down” (Hunter, 2016, p. 222). A large part of contemporary culture is not produced by 
professionals, but by the Generation Hashtag making use of their mobile device's cameras (Hochman and 
Manovich, 2013; Manovich 2016) with one of the most frequently used platforms, Instagram. It allows users to 
upload and manipulate their photos with approximately 1 billion monthly active users (Statista 2018). Our 
approach is to understand these network dynamics and SoMe with the theory of self-organization (TSO, table 
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1) (Götschl, 2005). SoMe is usually referred to the “widely accessible electronic tools that enable anyone to 
publish and access information, collaborate on a common effort, or build relationships” (Jue et al, 2010, p. 4).  
 
However, we detect unplanned outcomes from those relationships in virtual reality that can have an adverse 
effect in the short term or long term creating “firestorms” or “earthquakes” for destinations in tourism reality.  
 
Given fixed art attractors have had long-lasting stabilizing effects as national tourism marketing icons e.g. 
David in Florence, Sphinx in Egypt or Buddha in Kamakura, today temporary art sculptures may help redirect 
tourist flows. The allure of the immediate posting on Instagram or other SoMe sites supports a re-thinking of 
fixed art as an attraction, gravitating towards dynamic interactive installations to fit the digital society. 
The research questions are the following:  

1. How can the threats to sustainable stability provoked by SoMe viral effects within tourist 
attractions/destinations be understood in order to prepare for unplanned outcomes? 

2. How can art (sculpture) interact with SoMe as an attractor for re-directing tourism flows? 
 
These two questions are essential for the tourist industry to cope with the unforeseen increase in the number 
of visitors due to user-generated content on SoMe. Art has long been utilized as a tourist attractor/stabilizer 
and optimizing its role can help redirect flows when partnered up with SoMe. This paper adopts an exploratory 
research approach to review options as a launching point and prompt discussion of the current unsustainable 
situation and yet offers insights into possible solutions. We highlight how 3D art and SoMe can work in tandem 
as attractors with virtual dynamics impacting tourism reality. The research design was mainly descriptive due 
to the early stage of this multidisciplinary field by utilizing case studies analyzing SoMe interactions with art. 
 
First is an overview of the general challenge that SoMe poses for the tourist industry leading to environmental 
and economic degradation with global viral effects. In the theoretical chapter, we examine the ‘tourist gaze’ 
with SoMe posting for tourist destinations as the base for a shift of self-organizing feedback loops and this 
circular causality is explored utilizing TSO. The methodological framework is thereafter presented. The 
consequent chapter examines the current challenge of viral effect in two forms; firestorms and earthquakes. 
Finally, an exploratory chapter on a case study with Instagram and art attractors. This leads to the results 
section, in which two cases were compared, followed by conclusions.

2. Theoretical backdrop

2.1 Tourist gaze revisited - from postcards to www.  
Marketing tourism attractions and destinations should reflect the change of media usage in order to offer 
sustainable tourism that enhances a local economy and social context, culture and environment with 
sensitivity to national, regional and local aims (Svels, 2017). Tourist and tourist manager relationships for our 
purposes begin with the introduction of the postcard, identified as semi-public (Östman, 2004), creating a 
post-experiential effect to advertise a destination. Over the last decade with the onset of SoMe, the modern 
postcard (Instagram) has become dominantly public, opening up a wider audience with a sense of belonging to 
a worldwide photo album. Increased individual participation shifted the control of tourist flows (Pan et al, 
2007). Smart-phones and tablets revolutionized the whole process and fuelled a new group of worldwide self-
organizing groups. The impact on tourist destinations from online posting to offline popularity transformed the 
virtual reality into tourism reality (Xie et al, 2016). The tourist gaze, in terms of the sustainability, now shifted 
significantly.  

The relationship of tourist managers and tourists became part of circular causality in the sense that the SoMe 
self-organizing processes lost its linear structure built on planned schemes. As a result, it became apparent 
that no longer was the tourist manager solely managing the destination´s image (Hunter, 2016; Kislali et al, 
2016). The tourist gaze had become a combination of image and experience. SoMe has been positioned as a 
significant player and pivot point of tourism, especially in information search, marketing and communication 
(Sigala et al, 2012). Uploaded images and photographs are the most attractive user-generated contents (UGCs) 
on SoMe (Zeng and Gerritsen, 2014). 
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2.2 Theory of self-organization 
In a digital society, communication networks are able to perform feedback loops and constitute complex and 
nonlinear systems, which can be analyzed using structural sciences. Complex systems such as the Web have 
the potential for developing phenomena of self-organization. TSO provides the theoretical framework for this 
transition to emergentism. When analysing Web dynamics, we look at convergent tendencies between the 
Internet (as a structural backbone) and the social dynamics taking place from the perspective of TSO.  
 
Publishing/sharing photos (experiences) can be regarded as a phenomenon of self-organization in dynamic 
networks. 

Table 1: Features of the theory of self-organization and SoMe phenomenon 

Social media and theory of self-organization 

● “Emergentism instead of (classical) determinism”* 
● Systems in a dynamic (flow) equilibrium 
● Structural coupling to the global level 
● Circular causality 
● Creates feedback loops 
● Bifurcation > Attractor 

* Götschl (2005)

 
Forms of circular causality are on the rise (Gutounig and Unterberger, 2015; figure 1) leading to viral effects.  
 
User interaction dynamics of SoMe (figure 1) are not centrally planned, but rather emerge. The question 
arises, whether these systems reach sustainable stability. Generally speaking, self-organizing systems tend to 
generate macroscopic stable patterns that are maintained by dynamic (flow) equilibrium (Foerster, 1993). In 
order for systems to develop, temporary disequilibrium is necessary (Götschl, 1993) which often leads to 
evolutionary stable structures. These phases of nonlinear development are where systems either jump to a 
higher evolutionary state and generate stability or fall back to a lower level and stabilize there. This is the point 
of bifurcation where the system develops an attractor, which represents a point, where the whole system is 
moving towards self-organizing. 
 

Figure 1: Circular Causality through SoMe (Gutounig, 2011)

3. Methodology 
Following Kislali et al (2016) in that “qualitative studies might be more appropriate to capture the processes 
that allow individuals to construct destination images in their minds” we chose to investigate our empirical 
data using Visual Content Analysis (Bell, 2001). We developed a codebook according to our research questions 
and refined the codes after reviewing a sample set of images. The coding was done using the software QDA 
Miner. Since the images were taken from one of the currently biggest SoMe platforms, Instagram, this 
procedure was connected to the Digital Methods approach put forward by Rogers (2013). As exemplary sets of 
images we picked specifically the Great Buddha in Kamakura, Japan and Anthony Howe’s sculptures. The 
images were retrieved by using the respective hashtags (#kamakurabuddha, n=317; #anthonyhowe, n=533) in 
July 2017. Subsequently the cases where the large Buddha is not visible (e.g. tattoos, sites near the Great 
Buddha, Great Buddha sketches, food images, etc.) were eliminated resulting in 243 remaining images to be 
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analysed. In the case of Howe sculptures, the 200 most recent images showing his sculptures were chosen for 
the qualitative analysis. 

Qualitative document analysis, an objective technique for a systematic description and understanding of 
communication content (Berelson, 1952; Polit and Hungler, 1995) was used besides the visual content analysis 
to examine internet blogs, academic articles and strategic tourism documents. 

4. Challenge: Social media as the pivot point of tourism 
The tourist manager relationship to tourists has shifted 180 degrees, changing the social composite and 
meaning of tourism with these rapid digital sociological changes. Tourist managers may now be dealing with 
saturated destinations and sustainability issues from viral effects, an uncontrollable wave of popularity.  
 
Unfortunately, it has even in some cases overloaded a local destination both in rural and urban areas. We 
identify two possible divergent sustainability threats from SoMe in relation to TSO activity and designate them 
for this purpose as “firestorms” and “earthquakes”.  

4.1 Firestorms and earthquakes in virtual reality 
Viral effects tend to result in two directions bypassing tourism managers and planned schemes. The 
“firestorm” effect (quick increase of SoMe activity) can cause short lived damage to local natural and/or 
economic sustainability due to saturation with subsequent possible investment followed by a fall out of 
visitors. In contrast the “earthquake” effect (long lasting SoMe activity) creates a breach of local 
environmental sustainability by attracting increased numbers over time and over capacity results.  
 
Contributions made by tourists and travellers are defined as a “mixture of fact and opinion, impression and 
sentiment, founded and unfounded tidbits, experiences, and even rumour” (Blackshaw and Nazzaro, 2006, p. 
4). According to Gnoth (1997, p. 283), tourist “expectations, in turn, determine performance perceptions of 
products and services as well as perceptions of experiences. Motivation thus impacts on satisfaction 
formation”.  

Based on TSO, two scenarios are described where SoMe presents an unexpected impact on the holistic tourism 
attraction. We identify possible outcomes that would be beneficial to take into consideration for tourist 
managers and marketing schemes to face SoMe challenges (table 2). It is important to note that SoMe plays 
out in urban and rural settings. Some SoMe reach out to nature tourists, adding to natural setting saturation 
(A). Others focus on cosmopolitan travellers, adding to overcrowding urban centres (B). Various relay secret 
hideaways destroying quaint atmospheres in both settings (C). In order to explore these effects and reactions 
we look at three examples in Europe, however, further research is necessary. 

Table 2: Viral Effects on SoMe  

 Viral Effects on Social Media 

(A) Nature (B) Urban (C) Mixed 

Possible outcome 
                                                                                        

Saturate nature Exhaust services Ruin quaint location 

Firestorm Too quick to respond to local needs, 
damage to ecosystem in short term, locals 
misread signals and invest unnecessarily. 
Plan for stabilization.  

Add to urban centre overcrowding 
suddenly, no time to react with 
services. Short term lower quality 
life. Possible risk to 
overinvestment.  

Popular today, gone 
tomorrow.  A reputation risk 
due to overbooking, possible 
investment and sudden 
decrease, leads to financial ruin. 

Earthquake Mid-long term eco damage, need for 
transformation. 

Major investments to redirect 
tourist flows with additional 
services needed.   

Positive financial gains at cost of 
small intimate location. 

 
A case where tourist peaks, “firestorm,” hit highs within a short period of time at a quaint location due to 
SoMe, is the Green Lake in Tragöß, Austria (Holzer, 2015). After film-star Ashton Kutcher posted a picture of 
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the beautiful natural scenery on Facebook, a viral effect set in and more than 100,000 people visited the 
beautiful yet protected site resulting in fears of negative effects for the natural treasure due to increased 
traffic and environmental pollution.  

A first example of the “earthquake” effect is found in Norway, where some attractions show increased visitors’ 
influx due to shared SoMe experiences. Recently SoMe postings have changed the way local governance 
(municipality authorities and area planners), tourism management and the destination organisation view 
possibilities for tourism development in for example Preikestolen, Trolltunga and the Lofoten Island (Evers, 
2016; Fossan Langeland, 2017; Lytring Lofoten, 2018). As for today, official marketing efforts are challenged by 
SoMe causing a need for a switch in marketing performance. 

A second “earthquake” example is Venice, where the urban centre shows signs of having been victimized with 
its landmark attraction marketing and Forbes’ reports ‘Blacklisting’ Venice to actually save it from tourism 
(Rodriguez, 2017). Venice tourist managers have been playing an active role with SoMe to cope. In a new 
campaign for Carnival, hashtags were used as a tool to deal with tourist flows. This tactic was transferred to 
the summer campaign as “#EnjoyRespectVenezia” (Buckley, 2017). Venice city council intends to play along 
with tourists in real-time stating, “while there will be no specific cap on visitor numbers, the figures will be 
shared in real time through the city's website and SoMe in an effort to avoid overcrowding” (Edwards, 2017).  
 
Consequently, as in TSO, attractors may be useful to redirect tourism flows for sustainable stability. We offer 
the concept of art as the historical tourism attraction across borders. Temporary art installations rather than 
fixed public art would allow for a variety of timelines and flow patterns. Furthermore, the SoMe component in 
today’s digital world of marketing is highly engaging as a parallel attractor tool for recording experiences with 
art. 

5. Case Study: Instagram and Art 
Sculptures, art attractors, have had a long-lasting stabilizing effect as national tourism marketing icons. The 
phenomenological relationship of humans to icons, points to the cognitive process whereby “individual 
memory is irreducible to experience...rooted in lived experience” (Trigg, 2012, p. 72-73). On one hand cultural 
icons such as the Great Buddha in Kamakura have been attractive over time (Guichard-Anguis and Moon, 
2008) and yet temporary art installations change the short-term atmosphere of a destination such as Jeanne-
Claude Christo (Christo 2018). 
 
Tourism and art history both actively engage their disciplines in this “reception and response” theory 
extending phenomenal relationships in social practice to engaged observation (Lakey, 2011). Paterson (2011) 
reveals a gap in the static visual prominence, pointing to the ‘more-than visual’, and the relationship between 
affect and sensation by delving deeper into haptics (hands), somosematics (touch) and oculomotor (visual 
scanning) scopes of visitor interaction. The tactile access to the object is the attraction that lends itself to 
outdoor sculptures. Tactile perception can also increase environmental empathy with in situ experiences (Ruiz-
Scarfuto, 2018). In the 2016 Summer Olympics, artist Anthony Howe attracted audiences with his 
“environmental message” and dwarfed the traditional flame (Graham, 2016; Howe, 2017) with his kinetic 
sculpture. 

6. Results 
In analysing the images from Instagram, we were interested in how users of SoMe make use of the 
communication possibilities provided by digital technology and create hashtags for sculptures, furthermore, 
how this behaviour can connect with tourism. The categories of interest were the following: Are there people 
visible in the picture? Are stylistic photographic elements being used (details, use of filters, angles or creative 
use of image composition) or how do people act in regard to the sculpture? We analyzed how SoMe users 
participate and integrate with public art in two divergent cases with the traditional Great Buddha and Anthony 
Howe’s kinetic sculptures with Instagram posts. 
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Figure 2: Example images posted with the hashtags #kamakurabuddha and #anthonyhowe on Instagram 

Regarding the images of the large Buddha in Kamakura, a total of 126 images (39,75%) of the whole set 
(n=317) showed people. From this subset, 17 (13,49%) featured one single person (e.g. selfie), 39 (30,95%) 
showed between 2-5 people and 70 (55,55%) a larger crowd. In 59 cases (46, 82%) people took a standard 
pose in front of the sculpture, while only in 13 (10,32%) they took up a more defined posture. 23 (18,25%) 
images showed certain hand gestures, e.g. the Gyan Mudra (Seal of Knowledge). Only 7 cases (5,55%) could be 
identified where the scenery in the picture appeared to be a staged one. When we look at the creative 
elements of the whole set, we see that 65 pictures (20,5%) avoided the frontal view and tried to take a 
perspective from an angle, at least 59 (18,61%) made use of characteristic filters and 35 (11,04%) created their 
picture by selecting a partial of the statue. 44 (13,88%) also used additional elements for their composition 
such as integrating elements around (e.g. trees) in order to make it more interesting. 

When we looked at images of Anthony Howe sculptures, displayed on Instagram (n=200) we get different 
results. Here only 31 (15,5%) featured people (only a subset of pictures of Howe’s sculptures taken during the 
2016 Summer Olympics had a significant higher share). From this subset, 12 (38,71%) showed only one person, 
11 (35,48%) between 2 and 5 and 8 (25,81%) more than 5 people. Consequently, observable human 
interaction with the sculpture resulted less frequently: In 4 cases (12,9%) people took on a posture, only 1 
identifiable hand gesture (3,23%) as well as 1 person (3,23%) touching a sculpture could be found. In 12 
pictures (38,71%) people took a standard pose in the photo. 5 cases (16,13%) from the whole set could be 
identified where the scene appeared staged.  
 
When we look at the photographical elements in the whole set, we see 85 pictures (42,5%) choosing a 
viewpoint from an angle, 138 (69%) making use of optical filters and 60 (30%) focusing on a specific detail of 
the artwork. Photo composition, such as making use of the environment in the photo, is found in 79 (39, 5%) 
cases. 
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Figure 2: Comparison of #kamakurabuddha and #anthonyhowe

Hashtag behaviour was noted in both cases indicating the desire to belong to a group based on an art 
attractor. The results of the Instagram analysis of the hashtags #kamakurabuddha and #anthonyhowe (figure 
2) show some remarkable differences in terms of how the sculpture was portrayed with people or standing 
alone as an object.  

7. Conclusion  
The relationship and balance in tourism, between providers and users, has drastically shifted with this 
counterweight of freedom of information. We have drawn on the current research of SoMe behaviour to be 
applied to the tourist industry as a self-organizing challenge rather than the traditional marketing tool. There is 
circular causality in the sense of TSO, no longer constituting a linear structure building on planned schemes. 
There are also examples of other subsystems where this is creating sustainable structures (e.g. on Wikipedia).  

SoMe is a layer for analysis of flows on the global level posing a risk for sustainable tourism. Albeit, SoMe has 
enhanced the tourist marketing strategies, we have detected a loophole in the enthusiastic outbreak to forge 
forward without real stop-gaps or risk management schemes. Following Kang and Schuett (2013) conclusions 
this article encourages tourism policy makers to recognize SoMe as the key marketing force in the internet, 
whether it be for immediate crisis management of overcapacity or re-marketing to redirected visitor flows in 
mid to long terms. We comply with Park, Oak and Chae (2016) that there is a need for tourism marketers to 
develop sufficient follow-up and preparation techniques for SoMe impacts on destinations. Therefore, in 
discussing how SoMe create viral effects, but are not always in one direction, the consequences can be varied.  
 
Sometimes it can lead to a peak (economic) followed by a fall out whereby, if investment is applied, it would 
be unsustainable. On the other hand, a significant increase in the flow of visitors to the point of saturation can 
devastate the morale and environmental sustainability to a destination. Thus, calling for contradictory 
measures we have used the terms “firestorms” and “earthquakes” as metaphors for viral effects to alert 
tourism marketers and management to be aware of possible unplanned outcomes.  
 
Sharing the object by using a hashtag and belonging to a group by definition in the virtual world did not 
necessarily mean posing with the object as part of the narrative. Being there and posting was a key factor for 
these two different cases. The large discrepancy of technical modification with optic filters, details or angles, 
and composition became apparent with the Howe kinetic sculpture. Whether or not this indicates the high 
tech attraction of Howe’s sculptures triggered a high-tech response is inconclusive, but could be explored in 
further research. The gestures associated with the sculpture were on par basically with only a slight difference 
with the Great Buddha in that imitation of the hands was present. The large crowds noted in the Great Buddha 
case could be due to Kamakura tours that played out in the photo. In contrast, Howe’s sculptures are designed 
as artwork and a large number of images appear in a natural setting, which could account for the low number 
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of people in image set overall. It may be inferred that by posting the artwork as part of the landscape without 
people, it became integrated with the natural setting.  
 
Art as an attractor to redirect flows of tourism worldwide has long been a tool to boost national and local 
economies. Public art installations are a long decision-making process due to their fixed and permanent 
structures that will affect a destination in the long term or even define it for the future (Januchta-Szostak, 
2007). However, to utilize this cultural value in society that is visually attracted to images posted daily or even 
hourly on such SoMe as Instagram, there may an advantage to temporary art installations to draw attention.  
The tactile aspect of sculptures in open spaces allows for a variety of digital angles to cover with interactive 
players on SoMe. Considering how participants post their own creative forms of experience on SoMe with 
filters, angles, details or touch, the 3D artwork offers several different types of interaction to keep the 
Generation Hashtag engaged and can be studied further.  
 
In a comparable manner, tourist marketers should act accordingly as crisis-managers and prepare for natural 
disasters that arrive with little notice. Sustainable tourism policies as well as crisis and risk management 
schemes should be in place to prepare, monitor online communications and participate as players in SoMe 
communication to stabilize and influence the situation positively (Goldgruber et al, 2017). Responsible 
marketing is necessary to combat sudden overcapacity and degradation via viral effects. Furthermore, viable 
multi-stakeholder risk management partnerships, mobilising and sharing knowledge, expertise, technology and 
financial resources are essential to counteract the unplanned fallout and enhance sustainable 
consumption/production patterns. ‘Firestorms’ and ‘earthquakes’ show that local sustainability influenced by 
unexpected tourism flows may be in danger. Then again, it also provides possibilities for bottom-up initiatives 
(e.g. local community informing people when not feasible to visit area, pop-up enterprises, local resistance 
etc.) and bottom-up causality (e.g. the possibility to publish your own creative content without the control of 
gatekeepers and directly reach various audiences). Such developments diminish hierarchically organized top-
down causality. This seems to apply also to users of SoMe who live out their creativity and receive feedback 
from others. 
 
In this article we propose that art can be utilized by tourist managers to redirect flows and/or stabilize a crisis. 
We propose that tourist managers can make the switch from pure aesthetics, natural or cultural background, 
to alluring visitors towards alternative destinations, putting art in the forefront. Sharing knowledge with 
sectors outside the tourist industry may soon be necessary for collaborative projects to combat this growing 
phenomenon that affects not only locals but the ecological backdrop that defines a sense of place.  
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Abstract : This study investigates the effects generated by a mega-event (the World Expo 2015) on a destination (Milan), 
using social network analysis. The horizontal visibility graph was used to transform the time series in a network. Two 
hypotheses are tested: first, the ability of the Milan Expo to generate a turning point; second, the ability of this event to 
increase the network stability. The findings are based on a longitudinal analysis (2004–2017) of three widely used metrics: 
occupancy, average daily rate, and revenue per available room. The empirical evidences confirm both hypotheses. The 
Milan Expo has generated a positive turning point increasing the system stability. In the conclusions section some 
theoretical and practical advancements are proposed, along with the implications for the future research, and the main 
study limitations.  
 
Keywords: Milan Expo; complex theory; network topology; system dynamics; horizontal visibility graph; turning points. 

1. Introduction 
In a supply-side perspective, a tourism destination is composed of hundreds of actors and organizations, 
described as co-producers of the destination product (Haugland et al., 2011). This complexity is well reflected 
by some theoretical streams used to analyze the destination, such as the industrial district approach (Sainaghi, 
2006) and, more recently, social network analysis (SNA) (Casanueva, Gallego & García-Sánchez, 2016). In the 
SNA, the destination is a network, where nodes are the local organizations and links represent the 
relationships among these actors (Erkuş-Öztürk & Eraydın, 2010). Looking at the destination as a network, 
some interesting traits of this system emerge, such as the presence of non-linear relationships among actors 
(Laws & Prideaux, 2005), the ability of this system to organize itself, reacting to many external events, showing 
both robustness and fragility (Lorenz, 1963).  
 
This paper contributes to this research stream analyzing three gaps. The first is related to the limited amount 
of quantitative papers. Despite the SNA using some technical measures derived from the graph theory, the 
majority of tourism studies adopting the network approach are based on a qualitative approach (Albrecht, 
2013). In fact, Sainaghi and Baggio (2017) review 47 papers published after 2010 and show that 17 (36%) are 
quantitative, while the remaining 64% are qualitative. 
 
The second gap focuses on the ability of the tourism SNA papers to represent the destination structure 
(topology) and the network evolution over time (dynamics of networks). A network interacts with many 
external and internal events, able to influence its structure (topology) and its evolution over time (dynamics) 
(Pavlovich, 2014). Some events modify the system, generating a “breaking through” or a “turning point” in the 
destination evolution and changing the destination structure (topology) (Baggio & Sainaghi, 2011).  
 
The third limitation concerns the topic analyzed. Any quantitative paper has explored the impacts generated 
by a tourism event on the system structure and on the network dynamics. In practice, many DMOs use event 
management to increase the destination competitiveness.  
 
Considering together the three identified gaps, the present study aims to explore quantitatively the impact 
generated by the event management on the dynamics and topology of a destination network. Therefore, the 
following research question is proposed. 
 
RQ 1. Are tourism events organized by a destination able to generate a quantitative turning point and to affect 
the network structure (topology)? 
 
The paper develops an empirical case study represented by the World Expo 2015, hosted by Milan (Italy).  
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2. Literature review 

2.1 SNA: Toward a quantitative approach 
In their literature review of SNA, Casanueva, Gallego and García-Sánchez (2016) note: “these previous studies 
in tourism research have used theoretical concepts that are related to networks. However, the use of SNA as a 
mathematical tool for analyzing relational data is not found among the most widely used methods in tourism 
[…], although it has a degree of general usage in similar fields” (p. 1191). Said differently, the SNA has a limited 
quantitative application in the tourism field. Similar to this is the conclusion proposed by Sainaghi and Baggio 
(2017). But what is the real advantage to approaching a network quantitatively rather than qualitatively? Van 
der Zee and Vanneste (2015) offer an interesting answer: “departing from a mathematical conceptualization of 
the network as a collection of network nodes and ties with a distinguishable structure, this field of studies 
[network configuration] for the first time departs from the network as an entity and not a mere concept” (p. 
53, italics added). The qualitative studies had the advantage of discovering some pros and cons of the SNA. The 
quantitative approach helps researchers to analyze the network as an entity and not as a mere concept.  

2.2 The network dynamics 
The SNA supports the tourism research with a set of methods and tools able to discover the patterns and the 
structures of the network, which in this paper is called the network structure or topology, on one side, and its 
evolution over time (network dynamics), identifying the turning point or breaking through, on the other. 
 
Focusing on the first topic (topology), researchers agree that a tourism destination is a complex system (Baggio 
& Sainaghi, 2011), characterized by non-deterministic and non-linear relationships. For this reason, some 
researchers in the field of tourism and hospitality agree to use the complex theory in exploring the functioning 
of a tourism destination (Pavlovich, 2014). The complexity is mainly related to the high number of components 
(nodes) and the nature of the relationships (links), not always simple or linear (Baggio, Scott & Cooper, 2010). 
The evolution of this system is usually unpredictable and can move quickly from an ordered state to some 
complex behavior or even to completely chaotic conditions (Baggio, 2008).  
 
This last characteristic (the movement from order to chaos) introduces the second area of inquiry, represented 
by the network dynamics. Despite the importance of this area of inquiry, the number of published studies is 
very limited and they are predominantly based on a qualitative approach (Bhat & Milne, 2008; Pavlovich, 2003, 
2014; Rodger, Moore & Newsome, 2009; Russell & Faulkner, 2004; Zehrer & Raich, 2010). These qualitative 
studies have supported a second wave of research that is ore quantitative. In particular, Baggio and Sainaghi 
(2016) applied the SNA and identified some turning points in the evolution of an Alpine tourism destination 
(the case of Livigno, Italy). A second study by these authors (Sainaghi & Baggio, 2017) has enlarged the sample, 
including eight Italian destinations plus the total of the two analyzed Provinces. The multi-destination 
approach reveals that diverse places show different or very different turning points. The quantitative 
evidences of the destination development are very limited and mainly focused on Alpine tourism. The present 
study enlarges the research focus, exploring the network topology and the destination dynamics of a large city 
(Milan), mainly positioned in the business segment (Sainaghi & Mauri, 2018; Sainaghi, Mauri & d’Angella, 
2018).  

2.3 The event management approach 
The present article analyzes whether a precise tourism event (the World Expo 2015) has generated or not a 
turning point in a large tourism destination (Milan) and whether the Expo has changed the network structure 
(topology). Based on the published studies, we know that turning points are relatively few and are triggered by 
significant changes, such as economic crises (Baggio & Sainaghi, 2016) or an important shift in the segment 
composition (Sainaghi & Baggio, 2017). Therefore, it is not common that a turning point is registered.  
 
Event management is a crucial activity for many tourism destinations (Getz, 2008). In fact, these special 
occasions are able to modify the attracted targets, develop new products, improve the destination 
performance and reduce the seasonality (Getz & Page, 2016). Some recent studies confirm the positive effects 
generated by the Milan Expo on local firm performance (Sainaghi & Mauri, 2018), and the ability of this mega-
event to reduce the destination’s seasonality (Sainaghi, Mauri & d’Angella, 2018).  
 
Milan is the leading Italian economic capital and it is located in the Lombardy region. Lombardy (one of the 20 
Italian regions) produces alone more than one fifth of the national GDP (Sainaghi & Mauri, 2018). The strong 
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link between this destination and Italian economic life is reflected by the pivotal role played by the business 
segment and the trade-fair customers (Milan is the second trade-fair destination in Europe) (Sainaghi et al., 
2018). By contrast, the leisure segment is more marginal. This market structure generates some implications 
on the Milan seasonality, epitomized in higher performance during midweek and especially midweek covered 
by trade-fair events and a significantly lower hotel occupancy during weekends and non-working days. The 
World Expo 2015 represents an important occasion to reposition the destination in the leisure segment. The 
focus of this event on the food (“Feeding the Planet; Energy for Life”) reinforces this relationship. Based on the 
strong number of attracted travelers (Guizzardi, Mariani & Prayag, 2017), the positive impact generated on the 
hotel sectors (Sainaghi & Mauri, 2018), and the reduction of the Milan seasonality (Sainaghi, Mauri & 
d’Angella, 2018; Sainaghi et al., 2018), the following hypothesis is proposed: 
 
Hypothesis 1: The World Expo 2015 has generated a turning point in the Milan tourism evolution (network 
dynamics).  
 
The first hypothesis will test whether there is a breaking through in the network dynamics of the Milan time 
series. However, it is reasonable that the effect of this mega-event can change not only the evolution, but also 
the destination structure (topology). As previously discussed, tourism destinations are complex networks, 
swinging between order and chaos. The positive effects generated by the World Expo 2015 are expected to 
reinforce the Milan tourism system, increasing its order. Therefore, the second hypothesis is stated: 
 
Hypothesis 2: The World Expo 2015 has increased the order of the Milan network structure (topology). 

3. Methodology 

3.1 The destination choice 
As previously discussed in the literature review, there are few papers focused on destination development and 
the analyzed cases are mainly isolated, small, and Alpine places. These choices are coherent with the aim of 
reducing the destination complexity and limiting the size of the local network. It is now time to take an 
additional step in the research, exploring a more complex destination, focusing the attention on a large city 
such as Milan. Italy is ranked fifth for international arrivals (UNWTO, 2016) and Milan, with roughly 10 million 
overnights, represents the second most popular national destination after Rome (Osservatorio Milano, 2018).  

3.2 The data 
The horizontal visibility graph (HVG) transforms the time series into a network (Ahmadi, Besseling & 
Pechenizkiy, 2018; Baggio, 2014). The Milan time series was operationalized using the Smith Travel Research 
(STR) data. This company records the daily data of a large sample of rooms (more than 30,000 for each year).  
 
The STR sample represents approximately 80% of the Milan hotels (Sainaghi & Mauri, 2018). Consequently, 
this performance data can be considered as a valid surrogate for the real data in the area (Pan & Yang, 2017).  
 
Furthermore, STR data allows for longitudinal analysis; in fact, the research team received daily selling 
information from 2004 to 2017. 
 
The present paper considers three operating measures: occupancy, the ratio between rooms sold and rooms 
available; average daily rate (ADR), the ratio between room revenue and rooms sold; and RevPAR, the ratio 
between room revenues and rooms available. All these indices have been widely used in many previous 
studies focusing on tourism (e.g. Lado-Sestayo, Vivel-Búa & Otero-González, 2016; Oses, Gerrikagoitia & Alzua, 
2016; Raguseo & Vitari, 2017; Sainaghi, 2011; Schwartz et al., 2016).  

3.3 Methods 
An analysis of the time series characteristics allows determining its overall evolutions and, consequently, the 
dynamic evolution of the system. For this purpose, we test the stationarity of the series in order to check for 
the existence of structural breaks. These are the symptoms of sensible changes in the series trend or level and 
are the evidence of dynamic modifications of the system’s behavior. For this purpose, we used the test 
developed by Lee and Strazicich (2003), based on Lagrange multipliers, which is considered especially powerful 
and robust (Ambartsumyan et al., 2018). The identification of one or more structural break in a time series, 
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however, does not tell us anything about the dynamic conditions of the system. It gives only a signal that 
something has changed. 
 
An interesting result of the studies in this area (Luque et al., 2009) is that it is possible to distinguish between a 
stochastic (correlated or uncorrelated) and a chaotic time series. In other words, the HVG allows us to 
determine whether the system has a chaotic, deterministic or stochastic dynamic behavior. The analytic results 
obtained in some previous studies show that, when an exponential degree distribution is found (i.e. when the 
number of nodes having degree k, N(k) follows a relationship such as N(k)e-λk), there is a threshold value λC = 
ln(2/3) = 0.404 that separates the different dynamics (Lacasa & Toral, 2010; Sainaghi & Baggio, 2017).  
 
Correlated stochastic series map into an HVG with an exponential degree distribution that slowly tends to λC. 
Chaotic series, instead, converge to the limiting value from the opposite direction (i.e. for exponent lower than 
λC). Thus, we can use this result as an indicator for the dynamic characteristics of a system that: i) will be 
chaotic for an exponent lower than λC; ii) will show an edge of chaos (complex) behavior in the region around 
λC; iii) will be more stable for an exponent degree higher than λC.  

4. Findings 

4.1 The Milan turning points 
This paragraph tests the first hypothesis. Figure 1 reports the breaking through in the Milan time series and 
identifies two turning points. The series shown in the picture is a filtered version of the data. The first change 
that can be seen is related to the international economic crises and dates 2007–2008. As reported in the 
graph, the different metrics in use show some small time lags. The second phase is located at March 2015, very 
close to the opening of the Milan Expo (1 May).  
 

Figure 1: Visibility networks degree distribution exponents 

The first break is related to the international financial crises, which began in 2007, and is in line with a previous 
study conducted by Baggio and Sainaghi (2011). Figure 1 reports two evolutions registered by the occupancy. A 
first signal dates back to the end of 2006, while a second variation is reported in the middle of 2007.  
 
The second turning point is collocated at the beginning of 2015 (March). The indicators involved, however, are 
different (only the ADR and the RevPAR), and they show a diverse order, compared to the financial crises. To 
explain the different sequence, it is important to remember the market position of Milan before the Expo 
event. The city is the second trade-fair destination in Europe. When Milan hosts an important trade fair, the 
hotels adjust their rates (Sainaghi & Mauri, 2018). Therefore, the hotel managers are familiar with dynamic 
price and modify the ADR according to the expectations in terms of capacity saturation (occupancy).  
 
In the case of Expo, the expected number of attracted visitors were estimated at 20 million (Guizzardi, Mariani 
& Prayag, 2017). Of course, an important segment is represented by residents and schools and therefore these 
clients do not generate any impact on hotels. However, there are also non-residents and in particular 
international leisure clients. Based on these forecasts, the hoteliers have increased the price (ADR). This is 
confirmed in the study by Sainaghi and Mauri (2018). For this reason, the first turning point in 2015 is 

Legend: RPA = RevPAR; OCC = Occupancy; 1 = before Expo; 2 = after Expo
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registered by the ADR and consequently by the RevPAR. By contrast, the occupancy does not display a turning 
point, despite its increase during the Expo periods. A recent study reveals that the increase of the ADR 
considerably outperforms the rise of the occupancy (Sainaghi et al., 2018). This can explain why Figure 1 does 
not indicate any breaking through in the occupancy.  
 
These findings confirm the first hypothesis: The World Expo 2015 has generated a turning point in Milan’s 
tourism evolution (network dynamics). The empirical findings add an important detail: the breaking through 
affected the ADR and the RevPAR, but not the occupancy. 

4.2 System stability before and after the Expo 
Now the second hypothesis is tested, focusing the attention on the effects generated by the Expo on the 
tourism structure (topology). The analysis of exponent degree distribution allows the calculating of the level of 
order (chaos) in the system. As explained in the methodology section (see §3.3), there are some benchmarks 
able to evaluate the network stability (fractional Brownian Motion: fBm), the edge of chaos (random function: 
Rnd) and the instability (Lorenz function: Lrnz). Figure 2 Panel A reports the analysis, distinguishing between 
pre- and post-Expo, and shows in the right side the three benchmarks previously introduced. Finally, the ±5% 
band around λC is also shown (dotted lines).  
 
Before the Expo, the operating indicators illustrate relative network instability. In particular, the two metrics 
related to the rates (ADR and RevPAR) are located at the chaos threshold, while the exponent of occupancy 
shows a higher value and therefore is more ordered. The exponent degrees show significant variations after 
Expo. We can thus deduct that the system has transitioned towards a more stable and predictable setting. The 
occupancy and the RevPAR register the highest value (both 0.51), while the ADR moves from 0.38 to 0.46 and 
therefore up to the chaos threshold. These findings confirm the second hypothesis: The World Expo 2015 has 
increased the stability of the Milan network structure (topology). 
 

 
Figure 2: Visibility networks degree distribution exponents 

5. Concluding remarks 

5.1 Theoretical implications 
At the theoretical level, this study sheds light on: i) the system dynamics; and ii) the network structure or 
topology  

 RPA1 RPA2 ADR1 ADR2 OCC1 OCC2 Rnd fBM Lrnz 
Coeff 0.39 0.51 0.38 0.46 0.43 0.51 0.41 0.68 0.30 
95%CI 0.03 0.06 0.03 0.04 0.02 0.05 0.03 0.07 0.06 

 

Panel A

Panel B

Legend: RPA = RevPAR; OCC = Occupancy; 1 = before Expo; 2 = after Expo. Rnd = random; fBM =
fractional Brownian Motion; Lrnz = Lorenz map. Horizontal line = critical value = 0.405 0.020
(down = chaotic, up = stochastic; line = random/complex)
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Focusing on the system dynamics (first hypothesis), the findings confirm the strong impacts generated by the 
economic crises that have created a first turning point in the Milan network. A second confirmation is the 
ability of the proposed methodology to identify a few breakings through. The time series of 14 years (2004–
2017) shows two turning points. The empirical evidences support also some new advancement in our 
knowledge. First, the analysis reported in Figure 1 shows that the three different metrics have different 
sensibilities to catch the change. For example, the occupancy has not perceived the turning point generated by 
the Expo, while it is the contrary for ADR and RevPAR. Second, there are some temporal lags between the 
different indicators. During the economic crises, the occupancy has captured the first and the second breaking 
through, followed by the ADR and finally by the RevPAR. Third, the change of these indicators is different 
comparing a negative turning point (economic crises) and a positive breaking through (the Expo). During the 
negative dynamics, our findings suggest first a decrease in the occupancy, second in the rates, and then in the 
RevPAR. During a positive trend (the Expo), only the ADR and the RevPAR have recorded a variation. Fourth, a 
big event is able to generate a turning point; this confirms the first hypothesis tested in this study. 
 
Focusing on the system structure or topology, our findings confirm the evidences traced in some previous 
studies. The destination is a complex system and tends to operate close to the chaos threshold. When the 
system is in this area, it can change suddenly from stability to instability, from order to chaos. This study 
enlarges our knowledge concerning the system structure. First, the three metrics in use show a different 
degree of stability. For example, during the pre-Expo period the occupancy accounts for a higher value than 
the ADR and the RevPAR, while after the Expo the ADR reports a lower value compared to the occupancy and 
the RevPAR. The RevPAR has recorded the highest increase. Second, there is a strong connection between the 
system dynamics (a turning point) and the system stability. Said differently, after a turning point, the network 
topology can change significantly. In our study, the system has moved, after the Expo, from the chaos 
threshold to a more stable area. Third, a successful event (in our case the Expo) is able to raise the system 
stability. This finding enlarges the pros of event management, adding a new important perspective. Fourth, the 
positive effects generated by the Expo have improved the three metrics in use. The Expo event was able to 
raise the stability of occupancy, ADR, and RevPAR. 

5.2 Practical implications 
In accordance to the structure proposed for the theoretical implications, also the empirical advancements are 
twofold articulated, distinguishing between system dynamics and network structure or topology.  
 
Focusing on the system dynamics, our study confirms the efficacy of the proposed methodology to identify the 
destination turning points. These findings can develop the measures used at the destination level for both 
monitoring the performance and identify the diverse efficacy of different destination strategy. Concerning this 
last point, Milan has decided to host the Expo. In other contexts, the destination managers can opt between 
different investments, such as event management, new product development, new market segments, counter-
seasonal strategies, and so on. The proposed methodology can support DMOs in measuring the effects 
generated by destination strategy on network dynamics.  
 
Concerning the system structure or topology, the findings confirm the tendency of a destination to operate 
close to the chaos threshold (such as Milan before the Expo period). This situation can generate sudden 
instability and difficulty in forecasting the future scenario. Therefore, DMOs should monitor the system 
structure. The empirical evidences permit us to state some new practical advancements. First, an event can 
increase significantly the system stability, moving the network away from the chaos area. Second, an event is 
able to improve the stability of both the occupancy and the ADR and therefore it positively affects the RevPAR. 
Third, given the ability of an event to increase the system stability, the event management can be preferred to 
other types of investments realized at the destination level. 

5.3 Implications for future research 
The proposed advancements have an impact of both the system dynamics and topology; for this reason, these 
two levels are analyzed together. Future research should verify the ability of the Expo, realized in other 
countries, to generate a strong impact on the destination evolution and structure, comparing the results with 
the Milan case. Second, other big events can be analyzed in order to understand the impacts on the network 
structure and evolution. Third, this methodology can be applied to other destination management processes in 
order to measure their ability in creating new breakings through and/or changing the topology.  
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Focusing on methodology, some open questions remain. First, the development of new cases should verify the 
sequence recorded in this article between the three metrics in use and verify the ability of occupancy to 
perceive the stagnation phase and the sensitivity of ADR to map the expansive cycles. Second, new evidences 
can verify the different chaotic degree of the three indices. In particular, in this study, ADR is the most unstable 
measure, while the opposite is the case for occupancy. Third, the exponent evolution of the Milan case shows 
the highest increase recorded by the RevPAR. Future studies can test this evidence.  

5.4 Limitations 
Three main limitations (sample size, time and single case study) reduce the generalizability of this study and 
open up possibilities for further research. The first weakness refers to the sample, which includes only hotels 
affiliated to STR data; despite being authoritative, some hotels’ units will not be included in the sample, which 
could therefore generate sample selection bias. The second limitation refers to time. This study only explores 
the short-term effects generated by the Milan Expo. Future research, when new data becomes available, could 
analyze mid- and long-term effects, with the aim of verifying whether the outcomes previously described have 
been capitalized on by the destination or whether they only represent an important but time-limited effect.  
 
The third one relates to the use of a single case study. The results can be influenced by the specific competitive 
positioning of Milan.  
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Abstract: The wine tourism units offer visitors a set of exclusive and diverse experiences, going far beyond a simple visit to 
wineries followed by wine tasting. The wine tourist lives and experiences the landscapes, the culture, the tradition, the 
gastronomy, the heritage and the history that constitute the wine activity. The present study aims to identify features of 
visits to wine tourism units in the Tejo region. The method used was quantitative based on a three-part questionnaire 
survey. The first part allowed the characterization of visits to the wine tourism units of the Tejo region. The second part 
refers to the wine tourist experience study, using Schmidt’s (1999) experience scale. The third and final part is associated 
to wine tourists’ sociodemographic data. The sample was constituted by 256 wine tourists who visited the wine tourism 
units of the Tejo region, certified by the Tejo Regional Wine Commission, between the months of May and August of 2018. 
The main results of this study show that wine tourists consider that the experience makes them want to take photos, 
makes them feel interested in the wine culture and makes them think about the sustainable development of wine tourism. 
The results of the factorial analysis show the construction of five factors regarding this visit, explaining 77.8% of the total 
variance. The perception of the visit experience enables the understanding of the features that can influence the wine 
tourists' decision to visit a specific wine region and allows the development of various products combined with other 
attractions and activities. The present study contributes to an increase of scientific knowledge in the wine tourism area and 
regarding wine tourism demand. 
 
Keywords: Wine tourism, Tourist experiences, Experiential marketing, Experience dimensions, winery visits, Wine tourism 
activities, Tejo region 

1. Introduction 
In the last decade, wine tourism has grown worldwide, and Portugal is no exception. Its strong wine tradition 
and the excellent quality of its wines is recognized the world over and have contributed positively to the 
growth of wine tourism in the country. Region based, wine tourism allows tourists to experience the specific 
environmental, cultural and societal features that characterize and differentiate each site (Lee and Chang, 
2012). 
 
Often using a multidisciplinary approach (e.g. marketing, economics, geography, agrarian sciences, sociology, 
history), studies on wine tourism appeared during 1990–2000, mainly addressing three themes: destinations' 
strategies, actors in the wine tourism industry, and wine tourists' behaviours (Vo Thanh and Kirova, 2018).  
 
Tourism experience has become a central concept for both practitioners and academics since the tourism 
industry sells experiences (Kim, 2014). More recently, research has focused on the experiential dimension of 
wine tourism, with a growing body of literature examining the wine tourists’ on-site experience from the 
experiential marketing perspective, often using Pine and Gilmore’s (1998) four realms approach (Duan et al, 
2018; Quadri-Felitti and Fiore, 2012; Vo Thanh and Kirova, 2018) or Schmitt’s (1999) five dimensions’ paradigm 
(Lee and Chang, 2012). 
 
This research shift justifies the pertinence of the present study. Demand and consumer behaviour studies are 
particularly useful to characterize visitors and understand consumers’ needs and wants (Sparks, 2007), in order 
to provide diversified, sustainable and authentic experiences (Croce and Perri, 2017) and generate satisfaction 
and loyalty. Nevertheless, literature review reveals research gaps in the field of wine tourist experience and 
call for more empirical investigations (Duan et al, 2018), gaps that we pursue to address, taking Schmitt's 
(1999) approach to experiential marketing as the reference framework. 
 
Firstly, a literature review about wine tourism and tourist experience in this domain is presented. In the 
following sections, the methodology employed and major findings of the study are reported and discussed. 

274



Vasco Santos et al 

 

Finally, we conclude the paper by debating managerial implications, limitations and suggestions for future 
research. 

2. Wine tourism, territories and visitors 
On defining wine tourism, Hall et al (2002, p. 3, citing Hall, 1996) and Macionis (1996), referred to it as 
“visitation to vineyards, wineries, wine festivals and wine shows for which wine tasting and/or experiencing 
the attributes of the grape wine region are the prime motivating factors for visitors”. The authors underline 
the fact that this activity encompasses two industries (tourism and agriculture) with substantial implications 
for regional economies, environments and lifestyles, and point out that if usually wine tourism occurs in a rural 
setting, there are cases in which it happens in urban areas. Getz and Brown (2006) defined wine tourism based 
on different approaches: as a consumer behaviour, as a development strategy, and as a business opportunity 
especially for small wineries to sell wine directly to visitors.  
 
Considered a special interest product, wine tourism has been receiving growing attention (Charters and Ali-
Knight, 2002; Getz and Brown, 2006) from both the academia and the market, as a rural development tool 
(Quadri-Felitti, 2015; Sheridan, Alonso and Scherrer, 2009) and a response to the needs of contemporary 
lifestyle-oriented consumers (Gu et al, 2018). Usually happening in the context of rural tourism, wine tourism, 
intertwined with routes and local cuisine (López-Guzmán, Vieira-Rodríguez and Rodríguez-García, 2014), 
contributes to the creation of tourism businesses and improves sales of several local products (Platania and 
Santisi, 2016), fostering sustainable rural development, promoting job generation, and benefitting local 
economies, communities and tourists.  
 
Facing increasing competition, tourism destinations benefit from differentiating their offerings on the basis of 
the experiences they offer (Lee and Chang, 2012). As Hall et al (2002) enumerate, wineries that open their 
doors to visitors generally benefit from increased consumer exposure to product and increased opportunities 
to sample product, brand awareness and loyalty, increase sales and margins, marketing intelligence on 
products and on customers, providing educational opportunities to their clients. On the other hand, wine 
tourism suppliers may also have to face increased costs and management time, additional capital required and 
even inability to substantially increase sales. 
 
The wine tourism ecosystem suggests a study of individual actors, critical factors of network success and 
sustainability, constraints of small-scale family business, governance, leadership, environmental sustainability, 
accessibility and local community (Getz and Brown, 2006). As a complex phenomenon, the comprehensive 
study of wine tourism requires a multidisciplinary research based on the fields of tourism, geography, rural 
sociology, regional development, business management, entrepreneurship and innovation, consumer 
behaviour and marketing. 
 
Visitors to wineries and wine regions differ in their interest in and expertise on wine, motivated by a multitude 
of purposes: to purchase wine, to learn more about wine, to enjoy the social aspects of wine tourism, to 
explore the health benefits of wine, etc. (Hall et al, 2002). Previous research indicates that usually wine 
tourists have a high income and a university-level education, and have as primary reason the visitation to the 
wineries and to learn about the world of wine, although specially international tourists enjoy both the wine 
and the cuisine (López-Guzmán et al, 2014). Thus, there is an important link between food and wine and 
winery visits have become a key factor when these tourists plan their trips. 

3. Wine tourism experience 
The consumption experience has been studied especially in the context of services in the generic product 
domain, but particularly in the context of services and hedonic products (Kastenholz et al, 2018). The research 
on tourist experiences has called growing interest among scholars and practitioners since two seminal works.  
 
First, Holbrook and Hirschman (1982) postulated that consumers purchase products not only to solve a 
problem or to use a product, but also can join experience, stressing that hedonic dimension of consumer 
behaviour. In fact, value derived from hedonic aspects is more personal and subjective than that is generated 
by its utilitarian counterpart and “results more from the multisensory, fantasy and emotive aspects of the 
consumption experience” (Chen et al, 2016, p. 174). Then, Pine and Gilmore (1998) proclaimed the arrival of 
the experience economy era, in which customer experience provides a unique economic service that creates a 
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competitive advantage difficult to imitate or replace (Lee and Chang, 2012). As services and goods are 
becoming increasingly commoditized, businesses should provide meaningful experiences to their customers in 
order to add value to their offerings (Berry, Carbone and Haeckel, 2002). The degree to which a company is 
able to deliver a desirable experience will largely determine its success in the global marketplace and the 
present competitive battleground lies in staging experiences (Pine and Gilmore, 1998). 
 
Experiential marketing is an emerging marketing management philosophy, with firms exerting themselves to 
offer their consumers a memorable experience (Tsaur, Chiu and Wang, 2006). According to the authors, 
experiential marketing is distinct in four key ways: focusing on consumer experiences, treating consumption as 
a holistic experience, recognizing both the rational and emotional drivers of consumption and using eclectic 
methodologies. Schmitt (1999) argues that traditional marketing views consumers as rational decision-makers 
who care about functional features and benefits; in contrast, experiential marketers view consumers as 
rational and emotional human beings who are concerned with achieving pleasurable experiences. In recent 
years, cognitive models alone were considered inadequate in explaining consumption. In his paramount 
article, Schmitt (1999) identifies five strategic experiential modules, that marketers can create for customers 
to offer distinguished experiences: sensory experiences (Sense); affective experiences (Feel); creative cognitive 
experiences (Think); physical experiences, behaviours and lifestyles (Act); and social-identity experiences that 
result from relating to a reference group or culture (Relate).  
 
In tourism, visitors “seek, in fact and above all, appealing, unique and memorable experiences, shaped by prior 
expectations”, by the “destination’s features, as well as by its brother context (e.g. hospitality of population, 
landscape, regional gastronomy and attractions), but also by a series of circumstantial, not controllable 
appearances that may conflict with prior expectations (e.g. weather conditions, accidents)” (Figueiredo, 
Kastenholz and Lima, 2013, p. 47). In tourism, the tourist experience is a concept not yet entirely disclosed, but 
considered as a multidimensional construct, encompassing cognitive, sensorial, behavioural, emotional, 
relational, symbolic and spatiotemporal facets, taking place in a geographical and socio-cultural context, and 
studied from diverse scientific perspectives (psychological, sociologic, neuroscientific, economic, cultural, 
geographic and marketing) (Kastenholz et al, 2018). Even if clearly identified, these dimensions are difficult to 
isolate, expensive to orchestrate and beyond the company's control (Fernandes and Cruz, 2016; Tynan and 
McKechnie, 2009). 
 
As an extended phenomenon, the wine tourism experience (Bruwer and Alant, 2009; Bruwer and Rueger-
Muck, 2018; Quadri-Felitti and Fiore, 2012; Vo Thanh and Kirova, 2018) occurs usually within a ‘rural 
experience-scape’ (Dissart and Marcouiller, 2012). Its diverse phases (Aho, 2001) and complexity require 
further research. Since consumption has an experiential dimension, there is a growing attention to the fact 
that customers are in search of compelling co-created experiences, with both utilitarian and hedonic 
components involving them emotionally, physically and intellectually (Fernandes and Cruz, 2016). Prahalad 
and Ramaswamy (2004) contributed to an important shift from conceptualizing experiences as focused on the 
firm, to the co-creation of experiences through interaction. As such, the customer participates directly in the 
value co-creation of their own unique experience, becoming an essential part of companies' offerings as co-
producers or prosumers (Festa at al, 2015) beyond the staging or orchestration of experiences (Fernandes and 
Cruz, 2016), finding their way and selecting units in the wine route. “Tourists want to do things rather than 
observe what lies before them” (Kim, 2014), what implies that destination and attractions managers should 
creatively develop call activities that can stimulate visitors’ five senses (Agapito, Valle and Mendes, 2014) and 
promote co-creative entertaining and educational experiences (Hollebeek and Brodie, 2009). This stresses the 
role of the activities provided by wineries. In this context, experiences are also expected to pursue “fantasies, 
feelings, and fun” (Holbrook and Hirschman, 1982, p. 132), emphasizing symbolic meanings, hedonic pleasure 
and subconscious responses, instead of primarily stressing tangible benefits, utilitarian functions and conscious 
processes (Radder and Han, 2015). To provide unique memorable experiences managers should create a 
manageable number of activities related to the most significant aspects of the winery, wine heritage, the 
destination’s culture and local way of life that set this wine tourism attraction apart from the rest of tourism 
world and potentially provide the foundation for an overall memorable tourism experience during the visit 
(Kim, 2014). 
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4. Methodology 
In this study, a quantitative methodology based on a questionnaire survey was used. Before the questionnaire 
design, a preliminary study (Santos et al, 2018), by means of a survey, was carried out to identify and 
characterise the wine tourism units certified by the Tejo Regional Wine Commission (CVR Tejo), which 
constitute the wine tourism supply of the region under study. The Portuguese version of the questionnaire was 
translated into Spanish, English and French, considering the target audience, and was tested via a pilot study of 
15 wine tourists, to evaluate the clarity of the questions. After the pilot study, small adjustments were made, 
and the questionnaire was divided into three parts (see appendix). The first regards the visit to wine tourism 
units in the Tejo region (number of previous visits, activities tourists engaged in, length of stay, and travel 
group). The second part refers to wine tourist experience, using Schmidt’s (1999) experience scale and its 
respective experiential modules (Sense, Think, Feel, Act and Relate), with small adaptations following Tsaur et 
al (2006) and Lee and Chang (2012). This question consisted of 16 items, assessed by a 7-point Likert scale (1 - I 
totally disagree; 7 - I totally agree). The third part is related to respondents’ sociodemographic data (gender, 
age, country of residence and level of education). 
 
The target population were tourists visiting the wineries in the Tejo region, certified by the CVR Tejo. A two-
stage cluster sampling method, defined in time and place, was applied. The CVR Tejo contacted all the wine 
units, inviting them to cooperate with the research, with those that agreed to collaborate being associated to a 
cluster of tourists belonging to the population of interest (Davis, 1996). Thus, the wine tourism units were 
requested to apply the questionnaires to their visitors as also contact the research team, to be present, when 
receiving organized groups to maximize the number of respondents. The 256 visitors that agreed to participate 
and constitute the sample were informed of the study’s objectives, being guaranteed the confidentiality and 
the anonymity of the answers. The data collection process was carried out between May and August 2018, 
through Survey Pro software. Data analysis, using IBM SPSS Statistics 25 software, included descriptive and 
multivariate statistical techniques. 

5. Results  
The ages of the 256 wine tourists range between 18 and 80 years old (M=52, SD=12.81), being the majority 
male (64.1%, n=164). As for the country of residence, 80.9% (n=207) are portuguese and 19.1% (n=49) are 
foreigners. In terms of educational qualifications, 49.6% (n=127) have secondary education, 44.1% (n=113) 
have higher education and 6.3% (n=16) have basic education. Only 14.5% (n=37) of the respondents had 
visited the wine tourism units in the Tejo region at least once and 18.4% (n=47) had stayed at least one night.  
 
Concerning the activities in which visitors participated during the visit, 84.4% (n=216) participated in a guided 
tour, 82.8% (n=212) participated in wine tastings, 16.8% (n=43) attended wine events and 10.2% (n=26) 
participated in the vinous lunch/dinner. The wine tourists generally participate in organized group visits 
(45.7%, n=117), with friends (27%, n=69), with the family (15.2%, n=39), with co-workers (7.8%, n=20) and 
some alone (4.3%, n=11). 
 
Table 1 shows, by level of importance, the average values attributed to the wine tourism experience in the 
visits to wine tourism units in the Tejo region by visitors and it is observed that this makes them want to take 
photos (M=6.05), it makes them feel interested in wine culture (M=6.00) and makes one think about the 
sustainable development of wine tourism (M=5.99). 

Table 1: Descriptive Measures of the Wine Tourism Experience in the Visits to Wine Tourism Units of the Tejo 
Region 

 M SD 
12. Makes me want to take pictures  6.05 0.94 
6. Makes me feel interested in wine culture 6.00 0.84 
9. Makes me think about the sustainable development of wine tourism 5.99 1.05 
1. Appeals to my senses 5.84 0.92 
11. Makes me want to share what I tried here 5.84 1.04 
5. Gives me pleasure 5.80 1.05 
2. Is interesting in terms of sensations 5.57 0.83 
8. Appeals to my creative thinking 5.76 0.85 
16. Makes me relate to other people 5.71 1.19 
7. Stimulates my curiosity about the wine culture 5.68 0.95 
10. Makes me think about my lifestyle 5.57 1.05 

277



Vasco Santos et al 

 

 M SD 
15. Makes me want to buy wine products 5.55 1.44 
4. Appeals to feelings 5.46 1.05 
14. Induces me to a sense of identity with the wine culture 5.42 1.24 
3. Offers an intense taste experience 5.38 0.99 
13. Makes me think about relationships 5.32 1.34 

To identify the latent variables present in the wine tourism experience scale in the visits to wine tourism units 
in the Tejo region, factorial analysis of main components with varimax rotation and to verify the minimum 
number of factors to be retained, the criterion of Kaiser and the Scree plot was used. The KMO value (0.804) 
presented a good indicator and the Bartlett sphericity test revealed that the items were significantly correlated 
(ꭕ2(120)=2993.09, p<0.01), so it makes perfect sense to apply the factor analysis technique to define a factorial 
structure for the scale under study (Marôco, 2014). 
 
Table 2 shows a structure consisting of 5 factors (factor loadings above 0.4) which together account for 77.78% 
of the total variance. The first factor consisting of 4 items (13, 14, 15 and 16) was designated "Relater" and 
explains 17.24% of the variance, the second factor consisting of 3 items (1, 2 and 3) was designated "Sense" 
and explains 16.54% of the variance, the third factor consisting of 3 items (4, 5 and 6) was designated "Feel" 
and explains 15.48% of the variance, the fourth factor consisting of 3 items (10, 11 and 12 ) was designated as 
"Act" and explains 14.88% of the variance and finally, the fifth factor consisting of 3 items (7, 8 and 9) was 
designated "Think" and explains 13.88% of the variance. The 16 items that characterize the study scale 
presented a Cronbach alpha value of 0.92, which reveals that the scale has very good internal consistency 
(Pestana and Gageiro, 2014). The Cronbach alpha values of the scale dimensions range between 0.79 and 0.88, 
so it can be determined that the scale has internal consistency to evaluate the wine tourism experiences in the 
visits to the wine tourism units of the Tejo region. 

Table 2: Factorial Analysis of the Wine Tourism Experience in the Visits to Wine Tourism Units of the Tejo 
Region 

 Factor 
 1 2 3 4 5 
13. Makes me think about relationships 0.54     
14. Induces me to a sense of identity with the wine culture 0.66     
15. Makes me want to buy wine products 0.85     
16. Makes me relate to other people 0.81     
1. Appeals to my senses  0.74    
2. Is interesting in terms of sensations  0.76    
3. Offers an intense taste experience  0.81    
4. Appeals to feelings   0.71   
5. Gives me pleasure   0.79   
6. Makes me feel interested in wine culture   0.82   
10. Makes me think about my lifestyle    0.79  
11. Makes me want to share what I tried here    0.82  
12. Makes me want to take pictures     0.74  
7. Stimulates my curiosity about the wine culture     0.62 
8. Appeals to my creative thinking     0.82 
9. Makes me think about the sustainable development of wine 
tourism 

    0.76 

Explained variance (77.78%) 17.24% 16.54% 15.48% 14.88% 13.64% 
Cronbach’s alpha (0.92) 0.83 0.85 0.79 0.83 0.88 

 
Table 3 shows that the wine tourism experience in visits to wine tourism units in the Tejo region has high 
levels, with the dimensions “Act” (M=5.82, SD=0.87) and “Think” (M=5.81, SD=0.80) higher mean values and 
the “Relate” dimension with the lowest mean value (M=5.50, SD=1.11). These results are also true for wine 
tourists who participated in a guided tour, wine events and wine tastings. Regarding tourists who participated 
in vinous lunch/dinner, the dimensions with the highest average values were “Act” (M = 5.79) and “Sense” (M 
= 5.77). 

Table 3: Descriptive Measures of the Wine Tourism Experience in the Visits to Wine Tourism Units of the Tejo 
Region 

   Activities during the visit (Mean) 
M SD Guided tour Wine Event Wine tasting Lunch/Dinner Wine Event 

Relate 5.50 1.11 5.57 5.38 5.52 5.67 
Sense 5.60 0.79 5.62 5.56 5.62 5.77 
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   Activities during the visit (Mean) 
M SD Guided tour Wine Event Wine tasting Lunch/Dinner Wine Event 

Feel 5.76 0.86 5.78 5.76 5.77 5.67 
Act 5.82 0.87 5.86 5.77 5.85 5.79 
Think 5.81 0.80 5.85 5.78 5.86 5.65 

6. Discussion 
The higher scores of the items “makes me want to take photos”, “makes me feel interested in the wine 
culture” and “makes me think about the sustainable development of wine tourism”, account for the 
importance visitors assign to sharing intention and educational value of their wine tourism experiences. 
 
The factorial structure of the wine tourism experience registered among visitors to wine tourism units of the 
Tejo revealed 5 factors (Sense, Think, Feel, Act and Relate) consistent with Schmidt’s (1999) experiential 
modules.  Cronbach's alpha values showed that the scale used has internal consistency to evaluate the wine 
tourism experiences in the visits to the wine tourism units of the Tejo region. The dimensions of wine tourism 
experience in visits to wine tourism units in the Tejo region has general high levels, with the prominence of the 
dimensions Act and Think. 
 
Lee and Chang (2012) also assessed wine tourist experience using Schmidt’s (1999) scale, but without grouping 
the items according to the suggested experiential modules. Therefore, results cannot be compared, but the 
differences here identified show that the dimensional approach (differentiating the experiential dimensions: 
Sense, Think, Feel, Act and Relate) used in this study is useful regarding managerial implications. In fact, the 
dimension Act, related to recommendation, acquires a high importance regarding the several activities.  
 
Moreover, results also show that the sensorial dimension is stressed when visitors involve in Lunch/Dinner 
Wine Events, suggesting a higher sensorial involvement with the product. 

7. Conclusions   
The main findings regarding wine tourism experience in wine units in the Tejo region include, according to the 
individual items analysis, the importance assigned by tourists to their experience sharing intention and 
educational character. When considering Schmidt’s (1999) experiential modules (Sense, Feel, Think, Act, and 
Relate), validated by the factor analysis, the Act and Think dimensions register the higher values, though 
differences were found when considering activities. Lunch/Dinner Wine Events, when compared to other 
activities visitors engaged in, seem to promote a higher sensorial involvement with the product. This fact may 
be explained due to the longer duration of the activity and the opportunity of tasting wine combined with food 
and at the context of a meal. 
 
These are implications to take into account by the wine tourism units of Tejo region, which should pay more 
attention to the factors that most impact the visitors’ experience, as well as try to enhance those dimensions 
or items that have recorded lower values (e.g. Relate dimension). 
 
Research on wine tourism experience provided by cellars, wineries and farms in general and particularly in 
Tejo region should continue to be further enhanced, namely in terms of types, diversity, staging, satisfaction 
and future intentions (recommendation and loyalty). In this perspective, wine experiences should be even 
more key drivers for winery managers, which could benefit the industry by promoting a growing number of 
visits based on successful and differentiated experiential marketing strategies. Factors/attributes that trigger 
the positive experiential dimension can be incorporated into communication and management by maximizing 
long-term relationships with wine tourists may be another practical implication. 
 
The limitations of this study being confined to just one wine region and of sample size must be acknowledged. 
Thus, also due to the reduced data collection period, results generalization is not possible to other seasons and 
wine regions. 
 
As suggestions for future research, further studies on the wine tourist experience should be carried on, 
comparing results of studies using different scales of assessment, as well as investigations on its determinants 
(e.g. tourist profile and motivations, variety-seeking behaviour, routes and spatial tourist behaviour) and its 
consequences (e.g. satisfaction, loyalty). The comparison of Tejo wine region to other regions in Portugal in 
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terms of consumers’ personal characteristics, values, behaviour and relationship with wine during their 
experiences would also be pertinent. In addition, this study could also be replicated in other wine tourism 
regions in Portugal and abroad in search of cross-cultural differences. 
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Abstract: This paper discusses trust and knowledge management in service business involving tourism organizations. The 
focus is on the managerial perspective of knowledge and trust. In management, inter-personal trust has become important 
intangible resource for collaborative activity in intra-organizational work relationships. Trust plays an important role in 
knowledge sharing in organizations. Service business and tourism industry universally involves a relational aspect, people 
orientation, and sharing signifying interaction skills that are essential in building trust. Studies of sharing of knowledge, and 
especially tacit knowledge in the service and tourism business context are scarce so far. The digital era make major changes 
in knowledge processes by technology-mediated management altering the ways, frequency and time of interaction in 
workplaces. The paper discusses trust and knowledge sharing presenting an empirical case vignette of trust in tacit 
knowledge sharing. Trust belongs to intangibles, human intellectual capital forming a foundation for collaboration in 
organizations that facilitates knowledge management processes. In intra-organizational context, which is the focus of the 
paper, trust or lack of trust may drive or hinder sharing of knowledge between individuals and within groups. The paper 
aims to bring the view of trust and knowledge management (sharing) into discussion in the service management context. 
The case vignette illustrates real life management practices of knowledge sharing in the service company representing 
inter-personal level of trust and a group level activity. Management of knowledge sharing process and elements affecting 
sharing are described. Implications are made to knowledge management, trust, and sharing practices.   
 
Keywords: inter-personal trust, group relationships, knowledge sharing, management, service organizations, tourism  

1. Introduction 
Management in organizations increasingly involves knowledge processes, as dependence on knowledge 
creation and sharing strengthens in the service economy. The paper deals with the role trust plays in 
knowledge management processes focusing on knowledge sharing. The aim of the paper is to add to 
discussion and research on how trust and sharing of knowledge are related in the services and tourism 
management context. Knowledge resources are largely intangible, human and intellectual (Dumay and 
Garanina 2013, Vasilache 2008). Managing intangibles in tourism and other service organizations signifies 
customer service knowledge and skills, e.g., employees with highly skilled in communication and sensitiveness 
to recognizing customer needs. In tourism business, significant benefits from knowledge sharing may be 
gained in certain businesses such as hotel chains, as they deliver consistent service to dispersed units around 
the world. The tourism and hospitality industry form a wide net of value chains challenging businesses to 
develop knowledge networks (Musulin et al 2011).  
 
‘People orientation’ in tourism business organizations places focus in relationships, communication, but also 
fast changing technology. As to management and leadership skill development, Ladkin and Weber (2011) 
found the two key trends of continuous change and technology development that employees identified for 
leaders to be improved. Sharing knowledge in organizations commonly depends on management and culture 
that form practices for everyday knowledge management processes. Trust belongs to intangibles, facilitating 
resource in organizations (Ebert 2009, Lopez-Fresno et al  2018) that may drive or hinder sharing of knowledge 
at the interpersonal level, i.e., within and between individuals and groups. Trust forms a foundation for 
collaborative activity and needs interaction to build (Savolainen 2008, Vasilache 2008, Rousseau et al 1998).  
 
Trust becomes more and more important in digital and technology-interconnected knowledge economy where 
cultures of communication, and ways of sharing knowledge between individuals and groups undergo change.  
 
Service organizations become more and more engaged in complex, non-routine, and virtual knowledge 
processes and projects. In that context, management of knowledge sharing, in particular, requires trusting 
relationships for functioning, open interaction (Savolainen 2008, 2013).  
 
While digitalization provides huge opportunities to serve and meet customer needs in tourism, e-leadership 
challenges leaders’ work and skills requirements (Savolainen 2014). New competences and skills are needed in 
e-world (Savolainen 2014). A challenge that strikes leaders most is building and sustaining trustful climate in 
technology-mediated management environment with decreasing f-to-f human interaction (Savolainen, 2018). 
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Collaboration pays off, as Smirnova et al (2017) depict, varies according to its timing affecting the sustaining of 
trust. Frequency in communication, contacts, and sharing are the keys for maintaining trust. Pertaining to 
tourism business transformation, the sharing economy concept has emerged growing fast (Heo 2016). While 
sharing may be as old as time itself, the sharing economy have developed at the Internet age (Belk, 2014).  
 
User-generated service content (e.g., Facebook) enriches individuals’ experiences, and may increase ways of 
sharing (Heo 2016). This implies that both trust and sharing of information and knowledge play a more 
important role in managing collaborative knowledge processes in future.  
 
In tourism sector developments, Kvistgaard and Hird (2017) highlight the interpersonal view of trust. Referring 
to interpersonal skills, for example, in destination development. As to needs for recognizing and implementing 
soft elements such as trust, in tourism policies, plans and strategies, Kvistgaard and Hird (2017) discuss about 
essential interpersonal skills in tourism development. The authors depict, using destination development as an 
example, that it is a complex activity based on interpersonal skills and psychology focusing on interpersonal 
understanding. While strategy processes might be general and linear, every place is different, and deep insight 
into the cultural and identity level is necessary and fruitful to the process. Essential skills in development 
processes relate to trust that takes time to develop and be utilized properly. When the tourism sector 
undergoes rapid change, new skills, technologies, organization forms, and customer demands need to be 
developed (Kvistgaard and Hird 2017).  

2. Trust in service management 

2.1 Concept of trust  
In managing organizations, trust-based relations imply managers’ credibility, fairness and competence with 
good intentions and benevolence for accomplishing goals. Trust forms a foundation for collaboration and 
social order in businesses facilitating knowledge and information sharing. Trust generates social (cultural) 
capital, affecting organizational climate and fostering learning (Lewicki et al 2006).  
 
Trust as social and culture-related phenomenon is conceptually complex, multi-disciplinary, -dimensional and 
multilevel (between individuals, groups, and organizations/institutions). In the knowledge era, trust belongs to 
important human asset and skill in workplaces (Lopez-Fresno et al 2018). A cross-disciplinary agreement 
prevails around ‘confident expectations and a willingness to be vulnerable’ (Rousseau et al 1998, among 
others) and risk taking as antecedent for trust formation (Mayer et al 1995). This paper adopts a relational 
view of trust composed of rational, cognitive and affective components. 
 
Interpersonal trust develops within different kinds of relationships between people gradually over time 
through interactions (Mayer et al., 1995) and by communicating, sharing which occur today’s business and 
management more and more technology-mediated (Savolainen 2014). Pertaining the relational view on trust, 
it involves expectations on showing trustworthiness in relationships. Trust-based relationships involve the 
individual’s feeling of being competent, a feeling of safety and caring, a sense of autonomy and 
empowerment, consistency and fairness, and congruence in the values of an individual and the organization 
(Savolainen, 2009). For management, trust is everyday concern, i.e., how it is built and sustained, what are the 
antecedents and consequences of trust or distrust. Managing the building and sustaining of trust at the 
interpersonal level is largely about dealing with relationships (communication & interaction).  

2.2 Knowledge management and trust in digital era 
Knowledge has been defined as a flowing mixture of experience, values, contextual information and expert 
insight that provides a framework for evaluating and incorporating new experience and information 
(Davenport and Prusak 1998). Back of the decades, knowledge was seen to existing inside the organization, 
and not deliberately as a management issue. Currently, knowledge as a part of managerial work has been 
clearly acknowledged (Lyles and Easterby-Smith 2011, Vasilache 2008) Knowledge belongs to strategic level 
management in organizational processes. Knowledge is utilized as a crucial resource for innovations and 
competitiveness raising enormous interest in both academia and business life during the past three decades or 
so (Nonaka & Takeuchi 1995, Davenport & Prusak, 1998, among others). As to theory development, Nonaka 
and Takeuchi (1995) have developed the theory a step ahead by the two distinct types or nature of knowledge, 
tacit and explicit.  
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In the e-context, knowledge processes and their management undergo change and e-leaders encounter 
challenges in skills requirements. Technology-mediated interaction (TMI) speeds up the flow of information 
and while improving work performance it creates time-consuming issues for leaders. e.g., misinterpretations 
due to less communication and missing or lacking information (Savolainen 2014).  
 
In e-relationships, trust is created in a more intensive way and shorter time (Avolio and Kahai 2003, Savolainen 
et al 2018). Yet, TMI takes much leader's time. The organization’s support to e-leaders is important even 
though the findings showed it was quite low or even lacking (Savolainen 2014). Face-to-face meetings in 
employee side were highly expected as a fruitful and intensive way to interact, and build trust. TMI alone was 
not sufficient for followers. Managerial challenges appeared in mediating, receiving and dealing with emotions 
in the troublesome work situations. Moreover, getting overall picture of the subordinate's everyday life with 
its "joys and sorrows" was challenging due to fragmented interaction, which affected trust. Worth noticing is 
that employees expected f-to-f contacts, ‘shared moments’ (even a brief phone conversation worked) finding 
them highly necessary, meaningful, appreciable, for building and sustaining trust (Savolainen 2014).  
 
In the tourism sector, the intangible nature of the product highlights the quality and frequency of interaction 
between customers and employees in meeting their needs. Thus, knowledge management (KM) may intensify 
the influence of digitalization. Companies may gain real benefits from KM by encouraging knowledge sharing 
across the organization, which would improve the quality of output service (Musulin et al 2011) 

2.3 Trust in knowledge sharing 
Defining the two types of knowledge, explicit and tacit, in their classic work, Nonaka and Takeuchi (1995) 
depict tacit knowledge consisting of intuition, feelings, perceptions and beliefs deeply embedded in the ways 
of thinking, talking, and working.  It is complex to articulate and express, and hence challenging to elicit, 
convert, transfer and share between people. Due to its complex nature and challenges of conceptualization, 
tacit knowledge and its sharing has been more scarcely studied than explicit knowledge and its sharing 
(Musulin et al 2011).  
 
Trust is seen as antecedent of knowledge sharing. Giroux and Taylor (2002) present a reflective 
(constructivist), view of converting knowledge. They suggest that tacit knowledge is not converted to explicit 
but is a creative process of knowledge instead. Therefore, conversion of tacit to explicit knowledge reflects in 
fact the specific modes of tacit knowledge production that are characteristic of the culture/community 
(context).The authors identify this as dynamics of knowledge. In knowledge sharing, dynamics of managing 
knowledge may develop a creative way and key process where trust and trusting in interpersonal relationships 
support ‘creative conversion’. Trust increases creativity and may become a critical facilitating resource in 
sharing of information and knowledge (Savolainen 2009, Savolainen, et al 2018). Respectively lack of trust and 
low sharing may work vice versa hindering knowledge sharing.  
 
Culture has a recognized influence on diversifying multicultural business (Fulmer and Gelfand 2012). In tourism 
business, TeYang (2007) presents findings of organizational culture study with the focus on collaboration and 
leadership roles in Taiwanese international tourist hotels. A strong, positive relationship between a 
collaborative culture and the effectiveness of knowledge sharing was found. Supporting leadership roles 
(facilitator, mentor and innovator) positively affected knowledge sharing, while monitoring role and 
knowledge sharing showed a negative relationship.  
 
As trust is traditionally created in f-to-f interaction, technology-mediation changes the types and frequency of 
trust-building (Savolainen, 2014). Active interaction contributes to work climate, which is commonly 
manifested in fruitful collaboration and performance. The group level study of the project (Koskinen et al 
2003) suggests that face-to-face interaction of employees reinforce sharing. Moreover, language, mutual trust 
and physical proximity affect knowledge work in the project group context. For sharing tacit knowledge, 
people need good grounds, motives and managerial support. Leaders may act as role example by building 
trust, and sharing knowledge openly.  
 
Trust in workplaces, and at group level is largely based on task roles (role-based trust). Sharing experiences 
and learning from prior projects increase opportunities to continuing sharing of tacit knowledge (Koskinen 
2001). Intra-project culture supports informal interaction between group members and for reinforcing the 
common values. This strengthens tendency to share tacit knowledge (Koskinen 2001). Trustful working 
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environments are mentally open, manifested, for example, in appreciation of one another’s expertise and 
work, and physical open spaces, such as open-office layouts. 
 
Trust affects sharing of tacit knowledge in many ways in interpersonal relationships. High-level trust decreases 
conflicts between individuals and between group members, releases emotional energy and cognitive resources 
for performing core tasks more effectively. Members can trust in each other’s good intentions and motives 
without suspicions and time taking out-work transactions caused by confrontations. Trust may result in 
economic gains, as transaction costs decrease and conflicts be avoided or at least solved more constructively 
and effectively. 
 
In tourism management, trust building and sustaining has two-fold impact on both internal and external 
relationships (employees and customers). The dynamics between internal and external signifies intra-
organizational trust (employee) reflecting in inter-organizational trust (customer relationships). As an example, 
the study of managing customer focus and, more specifically, listening to customers (Savolainen 2010) reveals 
a need for sensitive mind-set from business managers to listen and understanding ‘customer mind’ and 
specific expectations on  relationships. It is about dialogue and sharing when the genuine customer care may 
form a foundation for building trusting relationships. Currently, social media plays a more visible role in 
tourism business implying needs for strengthening trust among users (see e.g., Tussaydiah and Pesonen 2017 
of Airbnb),  which influences open knowledge sharing.  

3. Empirical case vignette   

3.1 Methodology and data   
Case studies form an important method in organizational research, and vignettes represents certain aspects of 
real-world, resembling contexts encountered by the participants of empirical studies. Vignettes provide a 
valuable technique for exploring people’s perceptions and meanings about specific situations. The technique 
could be used in isolation or as part of a multi-method approach (Hughes and Huby 2004). Relationship 
between belief and action must be taken into account, which is well possible in qualitative data. In this paper, 
the case vignette (a short story) describes real life practices of the role trust plays in knowledge management, 
more specifically sharing knowledge in a service organization. The vignette is developed from the case study 
material from participants in the case study based on interview data of what knowledge management and 
trust. It is well  related to the topic of the paper focusing on the managerial perspective of trust and knowledge 
management. The vignette adds to Musulin et al (2011) study of the importance of trust in knowledge sharing 
and eliciting in tourism business by providing insights into management of knowledge sharing at the group 
level in a service organization and revealing the elements affecting knowledge sharing. The interpersonal level 
view of trust illuminates workplace relationships between colleagues and in manager in the group.  
 
The case data material is described in the form of vignette (Hughes and Huby 2004) developing the data and 
written material into a short story from the real life case (Savolainen, 2008, cont. 2009). The material contains 
thematic in-depth interviews with workers of a project group including a project manager, and written 
material from the company. All interviews were recorded and transcribed. The SME company operates in 
service business. Management and structure is organized by project groups working with projects of varying 
time frame. Qualitative methodology was chosen giving the abstract topic and gaining more understanding of 
the topic.        

3.2 Sharing tacit knowledge - description  
Knowledge management in the group is manifested in the level of interaction and as an ability to collaborate, 
manage entities, and knowledge resources and base, i.e., meeting the need for the type of knowledge that is 
needed. Tacit knowledge is manifested in sound practical capability and skills. Many methods were used in 
sharing tacit knowledge: interactive verbal advising, modelling, joint problem solving, guiding to learn, job 
enrichment, and newcomers’ initiation into the company which was important in trust building. Sharing of 
knowledge is a process starting from identifying key knowledge needed, the individuals in need, and choosing 
methods of sharing. Sharing knowledge occurs through face to face interactions within the group and leads to 
utilizing of knowledge.  
 
Trust supports sharing of tacit knowledge manifested in the dynamics and functioning of relationships 
between group members. The group manager played an important role in managing group dynamics that 
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affected functioning relationships between members. Communication skills and individual behaviour 
differences also affected the sharing process. All affecting issues influenced even other process issues such as a 
motive for sharing and storing of knowledge, as well as professional development. Moreover, abilities, skills 
and motives to collaborate had at least partly influence on daily working process, success of projects, and goal 
achievements. Individuals showed building and sustaining of trust in the group through their continuous 
behavioural choices such as keeping the ’deals’ and promises communication skills training.  
 
The group manager influenced on active sharing of tacit knowledge, which led to the success of the project 
evaluated as quality and work performance. Trust affected the motive and openness of sharing knowledge  
influencing the dynamics and functioning of group relationships. In conclusion, the sharing process reveals 
organization- and individual-related issues and factors in a combination (see Figure1 below).  

4. Summary, conclusion and implications   
This paper discusses knowledge processes, sharing, and trust from the service management perspective. The 
paper illustrates the role trust plays in tacit knowledge sharing in the service business context in the form of 
empirical case vignette. Trust in knowledge processes, specifically in knowledge sharing, represents a key 
driver in developing open atmosphere, free flow of ideas and sharing of knowledge. The paper highlights 
recognizing of intangibles (trust and knowledge) and their management as important in the knowledge 
processes of service business involving tourism organizations. 
 
In summary, the empirical case vignette illustrates the managing and sharing of tacit knowledge. The group 
manager supported skills development and the knowledge process caring for interaction and communication 
between the group members. The manager sustained cooperation and synergy by mutually beneficial 
interaction and communication between individuals. Trust played an important role in the group members’ 
relationships influencing the motive, amount of and fluency of sharing tacit knowledge. Further, sharing 
increased openness having positive influence on trust and the dynamics of group relationships. They 
manifested in functioning inter-personal relationships within the group clearly depending on mutual trust, 
while also some lack of trust appeared between work fellows. Several individual-, organization- and 
management-related elements and factors were identified that influenced the process of sharing knowledge.  
 
The sharing process occurred by several methods in an interactive process between group members. 
Processual nature of sharing knowledge emerges, which is an interesting notion in the empirical sense. By 
concluding, the case vignette highlights functioning (trusting) group relationships and the management of 
group dynamics as the key drivers for open sharing. They also supported professional skills development of 
group members in the knowledge process. 
 
Finally, digitalization remarkably transforms management of service and tourism organizations by decreasing               
f-to-f interaction. Trustful workplace climate has traditionally developed through facing interactive 
communication. Managing intangibles, trust and knowledge, more effectively implies the need for 
interpersonal communication and technical skills development in managerial leadership. In further research, 
qualitative empirical research on trust and knowledge management in tourism organizations would benefit 
from contextual studies to gain deeper understanding of trust and knowledge management in both traditional 
and new emerging businesses. 
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Figure 1: Trust and tacit knowledge sharing in the service organization: Key affecting elements at group level.  
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Abstract: Many international organizations have currently become aware of the grand need to adopt all types of 
innovation through inventing non-traditional methods to enter the new tourism markets and to retain their market share. 
Actually, innovation systems, and more precisely employees’ service innovative behaviour, particularly in tourism 
companies, are weak or non-existent in the first place, in addition to the fact that a few studies have addressed in depth its 
implementations in tourism and hospitality sectors. Therefore, the present research proves to be significant at both 
theoretical and practical levels. Theoretically, it aims to shed light on the concept of employees’ service innovative 
behaviour, its dimensions, as well as, it's enabling factors and barriers. At the practical level, it aims to investigate whether 
the existence of the concept and whether its practices are applied in the Egyptian tourism companies class A or not. 
Besides, it explores the available enabling factors and barriers that are existent and are actually influencing the employees’ 
service innovative behaviour. Moreover, it measures the influence strength of the perceived personal and organizational 
factors that are positively affective, as well as, the perceived barriers that negatively affect employees' service innovative 
behaviour adoption in the Egyptian tourism companies. The methodology adopted the deductive approach using the 
quantitative method to realize the research objectives and testify its hypotheses. Furthermore, a semi-structured 
questionnaire was distributed among a sample of 278 out of 1008 tourism companies, using a simple random sampling 
technique with a response rate of 85%. Statistical Package for Social Sciences (SPSS version 20, Chicago, IL) was used for 
data analysis while Wrap PLS Software Version (5) was used to conduct the structural equation modelling analysis. The 
results proved that the employees’ innovative behaviour concept exists and its practices are applied in the Egyptian 
tourism companies. Nevertheless, some environmental, as well as, organizational and technological barriers hamper its 
adoption. Implications for practice are suggested to support the enabling factors and to overcome the barriers to the 
employees' service innovative behaviour adoption and thus, provide the basis for improving its applicability in the Egyptian 
tourism companies class A. 
 
Keywords: Employees’ service innovative behaviour, Enabling Factors, Barriers, Tourism Companies, Egypt. 

1. Introduction 
Innovation implies the successful implementation of new, useful, creative ideas and behaviour offered by 
employees within the organizations (Kor and Mahoney, 2000). It has become one of the most applied 
strategies by major tourism organizations to cope with the intense competition in a changeable world and to 
meet the current tourists’ needs who are searching for new and unique experience (Hu et al., 2009); otherwise 
their services will become worthless (Tidd et al., 2005). 
  
Nevertheless, innovation systems, particularly in tourism companies, seem to be ineffective according to 
Hjalager (2000); Hjalager (2002) and Sorensen (2004). That is in addition to the fact that there is an apparent 
research gap in this area where most of the studies that dealt with innovation have focused on manufacturing 
and knowledge based industries (Matthing et al., 2004) while a few ones only have addressed in depth the 
implementations of employees' service innovative behaviour in tourism and hospitality sectors, such as:  
Sundbo et al. (2007); Meneses and Teixeira (2008); Orfila and Mattsson (2009); Bukhari and Hilmi (2012) and 
Molose and  Ezeuduji (2015). 
 
Regarding tourism companies in Egypt, although they work in an international climate; they need to compete 
with the virtual tourism companies, such as Expedia, to help them change their traditional way of working. In 
other words, it is a way to avoid the exclusion of the international tourist market and restore the tourism 
companies' role as mediators between the tourist and the tourist services suppliers who have started to sell 
their services directly through the internet. 
 
Based on the previous statements the study hypotheses can be formulated as follows: 
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1. Perceived employees’ service innovative behaviour enabling factors affect positively employees’ 
innovative behaviour adoption. 

2. Perceived employees’ service innovative behaviour barriers affect negatively employees’ innovative 
behaviour adoption. 

2. Employees' service innovative behaviour (ESIB) concept and dimensions 
Employees' innovative behaviour was defined by Amo and Kolevereid (2005) as an individual's behaviour that 
aims at the initiation and intentional introduction of new ideas, processes, products or services, procedures 
and new markets or a mix of them all. 
 
Zhou and George (2001); Huang (2004); Lu and Zhang (2007); Wu et al. ( 2011) and Spiegelaere et al. (2012) 
added another definition that described employees' innovative behaviour as the employees’ actions directed 
to generating, introducing and implementing new ideas, solutions of problems, processes, products or 
procedures at any organizational level and significantly benefit the organization.  
 
Robert (2001) and Messman et al. (2010) stated that employees’ innovative behaviour is the intentional 
generation, promotion and realization of new applicable ideas jointly within the work group or organization 
using innovative ways of thinking and accurately responding to changes in customers' demand. 
 
 
Carmeli et al. (2006) described it as a multi-staged process including recognizing problem, creating new ideas 
and solutions for this problem, creating support for new ideas and solutions to apply them within the 
organization. 
 
As regards employees’ service innovative behaviour dimensions, De Jong and Hartog (2008) and De Jong and 
Hartog (2010), decided that it contains four dimensions including opportunity exploration, idea generation, 
championing and application. While Kheng et al. (2013) placed these four dimensions under only two main 
phases; initiation phase and implementation phase. Messmann and Mulder (2012) added another dimension 
to the previous four dimensions that is reflection. Table 1 illustrates the two phases, the five dimensions and 
the employees’ innovative practices associated with them.  

Table 1: Employee's service innovative behaviour dimensions and practices 
Phases Dimensions Practices 

 
 
Initiation  

Opportunity 
exploration 

Paying attention to opportunity sources - looking for opportunities to innovate -recognizing 
opportunities – gathering information about opportunities  

Idea generation Generating ideas for new and renewed services and products, supporting technologies,  
entry of new markets, making improvements in current work processes and providing 
solutions to problems 

 
 
Implementation 

Championing 
 

Mobilizing resources, persuading and influencing employees, pushing and negotiating, 
challenge and risk taking. 

Application Developing an example of innovation- modifying – implementing  
Reflection Assessing the progress of innovation development, evaluating activities and outcomes, 

examining advancement during innovation development and improving action strategies for 
future situations.  

Source: Researchers based on Kleysen and Street (2001); Messmann and Mulder (2012); Kheng et al. (2013) 

2.1 Enabling factors of employees’ service innovative behaviour  
The main enabling factors affecting employees’ innovative behaviour can be summed up and divided into two 
main types of factors: personal and organizational as illustrated in Figure 1. 
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Figure 1: Enabling factors of employees' service innovative behaviour 

Source: Starke (2012); Xerri (2012); Arora and Anabhan (2013); Yesil and Sozbilir (2013); Li and Zheng (2014); 
Voipio (2015).

2.2 Barriers of employees’ service innovative behaviour 
The employees' innovative behaviour barriers can be divided into four types: organizational, environmental, 
innovation process, and turning ideas to innovation as shown in Figure 2. 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

 

 

 

 

 

Figure 2:  Barriers of employees’ innovative behaviour  

(a) Absence of administrative leaders' 
support. 
(b) Lack of development of organizational 
values and concepts. 
(c) Unsuitable organizational climate  
(d) Inconvenient and unfair criteria of 
performance evaluation. 
(e) Innovation cost. 
(f) Inelastic systems and procedures. 
(g) Weakness of human relations. 
(h) Lack of motivation to innovate. 
(i) Work load pressure. 
(j) Low innovation culture. 
(k) High personnel turnover rate. 
(l) Weak management change. 
m) Barriers related to small size. 
(n) Barriers related to insufficient IT 
competencies and resources. 

(a) Lack of 
comprehensive 
approach to 
innovation 
management. 
(b) Weak linkages 
to research and 
development 
institutions. 
(c) Lack of 
innovation 
management 
procedures. 
(d) Broken 
internal 
knowledge 
chains. 

(a) Low market 
transparency. 
 (b) Barriers related to 
industry dominated by 
(Micro, Small and 
Medium-sized Tourist 
Enterprises) MSMTEs. 
 (c) Barriers related to 
instability of demand 
fluctuations. 
 (d) Barriers related to 
culture of little trust. 
 (e) Barriers related to 
undeveloped tourism 
policy. 
 (f) Barriers related to 
limited legal protection of 
innovations.

(a) Lack of sufficient skills and 
knowledge to develop and 
implement new ideas. 
(b) Lack of technical 
equipment and technological 
solutions to support 
developing and implementing 
new ideas. 
(c) Lack of determination of 
the employees to develop and 
implement new ideas 
(d) Lack of financial resources 
for developing and 
implementing new ideas. 
(e) Lack of acceptance by the 
local community. 
(f) Lack of new ideas for new 
projects. 

Organizational Barriers 

Employees' Service Innovative Behaviour Barriers 

Environmental  
Barriers 

Innovation 
Process Barriers 

Turning Ideas to 
innovation barriers 

Organizational Factors 

Factors Affecting Employees’ 
Innovative Behaviour

Personal 
Factors

(a)Work group relations 
(b) Tie strength 
(c) Organization's innovative culture 
(d) Leadership and leaders’ behaviour 
(e) Organizational climate 
(f) Communication climate 
(g) Perceived organizational support 
(h) Social capital 
(i) Work characteristics 
(j) Open system model and rational goal model of 
Competing Values Model 
(k) Chief Executive Officers’ personal value 
preferences 
(l) High-Involvement management practices 

(a)Gender 
(b)Openness to experience as personality 
characteristic 
(c) Psychological capital 
(d) Employees' organizational commitment. 
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Adapted from: Kahtany (2002);  Sørensen (2011); Janoszka and Kopera (2014)  

3. Methodology  
The methodology adopts a  deductive approach and a quantitative method based on a  semi-structured 
questionnaire to measure three main constructs including the perceived employees’ innovative behaviour 
adoption practices,  its enabling factors, and the its barriers. 

3.1 Data collection: 
The sampling frame for this study is category (A) tourism companies in Egypt. According to the Egyptian travel 
Agents Association (ETAA) (2016), there were 1168 category (A) tourist companies in Egypt located in 23 of 
Egypt’s 27 governorates. Due to the high concentration of tourist companies in Greater Cairo and Alexandria, 
along with the geographical spread of the other governorates throughout Egypt, the present researchers 
depended only on the companies situated only in Cairo and Alexandria. In fact, these consisted of 1008 tourist 
companies. 
 
The semi-structured questionnaire was put online using Google form at http://goo.gl/forms/YqIU5iiFQP,  in 
addition to face-to-face questionnaire technique for collecting data, which was conducted from the 1st of 
January to the 5th February, 2017 with a response rate of 85%. 
 
The suitable sample size was 278 companies calculated based on the formula developed by Stephen 
Thompson (Thompson, 2012), which was randomly selected from the sample frame. 
 
The questionnaire included a mixture of close-ended, open-ended and partially close-ended questions to allow 
the respondents to choose the most relevant answers and add extra information based on previous studies. 
A Five-point Likert scale (one for strongly disagree to five for strongly agree) was used to collect the 
perceptions of the tourist companies employees.  
 
Statistical Package for Social Sciences (SPSS version 20, Chicago, IL) was used for data analysis and Wrap PLS 
Software Version (5) was used to conduct the structural equation modelling analysis. 

3.2 The questionnaire validity and reliability 
To validate the measurement model, the construct validity was assessed by looking at both the discriminant 
validity and convergent validities by Average variance extracted (AVE) according to Dalgaard (2008). The 
results revealed that the AVEs for all constructs were greater than 0.50 which is an evidence of the 
measurement model validity. As for reliability, Cronbach’s alpha and composite reliability for all constructs 
exceeded 0.70 meaning that the measurement model is reliable. 

4. Results and Discussion 
The results proved that employees’ innovative behaviour concept exists as its practices are applied in the 
Egyptian tourism companies. The respondents agree and strongly agree that the following practices are 
adopted in their companies: 
 

Finding new approaches to execute tasks  
Suggesting improvements on expressed ideas  
Trying to convince others with creative ideas 
Considering  themselves creative members of their team 
Searching out new working methods, techniques or instruments 
Generating original solutions for problems 
Participating in assessing the progress while putting ideas into practice 
Promoting new ideas to the supervisor in order to gain her/his active support 
Participating in making plans to put an idea into practice 
Contributing to the implementation of new ideas and solutions 
Participating in analyzing solutions on unwanted effects when putting ideas into practice 
Expressing how skills have improved through experiences 
Coming up with innovative and creative notions` 
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These results agree with the studies' results of Matear et al. (2004); De Jong and Den Hartog (2008); De Jong 
and Den Hartog (2010); Dorner (2012); Messmann (2012) and Kim and Lee (2013). 
 
Indeed, the results indicated that the respondents agree and strongly agree that the following perceived 
personal factors are affecting the employees' service innovative behaviour in the Egyptian tourism companies:  
 

Personality characteristics especially with traits of intelligence and curiosity 
Personal commitment to the company 
The willing to take the risk of innovation failure and actively participate in innovation  

 
In fact, these results are compatible with the results of Bakker et al. (2002); Luthans and Avolio (2003); 
Sweetman et al. (2010); Hsu et al. (2011); Yesil and Sozbilir (2013) and Li and Zheng (2014).  
 
The results revealed that the following perceived organizational factors are obviously influencing the 
employees' service innovative behaviour in the Egyptian tourism companies: 
 

Work characteristics: routine degree, complex work and work experience 
Organizational climate 
Leaders’ behaviour 
Organizational support of managers, supervisors and co-workers. 

 
Apparently, these results are consistent with the results of De Jong and Hartog (2008); Xerri (2012); Li and 
Zheng (2014) and Voipio (2015). This implies the necessity of the tourism companies' management support to 
develop these organizational factors to produce an effective service innovative behaviour by employees. 
 
Moreover, the results designated the following organizational and technological barriers to the employees' 
service innovative behaviour in the Egyptian tourism companies: 
 

Innovation cost 
Work load pressure 
Small size (together with HR issues) induces low absorptive capacity for external knowledge and 
innovations.  

 
These results are in line with the results of the study of Janoszka and Kopera (2014).  
 
Whereas the following organizational and technological barriers to the employees' service innovative 
behaviour are inexistent in the Egyptian tourism companies:  
 

High personnel turnover rate 
Low innovation and knowledge management culture 
Insufficient IT competencies and lack of technical equipment and technological solutions to support 
developing and implementing new ideas. 

 
These results disagree with the study results of Janoszka and Kopera (2014).  
 
It was also found that the only perceived environmental barrier to the employees' service innovative 
behaviour in the Egyptian tourism companies is the culture of little trust. This result agrees with the study of 
Janoszka and Kopera (2014). As a matter of fact it implies that the management of these companies must 
understand the root causes of this barrier and accordingly put a convenient plan to overcome it. 
 
Nevertheless, the following environmental barriers to the employees' service innovative behaviour are also 
inexistent in the Egyptian tourism companies: 
 

  Tourism policy: weak governmental support structure for tourist business innovation 
   Limited legal protection of innovations 
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These results disagree with the results of Janoszka and Kopera (2014). 
 
Besides, other environmental barriers for employees' innovative behaviours were added by the respondents: 
 

Owners of the tourist companies don't have long term vision regarding employees innovative 
behaviour  
The limited availability of data and statistics in general hinders and negatively impacts the innovative 
capabilities of employees. 

 
The following results of the structured model depict the regression weights of the independent variables on 
the dependent one, as highlighted by Figure 3: 
 

1. The perceived employees' service innovative behaviour personal factors positively affect the 
employees' innovative behaviour adoption where (β=0.26, R=41, P<0.01). These results agree with the 
study results of Bakker et al. (2002); Luthans and Avolio (2003); Sweetman et al. (2010); Hsu et al. 
(2011); Yesil and Sozbilir (2013) and Li and Zheng (2014). Furthermore, the perceived employees' 
service innovative behaviour organizational factors positively affect the employees' innovative 
behaviour adoption where (β=0.30, R=31, P<0.01). These results agree with the study results of De 
Jong and Den Hartog (2008); Xerri (2012); Li and Zheng (2014) and Voipio (2015). These results support 
hypothesis 1. 

2. The employees' service innovative behaviour of employees is negatively affected by organizational/ 
technological barriers where (β= -0.11, R= 61, P<0.05). More, the employees' service innovative 
behaviour of employees is negatively affected by environmental barriers where (β=-0.16, R=31 
P<0.01). These results agree with the study results of Janoszka and Kopera (2014), which means that 
hypothesis 2 is also supported.  

 
 

 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

Figure 3: the structural model structural model

Source: researchers based on questionnaire analysis results 

5. Conclusion and Implications 
This study shed light on the employees’ service innovative behaviour, its dimensions, as well as, its enabling 
factors and barriers. It proved the existence of the employees’ innovative behaviour concept and identified the 
practices of the employees' service innovative behaviour adopted in the Egyptian Tourism companies. 
Moreover, it confirmed that the perceived personal and organizational factors positively influence the 
employees' service innovative behaviour by 41% and 31% respectively, whereas the perceived organizational/ 
technological and environmental barriers negatively affect the employees' service innovative behaviour in the 
Egyptian tourism companies by 61% and 31% respectively. Thus, the hypotheses of the study are supported.  
 
Based on the study results and conclusion:  
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1. The following implications are directed to the management of the Egyptian tourism companies for 
supporting the enabling factors of employees' service innovative behaviour: 

5.1 Personal enabling factors 

5.1.1  Developing employees personal commitment to the company through: 
creating an innovative climate to support employees’ positive perceptions  
developing a reward and compensation system to motivate employees service innovative behaviour 
encouraging and providing employees with opportunities to be innovative 
using human resources’ management practices with employees such as recruitment and selection of 
creative employees, training and development opportunities, performance appraisal, participation 
through involvement, etc. 

5.1.2 Stimulating the willingness of employees to take the risk of innovation failure and actively participating 
in innovation through: 

accepting mistakes  
developing a positive work environment where every employee in the company sets up his new ideas 
and opinions, in addition to taking  initiatives without fear in case of failure. 

5.1.3  Considering personality characteristics through:  
recruiting candidates who enjoy openness to experience as a personality trait associated with 
intelligence, flexibility, imagination and curiosity to raise the company innovative capabilities.  

5.2 Organizational enabling factors 

5.2.1  Encouraging organizational support through: 
providing employees with the required physical, emotional, or psychological resources 
appreciating the contributions of employees and caring about their well-being through being ready to 
reward them through recognition, promotions and job security, along with meeting their socio-
emotional needs 
providing assistance to carry out the employees’ service innovative behaviour effectively and deal with 
stressful situations. 
interacting effectively with employees 
being fair in decisions concerning resources’ distribution among employees  
giving the employees the feeling that their service innovative behaviour is useful, valuable and makes a 
difference 
delegating a high autonomy to employees where they decide how they will carry out their jobs 
including scheduling, work procedures, etc. 
providing employees with the needed training to develop their service innovative behaviour 
developing psychological safety in the work environment 
simplifying the highly formalized procedures that reduce the flexibility in dealing with their employees’ 
individual needs. 

5.2.2 Providing an organizational work environment that supports creativity and innovation through 
evaluation and incentive, training, communication, cooperation, resource guarantee and authorization.  

5.2.3 Encouraging a motivating leaders’ behaviour through: 
 providing direct encouragement for employees  
setting innovation goals, assigning the tasks for innovation and organizing feedback and monitoring. 

5.2.4 Stimulating innovative work characteristics through:  
repeating the implementation of new ideas and skills by employees in order to understand their 
implementation mechanisms   
providing employees with the needed training and resources to simplify their work complexity degree 
so that they would have a profound sense of innovation. 
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5.3 The following implications are directed to the management of the Egyptian tourism companies to 
overcome the barriers of employees' service innovative behaviour adoption: 

Organizational barriers 

5.3.1  Innovation cost 
reinvesting a reasonable percentage of the net profits in funding the innovative ideas that are 
expected to have a high return on investment 
using the current patents to finance new ones through selling or renting the rights of these patents to 
other companies. 

5.3.2  Work load pressure 
having realistic expectations and deadlines for employees to achieve the assigned tasks, which strongly 
influence the quality of their performance and creativity 
using well-prepared strategies that devote sufficient time for implementation 
assigning cross-functional teams and providing resources for the innovative behaviour activities  

5.3.3  Small size that induces low absorptive capacity for external knowledge and innovations 
providing employees with advanced technical training 
establishing research and development departments that participate in developing the company’s 
capacity for new knowledge and innovations. 
working on the diversity of their employees' expertise and backgrounds. 

5.4 Environmental barriers  

5.4.1  Culture of little trust 
developing a culture of trust through carrying out the trust worthy actions or following the trust 
builders as stated by Abrams et al. (2003): 
 

being clear about what information employees are expected to keep confidential 
being clear about what employees should do 
setting realistic expectations when committing to do something 
making interactions meaningful and memorable  
having some face-to-face contact 
developing close relationships with employees 
avoiding being judgmental of ideas still in their infancy 
not always demanding complete solutions from employees trying to solve a problem 
having the will to work with employees to improve jointly their partially formed ideas 
making sure that personnel rules are applied and that the rules equally 
making promotion and rewards criteria clear 
looking for opportunities to create common terminology and ways of thinking 
finding out the misunderstandings due to differences in employees cultures and backgrounds 
explicitly including measures of trustworthiness in performance evaluations 
resisting the pressure to reward employees with high performers 
not revealing personal information of employees  
listening to employees who know more than they do about a topic 

5.4.2  Lack of long-term vision regarding employees' service innovative behaviour  
adding "To be highly innovative company" to the company’s vision and mission through developing 
and supporting employees' service innovative behaviour. 

5.4.3  Limited availability of data and statistics  
providing training for employees so that they will be able to search, use and interpret the available 
data 
cooperating with associations and unions to carry out market researches using specialized agents to 
collect the needed information and statistics needed for planning. 
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Finally, the Egyptian government and its national statistical agencies, such as the Central Agency for Public 
Mobilization and Statistics (CAPMAS), should set common standards to make data more accessible and useful 
to all potential users and update it continuously.  
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Abstract: Places are social and cultural productions more than simply physical areas and powerfully marked by people 
imaginary. Socially constructed rural spaces provide new leisure spaces, and positive associations with attributes that are 
very attractive to urban tourists and qualify residents’ life. Rural spaces are embedded in a nostalgic atmosphere and have 
tangible and intangible attributes that are part of an idyllic place where there is a less rushed, complex and stressful 
lifestyle, echo of a simpler and healthier life. Within the context of perceptions of rural areas, the purpose of this study is 
to identify the rural destinations’ images from the perspective of residents through different generations.  
 
Keywords: Tourism, Residents, Rural Destinations, Perceptions, Generations 

1. Introduction 
Rural areas have experienced significant growth due to the increase of tourism reflecting tourists' desires to 
escape of urban life (Beyers & Nelson 2000; Salamon 2003). The increasing interest in rural spaces as tourist 
destinations, particularly from urban tourists, is linked with the rural characteristics but also, with the 
meanings and symbols that people associate with those places (Halfacree 1995; Smith & Phillips 2001).  
 
Residents have a key role in tourism development. The perceived image of a place by its residents affects the 
likelihood of recommending it to others (Schroeder 1996). The word of mouth of a place is one of the most 
important sources in the tourist images formation (Baloglu & McCleary 1999). 
 
Only few studies focused and measured the residents’ perceptions of the place. However local people are not 
homogeneous and do not share common views particularly when they are from different generations (Xu, 
Chen, Lu & Fu 2006). Resident’s generations are a crucial factor in the construction of the perceived image of a 
rural touristic destination. That image depends on several factors like the resident’s life experience and 
personal traits. Considering this aspect, it is imperative to analyze the specific demands and the needs of the 
different generations since these groups are more homogenous in comparison to others (Rivera, Semrad, & 
Croes 2015).  
 
The individual’s generations and the environmental context of their growth affect their experiences. In 
addition, the generational segmentation perspective stems from the idea that the values and behaviors will 
stay relatively constant over the generation life span, detaching them from previous and subsequent age 
groups (Pendergast 2010). 
 
In this sense, the purpose of this study is to identify the rural destinations’ images held by different 
generations of residents.  

2. Literature review 

2.1 Meanings and Perceptions of Rural Spaces 
The increasing interest in rural spaces as tourist destinations is linked with the characteristics of those places, 
but also with the meanings and symbols that people associate with them, like nature, tradition, relaxation, 
health, safety and simplicity. This is particularly relevant to urban tourists (Halfacree 1995; Smith & Philips 
2001). Rural areas respond to people escape motivations, becoming a refuge from modern urban life (Cloke 
2003). People that live hurried and stressful lifestyles desire a peace and quiet place, the main characteristics 
of rural spaces (van Dam, Heins, & Elberson 2002). 
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The distance from the urban environments turns rural spaces into exceptional and preserved places, ideal to 
host communities. Those places maintain unique and unchanged costumes (Pfister 2000). According to Jones 
(1995), rural residents associated those places with agriculture, nature, picturesqueness, living in community, 
tradition, and with the peace and quiet atmosphere, which has become more and more as part of their 
identity (Vik & Vill 2010). 
 
Landscape is also an important characteristic of rural spaces because of its historic natural relationship with 
the land (Fowler & Helfield 2006). The rural landscape typically includes agriculture lands, pastures, terraces, 
forests, and farm buildings (Arnberger & Eder 2011). There, people experiment the personal nostalgia, i.e. with 
the memory of an individual’s life, identity, and direct past experiences (Davis 1979). Moreover, it is possible 
to experience solitude, silence, the time and space characteristics of rural spaces (Heintzman 1999). Linked 
with these all social and cultural meanings and representations, rural spaces are associated to life quality, 
being one of the top reasons for people move to rural areas to live (Brennan & Cooper 2008). 

2.2 Generations’ profile 
Baby Boomers were born between 1946 and 1964 (Bloomberg News Week 2016). They grew up in a world 
with fast industrial and technological progress and are frequently in work contexts with three and four 
generations (Bloomberg News Week  2016). Boomers are willing to join atypical vacations or some sort of new 
entertainment activities. However, they prioritize all-inclusive packages, since it gives them a sense of security, 
relaxation, and value for money (Kotler, Bowen, Makens & Baloglu 2006). The image of comfort and safety of a 
destination will be more attractive to them, although they prefer to obtain some level of independence and 
adventure (Patterson, Sie, Balderas-Cejudo, & Rivera-Hernaez 2017).  
 
Generation X, are the ones born between 1965 and 1982 (Bloomberg News Week 2016). They grew up in the 
middle of two very prominent generations, being often overlooked. This group witnessed major events such as 
the end of the Soviet Union, the fall of the Berlin Wall (Unglaub & Unglaub 2012). As a result, they became 
socially awake, independent, conscientious, less materialistic, and very sensitive towards others (Poo 2017).  
 
Gen x’s, put family on top of their priorities, and this aspect its reflected on major points of their lives, 
including the tourist consumption (Devaney 2015).  
 
Millennials were born between 1982 and 2004 (Bloomberg News Week 2016) and are one of the most 
influential generation. They are very complex since they highlight traditional family values but at the same 
time, they are very tolerant and open with strong work ethics (Devaney 2015). They are mainly interested in 
volunteering activities, wanting to know local cultures (Pendergast 2010).  Millennials wish to explore and live 
emotional experiences, searching and trying everything they will find out fascinating (Horwath HTL  2015).  

3. Methodology 
The methodology used is established on content analysis. Content analysis is a qualitative research technique 
used to “examine artefacts of social communication ... based on explicit rules called “selection criteria” (Berg 
1998, p.223-224), that allows, through a design code sheet, a reliable, systematic and replicable examination 
of communication symbols (Kolbe & Burnett 1991; Riffe, Lacy & Fico 1998). 
 
The most frequently used unstructured methodology in measuring destination and perceptions is using three 
open-ended questions (Tasci, Gartner, & Tamer Cavusgil 2007; Li & Stepchenkova  2012). To measure the 
residents’ holistic and unique perceptions of rural spaces, the respondents were invited to list the top three 
words that they associate with rural spaces (Choi, Chan & Wu 1999; Rezende-Parker, Morrison & Ismail 2003; 
O’Leary & Deegan 2003; Grosspietsch 2006; Pan & Li 2011). The open-ended questions were intended to be 
answered in a ‘‘free-flow’’ format, allowing respondents to describe their perceptions about those territories 
in their own words without limitations. 
 
Surveys with open-ended questions, can collect a complex variety of responses and could be complex to 
gather all the information in a simpler and more perceptible way.  Therefore, clouds are a resourceful form of 
clustering qualitative data and enable to demonstrate clearly the highest and lowest relevant topics. A world 
cloud works like a spectrum visualization where the words more frequently replied are emphasized and the 
less frequently words answered are smaller with less representation on the cloud created. This composition 
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shows an easy graphical image of the most significant topics and patterns (McNaught & Lam 2010; DePaolo & 
Wilkinson 2014).  
 
In this analysis, the open-ended question, answers were obtained by free recall to have a better understanding 
of resident’s perceptions. First, the answers were submitted to a qualitative content analysis in order to 
identify the most words replied. For the word cloud qualitative analysis, it was only used the first word replied, 
considered the top-of-mind association with rural spaces (Stepchenkova & Li 2014). The top-of-mind approach 
has been used for decades in brand management, to identify consumer’s first choices (Hakala, Svensson & 
Vincze 2012). Like brands, destinations image perceptions, can be recognized by the first word people 
associate with that location (Pike & Ryan 2004; Dias & Cardoso 2017). 
 
The research setting was the Centre Region of Portugal. This region embraces 25% of the Portuguese territory 
and it is known for their diversity with a large quantity of resources and tourists’ products like, Culture and 
Heritage, Nature, Sun and Sea, Rural Tourism and Countryside, Spa and Wellbeing, Sports and Adventure, and 
Religious Tourism (VisitPortugal 2018). There were a total 472 questionnaires, from which 460 were 
considered valid. The empirical collection was conducted from April 10th to June 5th of 2018.  

3.1 Sample profile 
Individuals were classified according to their generational group: Millennials represent 56% of the sample, Gen 
X’s 29%, Baby Boomers 15%. The Millennials group is composed by 53% male respondents and 47% female 
respondents. The greater percentage of the group is unmarried (79%). According to their education 47% have 
a secondary degree, corresponding of twelve years of schooling complete, and 41% of the sample has higher 
degree studies.  The majority are students (61%), work on administration or commercial sector (17%) and 8% 
work on middle and senior management. The most part have an average of income up to 1000 euros (85%). 
 
Gen X’s respondents are mostly women (61%) and 39% are men. 39% of the residents are married and with at 
least one minor child, 47% are married with at least on adult dependent son.   Regarding the education level, 
47%, has a secondary degree of schooling and 23% have university studies. The majority are factory workers, 
administrative and commercials (22%) and medium and senior management (19%) Their level of income goes 
up to 100 euros (69%), and 30% from 1001 euro to 2000 euros. 
 
The oldest group, baby boomers, represents 44% female respondents and 56% male respondents. 34% are 
married with adult independent sons, 24% married with a dependent adult son. Regarding their education, 
30% of Boomers, have studies until six years of schooling, 23% secondary level and 26% university degrees.  
 
Most of these individuals are retired or unemployed, 16% are in medium and senior management positions. 
Their income per month it is 66% of the cases up to 1000 euros, and 23% between 1001 and 2000 euros.  

3.2 Data Analysis 
The data was analysed using content analysis procedures. The next step was the coding process. The 
registration unit chosen was the topic itself and frequency chosen as the enumeration rule. The categorization 
mode used was the topic (Mucchielli & Montorio 1972) and the categories were selected a posteriori after 
a first reading of the answers (Bardin 1977). 
 
The categorization of the rural perceptions’ dimensions was based on a literature review on residents’ 
perceptions and rural destination image as used by other researchers (Choi, Chan, & Wu 1999; O’Leary & 
Deegan 2003; Rezende-Parker, Morrison, & Ismail 2003; Stepchenkova & Li 2014) and integrate seven 
dimensions: Tradition and Local Culture, Rural and Local Environment, Nature and Landscape; Affectivity and 
Emotion, Isolation and Abandonment, Healthy Life and Leisure and Nostalgia as exposed in Table 1.  

Table 1: Residents’ perceptions of rural spaces 
Dimensions Associated words 
Tradition and Local 
Culture  

Fields, Festivities, History, Monuments, Culture, Home cook meal, Gastronomy, Regional Products, Rustic, 
Architecture, Authentic, Sidewalks, Wine, Typical, Costumes, Houses, Genuinely, Heritage. 

Rural and Local 
Environment  

Agriculture; Pastoral; Farmer; Countryside, Hospitality, Village, Harvest, Work, Straw, Farms, Sky, 
Weather. 

Nature and Landscape  Nature; Rivers, Natural Parks, Animals, Green, Water, Landscape, Natural Resources, Mountains, Space, 
Green Fields, Trees, Flowers, Grass, Neighbourhood, Area, Forest, Blue, Rocks, Plants, Environment, 
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Dimensions Associated words 
Fauna, Flora, Sun, Herbs. 

Affective and Emotional  
Sad, Boring, Happy; Nice, Relaxing, Positive, Fun; Tranquillity, Joy, Beautiful, Calm, Harmony, Pacific, 
Security, Rest, Peace, Serenity, Captivating, Welcoming, Warming, Charming, Spiritual Peace, Dynamic, 
Interesting, Intense, Pleasant, Valuable. 

Isolation and 
Abandonment  

Abandonment, Old, Forgotten, Conditioned Access; Lack of Transportation, Poverty, Stopped, Isolation, 
Ashes, Burned, Desertification, Elderly, Fairway, Distant.  

Healthy Life and Leisure  Camping, Air, Adventure, Tourism, Rural Tourism, Leisure, Clean Air, Parties, Breath, Games, Pure, Well-
Being, Life, Ecotourism, Development, Rural Accommodation, Heath, Quality, Simple. 

Nostalgia 
Familiar, Humility, Antiques, Friendship, Silence, Union, Smell, Gathering, Simplicity, Aroma, Past, 
Comfort, Simplicity, Home, Nostalgic, Flavour, Childhood, Bucolic, Liberty, Missing, Old Friends, Honesty, 
Origins, Memories, Hometown, Relation, Contact, Freedom, Experiences. 

4. Results 
The word cloud analysis identified top-of-mind rural images perceptions from the residents in each generation 
as it can see in images 1, 2 and 3. 

 
 

Figure 1: Word Cloud Rural Spaces Image Baby Boomers 

The figure 1 shows that physical evidence aspects were most replied. Most Baby Boomers indicated 
Countryside as their first word associated with rural spaces. Other topics regarding this subject were Green, 
Forest, Mountains, Farm, and Sky in medium high representation and Village, Space, Rocks in low 
representation.  
 
Boomers in average are approaching retirement, so they have the time, means and motivation to pursuit 
leisure activities and spent quality time with their families (Lehto, Jang, Achana & O'Leary 2008; Soitu & Barsan 
2012). Baby Boomers, enjoy spending time with their cohorts and family. They appreciate familiar gatherings 
and vacations with their closed ones (Kotler et al. 2006). The family appears on a medium relevance, like the 
words memories and tradition that could be related with traditional family values, past experiences, and 
beloved memories.  This generation enjoys the good quality of their time, rest and relax (Patterson et al. 
2017). Other proeminent set of words were related with these topics. As shown on the word cloud, tranquility, 
relaxing, calm and peace were issues with significant repetition. This shows that rural spaces could be 
appealing to this generation group since it gathers characteristics that are attractive to them.  
 
According to Figure 2, Generation X mostly identifies nature, following countryside, clean air, green, and 
landscape. Those topics are related with physical features of rural spaces. 
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Figure 2: Word Cloud Rural Spaces Image Generation X 

Gen X’s are the most attached to their families. Consumer choices, lifestyles, vacation and leisure are always 
thought accordingly their family needs. These characteristics were developed because of several events, such 
as, financial crisis, their parents (Baby Boomers), spent most of their time at work, high rates of divorce, and 
uncertainty (O'Bannon 2001; Williams & Page 2011, Devaney 2015). Generation X gives a high level of 
importance to homemade cooking, fresh ingredients, traditional values and authenticity. Therefore, authentic 
gastronomy experiences, and traditional environment are appealing attributes that Gen X’s see in rural spaces 
(Technomic Inc. 2010). 

 
 

Figure 3: Word Cloud Rural Spaces Image Millennials 

Like previous word clouds, Millennials choose as top-of-mind word, physical elements regarding rural spaces. 
The words were nature, landscape, animals, countryside and agriculture.  Youths are described as detached 
from the rural area contexts. Younger individuals usually look for urban areas, in the pursuit for career 
opportunities and live in a modernize world. Although this may be true this group of residents maintain a 
genuine link with their origins and traditions (Carneiro 1998). 
 
Millennials grew up connected with electronic devices, internet, and fast technologic advances. Consequently, 
they spent less time outdoors and linking with nature. In this sense, they are different from other generations 
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(Barton 2012). Even do, they have some level of detachment to rural spaces. Millennials are one of the most 
environmental conscious generations, looking for green brands, organic products and healthy ways of life 
(Furlow & Knott 2009; Detre, Joshua, Tyler, Mark & Clark 2010; Smith, Taken, Tracy & Bower 2012).  
Considering the words more relevant on figure 3, rural spaces could fill their needs for sustainability and eco-
friendly ways of living. These aspects are easily linked to other words mention like, relaxing, peace and calm, 
since they represent health and well-being.  
 
In order to analyze the dimensions that residents associate with rural spaces, it was asked to the respondents 
to point spontaneously 3 words that came to their minds when they think of those places. Based on a content 
analysis and on the literature review made in the cognitive component of rural destination image, it was 
possible to define seven categories as follows:  tradition and local culture, rural and local environment, nature 
and landscape, affectivity and emotion, isolation and abandonment, healthy life and leisure, and nostalgia.  
 
When analyzing the words that respondents considered in the first, second and third place, it was possible to 
observe that there were no differences among the ranking within the dimensions. Based on this, the results 
are presented aggregated in Table 2. 

Table 2: Dimensions of residents’ perceptions of rural spaces 
 Millennials Generation X Baby Boomers 
Tradition and local culture 11.9 9 11.4 

Rural and local environment 12.4 11.6 14.4 

Nature and Landscape 34.2 29.2 27.9 

Affectivity and Emotion 22.2 28.2 26.9 

Isolation and abandonment 2 0.5 2 

Healthy life and leisure 7.8 8 7 

Nostalgia 9.4 13.4 10.4 

Total 100 100 100 

 
For Millennials, Generations X’s and Baby Boomers the most important dimension is nature and landscape 
when describing rural spaces. In the second position, affectivity and emotion stands out as the second most 
valued dimension of rural image. with a similar weight, tradition and local culture and rural and local 
environment are also dimensions that the millennials and baby boomers point to rural spaces. However, the 
third dimension for Generation X’s is nostalgia followed by rural and local environment, tradition and local 
culture then healthy life and leisure. The less indicated dimension for rural sites by respondents from the three 
generations is Isolation and abandonment. 

5. Conclusions and implications 
There has been an increasing focus on the social construction of the rural in which perceptions, 
representations and images have become important aspects in the analysis of the rural image (Vik & Villa, 
2010, p.158). The attractiveness of the rural spaces is strongly linked with its image. The destination image and 
how a place is represented, influence people to live, visit and re-visit (Morgan et al. 2002). Destination image 
comprises both functional cognitive and non-functional, affective and emotional attributes (Garrod, Wornell & 
Youell 2006). 
 
The findings of this study confirm the previous research findings, which states that the images associated with 
the rural areas are mostly positive and attractive (Vik & Villa 2010). This the study constitutes useful 
instruments for the management and marketing development of these places, currently considered as 
alternatives, especially in countries traditionally associated with the main product "sun and sea" (Kastenholz, 
Davis, & Paul 1999). 
 
To Baby boomers, Generation X’s and Millennials, rural spaces are identified with their physical features. This 
demonstrates that those general elements like Countryside are the most important variables that characterize 
those territories. However, there are difference when each characterize those places.  
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Millennials that decide to live on rural areas demonstrate that have ecological conscience of the territory they 
and they identify nature, countryside and clean Air as their top-of-mind image to the place they live. They also 
find valuable elements like animals, farms and agriculture, confirming the works of Taken et al. 2012. The 
Generation X’s residents, have a similar ecological conscience, associating those areas where they live with 
nature, countryside and landscape but also with animals, tranquility and calm. Those two last elements, 
demonstrates that General X, besides have an eco-friendly image of those territories, they also value the 
tranquility and calm. Surprisingly, family is not a top-of-mind element when generation x describes the image 
of rural areas. Probably because the tangible elements of the environment are extremely important in the 
formation of that image and they always have a great proximity with their family. Baby Boomers, the oldest 
group of residents, including some of them that are retired, value the countryside, the tranquility, the 
landscape, but also those elements that could remember the old days like traditions, the mountains where 
they grew up, and the green of those territories.  
 
This work could be an important instrument in rural areas’ redefinition and reconfiguration processes within 
the promotion of rural tourism. Therefore, the rural dimensions founded in this work could be used to build 
politics to develop those territories. 
 
Because rural residents are great ambassadors of their own territories they must be part of communication 
campaigns and be part of the politics creation to attracted tourists to those territories.  

6. Limitations and future research 
There are still limitations to be considered in this work. From a theoretical standpoint, the study might omit 
and thus not consider other eventually rural image dimensions. From a methodological perspective, the ideal 
would be the application of this framework within a conceptual model that may be validated through a rural 
space image scale, a measurement instrument to be applied to rural destinations. 
 
Regarding to future research, the study of the differences of perceptions of rural spaces between social groups 
could be interesting. 
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Abstract: Tourism is a very common and widespread way of accessing culture and heritage. The growing importance of the 
religious tourism as an economic activity and a crowd mover, especially in destinations like Santiago de Compostela, has 
called the attention of researchers and stakeholders. The number of pilgrims is steadily growing and has come to include 
travellers who may be interested not only in the spirituality of the Way but in the cultural landscapes and itineraries. 
The Way increasingly marks the tourist reality of the counties it goes through. The evolution of lodging has been a reality as 
evidenced by the number of official and, above all, private hostels that have grown in number, creating several impacts on 
the populations. Sharing good practices and benchmarking the Galicia model, can be reinforced by efficient and continuous 
information about accessibility. Communication helps to ensure that the goal is set, and the needs are known by all 
stakeholders. The present research is based on the idea of a sustainable and accessible management of the Ways to 
Santiago de Compostela, the religious architectural heritage and the associated pilgrim hostels. The rehabilitation of 
various civil architectural heritage and its transformation into hostels for pilgrims, namely public, changing functionalities, 
maintains and projects in the future memories of the past, also allowing the maintenance and management of several 
heritage, creating new impacts on the development of the territory. The historical and theoretical framework was based on 
a critical review of the few existing literature on religious and cultural tourism, highlighting the accessible tourism. The 
pioneer study in Portugal, the statistical and the analytical characterization of the distinct types of accessibility allowed a 
reflection on the existing one and the necessary transformations of the associated cultural equipment and hostels so that 
the accessible religious tourism for all is a reality. 
 
Keywords: Management, territory, accessibility, accessible tourism, rehabilitation of architectural heritage, pilgrim hostels. 

1. Introduction 
With the extensive global increase of tourism more attention has been paid to the concept of sustainable 
development and, specially, to accessible territories development. Indeed, Tourism is considered one of the 
most important pillars for the sustainability of the territories. Regarding the Way of Santiago, the number of 
travellers taking pilgrimage ways is continuously growing, especially due to an active promotion at national 
and international levels.  
 
The Way of Santiago phenomenon includes the participation of a substantial number of stakeholders. With the 
number of visitors increasing each year, especially in Jubilee years, the Way of Santiago has become a source 
of economic growth in the regions of northern Spain. However, Portugal has only very recently taken 
advantage of these thousands of cultural pilgrims/tourists that cross the Portuguese territory. As no studies 
were found on this subject, our main goal is to study the impacts of this phenomenon, in an unprecedented 
approach, with a broad concept of accessibility, accessible tourism and accessible territories. 
 
Although still being developed, this research is important. It is a pioneer research project named Evaluation of 
the Impacts of Religious Tourism and Accessible Tourism in the Santiago Way. Among other aspects addressed, 
this research aims to meet objectives such as: 
 

contextualization in cultural and historical terms of the Way of Santiago, namely the Portuguese Way 
(Central and Coastal Ways), focusing on the section between Porto and Valença, with emphasis on the 
issue of accessible tourism; 
analysis of the statistical data of the Pilgrim Office, Oficina del Peregrino in Santiago de Compostela, 
between 2004 and August 2018; 
conduction of a field survey, based on previously prepared records (religious architectural heritage, 
diverse heritage related to the Ways, accessibility conditions to places of worship, conditions of 
accessibility to accommodation sites), and its processing and analysis; 
reflection on the evolution of pilgrim hostels and the adaptation in terms of accessibility and 
rehabilitation of historic architectural spaces and its impact on the community; 

308



Fátima Matos Silva and Isabel Borges 
 

reflection on the needs to change cultural facilities of the Portuguese Way to Santiago, namely places 
of worship, into tourism accessible for All. 

2. Research Methodology 
The basis of our methodological research was the critical review of the few existing literature, on both religious 
and cultural tourism and accessible tourism in its various aspects. We developed also an analytical study of 
official statistics between 2004 and August 2018, concerning the Portuguese road to Santiago, in two of its 
routes: the Central Way and the Coastal Way (Figure 1). 
 

 

Figure 1: Routes of the Central and the Coastal Ways between Porto and Santiago de Compostela. Central Way 
in Portugal with identification of distances (approximate), orographic profile and location of official pilgrim 
hostels 

Three different records, characterizing the religious architectural heritage, were elaborated and applied in 
fieldwork as well as the diverse types of accessibility to places of worship and pilgrim hostels. One 
characterizes the religious architectural heritage; another characterizes the distinct types of accessibility to 
existing places of worship; and a third one characterizes the diverse types of accessibility in the hostels and 
other places of lodging. The first ones were applied in a universe of thirty-four monuments that we consider 
the most emblematic, and in eleven lodges (official and private). Afterwards we carried out the statistical and 
analytical processing of the results, which we presented in tables. We surveyed also another type of heritage, 
the one bordering the section of the way studied, although we did not include the detailed results. Naturally, 
was also studied in situ, the section of the way (about 127 kms) as well as accessibility issues of the same, 
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although, also, not mentioned in detail in this paper. The authors are still developing the Coastal Way study 
(about 150 kms), as shown in Figure 1. 
 
For comparison purposes, the results of our study were analysed together with those related to the Spanish 
Way, as well as the implementation of solutions in Galicia. 

3. Accessible territories development in the Portuguese Way to Santiago de Compostela 
The concept of accessibility is difficult to assimilate because physical and architectural aspects - space 
accessibility usually characterize it. In our point of view, it also concerns, above all, the accessibility in terms of 
information and communication, touching social, intellectual and emotional components. Accessibility refers 
to not only people with disabilities, but also to all of us, given the diversity and human limitations that 
characterize us in distinct phases of life, in a temporary or permanent way (Silva, 2015). It means that 
everyone, whether they have special needs or not, must be able to participate in all activities that include the 
use of products, services, information and communication distributed by the various territories, which should 
be accessible. 
 
Accessibility presupposes elements as varied as clarity in access information (signage, for example), physical 
and architectural aspects with different adaptations, various levels of information and several ways of 
communicating, based on the various cognitive and intellectual aspects and the stages of the life of each type 
of public (Silva and Borges, 2018). It is therefore imperative to investigate and to do a survey of all kinds of 
barriers that can block communication at the sensorial, intellectual or physical level in the various elements 
that characterize the territory. Once reaching this knowledge, solutions must be found, with full answers to 
improve inclusive tourism, making accessibility a reality in which people can live independently, being able to 
access, in an equal way, the physical environment, transportation, information and communication 
technologies, systems. People should also have access to other facilities and services provided to the public in 
both urban and rural areas (Takayama Declaration, 2009). 
 
The concept of Accessible Tourism is a type of sustainable management associated with ways of thinking, 
planning and managing a destination, region or location. An accessible destination should allow all visitors, 
including those traveling with small children, prams, people with disability and seniors (Darcy and Dickson 
2009) to enjoy and use equipment and services without any restrictions or constraints, in an equitable way, 
thus becoming an accessible territory. 
 

As a conclusion to the various definitions, we can refer to the International Tourism Organization-UNWTO 
(2016) “the concept of Accessible Tourism has evolved from the idea of accommodation or adaptation so that 
people with disabilities can participate in tourism towards a concept of quality tourism for all, understanding 
that accessibility is an important part of that quality.” 
 
This area of research is very recent, with very little research produced and published, despite the interest in 
the subject. Manuals (Ambrose et al, 2017) and guides of good practices (Mineiro, 2017) have recently been 
published by the cultural heritage entities or Turismo de Portugal (Guide to Good Practices in Hotel 
Accessibility, 2012; Manual on Management of Accessible Tourist Destinations, 2016; Guide to Good Practices 
of Accessibility: Inclusive Communication in Museums, Palaces and Monuments, 2017). These manuals provide 
concrete guidelines to support tourism managers working on the issue of accessibility and inclusion in the 
development and management strategy of their destinations, adding a new competitive dimension to their 
offer. 
 
The Portuguese Way includes several tracks, being the main point of departure the city of Porto, with a very 
significant growth in recent years. The considerable number of pilgrims, with the most diverse motivations, 
usually began their journey in Tui, however, in 2016, Porto began to lead as a departure point. These data 
allow us to infer that the recent increase of tourism in the city of Porto, resulting from other factors, is also the 
cause and consequence of the significant post 2014 increase in accommodation, pilgrim hostels or others 
associated with the Way, which can be seen by the opening dates of the hostels. In fact, the provision of 
accommodations adapted to the needs of the pilgrims has encouraged an increase in the number of those that 
begin their journey in Porto.  
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The Way is usually done on foot, but it can also be done through other means recognized as authentic forms of 
pilgrimage, such as cycling or on horse (since 2016 have also been accounted for those who make the sailing 
way). Analysing Figure 2 we find that the most used forms of travel are on foot or by bicycle, but also with 
some expression of the use of a wheelchair (with 189 pilgrims this year, until August). However, no 
information was found about the means of travel used in each of the itineraries. 
 

 
Figure 2: Santiago Way means of travel 

Pilgrims choose to continue to travel on foot.  Each phase of the journey, usually a slow walk of days or even 
weeks toward the place of worship is essential. The Portuguese Way to Santiago de Compostela is a long path. 
Most of the time is spent on the way, in the various places visited on the journey. Cities, small rural villages, 
pilgrim hostels, restaurants, can receive benefits in addition to traditional income. Not only the destination, 
but also all the places along the hundreds of kilometres travelled benefit financially from only a small part of 
what is spent by the pilgrim/tourist. Therefore, tourism as an economic, social and cultural factor has more 
and more relevance which obliges to have more and better access to the Cultural Heritage, so it can be visited 
and known by all, achieving an accessible and sustainable Patrimonial Tourism. Indeed, pilgrimages increase 
the value of artistic heritage and ancient monuments, giving added value to tourism. 

4. Pilgrims of the Portuguese Central Way and the Portuguese Coastal Way: the numbers 
In Portugal we don’t have official statistics about the Way. Among the few statistical data available and 
continuously disseminated of the pilgrims of Santiago Way stands out those published by Oficina del Peregrino 
de Santiago de Compostela. There are statistics only since the 2004 Holy Year, so the treatment and analysis 
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that we have done goes until August 2018. These statistical data relate only to pilgrims traveling to Oficina del 
Peregrino to receive the compostela (document which certifies the compliance of the way). There are no 
reliable statistics on the thousands of tourists, visitors (pilgrims or not) who travel to Santiago by motorized 
means of transportation (bus, cars, plane, train) which, of course, have several needs in terms of accessibility. 
The data analysed in Table 1 exclude an immensity of visiting population of Santiago and of the diverse 
cultural, religious or other cultural patrimony associated to the Ways of Santiago. 

Table 1: Number of pilgrims travelling in the two roads to Santiago, The data marked with (*) correspond to 
the places of departure, calculated by the authors, which geographically correspond to the Portuguese Coastal 
Way. Data source: own elaboration from Oficina del Peregrino statistics 

 
 
In the celebrations of each Holy Year the number of pilgrims surpassed all expectations. However, after the 
last Holy year (2010), the growth of pilgrims has been very significant, having already in 2016 exceeded in 
number those who did the various ways in the last Holy Year. In general, there is a substantial increase in the 
number of pilgrims, which are very diverse, but naturally led by the Spaniards. 
 
Regarding the Portuguese Way, it has been growing expressively over the years and the number of pilgrims 
almost doubled between 2010 and 2017. The year 2011 represents the growth of the percentage of 
Portuguese taking part in the pilgrimage. 
 
The different itineraries of the Santiago Way are, increasingly, the result of an intense tourist activity. Being 
included in the territory of the different regions of the Jacobean Ways, it allows the several municipalities 
involved to have the opportunity to be part of the contemporary tourist panorama. However, their 
responsibility is higher because they take advantage of the potential that the Way offers or demands. The 
pilgrims help to boost the economy of the territories, also contributing to their greater visibility and notoriety, 
through testimonies or sharing (e.g. social networks, communication with other potential pilgrims). 
 
The most emblematic case is the Portuguese Coastal Way, which although being used mainly since the 
eighteenth century, in the last decades it had lost its memory. Recently it was rehabilitated after an intense 
campaign of creation of accessibilities in its most diverse ways. It is the result of the union of 10 municipalities 
from Porto to Valença: Matosinhos, Maia, Vila do Conde, Póvoa de Varzim, Esposende, Viana do Castelo, 
Caminha and Vila Nova de Cerveira. Although we have been able to count the numbers of some pilgrims since 
2011 by the geographical place of departure (Figure 3), there are only records since 2016 because of the 
rehabilitation policy undertaken. It can be seen that the number of pilgrims has tripled in 2017, continuing to 
grow in 2018 (8.768 pilgrims until August). 
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Figure 3: Pilgrims of the Portuguese Way and its nationalities 

Portugal is currently the second largest market for pilgrims going to Santiago, with a total of 423.974 who 
made the journey on foot, between 2004 and August 2018. However, most of them are not Portuguese (Table 
1 and Figure 3). The number of pilgrims from other nationalities have increased exponentially; nevertheless, 
the number of Portuguese pilgrims, since 2017, has had a slightly decrease compared to previous years. 

5. Religious architectural heritage and accessibility limitations 
After an intensive research and travel to the sites along the section of the Central or Medieval Way to 
Santiago, between Porto and Valença, the elaborated records were analysed in detail, in terms of the 
accessibility conditions to 34 places of worship (Tables 2A and 2B). Besides the accessibility, the 
characterization of the worship buildings and their rehabilitation process, we also studied 11 hostels (official 
and private), and the statistical and analytical treatment of the results was undertaken. 
 
The sample selected for the Coastal Way (where it is possible to visit 462 monuments), includes 51 places of 
worship (17 have been studied so far) and 16 hostels (4 studied). The accessibility issues of the section of the 
way between Porto and Valença (Central Way, about 127Kms) were also studied in situ. The Portuguese 
Coastal Way (149.5kms) has not yet been fully studied. 
 
The selection of places of worship, in the two ways, was based on the time of foundation, especially the 
medieval, Romanesque style, being in this case the Cathedrals of Porto and Viana do Castelo, the churches of 
Cedofeita, Rates, Rubiães, Matriz of Caminha, Barcelos, Ponte de Lima and Santa Maria dos Anjos, in Valença, 
and also the church and monastery of Leça do Bailio. Advancing in time, we studied the churches 
characterizing the designated Rural Baroque and some more recent of neoclassical taste. Among the few 
contemporary churches along the Way, only the ones from Padrão da Légua, Senhora da Hora, Matosinhos, 
(dating from 1968, which replaces the old one from the 16th century - Nossa Senhora da Hora Chapel-which 
still exists), were studied with the purpose to understand if accessibility issues have improved compared to the 
centenarians ones, which has not yet been proven. 
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Table 2 A: Accessibility of places of worship between Porto and Valença (Silva and Borges, 2018) 

Legend:  – Yes; X – No 

 
 
In fact, it was a comprehensive, diversified and complex study, with groups of detailed questions to make a 
complete survey of the accessibility of these sites. It was mainly focused on external physical accesses, the 
interior space (doors, gaps, lighting, among others), the type and form of communication and information 
(writing and audio, text comprehension) and the analysis of signage. It also addressed the question of the 
information available in the place of worship, as well as the collection displayed. Finally, an analysis of the 
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exhibition area, store, cafeteria, as well as the questions related to the lodging (adapted dormitories) was 
carried out. The latter do not exist in these churches. 

Table 2 B: Accessibility of places of worship between Porto and Valença (Silva and Borges, 2018) 

Legend:  – Yes; X – No 

 
 
In all the scenarios studied, accessibility issues are manifestly insufficient or non-existent. We highlight 
positively the case of the Romanesque Church of Cedofeita, Porto, with parking places suitable for people with 
special needs, or the fact that almost 60% of the sample studied has adequate lighting (natural or artificial).  
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However, regarding temple interiors, for example, the gaps are not identified in any of the places included in 
the study and, for ramps, only nine temples fulfilled this requirement. The same applies to the regulatory 
dimension of doors or corridors, which are not suitable for people in wheelchairs. 
 
Concerning issues related to access to information (indoor/outdoor) the scenario is more encouraging, 
especially in the centres of the localities. We refer to timetable or to historical elements of heritage, such as 
the positive example of the Igreja Matriz of Valença, although, sometimes written with small characters. We 
also highlight the historical centre and the Church of Vila Nova da Cerveira (Coastal Way), which already offer 
the QRCODE in the information boards. However, in what concerns audio guides or Braille information, they 
are non-existent, and only the Clérigos church in Porto, Matriz of Póvoa de Varzim and Esposende (Coastal 
Way) present multimedia facilitators. In fact, accessibility issues have not been considered in the Central Way, 
despite the continuous increase of pilgrims and/or tourists who travel in this route. 
 
As far as the guiding signage of the Central Way is concerned, it is exaggerated and diverse. The Way is 
signalled by yellow arrows or scallops of diverse types and support (due to signalling programs under various 
financial projects) on the ground, walls, stones, guideposts, trees, roads, granite or cement trail marks, among 
others. The existing information, in addition to the various guides and scripts published in paper or on the 
Internet in association sites, is not significant. 
 
The numerous studies that the authors have done, as well as the Galicians, have shown that there is no Way 
that is totally suitable for people with reduced mobility, since at all stages help would be necessary to continue 
the itinerary. In addition, it is not just a matter of physical accessibility, but it also includes blind people or 
people with hearing or intellectual problems. The biggest problems related to accessibility are centred on 
pavement and safety. 
 
Regarding the positive uniform signage of all the Coastal Way (Figure 4), it come with two types: directional 
and informative. The directional type is intended to replace the common yellow arrows. In the upper right 
corner of these it may appear complementary information, such as hostel, access and diversion, or other 
information considered as strictly necessary. In the case of the access indication, the signalling appears in 
places where pilgrims arrive to begin their journey, such as train, bus or other stations. Not being directly 
located in the itinerary, it is necessary to indicate the access to the actual route of the Way of Santiago.  
 

 
Figure 4: Examples of directional signalling models in the Portuguese Coastal Way 
(http://www.caminhoportuguesdacosta.com/pt) 

The informative signage appears in the territory associated with the stopover points for pilgrims or in places 
where the Way takes distinctive characteristics from what has been encountered until then, such as entry into 
urban perimeter. 
 
The information panels have different information about the Way and its profile, accompanied by a text and 
useful and emergency contacts such as pharmacies, first aid stations, accommodation, as well as the cultural 
heritage associated with the Way. In this case it is accompanied by a descriptive text. 
 
The extension of the Way crosses areas with greater rurality and others with a more urban character, so that 
two signalling models have been developed: one related to rural signalling (using a wood base material in 
which the directional signalling is applied in phenolic resin) and other related to urban signage, used for 
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monuments and classified zones, in corten steel. In any of these models we find the two variants: directional 
signalling placed on a guidepost, wall or pavement and information signalling. 
 
The information given, in addition to the usual guides and scripts published in paper, includes those made by 
the ten municipalities involved, or is given on the Internet on their own websites and in a mobile application, 
unique in Portugal.  
 
In Porto, the Capela das Verdades, was adapted to be the Interpretation Centre of the Pilgrims of the Coastal 
Way. This Centre is also unique, and it has contributed to rehabilitate and give new use to a ruinous 
architectural structure, which is now with new functionality and usefulness.  
 
This improvement in the general conditions of informative accessibility resulted in the fact that the number of 
pilgrims passed from virtually non-existent to 2.600 in 2016, tripled in 2017 (7.329) and in August 2018 had 
already reached 8.768, but is not withdrawing users to the Central Way as feared. 

6. Hostels accessibility limitations 
In the fieldwork carried out, a diagnosis was also made to evaluate the accessibility of hostels in the Central 
Way (Table 3), considered fundamental for the support and rest of pilgrims. All of them, except for the 
Seminário de Vilar (Porto), were rehabilitated to fit their new function. Despite this important contribution to 
the requalification of this architectural heritage and to the dynamics of the territories, issues related to 
accessibility were not considered a priority. 
 
As it was done for the analysis of places of worship, in the case of hostels and lodging places, we focused the 
field work in previously defined and tested records. 
 
The summary table given covers two sets of issues. The first group deals with physical external accessibility 
and the second with information about the hostel. The second group analyses interior accessibility (doors, 
pavements, corridors, ramps, handrails, stairs, elevators and their command buttons), analysing compliance 
with existing norms. A second point is the adapted bedroom and bathroom, always considering the physical 
and informative accessibility. 
 
Although briefly it is worth mentioning some of the official hostels, examples of the built heritage that has 
been rehabilitated and whose function was modified.  
 
The hostel of the Monastery of Vairão had several services throughout the ages, namely Colégio de Freiras, 
and several owners, from ecclesiastics to the current Vila do Conde Town Hall. Its transformation into a hostel 
allowed the recovery of its facilities and opened the Monastery to the local and international community, 
promoting its dissemination. 
 
The Casa da Recoleta, Tamel originated in 1633 was a hermitage until 1737. After several services and several 
owners, the Municipal Council of Barcelos made the reconstruction and adaptation to a hostel, in 2007, being 
currently its owner and manager. 
 
The hostel of Ponte de Lima is housed in a 19th century building (Casa do Arnado). The restoration and 
conservation works have respected, like the others, traditional techniques and materials, preserving its original 
characteristics, authenticity and memory, transforming it into a multifunctional building such as a hostel and 
Portuguese Toy Museum. 
 
The hostel of Rubiães, in Paredes de Coura, is another example of the dynamics that the Way has created in 
the local populations by recovering and revaluing the old primary school of the Costa, built in early twentieth 
century. The requalification into a hostel allows accommodation in the dormitory for 48 people with access to 
basic services being the only one that includes accessibility for people with disabilities, including a room with 
adapted WC. 
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Table 3: Pilgrim hostels accessibility in Portuguese Central Way (Silva and Borges, 2018) 

Legend:  – Yes; X – No 

 
 
Between 2004, opening year of the first official Portuguese hostel (S. Pedro de Rates) and 2006 there were 
only three official hostels, and after 2010 another three were opened. In Porto there is still no official public 
hostel. 
 
In addition to the mentioned hostels, there are many others of distinct types, that have proliferated in recent 
years, such as Tourism in Rural Space (TER) and Local Accommodation (AL). These are fruit of the 
socioeconomic dynamics generated by the thousands of pilgrims from the Portuguese Way in the various 
areas, highlighting the Alto-Minho. In addition, several restaurants have a great dynamic, including, like the 
various places of Spain, the menu of the pilgrim. 
 
However, the results of fieldwork have shown that most hostels have not foreseen any type of physical 
accessibility, opting to minimize this weakness through a room on the ground floor, such as the S. Pedro de 
Rates Hostel. On the other hand, we have found that, because there is still a small number of pilgrims with 
accessibility limitations, hostels do not feel the need to invest in this area. As a positive note we highlight the 
hostels in Rubiães and Ponte de Lima, where health technicians are available to support the recovery of the 
pilgrims. Regarding the Coastal Way, this fieldwork is under development. 
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7. Benchmarking: the Spanish model 
The Way of Santiago has become the flagship product for Galicia. Thanks to it, organizations such as Turgalicia, 
Management of Xacobeo and Consortium of city of Santiago and others were initiated under the presidency of 
Galician Government. In fact, in the Plan de Acessibilidade turística de Galicia, a specific chapter on the Way of 
Santiago is included, where the Way is highlighted as one of the main resources of the region. 
 
The inclusion of accessibility methods and criteria, both in assistance services for pilgrims and in heritage, 
reflects the priority of this theme, which is mentioned in the Plan Estratéxico do Camiño de Santiago 2015-
2021. This document includes the Plan de Accesibilidade Turística do Camiño de Santiago, called Camiño de 
Santiago Accesible. The main point is the creation of a tourist offer adapted to all pilgrims, focused on the 
needs and accessibility of itineraries, monuments, hostels and information. 
 
In Galicia, 1.141 kilometres of the Way were already studied, including 221 hostels (public and private) and 118 
places of tourist interest, essentially associated with the historical heritage. 
 
Regarding the results, accessibility issues are still deficient at various levels: ways not fit to accessibility or with 
barriers, weak access to shelters (only 17 are completely physically accessible), problems in information and 
communication in tourist sites, outside spaces and accesses, lack of training of professionals, among others. At 
the level of information and digital communication there are references to language and audio deficiencies; in 
the case of signalling, although varied, is not suitable for blind people. 
 
In the meantime, a revision of the plan, made an update to a unified system of the Manual de sinalización 
turística de Galicia and the operational implementation of actions have been carried out to overcome 
identified weaknesses and thus improve the needs of pilgrims, regarding full accessibility. 

8. Conclusions 
With the information collected in the various locations studied, regarding the conditions of access to places of 
worship and places of lodging in the Portuguese Way to Santiago, we developed an analysis of the strengths 
and weaknesses of the visited places. So, as strengths we can mention: the identification of the Way with 
images that the pilgrims can easily interpret; very helpful hostelers; in some cases, the concern to have rooms 
on the lower floor, even though they do not have the appropriate conditions for people with reduced mobility 
or disability. 
 
Regarding the weaknesses, we point out the lack of accessibility for blind and deaf people; the absence of 
braille texts or audio devices; insufficient width of wheelchair aisles; existence of obstacles in the interior 
spaces; absence of parking spaces reserved for people with reduced mobility or other disabilities; existence of 
very steep steps which do not allow the displacement of people with reduced mobility, blind or deaf in the vast 
majority of the sites; almost no adapted bathrooms; identification signs already damaged and not perceptible 
from a certain distance; unclear information of the timetable and inappropriate lighting inside the places of 
worship. 
 
Despite the investment required in infrastructures and the reduced percentage of pilgrims with disabilities, we 
can highlight the existence of some rest parks with some adaptations, as well as the existence of new 
businesses and restaurants with some physical accessibility.  
 
Concerning the study of the evolution of lodging (regarding the official hostels and some private ones studied) 
we conclude that the number of pilgrim hostels, official and, above all, private, have grown in number, 
creating an economic and social impact on populations. Unfortunately, in the various rehabilitation processes, 
although there was already an awareness, the various adaptations necessary to transform the sites into 
accessible equipment were not implemented. 
 
These problems, among others, are mainly due to the absence in Portugal of an official and tutelary entity for 
the management of the Ways to Santiago. In fact, there is also no strategic planning at several levels, such as 
accommodation or the adaptation and valorisation of the architectural heritage related to the Way and their 
transformation into an accessible itinerary. 
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Planning and implementing more accessible tourism is not only a social responsibility but is also a way to 
increase the competitiveness of tourism. It is a fact that accessible tourism contributes to the social, 
environmental and economic sustainability of destinations, and has a positive impact on the local community. 
 
 Regarding Portugal, our outbound markets like the United Kingdom, France, Germany, Italy and Spain have 
more than 10 million people with special accessibility needs. Tourism as an economic, social and cultural factor 
has more and more relevance. It should oblige us to have more and better accessibility so that we can be 
visited by all, achieving, in fact, Tourism with All and for All, even if we consider that total accessibility is 
utopian. 
 
Our final objective is to alert to the problems of the lack of physical, communicational and informative 
accessibility, and work with the stakeholders, like the municipalities, for the transformation of the Ways to 
Santiago into an accessible tourism for All. It will allow the creation of a positive impacts at distinct levels on 
pilgrims, cultural and religious tourists, heritage and in the various communities crossing the Way of Santiago, 
promoting an accessible territory. 
 
When comparing the results of the study made between Tui and Santiago by the Xunta de Galicia with our 
results, we make this work accessible to communities other than the Portuguese, in a reciprocal learning way 
that is required. 
 
Accessible Tourism must become more and more comprehensive, understanding the use of good practices in 
leisure equipments and services, so the tourist supply can be reconfigured to ensure the means necessary for 
the enjoyment and circulation in the different public and private spaces by All. 
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Abstract: Globalization and advances in information and communication technology (ICT) have contributed to the 
computerization of society, but also to the improvement of working conditions in diverse areas of activity. Hospitality have 
not been an exception to this reality and increasingly is seen a proliferation of ICT in these areas of activity and the 
consequent need for training and specialization by these professionals. Thus, this research aims to understand the level of 
preponderance of ICT in the hotel activity and to characterize the use of ICT in hotel activities. Thus, a quantitative study 
was conducted with the dissemination of an online survey to hospitality companies during November 2017 to January 
2018. Our sample has 51 hotel companies from different categories and several tourism regions in Portugal. The 
respondents were 15 (29,5%) female and 36 (70,5%) male with mean age of 45,7 (SD=12,1) years. In our sample, 43 (84%) 
had a formalized Room Division department, 38 (74,5%) had F&B department, and 32 (62,7%) had sales and marketing 
department. The results suggested that, for each department, the need of digital skills is related to the specific features of 
the Department. For the majority of the departments, the seniority of the activity is related to the need of an advanced 
level of digital skills, for example in the room division department, the front office manager needed a medium (n=26, 58%) 
or advanced (n=17, 38%) level of digital skills but, for 40% (n=15) of the participants, the housekeeper, to order online the 
amenities, needed a basic of digital skills. In the F&B department Food and Beverage, the Head Chef for the task of 
procurement, through an online system, the goods needed for an event, 75% (n=28) of the participants referred that 
requires a medium-advanced level of digital skills. To the Barman, for promoting, in the Instagram, the image of a new 
cocktail available, we observed that 13 (38%) participants referred the need of basic level of digital skills. Only in the sales 
and marketing department, all the functions required an advanced level of digital skills, the sales manager, for the several 
tasks needed medium-advanced level of skills (n=27, 85%), 85% (n=27) of the revenue managers also needed an medium-
advanced level of digital skills, and 47% (n=15) of the participants referred that sales promoter needed an advanced level 
of digital skills. In conclusion, this paper discusses the ICT skills needed to develop the several activities in each department 
of a hotel, as well as in managing the different issues of each department, namely in the relationship with costumers and 
guests, before, during and after the reservation, using ICT to promote hotel ecologic sustainability, managing social 
networks and promoting the hotel online.  
 
Keywords: Digital skills; Hospitality; Information and communication technology; Room Division; Food & Beverage; Sales 
and Marketing  

1. Introduction 
Globalization and advances in technologies are understood as one of the major reasons for the proliferation of 
information and communication technologies (ICT) in diverse areas of activity. Hospitality and tourism has not 
been an exception to this fact. 
 
Minghetti e Buhalis (2010) stated that the technological progress and tourism have been going in hand for 
years. During the last decades ICT has been transforming hospitality and tourism globally (Porter 2001). The 
developments in ICT have contributed to change the practices in hospitality and tourism. 
 
During the last years, several authors (van Laar, van Deursen, van Dijk, & de Haan, 2018) had analysed the 
issue of digital skills in hospitality, although these studies emphasized only the organizational perspective.  
 
There are no studies focusing other perspectives, namely the employee perspective. Recognizing the primacy 
of digital era and the labour market paradigm shift, the European Union (2014) has define some digital 
challenges for the near future, showing the importance of the organizations and the professionals to follow 
these need. 
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Therefore, this study intends to understand the level of preponderance of ICT in the hotel activity and to map 
the digital skills in hotel activities. 

2. Literature review 
Current times are characterized by globalization and knowledge society. Organizations operate in a global 
economy where intense competition, economic interdependence and collaboration are needed producing 
changes in the jobs (Laar, van Deursen, van Dijk & Haan, 2017). Information and communication technologies 
(ICT) played an important role in this fast changes requiring collaborators highly prepared to face this 
challenges. Such collaborators are expected to have technical preparation but also to have the required skills 
to adapt to such quickly changes (Carnevale & Smith, 2013).  Voogt and Roblin (2012) stated that 21st century 
skills integrate collaboration, communication, digital literacy, problem solving, and critical thinking among 
others. 
 
The globalization associated to the integration of ICT contributed to the need of digital skills for employment 
(Laar et al, 2017). Lewin and McNicol (2015) argued that these skills are critical for organizations and people 
being essential to be successful. Tourism is not an exception to this reality. Minghetti and Buhalis (2010) 
defended that an appropriate diffusion of ICT in tourism can improve social and economic impacts. The 
internet and the combination of informatics, communication and multimedia have provided new channels for 
tourists and destinations to empower their communication process, therefore is a strong tool in these days 
(Buhalis & Law, 2008) that serves as a tool to enabling and inducing change (Law, Leung & Buhalis, 2009).  
 
Additionally, Minghetti and Buhalis (2010) that innovation technologies are critical for the management and 
competition of tourism organizations. On the other hand, Law, Leung and Buhalis (2009) defended that ICT in 
tourism and hospitality is related to costs reduction, operation efficiency and to improve quality service and 
costumer experience. In a strategic vision, ICT can generate knowledge ate the centre of business’s 
competitiveness (Ham, Kim & Jeong, 2005) and change the nature of tourism and hospitality products (Law & 
Jogaratnam, 2005). 
 
Glister (1998) considered digital literacy as the ability to use and understand information for different digital 
sources. Furthermore, Mitrovic (2010, p.2) defined digital skills as the “ability to develop and use ICT do 
adequate participate in an environment increasingly dominated by access to electronically-enabled 
information, and a well-developed ability to synthesize this information into effective and relevant 
knowledge”. 
 
According to Hoffman (1999) it is important to define competencies because they improve human 
performance at work. 
 
For Wynne and Stringer (1997) competencies are things people have to be, know and do, to achieve the 
outputs required in their jobs. In the same way, Herffernan and Flood (2000) suggest skills based Human 
Resources processes are based on the belief that it is possible to identify and isolate the behaviours exhibited 
more consistently by excellent performing employees than average performing employees. Rowe (1995) refers 
that competence is a skill of performance reached while competency refers to a behaviour by which it is 
achieved. For Hoffmann (1999) the term competency is multi-faceted. 
 
The term competence has been used in different ways for several authors (Hoffman, 1999). According to the 
review made by Hoffman (1999) there are three main definitions. The idea that a competence is an observable 
performance or the output of learning processes enhancing the person´s performance. In this perspective 
competencies are the job behaviours people need to display in order to do a job effectively. The focus is the 
visible demonstration of the performance to show the underlying aspects of the person. 
 
The second definition states that a competence is a standard or a quality outcome. This understanding has 
been used to pursue gains in productivity in the workplace. Hoffman (1999) suggested that the formalisation 
of the standards enable the analysis of all parties involved in managing improved performance. 
 
The third definition referred to the underlying attributes of a person namely their knowledge, skills or abilities. 
This last definition highlights the importance of the knowledge showing that the development of a learning 
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programme could be defined. In this definition the focus are the individual abilities, namely knowledge, skills 
or personal characteristics. 
 
In another way, several authors (Hawkins, 1999; Spencer, 1993) distinguish the skills in hard and soft skills. 
Spencer (1993) defined hard skill as an academic and technical ability based on knowledge therefore it is 
specific, definable and countable resulting from a technical degree. Additionally, Hawkins (1999) referred that 
hard skills are technical abilities related to a specific job-related domain, that are specific, real and often 
observed.  
 
Sitompul, Kustono, Suhartadi and Setyaningsih (2017) defined soft skills as a social and interpersonal skill 
related to character, attitude and values of life, namely in the work field.  
 
Le Boterf (2006) states that people seek trust, so today's professionals need to be able to react to events, face 
unexpected situations, take initiative and innovate on a daily basis. This time, soft skills become an emerging 
element. Moy (1999) has already suggested that the emergence of skills is a result of market competitiveness, 
rapid changes in technology, new organisational and labour forms, and the evolution of knowledge-intensive 
economies, characterized by a greater focus on services and the personalisation of products and services. 
 
Soft skills are notorious given their transversality (ability to be contextualized) and transferability (applied in 
different contexts), and they differ from specific skills, since they are not related to professional activity 
(Brophy & Kiely, 2002). The flexibility of soft skills is also found in the diversity of terms attributed to it.  
 
According to Tien, Ven, & Chou (2003), in spite of the different denominations and approaches, the soft skills 
will always take precedence over the following characteristics: Multifunctionality (necessary throughout life); 
Transferability (applied throughout life); Based on cognition (its construction involves individual reflection); 
Multidimensionality (composed of several skill clusters); Learning (lifelong learning); and Comprehension 
(explanations and applications of knowledge). 
 
ICT raises the question of the simultaneity of competences that can be considered hard and soft competencies 
depending on the scope, context of action or even depending on the prerequisite that their practice or putting 
it into action from the professional (Marques, Areias, & Amaral, 2016). 
 
The Commission of European Communities (2009), considers as key competences the following eight: 
communication in the mother tongue, communication in a foreign language, mathematical literacy and basic 
skills in science and technology, digital skills, learning to learn skills, interpersonal and civic skills, 
entrepreneurship and cultural expression, or in social and operative domains. 
 
The concept of digital skills is changing. First the concept was related to digital literacy and technical or 
operational knowledge. Recently the definition is focused on a set of skills including the types of digital skills 
and the level of digital skills required for different tasks.  
 
Ferrari (2013) characterize the digital skills in five areas: (1) information, (2) communication, (3) management 
and creation, (4) security, and (5) problem solving. The area of information is related to the ability of search 
relevant information and evaluate and store this information. The communication is related to the ability of 
communicate through technology, share information and contents, create a digital identity, collaborate 
through digital channels, treat information about online behaviour of costumers, and manage different digital 
identities. The area of management and creation implies the ability of develop content, re-elaborate content, 
consider the authors rights and licenses, and programming. The security area refers to the protection of 
technological devices, protection of personal data, and environment and public health protection. Lastly, the 
problem solving is the ability to solve technical issues, to identify the resources needed to respond to previous 
requirements, to innovate using technology, and to identify digital errors and digital skills required. 
 
Last recent years the hospitality business world has been putting pressure on society for the development and 
creation of new competencies in companies. “The new technologies, the concern for quality, greater flexibility 
and agility, the provision of resources, new agreements of competition, the internationalization of business 
and the power of information stand out" (Brophy & Kiely, 2002, 165), as realities and requirements with which 
professionals of hospitality and tourism have to face. 
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However, despite the increasing number of studies in ICT, namely in the theme of tourism and hospitality (Law 
et al, 2009), there are little information about the kind of skills that are needed in this industry. On the other 
hand, the studies conducted evaluate the skills in students or citizens instead of tourism and hospitality 
professionals (van Laar et al., 2018). Therefore, there is no data about the digital skills that the tourism and 
hospitality professionals needed to perform the several activities of their professions. Our exploratory study 
aims to understand the level of preponderance of ICT in the hotel activity and to characterize the use of ICT in 
hotel activities contributing to a better understanding of this issue and to give some cues about the skills that 
should be promoted in educational and professional courses. 
 
This paper is organized as follows: in the next section are presented the methodology used to perform the 
study, namely the sample characterization and the description of process and data analysis. The following 
section presents the results obtained, and the paper ends with a section of discussion of results and main 
conclusions of the study. 

3. Design Method 

3.1 Instrument  
It was developed a questionnaire in order to achieve the aims of our study. This questionnaire had 42 
questions organized in two sections. The first section was sociodemographic characterization with several 
questions to characterize the hotel company (eg. location, number of collaborators) and a set of questions to 
characterize the person that was answering to the questionnaire (gender, age, education degree). The second 
section had 38 questions with the aim of characterize the level of proficiency needed of digital skills for several 
functions in the hotel (Room Division, F&B, Sales and Marketing). All these questions were answered with a 
Likert-scale of three points (1- basic; 2 – medium; 3 - advanced). 

3.2 Sample 
In our study participated 51 hotels with different categories and from several tourism regions in Portugal (16, 
32% Tourism of Porto and North of Portugal; 12, 24% Lisbon; 12, 24% Algarve; and 11, 20% Tourism of Centre 
of Portugal). These companies were 29 (57%) small companies, 19 (37%) medium-size companies, and 3 (6%) 
were large companies. 
 
The respondents were 15 (29,5%) female and 36 (70,5%) male with mean age of 45,7 (SD=12,1) years. 
Regarding to their education degree, 27 (53%) were undergraduate and 24 (47%) had professional education 
most of them in the area of hospitality (n=29, 58%). Regarding to their function in the company, 36 (70,5%%) 
had functions related to the hotel management and 15(2,5%) had other functions. They occupy this function, 
in mean, at 10,4 (SD=5,7) years.  

3.3 Procedure and Data analysis  
In order to achieve the aims of our study we conducted a quantitative descriptive study. With this 
methodology we intend to characterize the digital skills of several functions in hotel units. 
 
It was organized a questionnaire in order to achieve our goals. This questionnaire was pre-tested in three 
hotels to validate the comprehension of the questions. After this validation, the questionnaire was provided 
online using the Lime survey tool. It was send a divulgation e-mail with the aims of our study and a link with 
the questionnaire to 250 hotels during the months of November 2017 to January 2018. We collected 51 valid 
answers to the questionnaire. Data were analysed with IBM SPSS version 24.0. For all the variables in analysis 
it was performed descripts statistics to characterize our sample but also to characterize the use of digital skills 
in the several functions of the hotel. 

4. Results  
Our results are organized according to the Department in the hotel company. Therefore, in our sample, 43 
(84%) had a formalized Room Division department, 38 (74,5%) had F&B department, and 32 (62,7%) had sales 
and marketing department. 

4.1 Room Division 
For the Room Division, we try to characterize the level of digital proficiency for several tasks in different 
functions. Regarding the Front Office Manager, we tried to comprehend the importance of digital skills to solve 
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a fault in the reservation system and to search statistical information about the market. Therefore, to solve 
problems in the reservations system, our participants referred that is needed a medium (n=26, 58%) or 
advanced (n=17, 38%) digital skill level for this task. In the same way, for the statistical search about the 
market, it is required a medium (n=19, 46%) or an advanced (n=18, 44%) level. 
 
Regarding to the Receptionist function, to the task of inform the guest about the way between the hotel and a 
touristic place, we observed that almost 28% (n=12) of the participants referred that is need a basic level of 
digital skills, although 42% (n=18) referred the need of advanced skills. For preparing the room key through the 
adequate system, 16 (37%) participants referred that is only need a basic level of digital skills but 16 (37%) 
referred that is needed an advanced level. 
 
Regarding the Reservations Service, to solve a doubling of reservations, 82% (n=36) referred the need of a 
medium-advanced level of proficiency in digital skills. Otherwise, to request, digitally, the pre-payment from a 
group of tourists, this task required, in 37% (n=19) of the cases a medium level of digital skill or an advanced 
level for 33% (n=17). 
 
Regarding to the Housekeeper, to order online the amenities, most of the participants referred that is required 
a basic (n=15, 40%) or medium (n=15,40%) level of digital skills. Additionally, to inform the cleaning and 
maintenance of the accommodation through a mobile app, que observed that this task requires an advanced 
digital level in 12 (30%) of the participants and a medium level for 18 (44%) of the participants. 
 
For the Room Maid to check the control map of the rooms to be cleaned, most of our participants referred the 
need of a basic (n=16, 43%) level of digital skills, although 35% (n=13) referred the need of a medium level. 
Furthermore, to indicate the amount of bed linen and towels to send to the laundry, almost 85% referred the 
need of basic-medium level of digital skills (basic: n=14, 42,5%; medium: n=14, 42,5%). 
 
To the Laundry Service, for reporting a fault on a machine in the maintenance system, we observed that this 
task required for the most participants (n=15, 50%) a basic level of digital skills although almost 37% (n=11) 
referred the need of a medium level. Additionally, to determine the amount of detergent trough a specific site, 
half (n=14, 48%) of our participants referred the need of a medium level of digital skills. 

4.2 Food and Beverage 
Regarding to the Head Chef for the task of procurement, through an online system, the goods needed for an 
event, 75% (n=28) of the participants referred that requires a medium-advanced level of digital skills. Only 
17,6% (n=9) referred a basic level of digital skills. Also, to search the value of a good in an international market 
75% (n=28) of the participants referred that requires a medium-advanced level of digital skills. 
 
Analysing the digital skills for the Cooker, namely to identify faults in the kitchen digital safety panel almost 
80% (n=33) referees that this tasks need a basic-medium level of digital skills. For checking the storage 
temperature of the stored food through the digital equipment, we observed that for our participants this 
requires a basic digital skills level for 27% (n=10) of the cases, a medium digital skills level for 35% (n=13), and 
an advanced digital skills level for 38% (n=14). 
 
Regarding the Head Waiter, for draw inventories using a tablet, 78% (n=27) referees that this task needs a 
medium-advanced level of digital skills (medium: n=18, 52%; advanced: n=9, 26%). 
 
To the Barman, for promoting, in the Instagram, the image of a new cocktail available, we observed that 13 
(38%) participants referred the need of basic level of digital skills, although 16 (47%) participants referred the 
need of a medium level of digital skills. On the other hand, to control the audio-digital system for maintaining a 
pleasant environment in the establishment, 12 (35%) participants referred that this task requires a basic level 
of digital skills, 13 (37%) referred a medium level, and 10 (29%) participants an advanced level 
 
Regarding to the Head of Purchases, for insert the data of a new supplier into the system, 16 (43%) 
participants referred the need of an advanced level of digital skills although 13 (35%) participants referred that 
this task requires a basic level of digital skills. Furthermore, to order food products over the internet, we 
observed that for this task, 16 (44%) participants defined the need of an advanced level of digital skills, 10 
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(28%) participants the need of a basic level of digital skills, and 10 (28%) participants the need of a medium 
level of digital skills. 
 
For the Head of supplies, to launch the requisitions in a digital way, securely, 37% (n=14) referred the need of a 
basic level of digital skills but 37% (n=14) referred that this task requires an advanced level of digital skills. 
Additionally, to take system listings about the consumption of the sections, 42% (n=16) referred the need of a 
basic level of digital skills although 37% (n=14) referred an advanced level of digital skills. 

4.3 Sales and Marketing Department 
Regarding the Sales Manager, for analysing the OECD’s digital reports on tourist activity, we observed that the 
majority of our participants (n=27, 85%) referred the need of a medium-advanced level of digital skills 
(medium: n=12, 24%; advanced: n=16, 47%). Furthermore, to develop inline contacts and trade agreement 
with tour operators, only 6 (19%) participants said that this task requires a basic level of digital skills. For 14 
(44%) participants this task requires an advanced level of digital skills, and for 12 (37%) participants a medium 
level of digital skills. 
 
Considering the Revenue Manager, to prepare a reference of tasks to be applied in the different online 
platforms, 85% (n=27) of the participants referred that it is needed a medium-advanced level of digital skills 
(medium: 32%, n=10; advanced: 55%, n=17). Also, for analyse the rates of the competitor hotels, 77,4% (n=24) 
referred the need of a medium-advanced level of digital skills (medium: 22,6%, n=7; advanced: 54,8%, n=17). 
Regarding the Sales Promoter, to manage a campaign on social networks, 15 (47%) participants referred the 
need of advanced digital skills, 11 (34%) of medium level of digital skills, and only 6 (19%) a basic level of digital 
skills. For develop a video of the hotel as a form of promotion, 60% (n=20) of the participants referred that it is 
required an advanced level of digital skills, 30% (n=9) a medium level of digital skills and only 10% (n=3) 
referred the need of a basic level of digital skills. 

5. Discussion and Conclusions  

5.1 Theoretical and practical implications 
Nowadays the rapid integration of new information and communication technologies results in the demand of 
digital skills for several functions in the organizations (van Laar et al., 2018). Several studies has highlight the 
importance of seven basic core skills: technical, information management communication, collaboration, 
creativity, critical thinking, and problem solving (Quinton & Simkin, 2017; van Laar et al., 2018). The main 
objective of this study is to characterize the level of digital skills required by hospitality organizations in their 
main operational functions. According to Buhalis and Law (2008) technology has been an fundamental aspect 
for hospitality business and has transformed how the industry operates. In our study, we tried to understand 
the digital skills required related to the department and the function performed. 
 
Therefore, the main conclusions for the Room Division are, for the several tasks, of the Front Office Manager it 
is needed a medium/advanced level of proficiency of digital skills. In the same way, the Receptionist function, 
required a medium/advanced level of proficiency of digital skills to inform the client about touristic 
information. Although, for preparing the room key through the adequate system, the results are ambivalent, 
some referred the need of a basic level of digital skills and others referred the need of an advanced level of 
digital skills. The Housekeeper, for some functions needed a basic/medium level of digital skills, such as order 
online the amenities, although for other functions, such as to inform the cleaning and maintenance of the 
accommodation through a mobile app, needed a medium/advanced level of digital skills. For the Room Maid 
and the Laundry service, all tasks are referred as requiring, mostly, a basic level of digital skills. Regarding the 
Reservations Service, the majority of the tasks required a medium/advanced level of digital skills namely to 
solve a doubling of reservations, and to request, digitally, the pre-payment from a group of tourists. 
 
In the Food and Beverage, for the Head Chef, all the tasks required a medium-advanced level of digital skills, 
namely to make a request, through an online system, of the products needed for an event, and to search the 
value of a given food in an international market. Although, for the Cooker, some tasks are related to a basic 
level of digital skills, eg. to identify faults in the kitchen digital safety panel, but others, such as checking the 
storage temperature of the stored food through the digital equipment, required a medium/advanced level of 
digital skills. The Head Waiter, for draw inventories using a tablet, needed a medium-advanced level of digital 
skills. Although, for the Barman, the results are inconsistent. For promoting, in the Instagram, the image of a 
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new cocktail available, we observed that some participants referred the need of a basic level and others the 
need of a medium level of digital skills. Also for controlling the audio-digital system for maintaining a pleasant 
environment in the establishment, some participants referred the need of a basic level of digital skills, and 
others referred a medium/advanced level of digital skills. In the same way, the Head of supplies function, for 
some participants required a basic level of digital skills and for others an advanced level of digital skills, for the 
same tasks. Regarding to the Head of Purchases, our participants referred, mostly, the need of a 
medium/advanced level of digital skills for the several tasks.  
 
Considering the Sales and Marketing, all the functions consider in our study, namely Sales Manager, Revenue 
Manager, and Sales Promoter needed, mostly, an advanced level of digital skills for all the tasks performed. 
 
Our results are in line with the recent literature (Chathoth, 2007; Morais, Cunha & Gomes, 2013; Quinton & 
Simkin, 2017) that shows the importance of digital strategies in promoting the hotels and organizations. Also 
the idea that digital strategies of marketing are having an important role in marketing promotion. 
 
Our results suggested that the development of digital skills should be consider and train during the graduation 
process regardless the function they will perform in their professional function. It also seems to be important 
to consider our data for the design of individual and organizational career development plans, ie, the senior 
functions seemed to be related to the need of more and specific digital skills. Therefore, the professionals 
should look for courses promoting these skills, and in the organizational level, it should be offer or make 
possible to have specific training courses in these particular digital skills. 

6. Limitations and suggestions for future research 
One of the limitations is the fact that we did not find studies about digital skills in the business area of 
hospitality and tourism. Also the fact that there are no studies emphasizing the skills required to the 
employee. Therefore, our first difficulty was related to the questionnaire construction. It was difficult to 
specify and operationalize all the digital skills for several functions in the different departments. In the same 
way, the 3 point Likert-scale, assumed not to be the best option because, in some cases, there is a central 
tendency to the answer.  Another limitation is related to the lower number of participants in our study making 
the generalization of the results difficulty. 
 
In addition to the limitations, some constraints were felt during the accomplishment of the present work and 
are essentially related to time management, which is not always a simple task, since it depends on the agenda 
of the participants involved in the study. Moreover, the period for data collection (3 months) it is theoretically 
enough, although it was during a high season in hospitality. This fact could contribute to the reduced number 
of answers. It is also important to conduct more studies in order to generalize the data and also to analyse the 
results according to the hotel dimension. 
 
For future research it is needed to perform qualitative data in order to understand deeply the importance of 
the different skills in each function. On the other hand, it is also important to have the perspective of the 
professional, ie, to understand what is the importance of each digital skill in the perspective of the 
professional, how the person that responsible for each task identifies and valuates the digital skills required. 

7. Final conclusions 
This study aimed to understand the digital skills required for several professionals in the hospitality business, 
and seemed to be the first study conducted in Portugal in this field. Therefore, the findings of this study are an 
important contribution for research and practical knowledge on ICT and hospitality.  
 
One of our major conclusion is that the proficiency of digital skills required for the several functions seems to 
be related to the seniority of the function. In the several departments consider in this study, the functions 
related to more autonomy, responsibility and seniority of the function, they were always referred as the tasks 
that required a high level of digital skills. Another relevant conclusion is related to the Sales and Marketing, for 
the several functions consider in this study, all of them required an advanced level of digital skills, suggesting 
that nowadays, also for the hospitality business, the digital skills are very important for marketing promotion, 
as pointed in several studies. 
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Therefore, it seems very important to review the graduation courses in hospitality in order to integrate the 
development of these digital skills, but also to consider this results in the career development plans, giving 
conditions and enabling the development of a high level of digital skills. 
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Abstract: An emerging trend in the burgeoning healthcare industry the term medical tourism (MT) refers to patients 
travelling to other countries to obtain medical treatments, with UAE being fifth most sought after MT destination. To gain 
competitive advantage in this billion-dollar industry, marketers have now begun to use Digital Marketing (DM) 
predominantly to connect and build long term relationships with customers, spread product/service awareness, acquire 
feedback and provide customer support in this technological era. Marketers however, find a gap in developing effective 
DM strategies specifically targeting MT patients in the relentless healthcare market influenced by various external forces. 
The main aim of the study is to identify the role of DM in MT and more specifically how it can be leveraged to attract 
international patients to Dubai. The research employs Game theory (GT) and Network theory (NT) in relation to use of an 
agent/facilitator and social media (SM) respectively. In addition, the study also evaluates the importance of DM strategies 
followed by different internationally accredited hospitals to create awareness and recommends a systematic DM customer 
journey map useful for creating systematic DM strategy for MT marketing to achieve better results. 12 marketing 
professionals working for Hospitals/Clinics in Dubai were interviewed. Findings reveal a positive impact of DM to boost MT, 
it’s helpful in creating strong brand image and impacts consumer decision making of choice of destination by MT patients. 
We also found that responsive websites, effective email marketing, Social media marketing (SMM), video marketing, 
content and influencer marketing are most effective strategies. Moreover, the research identifies 6 emergent themes 
which will provide hospitals with a better understanding of how to re-evaluate the impact of their existing DM strategies in 
consumer decision making about MT destinations. Finally, the study offers practical recommendations for healthcare 
marketers to enhance admission of medical tourism patients. 
 
Keywords: Medical Tourism, Healthcare Marketing, Digital Marketing, Social Media, Game Theory, Network Theory 

1. Introduction 
WTO’s bilateral trade policies enabled unrestricted movement of goods and services globally catalysing the 
trade of healthcare services across countries coining the concept ‘Medical Tourism’ (Woodward et al. 2001, 
Smith 2004). Patient in need of quality, affordable and technologically advanced healthcare services cross 
borders for MT, interestingly 70% of these lack support of any medical insurances (Sandberg 2017; Heung et al. 
2011). Market research suggests that most MT patients travel to undertake lifesaving treatments or cosmetic 
procedures (demonstrated in table 1). The UAE ranks in top five most sort after MT destinations for its 
speciality medical institutes, services quality, availability of first class medical treatment at affordable prices 
and soft Visa policies. Majority of these clinics and hospital are predominantly located in Dubai (capital of 
United Arab Emirates). Further, the rise in digitalization fuelled by the internet era has brought in radical 
changes in the healthcare industry specifically (Lunt et al., 2011). Utilization of internet to know about 
products/services, brands, feedbacks on SM and online forums force healthcare marketers to invest in DM to 
promote healthcare services, success stories, reassure the standard of destination and medical packages 
(Kannan, 2017; Hong, 2016). Nowadays, social networking platforms such as Facebook, Instagram, Twitter and 
other social websites helps marketers to reach their respective target consumers to achieve their desired goals 
to connect and build long term relationships with patient customers. To increase profitability of healthcare 
organization, healthcare marketers approach the MT patients promising provision of best quality of 
treatments (Peters and Sauer, 2011). Heung et al. (2010) observe that healthcare marketers are unable to 
capture the desired gap in provision of high-quality medical services and their effective marketing through 
digital platforms to MT patients in healthcare market owing to presence of facilitators, lack of expertise, 
imposed government policies and the threat from competitors. 
 
Past researches focused mainly on Asian countries like Singapore, Thailand and India however, research on 
Dubai’s medical tourism industry is scarce and the idea of developing an ideal systematic DM strategy for 
healthcare is still in its nascent stage (Lamberton and Stephen, 2016). Therefore, the purpose of this study is to 
identify the role and importance of DM in MT and more particularly, the way it can be leveraged to attract 
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international patients to hospitals in Dubai. Additionally, the paper also evaluates DM strategies followed by 
hospitals in Dubai and recommends a systematic DM strategy to accomplish better results. 

Table 1: Top MT treatments (Lunt et al., 2011) 
Treatment Description 

Cardiac Surgery Treatment for diseases or defects in heart, valves, arteries and blood vessels (by-pass, valve 
replacement) 

Cosmetic Surgery Treatment for defects or diseases in skin and body parts (breast, face, liposuction) 

Orthopaedic surgery Treatment for defects or diseases in bone, joints and cartilage (hip replacement, 
resurfacing, knee replacement, joint surgery) 

Dentistry Treatment for defects or diseases in tooth and mouth (cosmetic and reconstruction) 

Bariatric Surgery Treatment for reducing body weight (gastric by-pass, gastric banding) 

Ophthalmology surgery Treatment for defects or diseases in eyes and vision 
Fertility treatment Treatment for defects or diseases in reproduction and reproductive organs (IVF, gender 

reassignment) 
Organ, cell and tissue transplantation Lifesaving procedures (organ transplantation and stem cell) 

Diagnostics and master check-ups General check-ups 

2. Literature review 

2.1 Medical Tourism Significance in Healthcare Industry 
Sandberg (2017) conducted research focusing on MT in the emerging global healthcare industry. 
Commercially, by 2016 this industry was worth USD 19.6 billion and by 2021 it is expected to grow by 18.8% to 
reach USD 46.6 billion making it a highly competitive industry, with many new entrants stepping in to compete 
in this capable market (Reuters, 2017). The top MT destinations worldwide as per Bhangale (2008) are shown 
in table 2. Wilson (2018) states treatment quality, treatment cost, destination and recreation opportunity play 
significant role in consumer decision making exhibited in figure 1. Eyeing considerable profitability, companies 
today compete by differentiating between the quality, cost, specialised service care and benefits of hospitality 
(Han and Hyun, 2015).  
 

Figure 1: Reasons for choosing a medical tourism destination (Wilson, 2018) 

Table 2: Top Medical Tourism Destinations (Bhangale, 2008) 
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Eissler and Casken (2013) observed that organisations can fight competition by offering low cost, high quality 
of product service, provision of specialised treatment and other benefits. Lunt et al. (2011) postulate various 
measures have been put in place to ensure the adherence to quality and safety standards policies for patient 
treatments. Horowitz (2007) suggest rise in tourism consequently increases the opportunity for MT. Smith 
(2014) found country wise figures from year 2012 listing the number of tourists and the percentage savings 
that tourist patients acquired on the journey for MT, the top 5 countries included Thailand, Mexico, USA, 
Singapore and India. This has since changed dramatically with UAE entering the top 5 visitor’s country (Smith, 
2014). Smith and Puczko (2014) established that the high majority of MT belong to China followed by South 
Korea, Russia and America. Interestingly, although MT industry is gradually growing worldwide, meanwhile the 
problem of brokerage is a serious hindrance for the hospitals (Medical Tourism Association, 2017). There 
comes the role of DM whereby healthcare marketers can reach their preferred audience through an effective 
DM strategy (Azimi et al., 2017), advancing from the traditional marketing practices where data is collected 
and analysed by tedious market research processes.  

2.2 Importance of Digital Marketing 
DM helps organizations to promote products/services via multiple forms of electronic channels and methods 
which help to reach their target audiences more accurately and these marketing campaigns can be evaluated 
in real time using consumer behaviour insights (Kannan, 2017). There is a quantum leap in use of DM and 
electronic trade by companies today, building an interactive two-way connection between the company and 
consumers (Parsons, 1998). The main aim of DM is serving consumers instantly and acquiring consumer 
feedback at minimal costs, DM also creates close relationships with consumers to achieve long term 
organisational objectives (Ratchford et al., 2007). In MT, two-way communication is a necessary element that 
requires deliberation to gain the trust of the patients. Patients as customers always look for better healthcare 
services. Thus, building and maintaining relationships with patient customers is an obligatory step for 
healthcare institutes in MT. The DM mix is an innovative concept that deals with the integrated relationship 
with customers which primarily focuses on determining 3 critical aspects -add value to build effective content, 
allow feasibility to get product response and integrated communication with the customer (Varadarajan and 
Yadav, 2009). The mix supports in developing a strong relationship with customers which is a huge advantage 
for healthcare organisations and also takes into account the needs and requirement of customers. Kannan 
(2017) developed a framework that identified the key factors that can impact mind-sets and decision-making 
process of the patient customers. For healthcare organisations, some of the key points that need consideration 
while selecting and executing a DM strategy in order to gain a competitive advantage include:  
 

A business plan is required focusing on satisfying customers through provision of high quality medical 
services (Zain et al., 2017) 
Use of SM networks to inform and engage with patient customers (Rollandi, 2014) 
Amidst high competition offering MT services in international patients can increase profitability (Zain 
et al., 2017) 
Use of DM advertisements to promote core competencies and also educate patients regarding 
availability of services at optimum costs (Julaimi et al., 2016) 

 
For a marketer, it is essential to provide MT patients with appropriate knowledge and gain their trust through 
digital strategies such as branding, SM, email marketing, content marketing, video marketing, search engine 
optimization, web design, app development, mobile marketing, affiliate marketing, influencer marketing and 
search engine marketing (Burgess et al., 2015)  

2.3 Use of Marketing Strategic Models for MT Treatment 
Hill and Westbrook (1997) investigated the concept of MT destination using SWOT analysis considering case 
studies of Malaysia, India, Singapore and Thailand, citing the strength of medical organization is the staff and 
their managerial skills. This is then promoted using marketing tools which in turn attracts patient customers 
(Dibb et al., 2005). Hussain et al. (2013) used the Ansoff Model to establish that the Medical industry focuses 
constantly on the adoption and acceptance of new products and services which is essential to survive in a 
competitive market. 
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2.4 Customer Perception and Decision-Making Process (DMP) 
In the field of medical facilitation consumer’s perception and their DMP is significant for a company’s 
development. According to Medical Tourism Association (2017) 54% of consumers sources of information 
come through medical tourism facilitator/insurance company or government makes the recommendation or 
selection, 16% from physicians referrals, 12% from word of mouth, 10% from internet research and 8% from 
other sources. It is necessary to examine the impact of their DMP on the company’s profitability (Jones et al., 
2017). The classic EKB framework is said to be a comprehensive structure that is applied to the DMP of the 
customer in the medical industry (Darley et al., 2010). The EKB framework can be used to understand the way 
that the customers perceive the quality during the process of the decision making in the online service. 

2.5 Use of Game Theory and Network Theory in Digital Marketing 
GT is the study of mathematical models of strategic interactions between rational decision makings and is 
mainly used for DM and market research to examine the sales (Agee and Gates, 2013). Nisan et al., (2007) 
found a direct correlation between GT with DM approaches and strategies used by medical institutions to 
attract MT patients. It explains the cooperation and coordination of different healthcare industry stakeholders 
(medical director, patient and their family, nurses, social workers, CNA and volunteers). GT has great 
importance in the current work which is related to the role of DM to enhance MT patients in Dubai hospitals 
(Nilson, 2016). DM techniques and strategies impact the human behaviour directly for example it helps to 
create a better perception about the hospital facilities, choosing right packages, providing support in finalizing 
the destinations and visa processing plus arrival guidelines (Anderson, 2010). These characteristics are linked 
with human behaviours and GT plays an important role in creating better DM solutions for Dubai hospitals to 
achieve better market share in MT industry (Sanfey, 2007). Furthermore, NT has been commonly used by 
marketers for several years studying all types of relationships between people, living creatures, animals or 
other things (Hitt, 2011). Social network analysis is considered as the modification of this theory in perspective 
of the modern world. The use of social NT enables the marketer to reach the desired audience in just a few 
steps without the involvement of huge process, and its relations demonstrating strong and weak ties in a 
network as shown in figure 10 (Borgatti and Ofem, 2010). Social platforms like Facebook, Twitter, Instagram 
and other website allows marketers to promote their products, communicate with the customers, identify 
their perception, provides packages and gain the loyalty in the least time (Bruyn and Lilien, 2008). Important 
information related to hospitals, price & packages, visa policies, previous history and ratings is available on SM.  
 
Revolution in SM provides MT patients with multiple options of destinations and treatment costs to choose 
from. Social networking sites have such a sound presence in the society that they can impact mind-sets, 
behaviours and decision-making process of the individuals, groups and communities. Hence, it’s imperative for 
healthcare organizations to create strong SM presence to achieve a solid network, leading to better market 
share and sustainability in MT industry (Rajgopal et al., 2003). Accordingly, both GT and NT were found to be 
most suited to examine the objectives of this research 
 
 
 
 
 

 

 

 
 

 

 

Figure 2: Illustration of Game theory (Nilson, 2016)      Figure 3: Illustration of social network (Borgatti and 
Ofem, 2010) 
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3. Methodology  
Qualitative description is often used in healthcare research and qualitative methodologies are extensively used 
in research on patients and SM (Velden and Emam, 2012). The main focus of the current study is to analyse the 
role of DM in improving the admission of MT patients in Dubai hospitals hence, this research adopted a 
qualitative approach. Data was gathered using semi-structured interviews targeting Marketing Department of 
Hospitals/Clinics in Dubai. An intensive literature review was used to prepare the interview questions thus 
assuring the questions validity. Questions were carefully formulated to support the research participants in 
presenting the desired answer based on their experiences in a descriptive manner. A total of 12 marketing 
professionals (sales and marketing managers, marketing executives, digital marketing managers and digital 
marketing executives) working for Hospitals/Clinics in Dubai were interviewed. The interview questionnaire 
consisted of three sections, first section related to significance of MT in healthcare industry. Second section 
included customer perception and DMP in MT services. Third section inquired role of DM in MT and DM 
strategies followed by hospitals of Dubai. The average interview was 30 min and was fully transcribed before 
analysis and reporting. The data gathered is analysed through thematic analysis technique which is the most 
appropriate method considering the objectives of this research (Velden and Emam, 2012). Employing Braun 
and Clarke’s (2006) framework for thematic analysis, codes and themes were derived inductively from the 
interview transcripts and notes supporting the qualitative description approach through a reporting of the 
experiences, meanings, and reality of the participants (Braun and Clarke, 2006). Manual data analysis began 
concurrently with the data collection. Initial codes were created through labelling data extracts with every 
code reflecting the respective meaning of the extract. Further, these codes were collated into potential 
themes. Themes were then reviewed with the coded extracts and the entire dataset. The review ensured 
consistent application of codes and themes which then generated a thematic map of the analysis with clear 
description and names for every theme. 

4. Findings & Discussion  
An increasing number of new hospitals are joining the burgeoning MT industry, with the aim to provide best 
medical services with new and improved marketing approaches to attract new medical tourists (Stephen, 
2016). Previous researches recommend, responsive websites, search engine optimization, search engine 
marketing, SMM, email marketing, mobile marketing, content marketing, video marketing, affiliate marketing 
and influencer marketing for effective digital marketing strategy (Yazdanpanah et al., 2018; Burgess et 
al.,2015). The findings of the thematic analysis reveal firstly, according to the respondents’ government 
initiatives such as easy visa policies, awareness seminars, specialized clinics and Dubai health care city initiative 
have played a key role in promoting medical tourism in Dubai. Second, presence of medical facilitators acting 
as intermediaries aid in enhancing admission of medical tourism patients in Dubai hospitals. Moreover, Digital 
marketing helps in decision making and finalization of the hospitals, 45% of patients use digital marketing for 
finalizing their medical travel. Findings also support that SM gives better ROI than SEO, and Facebook and 
YouTube are the two best SM channels to promote MT services. Next, SMM is also helpful in identifying the 
solutions and making follow ups with MT patients to close the deal. Google Ad words and website blogs are 
the most suitable SEO marketing technique. Search network (Text) and Video ads are the preferred Google 
AdWords type by most digital marketers. For budgeting observations varied between 30-40% budget for DM 
and 70-60% for conventional marketing as conventional marketing is more expensive. Majority respondents 
agreed that DM has a great impact on the admission of MT patients in Dubai hospitals by reaching the target 
audience accurately in a cost-effective way a finding consistent with Yazdanpanah et al. (2018); Kannan (2017).  
 
Customer journey mapping is one of the major tool in understanding the customer’s experience (Leeflang et 
al., 2014), the findings of this study helped in identifying the ‘systematic DM customer journey map’ (useful for 
creating systematic DM strategies) providing information of how these strategies are helpful to achieve better 
customer experience as suggested by Jones et al., (2017); Wen et al. (2014); Cresswel et al. (2010). 

Table 3: Customer Marketing Journey Mapping (Authors Illustration) 
MARKETING STAGES DESCRIPTION 

AWARENESS Content marketing and not just promotional. 
Target expats using SM advertisements (Facebook). 
Blogging - Educating customers with diseases, operation procedures etc. (Website Blog, Quora, 
Facebook Stories). 
YouTube shows hosted by hospital with one speciality doctor per week (Own & Potential 
YouTube Channels). 
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MARKETING STAGES DESCRIPTION 

Developing relationship with travel bloggers and online influencers who can spread WOM. 
Develop Travel blogger outreach program - Most followed individuals. 
Search Engine Marketing (SEM) – Google Ad Words  
Digital Banner ads on potential websites and forums etc. 
Viral Marketing- Creating info-graphics and video series which is helpful to customers and likely 
to share. 

EVALUATION 
 

Offline and Online press releases to create brand awareness among the audience. 
Celebrity endorsement - Local & International. 
Developing online forum for patients/care takers to interact (hosted by hospital). 
Live interaction/Live webinars on SM, weekly once as per doctor’s availability (YouTube and 
Facebook). 
Making use of Podcast to educate and answer patients’ questions through episode format. 
Influencer Marketing – Identifying SM influencer, YouTube bloggers to talk about the hospitals 
and its services. 

CONVERSION 
 

Re Marketing- Through Google and Facebook (Who ever visits the website will get ads displayed 
on all their browsing sites through cookies). 
Running SM campaigns to give free online consultation (Asking potential audience to ask any 
medical queries). 
Email newsletters promoting treatment packages and hospital facilities. 
Free Second opinion campaigns (Asking patients to send their medical reports to get second 
opinion from speciality doctors). 
Affiliate Marketing – Tie up with Insurance companies and promote the hospital to their 
customers. 
Introduce Artificial Intelligence Chat Bots – Bot which can answer enquires of website visitors 
and to collect visitor’s details. 

 
Findings of the research identified 6 themes as discussed in table 3 below, which shall provide hospitals with a 
better understanding of how to re-evaluate the impact of their existing DM strategies in consumer decision 
making about medical tourism destinations.  

Table 4: Discussion of emergent themes 
 Themes 
1. The first theme is related to the ‘government initiatives for MT’, according to the respondents, Dubai government has taken 

many initiatives like easy visa processing, awareness seminars, specialized clinics and Dubai health care city initiative to promote 
MT. These factors promote MT and thus enhance the number of medical tourists every year. 

2. The second theme is based on ‘role of medical facilitator in promotion of MT’ in Dubai hospitals. Medical facilitator acts as a 
catalyst enhancing admission of MT patients in Dubai hospitals. By providing support in identifying the most suitable package 
according to treatment needs and affordability of customers. 

3. Third theme is related to ‘marketing practices to provide awareness about MT’ packages and customer services facilities at the 
hospital. Hospitals currently use 2 types of marketing strategies, the first one is conventional marketing and other is DM. With 
increasing number of internet users role of DM and SMM is cardinal in decision making and finalization of hospitals. 

4. The fourth theme is associated with ‘importance of SMM practices’ that helps the MT patients in selecting the best treatment. 
SMM includes SEO, video marketing, YouTube videos and other paid contents that not only create awareness but also provide 
discounts and packages according to profile of the customers. SMM is also helpful in identifying the solutions and making follow 
ups with MT patients to finalise the deal. 

5. The fifth theme is related to ‘preferred SM platform for DM’. Majority of respondents confirmed that FaceBook is one of the 
most used and reliable resource for DM about MT patients. It provides upto date information, comments of previous patients 
and package information according to customer’s needs. 

6. The Sixth theme is related to the ‘budget of the conventional and DM to promote MT’ for different hospitals. In sample of 12 
every hospital had its own unique marketing strategy and budget. Observations varied between 30% or 40% budget for DM and 
70% or 60 % for conventional marketing as conventional marketing is more expensive. Majority respondents agreed that DM 
has a significant impact on the admission of MT patients in Hospitals of Dubai. 

5. Conclusion & Recommendations 
This paper concluded that DM plays a crucial role in identifying customer needs and providing patients with 
options according to their income level in finalising best medical institutions and destinations (Azimi et al., 
2017). DM strategies provide a unique value preposition for each hospital and customer segmentation, 
enabling medical institutions to effectively focus on their target segment, examples include speciality 
treatments, brand image, word of mouth and search engine optimizations (Kannan, 2017). This study provides 
a detailed insight about role of DM to enhance the admission of medical tourism in hospitals of Dubai. Findings 
reveal that high quality healthcare, treatment costs and leisure tourism opportunity are the major factors to 
opt for MT. Whereas presence of medical facilitators play key role in influencing customer decision making 
owing to their provision of support in identifying the most suitable packages for the customers as per their 
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healthcare needs and affordability. Study also found that MT patients prefer Dubai for its easy visa processing, 
awareness seminars, specialized clinics and Dubai health care city initiative by Dubai Healthcare Authority.  
 
Interestingly, TV and newspaper ads were found to be the prominent traditional marketing practise. Adopting 
the recommended systematic DM strategy would not only help Dubai hospitals, but will also help hospitals in 
other regions to attract more international patient admission and contribute support to enhance their brand 
image. Supporting Sinha et al. (2018) and Alam (2018) this study advocates that DM should be used wisely to 
avoid misleading and misbranding. Likewise, patient privacy is one of the major concerns; direct online 
conversation on SM would expose patient’s medical information and thus violates Health Authority 
regulations. Lastly, the study supports that SM marketing consumes more time and continuous efforts to 
influence target audience for sale conversion (Hurst, 2018). Ensuing from the findings of this study practical 
recommendation include, firstly hospitals strategies should focus on customer’s needs, specialist doctors and 
affordability options for the patients (Pelsmacker et al., 2018). Second, hospitals should make their budget for 
conventional as well as digital marketing. Finally, the hospitals should design and develop more specialized 
packages and customized solution to offer for MT patients. 
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Abstract: The aim of this article is to evaluate the future usage of ‘yield management’ for one hotel in the Czech Republic. 
The research is done in the form of case study. Several indicators of yield management will be used such as average room 
rate, revenue per available room, the calculation of fixed and variable costs and the average occupancy rate. The outcomes 
of this research show that by future implementation of yield management, the hotel revenues should increase annually. 
This research should increase awareness in the hotel management and offer an impulse for considering the changes in 
pricing for increasing better future economic sustainability. 
 
Keywords: Czech Republic, hotel, pricing, revenue and yield management 

1. Introduction 
Recently, mainly in the hospitality sector, several changes have occurred that have an impact on innovation in 
the sense of management running and its organisation as well as re-engineering of the hospitality product 
(Sfodera, 2006). One of these innovations include application of revenue or yield management. Nowadays, 
maybe more than ever, in times of Internet boom, the online purchases in tourism services rule the demand 
and companies are trying to adapt to changes in demand by pricing that fits directly to the products and 
services of a demand group with the aim of increasing revenue. This is known as revenue or yield 
management.  
 
Yield management is typically used in the hotel and airline booking policy (Badinelli, 1998). As tourism is a 
congregate of various economic activities (Jurigová, 2016), yield management in this paper will be 
implemented in hotel services only. Hotel sector was chosen also because, as Ivanov and Zhechev (2012) point 
out, there is a lack of research on revenue or yield management in hospitality sector compared to much better 
developed practice. Kimes and Wirtz (2003) add that in hospitality industry, revenue management techniques 
are used extensively.  
 
All previously mentioned tourism services including accommodation have few things in common that makes 
them optimal for yield management implementation. Firstly, it has relatively fixed capacity of a perishable 
product which means that it is difficult and expensive to increase capacity and therefore the capacity should 
be used at its maximum. If the hotel does not sell the room one night, it is lost forever. This is connected with 
the services characteristics that the product can not be stored for later consumption because production and 
consumption take place simultaneously, especially in hotel services. In other words, each room, that has not 
been sold now, can not be sold later and the revenue is lost in that particular moment. (Ivanov, 2014) Last but 
not least characteristic of hotel services may include low marginal sales costs (if hotel sells certain number of 
rooms, the costs for selling another one are not so high) and high marginal production costs (it is difficult to 
enlarge capacity, if a hotel facility is full and customer wants a room). (Kimes, 1989). According to Kimes 
(1989), if any industry has these characteristics, it can apply yield (or revenue) management.  
 
This sophisticated management tool along with increasing of technology give hoteliers a great opportunity of 
how to maximize profits. The aim of this paper is to evaluate the usage of the yield management in chosen 
hotel in the Czech Republic and particularly to find out whether yield management is a good tool for revenue-
increasing. The aim will be reached by the analysis of current status of the hotel occupancy and subsequent 
calculation of anticipated revenue increase after using yield management.  

2. Theoretical background 
Yield management, or Revenue and Yield Management, according to Palatková and Zichová (2011, p.77), is 
one of the special methods of how to dynamically create a price, not only for different segments but also for 
the changing level of demand. Yield management is today connected with the term revenue management 
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“since it is revenue not yield (revenue per revenue passenger mile) that is maximized”. (Vinod, 2016) In other 
words, yield management represents a process of management with the aim of maximizing revenues from the 
sale of services that can not be stored through effective price control and overall capacity. (Křížek and Neufus, 
2014) It is based on “understanding, anticipation, and desire to influence consumer behaviour to maximize the 
income or profits from a fixed perishable resource.” (Sahut, Hikkerova and Pupion, 2016, p. 4901) This concept 
is not new. Historically, at the beginning of 1980´s, airlines began to use this pricing method and they started 
to offer all seats on the airplane at the same rate. (Pena, 2001) From that time on, the usage of yield 
management has spread to several industries. However, because of the specific characteristics of each 
industry, individual practical aspects in each industry need to be applied. (Ivanov, 2014)  
 
In general, components of yield management include (Křížek and Neufus, 2014):  

price policy 
demand survey – occupancy prognosis 
sales strategy based on demand 
capacity management – minimizing unused capacity 
group policy 
analysis of historical data 
overbooking 

 
There exist several prerequisites that must be fulfilled in order to implement yield management: (Palatková, 
Zichová, 2011, Křížek and Neufus, 2014, Ivanov, 2014): 
 

Fixed, i.e. limited capacity – e.g. room in the hotel 
Relatively high proportion of fixed costs – fixed costs do not change according to the number of guests 
in the hotel. A high proportion of fixed costs along with unused capacity increases the average costs 
thus it enables to reduce overall rentability. 
Low variable costs – variable costs change according to the number of guests in the hotel  
Segmentation of demand – the hotel may apply different marketing strategy for different target 
segments and thus it does not use uniform marketing mix. There must always be a possibility of 
market segmentation and the price demand must be elastic and predictable. 
The offered product is non-storable 
Predictable demand – if demand is chaotic and non-predictable, hotel strategy would need to remain 
with constant prices. 
Demand is not always the same – it differs in time (lead time) 
Consistency of the product 
The product is sold in advance of consumption 

 
Decision making in yield management is complicated due to various reasons. In the accommodation services, 
these may be for example different room types, individual contractual room rates, different durations of stay 
or some uncertainties. These may include for example uncertainties about visitors’ arrival, hotel room 
demand, its elasticity or the competitor pricing. (Tse and Poon, 2011) 
  
Implementation and subsequent usage of yield management includes two kinds of decision levels. The first 
one is tactical which means that the management must decide “the maximum number of reservations for each 
market segment to accept at a given moment in time for a particular target day” (Bitran and Mondschein, 
1995, p. 427) The second level is the operational level. Operational decisions are made in a case when a 
customer requests a room during the target date and the manager needs to subsequently decide whether to 
rent it or not. Several criteria are taken into account such as the number of reservations made at the tactical 
level or potential clients who want to book their rooms without previous reservations. However, the manager 
can not say in advance how many potential customers will appear. What managers do to maximize total 
expected profit is that they overbook the hotel. This is because of the possibility of no-shows at the 
operational level and cancellation of reservations at the tactical level. (Bitran and Mondschein, 1995) 
Overbooking is one of the tools used in yield management. Another tool used in yield management is up-
selling where, usually, the aim of the front-office should be to actively offer and sell additional services and 
products based on the customer need. The last tool according to Beránek (2013) are restrictions. These are 
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rules and procedures that allow customers to rank themselves in the appropriate price-buyer category based 
on their needs and willingness to pay. (Beránek, 2013) 

3. Methodology 
The aim of this paper is to evaluate the usage of the yield management for one chosen hotel in the Czech 
Republic in order to find out whether yield management is a good tool for revenue-increasing. This will be 
reached by the analysis of current status and subsequent calculation of anticipated revenue increase after 
using yield management. The calculation of anticipated increase in demand after using yield management was 
done based on the real occupancy data and occupancy analysis. The modelling of revenue change is thus a 
model case based on previous occupancy rates where we suppose similar development of demand regarding 
individual months and days of the year.  
 
The positive impact of yield management in the hotel industry will be proved by using a case study in a chosen 
hotel. The chosen hotel for this case study is a three-star hotel located in Vyškov, in the Czech Republic. It 
offers accommodation in 19 rooms divided into four main categories. i.e. A category, Triple room, A+ and Lux 
category which are different by the price, area size and by the facilities used. Case study will be divided into 
two parts, i.e. current state of the hotel before implementing the yield management and the anticipated state 
after the possible usage of yield management. Processed data were available only for years 2013, 2014 and 
2015. For economic calculation and overall process of using yield management, it is necessary to aim at these 
chosen parameters in the hotel:  
 

calculation of fixed and variable costs,  
ReVPAR (revenue per available room) – Rooms Revenue per month/available rooms 
ARR (average room rate)– Room Revenue per month/rooms sold per month 
current revenues.  

4. Results 

4.1 Introduction of economic side of the hotel 
Hotel situated in the Czech Republic includes various services such as accommodation, spa, whirlpool, bowling 
and conference rooms. In some hotels, additional revenues from restaurants, spa, casino or others may 
generate marginal revenues (Ivanov, 2014), however, so far, this hotel is not the case. Therefore, the case 
study counts only with the accommodation service when introducing yield management. Hotel situated in 
Vyškov offers accommodation in four different types of rooms that differ by prices as seen in table 1. 

Table 1:  Current pricelist of the rooms in 2015 (source: internal data of the company) 
Room category 1 person/room 2 people/room 3 people/room 
A category 920  CZK 1 240 CZK  
Triple room 1 360 CZK 1 580 CZK 1 730 CZK 
A+ category 960  CZK 1 360 CZK  
LUX category 1060 CZK 1 560 CZK  

 
Economically, based on these prices, the overall revenue in 2015 from accommodation service was 4 721 743 
CZK. In order to calculate whether yield management strategy is successful, two important indicators of yield 
management, i.e. average room rate and revenue per available room, were calculated:  
 
ARR = 4 721 743/3 937 = 1 199 CZK/per person 
ReVPAR = 4 721 743/6 931 = 681 CZK/per room 
 
In the following table, average fixed and variable cost calculation was done due to getting the number of fixed 
and variable costs for setting the price for the room. Individual amounts were divided by 30 day in the 
calendar month and afterwards it was divided by the capacity of the hotel (19 rooms).  

Table 2: Fixed and variable costs calculation (own processing) 
Name of fixed costs Per month Per day Per room 
Insurance 15 000 500 26,32 
60% energies 12 000 400  21,05 
80% of gross margin – room service 33 300 1 110 58,42 
90% of gross margin - receptionists 39 960 1 332 70,11 
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Name of fixed costs Per month Per day Per room 
Gross margin - operational 12 000 400  21,05 
50% - cleansers 4 000 133,33 7,02 
Liabilities to the social and health insurance company 25 500 850 44,74  
30% - maintenance  3 000 100 5,26 
10% - breakfast 500  16,67 0,88 
Payment of the loan (one half) 40 000 1 333,33 70,18 
Overall 185 260 6 175,33 325,02 
5% fee for deterioration of non-current assets *0,05 *0,05 *0,05 
Overall  194 523 6 484.10 341 
Name of variable costs Per month Per day Per room 
40% energies 8 000 266,67 14,04 
20% of gross margin – room service 6 600 220 11,58 
10% of gross margin - receptionists 3 300 110 5,79 
30% - cleansers 4 000  133,33 7,02 
Sanitary equipment 5 000 166,67 8,77 
70% - maintenance 7 000 233,33 12,28 
Σ Total 33 900 1 130 59 

4.2 Prerequisites for possible yield management usage in the hotel 
In order to implement yield management, there must be fulfilled these prerequisites: 
 

1. At first, it is necessary to know the types of customers and their preferred booking methods, i.e. to do 
the segmentation of customers. Guests can make a reservation in the first place through the hotel´s 
website. In average, every fifth customer books a stay through a hotel´s website. Other group of clients 
are those who book their stay through various portals. The most used is booking.com followed by 
Previo. The key customers are business clients due to various companies that are located nearby hotel. 
Therefore, the key customers are mostly business clients who accommodate in the hotel in the week 
from Monday to Friday. Weekends are usually covered by different kinds of events such as weddings, 
celebrations or by the sales of weekend packages though various internet portals.  

2. Relatively high share of fixed costs and low variable costs was fulfilled. 
3. Occupancy rate in the period 2013-2015 was analysed in order to find out in which months, 

management can work with price changes. Based on the research of occupancy in the hotel, it was 
proved that in winter months, i.e. January, February and December, the prices should be rather lower 
to attract more guests. On the contrary, in June, August and September, the management can afford 
to increase the prices, as the demand is over 60% in each of the researched years. The most occupied 
month is August (75,83%) followed by September (70,67%), June (68,20%), July (65,30%) and October 
(63,50%). Management should also know other details of occupancy such as occupancy during 
individual days or occupancy of rooms/beds. Surprisingly, hotel has the best occupancy on Tuesdays 
(over 80% in total average for 12 months) and thus the prices should be higher on Tuesdays, 
Wednesdays and Mondays because its occupancy is higher than during weekends. Due to the fact that 
hotel is mostly business hotel, months excluding July, August or October show that the rooms are 
occupied mostly by one person whereas during summer months such as July and August, hotel is used 
mostly by families with children. This is evident in hotel statistics in the number of occupied rooms that 
represents half the number of occupied beds.  

4.3 Possible future implementation of Yield Management in the hotel  
Previously mentioned analyses proved that in the chosen hotel, these changes need to be implemented when 
starting with yield management implementation:  
 

1. Price increase on Tuesdays and Wednesdays for single-person rooms 
2. Reduction of weekend prices for the rooms occupied by one or two people or the creation of 

restrictions – minimal stay discounts on at least 2 days (Friday- Sunday and Saturday-Monday). 
3. Overall decrease of prices in December, January and February and increase in prices in June, July, 

August and September. 
4. In the last 3 unoccupied rooms always raise the price by 10%. 
5. It is necessary to search event in Vyškov and its surroundings – to create so called demand calendar.  

 
For the purposes of this work, simplified calculation that is based on revenues in 2015, was done. The 
revenues are present in table 5.  
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Table 5: Revenues by months in 2015 (own processing) 
Month (2015) Revenue (in CZK) 
January  248 531  
February 398 706  
March 340 654  
April 288 509  
May 395 563  
June 475 163  
July 483 968  
August 598 069  
September 521 022  
October 355 668  
November 357 889  
December 257 398  
Σ Total  4 721 743  

 
While calculating anticipated revenues after implementation of yield management, each calculation was based 
on the earnings for relevant month in order to solve non-stable occupancy. The research also takes into 
account the occupancy in individual days and assigns either positive increase in % or negative decrease. The 
decrease is compensated by the assumption of increasing the occupancy according to the occupancy of the 
given months. The model example of calculation is shown on the case from January, the rest of the 
calculations are seen in table 6. 

Table 6: Model example of increasing revenues in January 
JANUARY Revenues= 248 531 CZK 

4 x Tuesday 4 * 0,5% 

4 x Wednesday 4 * 0,3% 

5 x Friday 5 * (-0,2%) 

5 x Saturday 5 * (-0,3)% 

4 x Sunday 4 * (-0,5)% 

Σ Total % + 2,90% 

Σ Total in CZK + 7 207 CZK 

 
In other months, the system of calculation was similar with exception of different days that were evaluated as 
the most and less occupied in every month. The following table 7 shows the procedure of calculation of 
increasing occupancy from January to December and the most and less occupied days.  

Table 7: Possible future implementation of yield management and changes in revenues (own processing) 
Month Monday Tuesday Wednesday Thursday Friday Saturday Sunday Total % Total CZK 
January  4* 0,5% 4 * 0,3%  5 * (-

0,2%) 
5 * (-0,3) 4 * (-

0,5%) 
+ 2,9% + 7 207 

February  4 * 0,5% 4 * 0,3%  4 * (-
0,2%) 

4 * (-0,3) 4 * (-
0,5%) 

+ 4,2% + 16 746 

March  5 * 0,5% 4 * 0,3%  4 * (-
0,2%) 

4 * (-0,3) 5 * (-
0,5%) 

+ 3,7% + 12 604 

April  4 * 0,5% 5 * 0,3%  4 * (-
0,2%) 

4 * (-0,3) 4 * (-
0,5%) 

+ 3% + 8 655 

May  4 * 0,5% 4 * 0,3%  5 * (-
0,2%) 

5 * (-0,3) 5 * (-
0,5%) 

+ 4,2% + 16 613 

June  5 * 0,5% 4 * 0,3% 4 * 0,5% 4 * (-
0,2%) 

4 * (-0,3) 4 * (-
0,5%) 

+ 7,2% + 34 212 

July  4 * 0,5% 5 * 0,3%  5 * (-
0,2%) 

 4 * (-
0,5%) 

+ 5% + 24 198 

August  4 * 0,5% 4 * 0,3%    5 * (-
0,5%) 

+ 4% + 23 923 

September 4 * 0,3% 4 * 0,5% 5 * 0,3%    4 * (-
0,5%) 

+ 4,7% + 24 488 

October  4 * 0,5% 4 * 0,3%    4 * (-
0,5%) 

+ 2,7% + 9 603 

November  4 * 0,5% 4 * 0,3% 4 * 0,5% 4 * (-
0,2%) 

4 * (-0,3) 5 * (-
0,5%) 

+ 6,7% +23 979 

Assumption of 
increased occupancy 
8*0,5% 
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Month Monday Tuesday Wednesday Thursday Friday Saturday Sunday Total % Total CZK 
December 4 * (-

0,2%) 
4 * 0,5% 5 * 0,3% 5* (-

0,2%) 
5 * (-
0,2%) 

5 * (-0,3) 4 * (-
0,5%) 

+ 2,9% + 7 465 

Total         + 209 693 
 
Each month behaves differently according to anticipated increase or decrease in occupancy as stated in table 
4. By looking at the table, several trends are evident. For example, occupancy in June is according to table 4 
higher than 80% also in Thursdays so therefore, June calculates with the increase in calculations in this day.  
 
Looking at July, occupancy was over 70% on Saturdays so the price stayed the same. In August, it is evident 
that the occupancy was good on Friday and Saturday with no significant fluctuations so the prices stayed the 
same and were not decreased or increased. In December, the prices increased on Tuesday and Wednesday but 
decreased in other days of the month because the occupancy was very low.  
 
It must be noted that this is optimistic evaluation of occupancy in individual months because increasing 
occupancy was equivalent to lowering the prices, however this is not always the case. Thus, the final increase 
after future implementation of yield management can be a little bit lower even when we take into account 
restrictions. This can be seen also as the limitation of this research.  

5. Conclusion 
Revenue or yield management is a modern management technique that increases efficiency and maximizes 
profitability in many tourism businesses, especially in hotel businesses. Relatively high fixed costs, its fixed 
capacity, predictable demand and market segmentation enables to use yield management in hotels and play 
with price elasticity.  
 
This paper presented a case study of evaluation of the usage of yield management in a chosen hotel in the 
Czech Republic with these procedures and findings. Firstly, prerequisites needed to be analysed in order to 
evaluate appropriateness of the conditions for yield management usage. These included relatively high share 
of fixed costs and low variable costs, segmentation of customers based on their needs and analysis of 
occupancy rates in the surveyed period 2013-2015. When thinking about application of pricing policy within 
yield management in our concrete hotel, the prices should be rather lower to attract more guests in winter 
months, i.e. January, February and December. On the contrary, in June, August and September, the 
management can afford to increase the prices, as the demand analysis showed demand over 60% in each of 
the researched years. Surprisingly, hotel has the best occupancy in regular days of the week and thus the 
prices should be higher on Tuesdays, Wednesdays and Mondays because its occupancy is higher than during 
weekends. This is caused mainly by the target segment of the customers who are business clients and create 
most of the demand throughout the year. Secondly, occupancy analysis served for prediction of occupancy and 
the calculation of revenues while applying yield management. However, not always historical demand data 
may serve as a good estimation of future demand rates (Badinelli, 2000) what can be seen as the limitation of 
this research. To conclude, hotel has a good potential for application of yield management.  
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Abstract: Tourism in Porto has been growing accompanied by some changes in the city dynamics. In this context, more 
risks related to the intensive use of city spaces and services are expected to arise. The increase in the annual number of 
visitors in the city demands a special attention to protect the landscape and urban elements and preserve the city’s 
identity, originality and diversity. Therefore, this study aimed to analyse the visitor's perception of the urban landscape to 
identify necessary actions to be taken for the sustainable tourism development in Porto. Seven dimensions of the urban 
landscape were studied in this research, including the pedestrian directional signalling, outdoor advertising, street 
furniture, green spaces, city traffic, influx of tourists, and conservation status of buildings, monuments and museums. A 
total of 150 valid surveys were collected from visitors from thirty-one different countries. The results indicated that 
respondents were satisfied with the city’s environment, monuments and culture. However, low satisfaction indicators on 
dimensions regarding the traffic, green spaces and the conservation of buildings suggest the need to make new regulations 
by the city´s decision-makers. 
 
Keywords: landscape, city planning, tourism, risks, heritage safeguard. 

1. Introduction 
The European Landscape Convention (2000) defined “landscape” as an area which is developing its 
characteristics as a result of the action and interaction of natural and/or human factors. According to this 
definition, there are two dimensions to be considered: The perception of the individuals who experience the 
scenery; and the action or interaction of human activity that can be identified in the local cultural elements 
(material or immaterial). On the one hand, the term "landscape" requires the presence of an observer, a 
visitor, a tourist or an individual that sees the landscape from a particular perspective, in which the personal 
interpretation creates a different contemplation compared to other spectators. On the other hand, the risks of 
destruction are more evident through the human action/interaction with the landscape (Nogué and Wilbrand 
2017).  
 
The need to reinforce the importance of landscape and its safeguard is referred in The Burra Charter (ICOMOS 
2013), which states that places with cultural significance enrich the human existence, as they are records of 
past experiences, expressions of the tangible and intangible heritage reflecting the diversity of societies and 
their past. This heritage is seen as irreplaceable, and once destroyed, unrecoverable. 
 
In this context, UNESCO’s recommendations on the historic urban landscape (2011) indicate that the 
landscape includes: (1) local topography, geomorphology, hydrology and natural resources; (2) built 
environment, both contemporary and historical; (3) infrastructures, both above and below ground level; (4) 
open spaces and gardens, and their patterns of land use and spatial organization; (5) perceptions and visual 
relationships; as well as (6) all other elements of the urban structure. Moreover, the intangible elements 
resulting from human diversity and identity are also components that integrate the city landscape. As Larsen 
and Urry (2011) stated, the tourist experience is fundamentally a visual experience. This process of gazing 
refers to a transformation, converting what tourists see (people and places) into images that could be 
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consumed as touristic products. This study approaches the urban landscape and its connection with tourism 
based on those concepts mentioned above.  
 
On the other hand, in historic cities, several layers can be identified in the landscape, resulting from the human 
interaction over time, which demonstrate different characteristics, features and elements. Those differences 
are the representations of the diversity and conductors of creativity, innovation and urban regeneration. 
Taylor (2016) argues that intangible aspects of an urban landscape should be considered as much as the 
physical aspects. 
 
The phenomenon of constant social and economic change that is observed today has taken place in the past as 
well and caused major changes in urban landscapes. For example, the Renaissance period, because of human 
actions, resulted in dramatic changes that could be experienced even today as an important heritage. As 
stated by Antrop (2005), “the nature of landscape changes during different periods in history is discussed and 
the driving forces of these changes are examined”. Today, as in the past, the passage of man through places is 
a testimony that must be preserved. Cities are not just places of accumulation of historical elements, but 
carriers of traditional cultural values resulting from a process of social interaction in specific spaces (Taylor 
2016). 
 
The aim of this study is to explore the tourist’s perception of the urban landscape of Porto. The historic city 
centre of Porto was inscribed on UNESCO’s World Heritage List in 1996 (UNESCO 2017) rewarding the 
outstanding cultural value of this port city with 2,000 years of history. Researches about tourist perception are 
important to observe the reactions of natural changes coming from the passage of time. While those changes 
could be seen as a positive mark of cultures and societies’ experiences over decades, there might be 
undesirable outcomes as well which could influence opinions and feelings negatively. Both of these positive 
and negative perceptions are critical for destination’s decision makers.  

2. Urban landscape: perceptions and experiences 
Mínguez and Alvarez (2015) stated that the perception of landscape can be translated as a value of judgement 
formed on the basis of subjective preferences which are implicitly reflected in scales of appreciation or 
assessment for individuals. Landscape is composed of aesthetic elements which are perceived by the senses 
and allow experiences to be derived by the individual (van Zanten,  Verburg, ScholteK and Tieskens 2016).  
 
Individual or group experiences, located both on the emotional and cognitive fields, are the key point for the 
destination’s tourism success (Zakrisson and Zillinger 2012). The tourism phenomenon is an opportunity to 
promote a city and captivate audiences who are looking for moments of leisure and searching for the touristic 
sites to gaze at (Larsen and Urry 2011). The recognition of the emotional experiences attached to the 
landscapes is essential for understanding the public’s opinions about a destination (Beeho and Prentice 1997). 
 
Antrop (2005) added that landscapes “are the tangible witnesses of ancestral values that everyone can 
perceive and experience directly (…). Symbolic and cognitive values pass through aesthetically felt scenery”. In 
terms of the importance of the symbolic value of the landscape, Davenport & Anderson (2005) concluded that 
the greatest contribution of research on the use of places is that it leads to the understanding of man-
environment direct relationship, including symbolic and emotional aspects. The landscape and its tangible and 
intangible assets can be perceived and understood by its observers. The value-added assets allow to establish 
parameters of assessment and significance. And they are inherently connected to aesthetics and the 
preservation of local history, along with other factors which were referred in The Burra Charter (ICOMOS 
2013).  
 
As mentioned above, the values and aesthetics of urban landscape should be preserved because their 
destruction is not recoverable. In this context, Connolly (2017) asked “Whose landscape, whose heritage?” 
 
This debate of the values to preserve within historic cities was already discussed in the 80s, not only by 
authors focusing on the cities’ historical heritage, but also by international organizations concerned with the 
rapid social transformations that involved changes in the urban landscape. The Charter for the Conservation of 
Historic Towns and Urban Areas (ICOMOS 1987) notes that the values to preserve in the historic cities are the 
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material and spiritual values, which express the memory of places and enhance the relationships between 
different urban spaces, the shape and appearance of the buildings, the natural environment of the city and 
their vocations throughout history. It gives particular attention to the urban forms and its buildings, its 
aesthetic elements, which can make the difference in the city. 
 
The tourists’ destination choice is part of the search for identities, spaces and times as moments of discovery. 
The curiosity about the new, the excitement of discovering the senses and the knowledge of other societies in 
space and time that englobes the historical heritage as a destination and a resource. Kaymaz (2012:253) 
stresses the importance of the visual perception during the visit: “although we receive spatial information 
through many of our senses (seeing, hearing, smelling and feeling), the sight is assumed to be the most valued 
sense”. The author also notes that “scenic beauty of the landscape or, in a broader sense, environmental 
aesthetics, has been an area of concern for assessing visual quality of landscapes and landscape preferences” 
(Kaymaz 2012:254). 
 
Regarding the urban landscape, or the city´s image, not only the city is perceived, but also the monuments, 
buildings and its urban structure in constant evolution and movement, because of the human activities and its 
evolution in time (Hedblom, Andersson and Borgström 2017). 
 
Pacione (2005) refers that the urban space is seen differently by different social groups of visitors. For this 
author, it is of great importance to understand the different interpretations, as they are ways to gather 
information about the spaces and the behaviours of those who articulate in the city. This is one of the 
fundamental principles that motivates this article on the discovery of perceptions and the search for the urban 
space, allowing to understand society in a certain space and time. 
 
In this sense, the visitor’s perception on the appropriateness of the visual impact that characterizes the city in 
some specific dimensions (pedestrian directional signalling, outdoor advertising, street furniture, green spaces, 
car traffic, tourists flow, and conservation status of the buildings, monuments and museums), is considered an 
important element and therefore should be taken into account by destination management organizations, 
namely policy makers, in the elaboration of destination planning and management policies. Also, it is 
important to understand the visitors’ profiles, so the planning and management organizations and companies 
can better understand how new experiences can be provided. The expressions of satisfaction or opinions given 
by tourists help to conceptualize a destination. Each visitor produces its own experience through their specific 
search of information about a destination (López-Guzmán and González Santa-Cruz 2017). The perception of 
the landscape varies depending on the individuals’ personal characteristics. Nogué and Wilbrand (2017) 
pointed out that it is possible to register visitors’ opinions, which may contribute significantly to landscape 
planning decisions. 
 
These theories surrounding perception have developed within the framework of psychological studies, which 
have shown man's emotional engagement with the landscape. It is expected to better understand how the 
planning of the landscape has been implemented into an UNESCO World Heritage city and three times winner 
of the prize for Best European Destination (2012, 2014 and 2017). Being heritage a common resource, the 
decision should not be made only by the experts, nor politicians or city leaders. Residents and visitors also 
should be sought out to participate in the decision making process. 

3. Tourism and Urban landscape: opportunities, risks and safeguarding 
Assuming the basic idea that landscape safeguarding and preservation is fundamental for the destination 
marketing, it is important to consider some of the risks that cities and their landscapes are facing with the 
consolidated tourism growth, seen as a very important economic activity in the world, responsible for 
significant and rapid changes. This rapid change, according to Terkenli (2001), refers to several transformations 
occurring in the landscapes, implying the need to think about its different dimensions (ecological, historical, 
economic), in terms of leisure activities and identity. Only a multidisciplinary study would allow a deeper 
structured reflection on the landscape and its components to address the issues regarding the risk, 
safeguarding, planning and development of work lines, which may help the decision makers. 
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The growth of tourism claims itself as both positive and negative in the effects and urban changes it produces, 
promoting changes in its structures, particularly in historical cities. The Valletta Principles for the Safeguarding 
and Management of Historic Cities, Towns and Urban Areas (ICOMOS 2011) clearly states that tourism should 
have a positive collaboration in the urban development and should ensure that the tourist influx is not 
negative for the city and its spaces, monuments conservation and local communities. 
 
In this context, Aguilar, Muñoz and Ortiz (2015) identified tourism as an engine for economic growth that 
accelerates the transformation of the landscape by the need of developing lodging infrastructures and 
delivering goods and services for tourist satisfaction. This paper argues that the demand for an immediate 
tourist satisfaction may result in a complex relationship between opportunities, risks and challenges in the 
urban landscape. At this point, it is important to note the words of Ursache, (2015:134): “Appreciation of 
natural and cultural heritage by tourists and the connection with the local environment may generate a sense 
of local pride and identity for communities and residents alike and a desire to do more for their community, 
thus reuniting forces to support local development”. The author also states: “tourism industry is seen as linked 
to a country’s heritage more than other industries. The competitiveness of the European tourism industry is 
closely interconnected to its sustainability, as the quality of tourist destinations is strongly influenced by their 
natural and cultural heritage” (Ursache 2015). The obvious understanding about the landscape suggest a 
crucial protection of the cultural and natural landscape while modernizing a city and developing new lodging 
and service conditions. 
 
The positive images of places allow the conveying of message, along with the repetition of visits. A positive 
image comes from diversity, and it is known that the place originality seen by visitors is an engine for their 
satisfaction and return (Rodríguez-Santos; González-Fernández and Cervantes-Blanco 2013). 
 
Knudsen and Waad (2010) differentiate the concepts of image and identity of spaces and products. The image 
is identified as the individual representation where reality can lead to the formulation of free ideas, on which 
myths and fantasies can be built, and the identity is seen as the experience and the discovery of spaces and 
products. 
 
At this moment, it is questionable how to maintain a discourse that is trustworthy and real, given the 
economic requirements that are based on the perspective of quantity. And the question of how to maintain a 
true speech when the heritage is in constant construction and deconstruction of meanings and uses, according 
to the changes in time (Stefano, Davis and Corsane 2012). 
 
Summing up, this paper sets out to study the visitors perceptions of the Porto city centre landscape in order to 
identify risks and challenges that can inform actors’ decisions regarding tourism management and planning 
and landscape safeguarding and preservation, in the context of the tourism growth, which puts pressure on 
the urban landscape (see Figure 1). 

Figure 1: The research framework 

Tourism growth 
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4. Methodology 

4.1 Empirical setting 
This study analyses tourist’s perception of the urban landscape of Porto, which historic centre was included in 
the UNESCO World Heritage List in 1996 (UNESCO 2017).The classified area of Porto city covers a dense 
urbanized territory of 51 hectares corresponding to the medieval defensive wall from the XIVth century. The 
Luiz I Bridge that crosses Douro River and the Monastery of Serra do Pilar in the south bank were also included 
in the classified perimeter (Figure 1). 

 
Figure 1: City map of Porto showing the World Heritage Convention classified area and its buffer zone 

Source: elaborated by authors, 2017 

Since 1975 CRUARB (Comissariado para a Renovação Urbana da Área Ribeira-Barredo) developed an 
integrated process of rehabilitation in the city center. This commissary was the responsible for the 
classification of the Historic Center of Porto as World Heritage on 5 December 1996. This process initialized by 
CRUARB was continued by SRU, a society for urban rehabilitation, constituted on November 27, 2004. The 
main goal of this institution is to promote the rehabilitation, develop the intervention strategy and act as a 
mediator between owners and investors, with the legal means. Figure 2 shows the rehabilitated areas of 
Porto. 

 
Figure 2: City map of Porto showing the rehabilitated areas of Porto. 
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Source: elaborated by authors, 2017 

Matching with the growth of urban rehabilitation, tourist circuits were increasing and implemented with 
greater intensity in the rehabilitated areas (Figure 3). 
 

 
Figure 3: City map of Porto showing the main touristic circuits of the city center. 
Source: elaborated by authors, 2017 

4.2 Data collection 
A questionnaire was developed and used as the instrument for primary data collection. The first part of the 
questionnaire focused on demographics as well as on the duration of stay. Subsequently, in order to capture 
the tourist’s perceptions of the urban landscape, six dimensions were introduced in the survey: (1) directional 
signs; (2) outdoor advertising; (3) establishment outdoor furniture (tables, chairs, umbrellas of restaurants and 
bars); (4) urban furniture; (5) green spaces (trees, gardens and other natural elements); (6) other elements, 
which included perspectives on pedestrian areas, car traffic and flow of visitors. 
 
To capture the tourists’ perceptions for each dimension, several questions were included, focusing on 
quantity, layout, location, and utility, using a three-point Likert scale. In addition, for each dimension, it was 
included a question regarding the overall conservation of the elements, using a five-point Likert scale, as well 
as a question regarding deterioration, using yes/no questions. Moreover, an open-ended question was 
included to collect comments for each dimension. 
 
The last part of the survey consisted of two questions: an open-ended question to determine which 
component is perceived as the emblematic site by tourists; and a yes/no question to know if visitors think that 
there are some elements deteriorating the image of this site. 
 
A pilot test was applied to assess how well the survey instrument captured the dimensions it was supposed to 
measure. The first draft of the questionnaire was distributed to 30 randomly selected visitors at Ribeira, one of 
the most popular attractions on the bank of Douro River. Some changes in the layout were made, to make the 
questions more clear and to obtain more comments in the open-ended questions. 
 
The entire data collecting process was carried out through face-to-face individual question-and-answer format 
by students from the Tourism, Culture and Heritage department of University Portucalense, with an average 
answering time of fifteen minutes. 
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The survey was conducted at several central locations in Porto from October 2016 to March 2017. During this 
period, there were some small interruptions in the data collection, explained by the turnover of assistant 
students. Two additional factors also contributed to the difficulty of continuous data collection: the touristic 
low season period; and the weather conditions of autumn and winter, which made more difficult to apply the 
surveys in some specific days. Ribeira remained as the most effective tourist spot for data collection, followed 
by the Cathedral and Aliados Avenue (Figure 4).  

 
Figure 4: Main locations of data collection. 

4.3 Sample 
The target population of data collection was both foreign and domestic tourists visiting the historical city 
center of Porto. 150 valid answers to the questionnaires were obtained from visitors from 31 different 
countries (see Figure 5). The majority of the visitors come to Porto from European countries, namely from 
England and Germany. 

 
Figure 5: Respondents’ country of origin. 

The socio-demographic profile of the respondents is presented in Table 1. There is almost an equal gender 
distribution in the population of respondents. The male participants generated a slightly higher proportion in 
the sample, with 50.7%. More than a half of the respondents were between 25 and 44 years old. The youngest 
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group of respondents, who were between 15 and 24 years old, formed the second largest proportion. Senior 
tourists are the less frequent group. The majority of the respondents were employed, especially in the tertiary 
sector. Students represent about ¼ of the respondents. 

Table 1: Respondents´ socio-demographic profiles 
Variable Category % 

Gender male 50.7 
female 49.3 

Age 

15-24 years 24.8 
25-44 years 52.3 
45-64 years 18.8 
> 64 years 4.0 

Professional activity 

Primary sector 2.9 
Secondary sector 13.1 
Tertiary sector 43.8 
Student 26.3 
Housewife 2.2 
Retired 8.0 
Unemployed 3.6 

 
Analysing the duration of stay in Porto (Figure 6), reveals that most of the respondents stayed for 4-6 days 
(46.1%) or for 1-3 days (41.8%). The average number of visiting days was 4.3. 
 

 
Figure 6: Number of nights in Porto 

5. Results 
The descriptive frequency analysis was used to collect underlying visitor’s perception on the image of Porto 
urban landscape and to identify potential risks. Data was processed with the statistical package SPSS 20. 

5.1 Visitors’ perceptions of the city landscape 
The visitors’ perceptions for the first five dimensions considered in the study –directional signs; outdoor 
advertising; establishment outdoor furniture; urban furniture; green spaces – in terms of quantity, layout, 
location, utility and overall conservation are presented in Figures 7 to 11. 
Overall, the results indicate that tourists participating in the research had a positive perceptual experience 
with historical centre landscape, in terms of the dimensions analysed.  
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In terms of quantity (Figure 7), the dimensions that gather a lower percentage of positive perceptions are the 
outdoor advertisement and the green spaces, in the first case due to the high share of visitors considering it 
excessive (21%), in the second case due to the high share of visitors considering them insufficient (22%). It is 
also possible to find some dissatisfaction with the pedestrian signalisation (insufficient for 11% of the visitors), 
with the establishments’ outdoor furniture (considered excessive by 18%) and with the urban furniture 
(considered insufficient by 14%). This suggests that the city authorities should develop measures to change 
some aspects in the provision of goods/services (green spaces, signals and urban furniture) and in the 
regulation of the use of the city space (outdoor advertisement and establishments’ use of the public space) in 
the city historical centre. 

 
Figure 7: Visitors’ perception - quantity 
Regarding the layout (Figure 8), visitors express a positive perceptual experience. The only dimension 
considered inadequate by more than 10% of the respondents is green spaces. 
 

 
Figure 8: Visitors’ perception - layout 

Location and utility were only considered in two dimensions – signalisation and urban furniture. The results 
(Figures 9 and 101) show a positive perceptual experience in this aspect for both dimensions: less than 10% of 
the visitors consider them as inadequate or useless. 
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Figure 9: Visitors’ perception - location 

 
Figure 10: Visitors’ perception - utility 

In what concerns the overall conservation (Figure 11), visitors are also pleased in all dimensions. Perceptual 
experience on this topic is particularly positive on signalisation, establishment outdoor furniture and urban 
furniture, where more than 2/3 of the respondents consider them as very well or well preserved. However, 
this also indicates that some effort could be made in order to increase the conservation of these elements in 
the historical centre, in order to create better experiences for the most demanding tourists: at least 1/3 of the 
visitors consider that conservation is only reasonable. Green spaces are the dimension with more negative 
perceptions: around 8% of the visitors find them bad or very bad in terms of conservation.  
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Figure 11: Visitors’ perception – overall conservation 

Beyond these five dimensions, other aspects of the urban landscape were considered in this research, namely 
car traffic, pedestrian areas, cleanliness of public areas, flow of visitors and conservation of buildings and 
monuments. 
 
The presence of car traffic in the historical centre is perceived as excessive and disturbing by 45% of the 
visitors. This can negatively affect the image of the city and constitutes a challenge for the public authorities. 
Pedestrian areas located in the historical city centre of Porto are positively perceived by the visitors: 61.5% of 
the tourists considered them as sufficient. The visitors were also satisfied with the cleanliness and 
maintenance of pedestrian areas (Figure 12), reporting theme as very good or normal. 
 

 
Figure 12: Visitors’ perception – Maintenance and Cleanliness of pedestrian areas 

The majority of respondents have not complained about the flow of tourists in the historic centre, considering 
it as normal and no disturbing (84.7%). In respect to tourist spots in the historic centre of Porto, 60.7% of the 
respondents found them as normally crowded, while 21.3% found them as very crowded. However, it is 
necessary to stress that the surveys were applied in the low season and therefore the tourist perception may 
be different on this subject in high season. 
 
Finally, regarding the conservation of buildings and monuments, results show that visitors perceive that 
monuments are better maintained than buildings (Figure 13).  
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Figure 13: Visitors’ perception – Conservation of buildings and monuments 

5.2 Visitors’ perceptions of the dimensions contributing for the city image deterioration 
The questions regarding deterioration intend to understand if some of the landscape dimensions had an 
adverse effect on the image of the historical city centre. The percentage of tourists that considered that there 
was a deterioration of the city image caused each dimension is presented in Figure 14. Overall, the visitors do 
not identify those dimensions as a source of the city´s image deterioration. The major exception goes to car 
traffic. 89.4% of the respondents reported that the car traffic deteriorates the city’s image. On the other hand, 
more than a half of the participants stated that car traffic is normal in cities and it does not disturb (55.3%), 
while 44.7% stated that the car traffic is excessive and disturbing. 
 
Nevertheless, in all of the remaining dimensions, more than ¼ of the visitors recognise some disturbance and 
reflect on it. 
 
Outdoor advertisement is the main dimension identified by visitors (42.3%), who comment the need for more 
preservation from excessive publicity, namely in terms of the amount of publicity signs of some wine cellars.  
 
Almost 30% of the visitors are critical about establishments outdoor furniture, namely stating that chairs 
uncomfortable and that there is lack of style (too many plastic chairs and tables). They also perceive negatively 
the promoters’ action, who stand outside restaurants and try to get people to eat at riverside. 
 
Additionally, more than ¼ of the participants reported that directional signalisations spoil the city’s image, 
with comments on the need for more useful signs/directions to visitors and on the need to translate the signs 
to different languages, namely French. 
 
Around 25% of the visitors reported that the urban furniture and green spaces spoil the city’s image. In the 
first cases, the comments suggest the need for more benches, garbage bins and toilets; in the second case, 
visitors point out to the need for more trees in the city and the dirtiness and smell found in parks. Something 
that needs higher attention from the city planning and management bodies. 
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Figure 14: Visitors’ perceptions – Dimensions that contribute for the city image deterioration 

We also directly asked the visitors about the elements they consider having an impact on the image of the 
historic city centre. When we asked directly if there were elements that might have an adverse effect on the 
image of historical city centre, 68.5% of the visitors answered affirmatively. The elements that were identified 
has causing the deterioration of the city image are presented in Figure 15. Badly maintained buildings were 
found as the most defective side of the historic city, followed by car existence, pollution, and social constrains.  
 
Deformed buildings refers mainly to badly maintained, ruined and degraded buildings; regarding cars, the 
perspectives were based on car presence and traffic in the historic centre; pollution refers to garbage and bad 
smell that sometimes are found in the streets; the publicity refers to exaggerated amount of publicity signs of 
some wine cellars; social constraints refers to the existence of homeless people on streets and hawkers. 
 

 
Figure 15: Visitors’ perceptions –Elements with a negative impact on the city image 

The dimensions considered by the tourists as the emblematic elements of the city. Ribeira was viewed as the 
symbol of the city by most of participants (74%), which is the special name given for the riverside area. 
Monuments and culture were also mentioned by the participants (18% and 8%, respectively). Some comments 
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on this subject referred to the culture as the history behind the city, the FC Porto football club associated to 
the cultural and social identity of the city and the Porto wine; the monuments more mentioned were the 
Clerigos Tower, the cathedral and São Bento train station; the Ribeira was commented mainly as an area of the 
combination between Douro River and D. Luis bridge. 
 
The factors identified by the visitors as the ones that most pleased them while visiting the historic city of 
Porto, included the ambience of the city, considered as the most pleasant aspect by 48.5% of the respondents, 
followed by culture (28.5%), and architecture, buildings and monuments (23%). 
 
The ambiance of the city refers to the view of the city, the view of the river, the environment, the weather, the 
less crowded and quiet ambience, parks and seagulls; architecture, buildings and monuments refers to the 
authenticity of the buildings, bridges over the river, the coloured tiles (azulejo), old buildings and narrow 
streets, and monuments such as Clerigos tower, the cathedral, São Bento train station and the town hall; 
culture refers to the hospitality of people of Porto, the history of city, its  multiculturalism, and food and 
beverage such as Porto wine and Francesinha typical dish. 

6. Conclusions 
During the period of time when the data was collected, considered low season, between October 2016 and 
March 2017, it was possible to identify that the majority of visitors in the city centre are from western 
European countries, namely from England, Germany, Spain and Portugal. Outside Europe, tourists from Brazil 
and USA were the most representative. This can be important information for destination marketing and 
management organizations, for a better identification of the needs of these target populations and to identify 
other potential markets where to apply successful marketing strategies. 
 
Considering the perspectives about the image of Porto, the results show an overall positive image and opinion 
regarding the main dimensions under study. 
 
Most of visitors consider the quantity of directional signalizations sufficient, and its layout as adequate. The 
localization and utilization of directional signalization is seen as adequate and useful. Its overall condition in a 
good state and does not have a negative impact on the image of historic centre. 
 
The perceptual experience with the exterior publicity located in the historical centre is also positive, adequate 
and its quantity is considered sufficient. The overall condition is good or very good and, in overall, it does not 
damage the city image. However, some visitors said that there is a need for more tourist information near the 
visiting spots and more signs in French. This aspect refers directly to the phenomenon of the growth of the 
French tourist market in Porto, with more French and French-speaking tourists arriving to Porto each year.  
 
Moreover, some comments refer to the need for more preservation of the historic centre from excessive 
publicity.   
 
Concerning general exterior aspects of restaurants and bars (tables, chairs, umbrellas of restaurants and bars), 
there is an overall positive perception. The majority of tourists found sufficient the amount of restaurants and 
bars in the historic centre, and consider the terraces layout of restaurants in historic centre as adequate. The 
overall conservation is good and it does not deteriorate the city image. However, some comments given 
should be pointed out, such as chairs uncomfortable, promoters’ actions, who stand outside the restaurants 
and try to get people to eat at the river side, lack of style (too many plastic chairs and tables). Specially, the 
pressure undertaken by restaurant promoters reminds us the negative impacts of massive tourism and the 
uncontrolled and negative actions over the tourists’ revenue. Something that the planning and management 
strategies must take into account, especially at the legislation aspect. 
 
About the general aspects of urban furniture (public seats, garbage bins, street lamps, static publicity displays, 
etc.) there is also a positive perceptual experience. The majority of the participants found it useful, in sufficient 
quantity, with an adequate layout adequate and visitors were pleased with its location in the historic centre. 
Most visitors consider that the urban furniture do not have a negative impact on the image of historic centre. 
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However, some of the comments on this subject suggested the need for more public benches, garbage bins 
and toilets. 
 
About the general aspects of green spaces (trees, gardens, parks, etc.) found in the historical city centre of 
Porto, once again the overall perceptual experience is positive. Most visitors considered the quantity sufficient 
and the layout was considered adequate. They are well preserved and do not have a negative impact on the 
image of the historic centre. Some comments about the green areas were noted, specially pointing out to the 
need for more trees in the city and the dirtiness and smell found in parks, needing higher attention from the 
city planning and management bodies.  
 
Regarding perspectives about car traffic, pedestrian areas, cleanliness of public areas, flow of visitors and 
conservation of buildings and monuments, the results indicate that there is some discontentment about the 
car traffic in the city, especially concerning the impact on the city’s image. Most respondents reported that the 
car traffic deteriorates the image of the city; interestingly, on the other hand, more than a half of the visitors 
responded that car traffic is normal and does not disturb. Therefore, we can conclude that car traffic 
influences the image of the city centre, but actually does not bother in daily activity or during visiting 
monuments or other touristic spots. This is an interesting point of view, because we can understand that the 
touristic image of a destination will be more valued and enjoyable if there are no external, decontextualized or 
misfit elements, such as cars parked around of monuments, churches, cathedrals or other important touristic 
places.   
 
Most tourists considered the pedestrian areas as sufficient and normally maintained. The presence of tourists 
in the historic centre is seen as normal and no disturbing. Since the surveys were done in the low season, the 
tourist perception may be different on this subject in high season. This point out to need to replicate this 
research in periods with the higher numbers of visitors, so we can compare data and make more deeper 
conclusions  
 
Most respondents found the tourist sites as normally crowded and consider that monuments and buildings are 
in a good state of preservation, although a better preservation of monuments would be very positive. Also, 
badly maintained buildings were found as the most defective side of the historic city by the visitors, followed 
by car presence, pollution, and social constraints.  
 
On the other hand, Ribeira is viewed as the symbol of the city by most of participants, which is the special 
name given for the river side area. Monuments and the culture of the city were also mentioned by the 
participants. Some comments on this subject referred to the culture as the history behind the city, the FC 
Porto football club associated to the cultural and social identity of the city and the Porto wine; the monuments 
were specified mainly through the Clerigos Tower, the Cathedral and São Bento train station; the Ribeira was 
commented mainly as an area of the combination of Douro River and D. Luis bridge. 
 
When we asked the visitors to indicate what pleased them the most while visiting the historic city of Porto, the 
answers referred mainly to the ambience of the city, considered as the most pleasant aspect of the city, 
followed by culture, and architecture, buildings and monuments. The ambiance of the city refers to the view of 
the city, the view of the river, the environment, the weather, less crowded and quiet ambience when 
compared to other European cities, parks and seagulls; architecture, buildings and monuments refers to the 
authenticity of the buildings, bridges over the river, the coloured tiles (azulejo), old buildings and narrow 
streets, and monuments such as Clerigos tower, the cathedral, São Bento train station and the town hall; 
culture refers to the hospitality of people of Porto, the history of city, its  multiculturalism, and food and 
beverage such as Porto wine and Francesinha typical dish. 
 
It is possible to conclude that the overall perspectives about Porto and the touristic activity in the city centre is 
positive, although some suggestions for better planning and management being pointed out. As referred 
before, although this study focus only in the perspectives of visitors, other similar survey was conducted to 
study the perspectives of residents and the next intention is to work on the data collected to compare the 
perspectives of residents and visitors. In addition, the comparison between the touristic low season and the 
high season will be very interesting to develop in further studies. 
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Abstract: Since the mid-1990s, the Chinese government has used tourism as an important tool to stimulate consumption 
and expand domestic demand. By implementing a series of policies, the Chinese tourism industry has flourished. 
Meanwhile, along with structural societal changes, the growing middle class has become a leading force in tourism. The 
enthusiasm and purchasing power of this socioeconomic sector have made China the world's largest outbound tourism 
market and the top international tourism spender. The rise of the middle class and its leading role in growing tourism 
consumption has drawn academic attention. In the existing research, almost all scholars regard the middle class as an 
established and unchanging social stratum, studying its tourism demand and behavioral characteristics. However, the 
middle class is not a universally fixed concept. Due to social and historical constraints, as well as political, economic, and 
cultural differences, members of the Chinese middle class have exhibited some unique traits in tourism consumption not 
shared by their counterparts in other countries. This is due to the fact that the Chinese middle class is still in the initia l 
stages of formation, and its class consciousness is rather vague. To members of this class, tourism is not only for leisure and 
recreation, but also an important and effective means for building social networks and displaying their social status. This 
study observed Sina Weibo (Weibo means “microblogging” in Mandarin, and Sina Weibo is a popular social media 
platform) users who showcase the demographic features of the Chinese middle class. First, this study used textual analysis 
of Sina Weibo to reveal tourist behavior in the process of people striving to become part of the middle class. In-depth, 
offline interviews were also conducted with Sina Weibo users. This study categorizes the contents and confirms the 
functions of middle-class Chinese tourists’ identity construction through tourism. Finally, this study pinpoints their 
characteristics and offers some suggestions to improve the tourism industry. 
 
Keywords: Tourism consumption, Chinese middle class, identity construction, microblogging Behavior 

1. Background of the study  
According to the World Travel & Tourism Council, the average growth rate of China’s tourism industry will be 
7.1% by 2027, and will account for 11% of the country’s overall GDP (WTTC 2017). The expanding middle class 
is the biggest driver of China’s tourism development. According to an analysis by McKinsey & Company (2014), 
it will comprise 44% of the population by 2022. For the middle class in China, tourism is not only a 
consumption behavior, but also an important means of building identity. This study analyzes the identity 
construction of China’s middle-class tourists and reveals their tourism consumption characteristics. This study 
has the potential to bring together the interdisciplinary fields of media studies, social stratum research, and 
tourism research. At the same time, it offers a lens through which to re-examine China’s middle-class tourists 
in order to establish an enhanced service system for tourism companies to better support their clients. 

2. Literature review 

2.1 Constructivism in tourism research 
The application of constructivism in tourism research is reflected in the formation of the public image of 
tourism destinations, the tourism experience, and the discussion of authenticity in tourism. Local 
governments, tourism production operators, and cultural brokers create the public image of tourism 
destinations (Wilson 1994; Kuroda & Ono 2003), and various social and cultural factors affect the tourism 
experience (Urry 1995). Authenticity also reflects social construction (Kurihara 2016). Although constructivism 
has made some progress in tourism research, there is a lack of studies on tourists’ self-construction in the 
current literature. 

2.2 Research on middle-class tourism 
The middle class has come to comprise the majority of consumers and has been the focus of academic circles. 
MacCannell (2013) pointed out that the middle class is the subject of modern tourism, and identity and 
independence are among the common features and personalized demands of its members’ tourism behavior.  
 
Zhou (2005) indicated that the tourism behaviors of China’s middle class are symbolic of identity and status. 
Previous research on middle-class tourism treated the middle class as a fixed group, discussed its tourism 
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demand and behavior characteristics on this basis, and ignored the role of tourism in constructing middle-class 
identity. 

2.3 Related research on tourists’ self-construction 
    In the field of tourism research, scholars generally believe that tourists can discover and construct 
themselves in the context of tourism. For example, Chinese scholars Liu and Bao (2006) explained that tourists 
take photos to complete a “self-narrative” and form a “self-identity”. Xiang (2010) revealed that travel motives 
include escapism and self-seeking, specifically self-expression, sharing, and showing off. However, in this field, 
it is rare to find empirical research that specifically analyzes the content of tourists’ self-construction, which is 
the problem to be solved in this study. 

2.4 The construction of network spatial identity 
This study positions weibo users as the objects of analysis, and also refers to the existing literature on the 
construction of network spatial identity. European and American studies on identity in the Internet era mainly 
focus on the shaping of individual identity in the context of the Web (Turkle 1995; Castells 1997). The same 
types of investigations in China and Japan center on the media itself, rather than media users (Dai 2010; 
Noguchi 2011). In view of this, this study will start from the subject identity of Internet users to reveal the 
specific content of their identity construction. 

3. Research design 

3.1 Research objective and methods 
This study examines the construction of middle-class travelers’ identity in the context of tourism consumption, 
and applies relevant theories in psychology, sociology and communication. The main methods adopted are: 
 

1. Online observations made from 2015 to 2018 on Sina Weibo, a popular microblogging website in 
China. 

2. In-depth interviews conducted offline with middle-class travelers. 
3. Text analysis that explored travel notes written by tourists on Sina Weibo. 
4. A sampling survey through which microblog texts were sampled, sorted, and examined to determine 

the characteristics of tourists’ identity construction. 

3.2 Collection and collation of research data 
The research data were derived from the travel notes and interview records. Regarding the former, based on 
the consistent demographic traits of China’s middle class and Weibo users, this study selected 50 travel 
experiences described on Sina Weibo for the text analysis. In terms of the latter, through screening, this study 
selected 10 participants for in-depth interviews. Table 1 presents the relevant information. 

Table 1: Demographics of study participants 
Serial number Gender Age Place of residence Occupation Educational background 
P-01 M 38 Shanghai Professor Doctoral degree 
P-02 M 42 Beijing Engineer Master’s degree 
P-03 F 28 Guangzhou Designer Master’s degree 
P-04 F 37 Shenzhen Senior employee at a foreign company Master’s degree 
P-05 F 26 Beijing Magazine editor Master’s degree 
P-06 M 46 Shanghai Private entrepreneur Bachelor’s degree 
P-07 F 35 Xiamen Private entrepreneur Bachelor’s degree 
P-08 M 29 Wuhan Researcher Master’s degree 
P-09 M 32 Chengdu Lawyer Master’s degree 
P-10 F 44 Hangzhou Civil servant Bachelor’s degree 

 
This study created a pre-prepared questionnaire outline (see Appendix 1 for the content) first, and adjusted 
the order and method of asking questions according to the participants’ responses. 
 
After analyzing the Weibo texts and interview materials, this study extracted the tourists’ self-construction in 
tourism by using open, axial, and core coding (Table 2). 
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Table 2: Code system table 
Core coding Axial coding Open coding 
Social self Individual self To be a free person, to have the courage to explore new things, to have a good quality 

of life, to be an independent person  
Relational self To be sociable, tolerant, enthusiastic, and a team player 

Spiritual self Self in relation to the 
landscape 

Novelty, excitement, immersion, a sense of one’s own insignificance 

Self in relation to activities Pride, happiness, a sense of accomplishment, satisfaction, responsibility 
Ideal self Self projected onto others Admiration, desire 

Self in tourism Ideal self, ideal life 

4. Middle class and identity construction in tourism consumption 

4.1 The content of identity construction 
This study found that tourists mainly construct their identities from three angles: (1) the social self, (2) the 
spiritual self, and (3) the ideal self. This study refers to the concept of “self-construal” proposed by Markus and 
Kitayama (1991); the term means “self-construction.” That is, individuals understand their cognitive structure 
from the perspective of their self-relationship with others. At the same time, due to the limited space of the 
paper, this study can only cite one case below. In this study, WB stands for the microblog samples, while P 
represents the interviewee’s identification number. 

4.1.1 Social self. This study found that tourists’ social self includes the individual and relational selves. 

4.1.2 Individual self. The individual self is primarily a trait that points to the individual. The following four 
categories were extracted through the coding of travel notes and interview data: 

1. To be a free person: Middle-class tourists’ pursuit of freedom is mainly reflected in their itinerary. As P-
03 remarked, “Car rental travel is a very good choice for in-depth travel abroad. Time can be free, 
travel can be adjusted at will…So travel can be full of expectations.” 

2. To have the courage to explore new things: Trying new things and exploring uncharted territory is 
what middle-class travelers want. According to P-06, “I am a person who really loves traveling. I want 
to experience unusual ways, try interesting things that I have never done before, and enrich my life.” 

3. To have a good quality of life: Middle-class travelers like to buy goods to improve their quality of life at 
home. Meanwhile, they also pay attention to their health, and enjoy new forms of health tourism. 
According to WB-11: “Tourism and luxury shopping are both important elements to improve the 
quality of life. What is left are tangible goods that can be used everyday, and travel leaves a beautiful 
memory that can enrich your life.” 

4. To be an independent person: Middle-class travelers see independence as an essential trait. WB-36 
commented that, “Traveling alone can improve your independence and your ability to plan a trip.”  

4.1.3 Relational self. The relational self is related to how individuals handle their relationships with others. 
While traveling, middle-class tourists display clear characteristics of this.  

1. To be sociable: Middle-class travelers value communication during travel, seeing it as a way to expand 
their social relationships. According to WB-45, “I like to…communicate with local people in the 
language there, just like last time, when I spent a day in Okinawa with my Japanese driver.”  

2. To be tolerant: While traveling, middle-class tourists tend to tolerate different people and things. WB-
27 indicated that, “The biggest takeaway of this tour is that people should learn to be satisfied, 
tolerant, and have a positive attitude.” 

3. To be enthusiastic: Travel can evoke the concerns of middle-class travelers. P-04 mentioned that, “I 
always travel two or three times per year to care more about myself and others, to be enthusiastic. I 
always remember that.”  

4. To be a team player: Some participatory projects in tourism activities can make tourists aware of the 
importance of teamwork. P-02 remarked that, “Tourism is a powerful combination of organization, 
communication, teamwork, and adventure. A group of our elite members planned their own trip in the 
American west, broadening their horizons and finding themselves.”  
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4.1.4 Spiritual self 
In this study, the spiritual self refers to an individual’s inner emotions and encompasses two aspects: (1) self in 
relation to the landscape and (2) self in relation to activities. The former refers to the way that tourists feel 
about the beauty of the landscape, while the latter refers to the sentiments evoked by tourism activities. 

4.1.5 Self in relation to the landscape 
1. Novelty: The pursuit of difference is one of middle-class tourists’ basic reasons for traveling because it 

causes them to have new feelings. WB-49 said, “This trip to Australia was my first time abroad, so the 
sense of novelty was strong. I was curious about everything in this unknown country.” 

2. Excitement: Excitement is an essential part of middle-class tourists’ emotions. They can feel it in the 
process of tourism, but not as often in their daily lives. According to WB-22, “The beauty of the Meili 
Snow Mountains is beyond description! I felt I was in another world; I met myself there.”  

3. Immersion: Immersion refers to the feeling of tourists being fully engaged in appreciating the 
landscape and achieving a kind of selflessness. WB-02 commented that, “From the Langmu temple to 
Zhazina, although I was very tired, I felt very comfortable: the perfect combination of piety and beauty. 
At this moment, my heart was calm. I really enjoyed this kind of immersion.” 

4. A sense of one’s own insignificance: Middle-class tourists often use their own sense of insignificance to 
highlight the greatness of architecture and nature. WB-06 remarked, “It was my first time watching 
Cape Town from the air. The more you travel, the smaller you feel and the bigger the world gets.”  

4.1.6 Self in relation to activities 
 This kind of self refers to the feelings that tourism activities produce. In this study, self in relation to activities 
includes: 
 

1. Pride: Middle-class tourists often feel pride. WB-14 said, “I went to see the Dubai Air Show last year. 
When we saw the J-10 flight show from our country, we felt pride as Chinese people.”  

2. Happiness: For middle-class tourists, traveling lets them experience new things. More importantly, 
traveling with family and friends is the highest level of happiness. P-07 mentioned, “This is a lucky year 
for the whole family. All of us coordinated our time and went to Europe together. I really enjoyed the 
freedom to do what I wanted and the happiness of being with my family.”  

3. A sense of accomplishment: Everyone dreams of going to a place they want to visit. Travel can help us 
realize this dream and bring people a sense of accomplishment. WB-05 commented that, “When our 
parents can travel, we should take them where they want to go. We should allow them to eat the food 
they want to eat. It’s fulfilling.” 

4. Satisfaction: If after traveling, tourists have the same feeling they expected, they will be satisfied. If 
there is an unexpected gain in the journey, they will have an even greater sense of satisfaction. P-01 
said, “I prepared some strategies before I went to Osaka, which would increase the fun of traveling, 
because there’s one more expectation. After you can finally eat the delicious food you expect, your 
satisfaction will increase.” 

5. Responsibility: Middle-class travelers tend to offer their opinions while traveling. This can reflect a 
sense of responsibility toward their state, society, the collective, their family and others. P-08 
remarked, “For travel in Southeast Asia, I always choose the bus as a means of transportation. As a 
responsible tourist, I try to take buses, vans, and trains as much as possible because airplanes leak 
harmful emissions.”  

4.1.7 Ideal self 
The ideal self includes a sense of who the traveler wants to be and the life that he/she yearns for, notions that 
comprise the core of self-identity. 
 
Self projected onto others. Middle-class tourists often project their desired lives onto others, especially the 
residents of their destinations. P-09 commented that, “I feel that Finnish people live very relaxed lives. 
Because we feel under pressure in China, I really envy them.” 
 
Self in tourism. In the field of tourism, members of the middle class have had experiences that are not easy to 
replicate in daily life. Therefore, tourism can give members of the middle class a chance to be their ideal 
selves. According to P-10, “I feel that my ideal self should be similar to my travel self. I enjoy my ideal life every 
day, without any restrictions.” 
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4.2 The functions of middle-class travelers’ identity construction 
Middle class tourists construct social, spiritual, and ideal selves. This kind of identity construction has two main 
functions: individual and social. 

4.2.1 The individual function 
Identity construction makes the middle class more mature and stable. Through tourism activities, tourists can 
re-construct themselves and make themselves more mature and stable. P-05 mentioned that, “Through 
tourism activities for many years, my greatest achievement is that I have become more rational and mature.” 
 
Identity construction changes middle-class life. Through tourism, middle class tourists have changed 
themselves, which has had an impact on their daily lives. WB-17 commented that, “Travel is not about how 
many pictures were taken; it’s about changing your attitude towards life. This time, I learned more about the 
lifestyles of Europeans. I want to have a good quality of life.” 
 
Tourists’ identity construction satisfies their pursuit of a spiritual world. The sense of pride, happiness and 
accomplishment gained by middle-class tourists during their trips is conducive to spiritual self-construction. 
WB-31 said, “A happy travel experience has strengthened my spiritual world and aesthetic taste. Traveling 
revealed my inner doubts and provided an interpretation of the integration of nature and culture.”  

4.2.2 The social function 
Tourists’ identity construction will transform China’s social atmosphere. The social self constructed by tourists 
causes members of the middle class to be tolerant, enthusiastic, caring, and responsible. This will make the 
entire Chinese society more harmonious. P-04 remarked, “This time, my trip to Japan made me more 
consciously obey some rules and regulations. This change has given me a more positive attitude towards my 
own life. I need to strengthen my study and social spirit. I should be more positive in spirit.”  
 
Tourists’ identity construction can improve interpersonal relationships. Regarding the improvement of 
interpersonal relationships, after traveling, tourists express concern for others and more tolerance as well. 
Travel causes them to behave in a virtuous way in relation to interpersonal communication. P-09 said, “In the 
process of traveling, I sensed deeply how individuals get along with others. In the future, when I get along with 
others, I think I will pay attention to politeness, enthusiasm, civility, and establish good interpersonal 
relationships.”  
 

5. The characteristics of middle-class Chinese tourists’ consumption 
This study confirmed the traits of middle-class Chinese tourists’ consumption from Weibo texts and interview 
materials. 

5.1 Travel demand 
Through investigation and analysis, this study found that middle-class tourists have segmented and diversified 
travel demands. These demands have the following features:  
 

Expecting a cultural experience from tourism products. According to WB-08, “Tourist attractions are 
rich in profound history and culture, and only a personal visit can be sincere enough to understand and 
experience a culture. Wherever I go, I look forward to experiencing the beautiful scenery and a 
different culture in order to expand my knowledge.” 
Hoping to improve one’s self-cognition. WB-40 stated that, “Travel is an experiential process, not an 
end. I hope that in the future, tourism can improve my understanding of the world.”  
Expecting to communicate and interact with others. P-05 stated that, “I expect to develop self-identity 
by communicating with local residents or interacting with other tourists on a social level. It is very 
useful to build my network.” 
Expecting diversified travel themes and resort types. WB-15 commented that, “I do not go on simple 
sightseeing tours, but look forward to diversified tourism themes. For me, deep tourism – including all 
kinds of sensory experiences – is the most important.”  
Hoping to display one’s social status and conduct social activities through tourism. P-06 remarked that, 
“Where we travel and what we buy are the best ways to show our social status. Whom we travel with, 
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and whom we can make friends with during trips, are also means of expressing social relations. I hope 
that in the future I can have more money, go to more beautiful places, and get to know the elite 
members of different countries.”  

5.2 Travel motives 
This study found that the motives of middle-class tourists are concentrated around the following themes:  
 

Fleeing the city. According to WB-50, “The fundamental reason for travel is the mentality of escape. 
The basic motivation is the desire that drives people to return to nature. The degree of desire to 
escape is directly proportional to all secular behaviors, such as the size of cities, the heights of houses, 
traffic jams, city noises, and the complexity of interpersonal relationships.”  
Experiencing culture and life in different places. P-05 said, “I deeply desire to be involved with foreign 
societies and different cultures. I hope to experience a different atmosphere. That is the most basic 
reason why I travel.”  
Feeling relief from the pressures of work and daily life. According to P-08, “The reason for my decision 
to travel is very simple: Travel gives me physical and mental pleasure, helps me to get rid of pressure 
from work, and allows me to relax completely for a while.” 
Demonstrating social status. P-07 stated, “As a person of certain social status and experience, I have 
enough purchasing power to choose those famous tourist destinations in the world. I am different 
from ordinary people. When I decide to travel, it is usually on national holidays. I hope others can see 
my success through traveling.”  

5.3 Travel preferences 
This study revealed that middle-class tourists express their preferences for tourism products in various 
aspects:  
 

Preference for historically and culturally-themed tourism activities. P-02 remarked that, “Since middle-
class families often take their children on trips, they prefer to choose historical and cultural themes, 
which can give children good educational opportunities.”  
Paying attention to the comfort, safety, and hygiene of tourist accommodations. WB-41 said, “Giving 
the feel of local dining, and accommodations that are safe, comfortable, and hygienic can make our 
visitors feel at home. Eating and living well are the preconditions for playing well.”  
Preferring Southeast Asia, Japan, and South Korea, as well as developed countries in Europe and the 
United States. P-02 commented that, “We have economic strength. Of course, we prefer to go to 
developed areas. The top choices for short trips are Southeast Asia, Japan, and South Korea. For long 
distance travel, it must be Europe or America.”  
Willing to purchase customized travel services. P-03 commented that, “We like online, customized 
travel services, a new form of fashionable travel. Before leaving, we can choose the most suitable 
travel packages. We can choose tourism products that suit us according to our hobbies and interests.”  
Willing to get information through a network. P-06 said, “We all like to order travel products online 
before leaving. We can get weather information beforehand by using an application on our 
smartphones. After arriving at a scenic spot, we can enter the scenic spot without waiting in line, 
because we can scan the QR [quick responsive] code instead of buying tickets. While traveling, we can 
download a travel guide through WiFi and enjoy using it. This is the age of the Internet. We are so 
dependent on it.”  

6. Conclusion 
    This study focuses on middle-class tourists. By analyzing their travel notes and interview texts, this study 
shed light on the contents and functions of their identity construction and confirmed their characteristics. This 
study obtained the following three conclusions: 
 

1. Middle-class tourists construct social, spiritual, and ideal selves. 
2. The identity construction of middle-class tourists includes individual and social functions. Individual 

functions make tourists more mature and stable, satisfying their pursuits of the spiritual world. Social 
functions are reflected in transforming China’s social atmosphere and improvements in their 
interpersonal relationships. 
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3.  Middle-class tourists present clear characteristics in terms of tourism demand, reasons for traveling, 

and tourism preferences. It is necessary for tourism companies to develop tourism products more 
systematically to meet the needs and preferences of middle-class Chinese tourists. 

 
Based on the above conclusions, this paper suggests that tourism enterprises need to develop tourism 
products and services that are themed, individualized, interactive, and experiential according to the 
characteristics of Chinese middle-class tourists. For example, the theme of tourism products and services 
should have foreign cultural attraction. Transportation, catering, accommodation, entertainment, shopping, 
and other basic facilities must be planned, designed, constructed, and operated according to specific themes.  
 
Entertainment and all kinds of theme activities should focus on experiencing foreign culture, deepening the 
knowledge of foreign countries, and enhancing the overall experience of tourists. The products and services 
developed for Chinese middle-class tourists must offer more independent choices. For instance, tourism 
enterprises can launch and sell a limited edition of one product, which is not designed for everyone, but only 
for middle-class tourists. They can also recommend Chinese middle-class tourists to opt for membership to 
receive additional benefits such as customized service content, special discounts, and ensured member 
experience. Further, Chinese middle-class tourists can be offered the opportunity to create tourism products 
and deepen their understanding of the local community culture through cultural exchanges and interaction 
with local residents. Tourism companies can also allow Chinese middle-class tourists to learn new skills in the 
process of interacting with local residents. Moreover, this experience should be unique, not replicable or easily 
available. It must only be available through specialized local activities and experiences. 
 
Finally, the paper has some limitations, such as its length. Furthermore, the examples are inadequate, and the 
survey data lack a quantitative analysis. Although the Chinese middle class is growing rapidly, it is constantly 
changing. This means that this study and tourism companies should continuously conduct research and 
optimize products based on their understanding of this population sector. This study hopes to provide a 
perspective for tourism companies to understand their needs, and in the future to pursue other projects, such 
as examining middle-class tourism in another country to perform a cross-cultural comparison. 
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Appendix 1. The identity construction of middle-class Chinese tourists: The core issues of 
the in-depth interviews 
With whom are you traveling? How many days did the trip take? 
Why did you choose this place as a tourist destination? 
What kinds of expectations did you have before you left? What is the main purpose of this trip? 
Could you tell me more about your travel experience? What did you learn from your trip? 
What were your overall feelings when you arrived at the tourist destination? For example, excitement, 
satisfaction? Please explain in more detail. 
Which tourist attractions or scenic spots impressed you the most? What is it most appealing to you? How do 
you feel about yourself while traveling? 
What kinds of changes have you made on this trip? Considering personal characteristics, life attitudes, lifestyle 
habits, what are the main aspects? If you did not experience any changes this time, please take other travel 
experiences over the years into account. 
Why do you think those changes happened? What is the significance of these changes? 
How do you feel about the local residents? What are their attitudes towards visitors? How does this affect you 
or your travel? 
How do you feel when chatting with other tourists? How did they affect you? 
Through traveling, you have experienced a lot of things and met a lot of people. How do you feel about getting 
along with and treating others? 
Describe yourself during travel. 
During travel, will you be more civilized, more disciplined, or more undisciplined? You can answer with some 
examples. 
What are the differences between yourself while traveling and yourself in real life? 
What is your most ideal lifestyle? 
After traveling, how did the changes you experienced affect others around you? 
What did you gain from this trip? 
Through years of travel activities, what are the aspects that have been influenced by your travel experiences? 
Please explain in detail. 
Is there anything else you would like to add to your travel experiences in terms of personal transformations 
you have experienced? 
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Abstract: Higher education (HE) programs in hospitality/leisure management studies offer the theoretical knowledge and 
industry-related competencies which should prepare graduates to be effective thought leaders and potential positive social 
change agents in the global workplace. Since the UN’s introduction of the Principles for Responsible Management 
Education (PRME) in 2016, many HE institutions have made efforts to include sustainability within the curriculum and as 
part of the overall strategy. This is particularly true of top ranked schools. When attending a top ranked school, HE 
students expect to learn about the pertinent topics which will affect their future career path and sustainability is one of 
these topics. Previous research has examined HE institutions’ role in preparing students for their professional careers by 
applying theoretical knowledge to daily challenges and inculcating innovative and sustainable solutions to everyday 
problems. These solutions consider all three pillars of sustainability- environmental, economic, and social- and involve both 
internal and external stakeholders, including the local community. This study examines the top 50 international 
hospitality/leisure management programs of 2017 through a content analysis of their sustainability curriculum, practices, 
and projects to establish a link between school reputation, sustainability courses and practices, and authentic student 
engagement. The premise is that top ranked hospitality/leisure management programs will be the forerunners in 
sustainability courses and practices which other HE institutions could follow. The results will demonstrate how these HE 
institutions have closed the gap between sustainability intention and authentic engagement. Based on the best practices of 
these top ranked schools, the results will be used to create a model for incorporating sustainability into all 
hospitality/leisure management programs worldwide to prepare positive social change agents who are ready to face the 
global challenges of the 21st century workplace.  
 
Keywords: sustainability, hospitality/leisure management programs, reputation, engagement, positive social change 
agents. 

1. Introduction 
The United Nations declared 2005- 2014 the “Decade of Education for Sustainable Development” (Seto-Pamies 
and Papaoikonomou, 2016; Sidiropoulos, 2014) and introduced the Principles for Responsible Management 
Education (PRME, 2016) to enhance and extend sustainability into mainstream education (Fernandez-
Fernandez and Sanjuan, 2010). Since then, many Higher Education (HE) institutions have made concerted 
efforts to introduce sustainability into the curriculum and as a part of campus life. The initial role of preparing 
graduates to be functional in the workplace has evolved into preparing students with the “values and skills 
that contribute to social progress and the advancement of knowledge” (Zeegers and Clark, 2013). 
 
In a university setting, much of the sustainability emphasis, actions, and initiatives revolve around the 
community in which the campus is based. For this reason, more community engagement initiatives are 
promoted on and off campus than any other sustainability actions. Many of the most prominent top tier 
ranking universities follow the definition of community engagement from Carnegie Foundation for the 
Advancement of Teaching which states "Community engagement describes the collaboration between 
institutions of higher education and their larger communities (local, regional/state, national, global) for the 
mutually beneficial creation and exchange of knowledge and resources in a context of partnership and 
reciprocity” (Driscoll, 2006). To successfully achieve sustainability objectives through community engagement, 
the Carnegie Foundation established 6 core principles for improvement, namely: 1) Make the work problem-
specific and user-centered (What specifically is the problem we are trying to solve?); 2) Variation in 
performance is the core problem to address (based on context and actors); 3) See the system that produces 
the current outcomes (must understand the problem before trying to solve it); 4) We cannot improve at scale 
what we cannot measure (changes must be trackable and tracked); 5) Anchor practice improvement in 
disciplined inquiry (Plan, Do, Study, Act or PDSA); and 6) Accelerate improvements through networked 
communities (we accomplish more together than alone) (https://www.carnegiefoundation.org). 
 
In this paper, we have focused on the 50 top ranked hospitality and leisure study universities worldwide to 
gauge how much emphasis they place on sustainability in their courses, programs, and projects/initiatives. The 
supposition is that the highest ranked schools will also be the most forward thinking in regards to the three 
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pillars of sustainability and the preparation of their graduates to meet real world demands while considering 
the greater good for society. This paper focuses particularly on one aspect of sustainability, i.e. community 
engagement, and compares what these top 50 universities are proposing in this area.  

2. Literature Review 
Travel and tourism is one of the world’s fastest-growing sectors, with bookings hitting close to $1.6 trillion in 
2017 and represents one-tenth of the global GDP. For the hospitality industry, the statistics are positive as well 
as it is projected to sustain strong 5–6 percent growth throughout 2018 
(https://www2.deloitte.com/content/dam/Deloitte/us/Documents/consumer-business/us-cb-2018-travel-
hospitality-industry-outlook.pdf). With the effects that tourism and hospitality have on the global economy 
and environment, it has never been more important to address the issue of sustainability in their practices, 
actions, and initiatives. Thus, the United Nations General Assembly declared 2017 as the International Year of 
Sustainable Tourism for Development recalling the potential of tourism to advance the universal 2030 Agenda 
for Sustainable Development and the 17 Sustainable Development Goals (SDGs) and to promote tourism’s 
goals in five key areas: (1) Inclusive and sustainable economic growth; (2) Social inclusiveness, employment 
and poverty reduction; (3) Resource efficiency, environmental protection and climate change; (4) Cultural 
values, diversity and heritage; and (5) Mutual understanding, peace and security 
(http://media.unwto.org/press-release/2017-01-03/2017-international-year-sustainable-tourism-
development).  

3. Sustainability in HE institutions 
Previous literature has examined the responsibility of HE institution to be leaders in the community by 
providing knowledgeable and educated graduates with a green mindset to deal with sustainability issues long 
after they have terminated their studies (Clark and Button, 2011; Hoover and Harder, 2015; Kurland et al., 
2010). Students should be instilled with ample sustainability knowledge to become ‘change agents’ or future 
‘change leaders’ (Kurland et al., 2010; Mochizuki and Fadeeva; Seto-Pamie and Papoikonomou, 2016) who 
make strategic decisions for the betterment of the greater society. Nonetheless, Cani (2015) found that there 
is a lack of sustainability literate graduates or sustainable leaders in the workplace. Graduates are not skilled 
enough to tackle sustainability problems or combine sustainability competencies in a meaningful and effective 
way after leaving school (Wiek, Withycombe and Redman, 2011). Graduates either overestimate their 
sustainability knowledge or lack the skills and confidence to apply sustainability solutions in the workplace 
(Cani, 2015).  
 
In HE institutions, student attitude has a strong influence on sustainability intention and could affect how 
students react to sustainability courses within their academic programs and in their personal lives. When 
sustainability is holistic and interdisciplinary/multidisciplinary (Hopkinson and James, 2010; Kennedy and 
Odell, 2014), and students can see the connection between sustainability and their studies (Swaim et al., 
2014), student engagement is high. However, student knowledge and interest in sustainability vary (Zizka 
2017; Zizka, 2018), and, for some students, sustainability may not be considered legimate (Swaim et al., 2014) 
or necessary to learn in the classroom; thus, their engagement is quite low. They may not see the link between 
sustainable actions taught in class and their day to day life in labs or when conducting fieldwork (Hopkinson 
and James, 2010) that have a high environmental impact and seemingly contradict the premise of 
sustainability. According to Cani (2015), students cannot engage if they don’t understand the bigger picture of 
sustainability studies in relation to society at large.  
 
Previous research has also examined other challenges to implementing sustainability in HE institutions such as 
faculty motivation (Swaim et al., 2014), knowledge about sustainability (Kurland et al., 2010), political, social, 
or legal constraints (Weber and Englehart, 2011), lack of training (Lozano et al., 2015), and need for heavy 
investments in time, energy, personal commitment, and supportive environments (Hoover and Harder, 2015). 
These issues must be addressed before effective sustainability programs, courses, and initiatives can be 
implemented in HE institutions.   
 
HE institutions have attempted to introduce sustainability and sustainability-related concepts into the 
curriculum in various ways, from stand-alone courses, embedded courses (Sidiropoulos, 2014), and 
sustainability projects (Tokarcikova, Kucharcikova, and Durisova, 2014; Weber and Englehart, 2010) to minors 
in sustainability, full programs, and degrees in sustainability (Muller-Christ et al., 2014; Zizka, 2017; Zizka, 

370



Laura Zizka 

2018; Zizka and McGunagle, 2017). They have included sustainability on an institutional level (Hopkinson and 
James, 2010; Hoover and Harder, 2015; Seto-Pamies and Papaoikonomou, 2016), curricular level (Clark and 
Button, 2011; Hopkinson and James, 2010; Kennedy and Odell, 2014; Mochizuki and Fadeeva, 2010; Seto- 
Pamies and Papaoikonomou, 2016), and instrumental level (Hopkinson and James, 2010; Lozano et al., 2015; 
Seto- Pamies and Papaoikonomou, 2016; Sidiropoulos, 2014).  

4. Community Engagement 
Community engagement, or the “ongoing, reciprocal relationships with community partners, the ability to 
evaluate and share the impacts of engagement, and serving a need or solving problems” (Franz et al., 2012, p. 
7), includes sustainability initiatives instigated and supported by HE institutions to address pressing global 
problems (Engle and Halsell, 2017). There is a strong relationship between the HE institution and the 
community in which they reside. HE institutions engage with the community so that the knowledge of 
academics is informed by “new content derived from the members of the community” (Chile and Black, 2015, 
p. 248), but each engagement must be connected to the core academic purposes of learning and knowledge 
management and enable student engagement around sustainable development (Hopkinson and James, 2010).  
 
Faculty support community engagement as it improves learning and is “critical for transformation of student 
perceptions and practices (Franz et al., 2012, p. 8). Students appreciate real life application of academic work 
(Gorski et al., 2015) which directly links to their curriculum (Ryan, 2017) and thrive on the possibility of telling 
the ‘untold’ or ‘underrepresented’ stories of the community (Franz et al., 2012). Students are enthusiastic to 
make a positive difference in the greater community, but can become disillusioned if they leave an unfinished 
project (Gorski et al., 2015) and feel they have abandoned  the same people they were trying to help (Ryan, 
2017).  
 
However, Franz et al. (2012) elicited other challenges in implementing effective community engagement 
initiatives through HE institutions such as lack of faculty recognition, time, funding, and differences between 
academic and community cultures, significant diversity among the incarnations partnership projects take, 
quality control, and difficulty in measuring engagement. Community engagement projects fail when local 
knowledge, perspectives, and frameworks are not integrated from the beginning (Gorski et al.., 2015) and 
there is a mismatch between the expectations and needs of the HE institution and the community itself. 
 
RQ 1: How do top tier hospitality/tourism/leisure HE institutions implement sustainability into their academic 
programs?  
RQ 2: What sustainability initiatives and actions are communicated by HE institutions with top ranked 
hospitality/tourism/leisure Bachelor’s programs?  
RQ3: What is the link between sustainability initiatives and community engagement of HE institutions with top 
ranked hospitality/tourism/leisure Bachelor’s programs? 

5. Methodology  
This study is based on a content analysis of the official university websites of the 50 top ranked hospitality and 
leisure programs (See Table 1). The schools derived from a list provided by Quacquarelli Symonds Limited (QS) 
world rankings. According to QS World Rankings official website, this ranking system is based on three 
extensive datasets: ACADEMIC and EMPLOYER reputation surveys, and the Scopus data used to calculate 
CITATIONS per Faculty indicator in the global rankings. These have been combined to produce the subject 
results (QS World University Rankings®). Schools are ranked with four scores: overall, academic reputation, 
citations, employer reputation. In order to feature in any discipline table, an institution must meet three 
simple prerequisites: 
 

Exceed the minimum required score for the academic and/or employer reputation indicators 
Exceed the five-year threshold for number of papers published in the given discipline 
Offer undergraduate or taught postgraduate programs in the given discipline 

(QS World University Rankings®) 
 
A content analysis of each university’s official website was conducted to establish which sustainability courses, 
programs, degrees/certificates, and initiatives/actions are taken. Keywords for the website search included 
‘sustainability’, ‘sustainability programs’, ‘sustainability diplomas/certificates’, ‘sustainability courses’, 
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‘sustainability initiatives’, and ‘community engagement’. For universities with multiple schools and disciplines, 
the keyword search began at the macro level, considering the university as one entity and recording their 
sustainability information. Once that was noted, a further search into their hospitality/tourism/leisure 
bachelor’s program was conducted.  
 
The premise of this paper was to find a link between the highest ranked hospitality, tourism, leisure programs 
and the sustainability information they communicate online to establish a connection between the curriculum, 
programs, initiatives/actions, and overall reputation. The initial assumption was that universities with the 
highest rankings would be the leaders in sustainability education as well.  

Table 1: Top 50 Hospitality and Leisure Programs Worldwide 
Name of Institution Overall score Academic 

reputation 
Citations Employer 

reputation 
1.University of Nevada- Las Vegas U.S.A. 92.1 100  80.6 
2. Ecole hôtelière de Lausanne- Switzerland 88.7 92.1  100 
3. The Hong Kong Polytechnic University 82.1 84.6 76.9 70.7 
4.Les Roches Global Hospitality Education Switzerland 77.9 80.7  88.6 
5. University of Surrey U.K. 77.2 83.9 79.6 40.9 
6. Virginia Polytechnic Institute and State University U.S.A 73 78.2 83.7 42 
7. Pennsylvania State University U.S.A. 72.1 78.7 68.2 38.2 
8. Swiss Hotel Management School Switzerland 71.5 73  87.3 
=9 Griffith University Australia 71 74.1 71.9 53.9 
=9 Purdue University U.S.A. 71 76.8 69.5 40.4 
11. Cornell University U.S.A.  70.7 72.8 78.1 56.7 
12. The University of Queensland Australia 70.5 72.5 66.4 61.2 
=13 Texas A&M University U.S.A. 70.4 75.1 66.8 46.6 
=13 University of Waterloo Canada 70.4 72.3 75.7 58.7 
15 HTMI- Hotel and Tourism Management Institute Switzerland 70.3 78.7  48.7 
16. Bournemouth University U.K.  69.4 74.4 79.6 39.3 
17. International Management Institute Switzerland 67.3 70.4  73.2 
18 Institute for Tourism Studies Macao 67.2 72.4  61.6 
19. University of Florida U.S.A. 66.6 68.4 68.4 56.7 
20. Glion Institute of Higher Education Switzerland 66.2 66.6  85.9 
21. Michigan State University U.S.A. 65.6 68.6 65.6 49.7 
22. Monash University Australia 65.3 66.5 74.2 56.2 
23. University of Central Florida U.S.A. 65 66.2 70.6 57 
24. University of Waikato New Zealand 63.9 66.7 78.5 43.8 
25. Nanyang Technological University Singapore 63.3 63.1 57.3 66.3 
26. Sejong University South Korea 63.1 62 78.6 64.1 
27. University of South Australia  62.1 60.6 68.2 68 
28. The University of Exeter U.K. 62 62.1 91.5 51.9 
29. Taylor’s University Malaysia 61.5 60.3 45.8 73.2 
30. University of Strathclyde U.K.  61.3 64.8 74.8 38.3 
31. Kyung Hee University South Korea 60.7 58.9 79.9 64 
=32 Sheffield Hallam University U.K.  60.1 69  32.8 
=32 Universiti Sains Malaysia 60.1 57.9 52.3 74.5 
34. Oxford Brookes University U.K.  59.4 61.9 78.6 39.4 
=35. Washington State University U.S.A. 59.2 63.9 76 28.7 
=35. Yonsei University South Korea 59.2 56.6 77.6 66.7 
37. NHTV Breda University of Applied Sciences Netherlands 59.1 62.6 68.2 37.6 
=38. Southern Cross University Australia 57.8 64.1 67.1 21.4 
=38. The Chinese University of Hong Kong Hong Kong 57.8 55.9 75.7 62.2 
=40. Korea University South Korea 57.3 59.1  66.8 
=40. University of Illinois at Urbana Champaign U.S.A. 57.3 61.3 57.6 35.6 
42. George Washington University U.S.A. 56.9 59.6 78.3 35.4 
43. Lomonosov Moscow State University Russia 56.5 60.5  54.3 
44. North Carolina State University U.S.A. 56.1 61.3 63.6 26.1 
=45. Auckland University of Technology New Zealand 55.8 56.9 65 46.9 
=45. University of Alberta Canada 55.8 59.4 47 39.5 
=48. Lincoln University New Zealand 55.7 56.7 82.1 41.7 
=48. University of Southhampton U.K.  55.7 53.6 71.4 61.8 
50. La Trobe University Australia 55.6 58.6 62.6 37.4 

Source: QS World University Rankings by Subject 2017. Retrieved from https://www.topuniversities.com/university-rankings/university-
subject-rankings/2017/hospitality-leisure-management 
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6. Findings  
Each of the top 50 hospitality/tourism/leisure programs were analyzed based on the information accessible on 
their official school websites. The following three figures summarize the results when searching for 
sustainability or sustainability-related courses.  

Figure 1: Total number of sustainability or sustainability-related courses in HE institution 

 
 
As seen in Figure 1, sustainability and sustainability-related courses are offered in top ranked HE institutions. 
From the 50 schools analyzed for this paper, 24% offer between 11 and 20 courses related to sustainability and 
20% propose 31-40 courses. However, 20% of the schools offer more than 100 sustainability or sustainability-
related courses. These are the HE institutions with many schools and programs which may explain why they 
can offer so many sustainability courses. While sustainability courses seem to be present in HE institutions’ 
general curricula, the statistics are lower when focusing specifically on their hospitality/tourism/leisure 
undergraduate programs (See Figure 2).  

Figure 2: Total number of sustainability or sustainability-related courses hospitality/tourism/leisure 
undergraduate program 

 
  
According to Figure 2, most hospitality/tourism/leisure programs (74%) in this study offer between zero and 5 
sustainability or sustainability-related courses followed by six to ten courses (16%) and eleven to fifteen 
courses (8%). These results are preliminary as some of the schools did not have accessible course descriptions.  
 
For those schools, only course titles with sustainability or sustainability-related topics were calculated. Further, 
some of the course descriptions could include sustainability topics although the course title did not state it. For 
this reason, these results can be regarded as cautious estimates.  
 
On a larger institutional scale, the number of programs leading to degrees in sustainability was also examined 
(See Figure 3). This included all academic programs and degrees offered by the HE institution.  

Total sustainability or sustainability-related courses in HE 
institution 

0-10 11 to 20 21-30 31-40 41-50 51-60 61-70 71-80 Over 80

Number of sustainability or sustainability-related courses in 
hospitality, tourism, or leisure undergraduate program 

0 to 5 6 to 10 11 to 15 16 to 20
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Figure 3: Total number of sustainability or sustainability-related programs/degrees in HE institution 

 
 
While most of the HE institutions (60%) examined in this study offered between one and ten 
programs/degrees in sustainability across all schools and disciplines, 6% offered over 20 programs/degrees, 
and 28% offered no sustainability program or degree at all.  One HE institution proposed a sustainability 
summer program and another institution had a sustainability certificate that any student from any major could 
partake in. A minor in sustainability was another possibility in three of the HE institutions.  

7. Discussion/Conclusions/Implications 
Larger universities with many programs, disciplines, and resources have a clear advantage when it comes to 
offering sustainability or sustainability-related courses to their student bodies. Further, schools with many 
diverse programs were more inclined to promote their sustainability initiatives and community engagement 
actions on their official websites.  Although universities that offer hospitality, leisure, tourism or a combination 
of those only rank highly on the list, have strong reputations for excellence, and are appreciated by the 
industries in which they send their graduates, their offers for sustainability or sustainability-related courses are 
underrepresented in their undergraduate programs. This is not to say that they don’t embed sustainability into 
other courses or projects, but it is not evident from the information available on their websites that they do so.  

7.1 To respond to the research questions:  
RQ 1: How do top tier hospitality/tourism/leisure HE institutions implement sustainability into their academic 
programs?  
 
While top ranked hospitality/tourism/leisure HE institutions could implement sustainability as individual 
courses or embedded into existing courses, only 74% of the institutions in this study currently have mandatory 
sustainability or sustainability-related courses. Nonetheless, 16% propose sustainability or ‘green’ certificate as 
an option. Over half of the institutions examined in study (62%) offer sustainability programs or degrees, 
although often in the other schools within the larger university or at Masters or Doctoral levels. Thus, a gap for 
sustainability programs and degrees directly linked to hospitality/tourism/leisure studies currently exists. The 
findings in this study question the initial premise that the top ranked HE institutions would be the leaders in 
sustainability and sustainability initiatives, which is not necessarily the case. There is still work to be done 
within these programs. This may be an opportunity for these industry leaders to seize by creating innovative 
degree programs based on the three sustainability pillars. 
 
RQ 2: What sustainability initiatives and actions are communicated by HE institutions with top ranked 
hospitality/tourism/leisure Bachelor’s programs?  
 
The HE institutions examined in this study communicated online both on and off campus sustainability 
initiatives and actions. On an institutional level, some of the initiatives included published sustainability 
plans/master plans and green certifications. Over half of the HE institutions (56%) communicated sustainability 
information through explicit sustainability centers, hubs, departments, or offices. For on-campus initiatives, 
green living, green campus, and green impact actions focused specifically on how students could make a 
difference in their daily lives. In fact, the word ‘green’ is highlighted in 48% of the HE institutions’ websites 
when promoting sustainability initiatives or actions. Specific initiatives on-campus comprised of saving energy, 
sustainable food, sustainable buildings, sustainable labs, zero waste objectives, and eco-friendly transport to 
name a few. Off campus initiatives ranged from organic farms, sustainable events, ecology and natural 
resources protection, to the protection of the underprivileged such as indigenous communities, at risk youth, 
or the elderly.  

Number of sustainability programs/degrees in HE 
institution 

None 1 to 5 6 to 10 11 to 15 16 to 20 Over 20
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RQ3: What is the link between sustainability initiatives and community engagement of HE institutions with top 
ranked hospitality/tourism/leisure Bachelor’s programs? 
 
Most of the top ranked HE institutions with hospitality/tourism/leisure programs offered numerous 
opportunities for students and faculty to engage with the local community through volunteer work (88%), 
community projects (90%), research (66%), or partnerships (46%) with ‘green’ agencies or groups. On a 
positive note, many student initiatives and committees for sustainability were also observed in the information 
available on the school websites. As confirmed by the literature, sustainability in HE and its link to community 
engagement is important as the students can apply what they have learned in the classroom setting to ‘real-
world’ scenarios where strategic decisions are not cut and dry. Often, in the classroom, there is one right 
answer; when applying theory into reality, the answer may change as the situation evolves. What may be 
perceived as a ‘right’ or ‘most effective’ academic solution may not work when applied to real people in a 
community who have different needs, expectations, and concerns. Thus, sustainability initiatives supported 
and encouraged by HE institutions which take the theory into the community to make positive change are 
effective ways to bridge the gap between school and real life and create authentic change agents for the 
future. 

7.2 Limitations/Future Studies 
There are several limitations in this study. Firstly, comparing hospitality, tourism, and leisure programs in a 
university which offers many schools and disciplines with universities offering only hospitality, tourism, or 
leisure programs could be questioned. Larger universities have greater infrastructure and resources to offer 
more sustainability or sustainability-related courses than specific hospitality-based universities. One future 
study could examine HE institutions which only offer hospitality, tourism, and leisure programs to better gauge 
their sustainability initiatives. Secondly, some of the course descriptions could not be accessed through the 
official university websites. In the cases where only the titles of the courses were available, only courses with 
the word ‘sustainability’ or ‘CSR’ were recorded. For this reason, the number of courses for some of the 
universities may have been lower than expected and do not necessarily reflect reality. A future study could 
involve reading all of the course descriptions to identify if sustainability is hidden or embedded in their 
courses. Thirdly, using the term ‘sustainability’ was limiting; perhaps using variations like ‘green’, ‘eco-friendly’, 
or ‘environmental actions’ could have led to other, more pertinent information. A further study using these 
key words is recommended. The fourth limitation derives from the ranking itself. All international rankings 
struggle with equal availability/access and applicability of data within different countries and university 
systems. Some indicators are commonly used domestically, but are not applicable internationally. There is a 
clear need to establish a common international ground and definitions for sustainability and sustainability 
teaching, strategy, and initiatives in HE institutions, without which it is difficult, albeit impossible to compare 
them. Finally, the top 50 hospitality/tourism/leisure programs 2017 were ranked based on academic 
reputation, citations per paper, and employer reputation. None of these criteria directly relate to 
sustainability. Another ranking system which includes sustainability as a criteria could be a feasible option, but 
no such ranking for hospitality/tourism/leisure programs was found at the time this paper was written. Thus, 
establishing criteria and creating a ranking for sustainability in HE institutions could be the subject of a more 
in-depth study in the future.  
 
Based on the results of this study, sustainability in HE continues to be a subject wrought with inconsistencies 
regarding how, how much, and when to implement it into hospitality, tourism, or leisure programs.  
 
Sustainability initiatives clearly exist for top ranking HE institutions; nonetheless, the communication of said 
initiatives varies which suggests that future research on communicating sustainability initiatives to external 
stakeholders and interested parties is crucial. Further, there is a need for future studies on how to best 
implement sustainability into hospitality, leisure, and tourism curriculum and initiatives both on and off 
campus to produce authentic, engaged change agents. 
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Abstract: Tourism is a globally and dynamically growing industry. International tourist arrivals showed extraordinary 
growth over the past seven decades. Those were 25 million in 1950, exceeded 1200 million by 2017 (UNWTO, 2018). At the 
same time, tourism is a very complex field with multiple stakeholders and interrelated industries. This widespread 
travelling also caused some problems with reference to environmental damages, socio-cultural and economic impacts. 
Therefore, future sustainability and competitiveness is much considerable topic from the past two decades. This study 
carried out a comparative analysis of selected South-Asian countries in terms of tourism competitiveness by using multi-
factor method of World Economic Forum producing Travel and Tourism Competitiveness Index (TTCI). The selected South-
Asian countries included Pakistan, India and Bangladesh because of many similar underlying features. Among these, 
Pakistan emerged as a tourism country with potential opportunities and natural destinations due to much improved law 
and order situation in the country from the past four years. That’s why, international tourist arrivals tripled since the year 
2013 to 1.75 million in the year 2016 (Pakistan Travel and Tourism Council, 2017). Based on certain parameters such as 
Enabling environment, Travel & Tourism policy and enabling conditions, Infrastructure, Natural and Cultural resources with 
reference to travel and tourism, the study figured out increasing competition in tourism industry between Pakistan and 
Bangladesh however the selected South-Asian countries are with certain weaknesses and strengths. The study suggested 
that Pakistan should improve certain dimensions of the sub-index Enabling Environment, India should consider 
environmental sustainability, Pakistan should improve International openness and also Environmental sustainability, while 
Bangladesh should focus on Price levels and prioritization of T&T, Pakistan and Bangladesh should focus on all the 
dimensions of the sub-index infrastructure and India should improve tourist service infrastructure, Pakistan and 
Bangladesh should also use the Natural and cultural resources in a better way for increasing their competitiveness and 
enhancing the share in GDP contribution. 
 
Keywords: Tourism, Travel, Competitiveness, South-Asian Countries, India, Pakistan, Bangladesh 

1. Introduction 
Tourism is a globally and dynamically growing industry. International tourist arrivals showed extraordinary and 
outstanding growth over the past decade, especially from 1980s. There were 25 million international tourist 
arrivals in 1950, exceeded 1200 million by 2017 (UNWTO, 2018).  At the same time, tourism is a very complex 
field with multiple stakeholders and interrelated industries such as airlines, hotels, natural areas and 
attractions etc. This dynamic branch requires cooperation among private sector, public sector and other 
stakeholders to sustain in the long run (Zuzana et al., 2014). 
 
Overall, from the past some decades travel and tourism is contributing as a significant force of economic 
growth. The tourism industry is also providing unique opportunities for less-developed and emerging nations 
(Crotti & Misrahi, 2017). According to the published tourism highlights of UNWTO, international tourist arrivals 
showed highest growth in the seven years since 2010. Many destinations also showed recovery from security 
challenges and Pakistan is one of the best examples in the current scenario. Total international tourist arrivals 
reached 1323 million in 2017 with 7 percent growth (Figure 1). Similarly, total international tourism receipts 
showed 5 percent growth and reached to US$ 1340 billion. 
 
Tourism matters a lot in terms of cultural representation, jobs creation, economic growth and development. 
Globally, 10 percent of world jobs are due to tourism industry. Furthermore, the share of tourism industry is 
10 percent of world’s GDP (World Tourism Organization, 2018). 
 
In terms of continent share, Europe is at top with 51 percent share, Asia and the Pacific are receiving 24 
percent share in the total international tourism arrivals. Likewise, Europe is receiving 39 percent share, Asia 
and the Pacific receiving 29 percent share in the total international tourism receipts (World Tourism 
Organization, 2018). 
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Source: World Tourism Organization (2018) 

Figure 1: International Tourist Arrivals (Million) 

This widespread travelling also caused some problems with reference to the environmental damage, socio-
cultural issues and economic impacts. So, future sustainability and competitiveness is much considerable issue 
of debate from the past two decades and closely interrelated to each other. Higher level of competitiveness 
contributes to and somehow guarantees sustainability and vice versa. 
 
In literature, a general prevalence of continuous rise in travel and tourism has been observed despite low 
global growth of economies in the early years of the current decade, the expansion of travel and tourism can 
come up as an integral part of development for developing countries as well (Cirstea, 2014). As a developing 
country, Colombia is a useful point of reference for its peers because of its successful policy initiatives and a 
resulting faster growth of tourism than that of global tourism (Sanchez and Jaramillo-Hurtado, 2010). The 
concept of tourism competitiveness is not very simple and straightforward as it effects and gets effected by 
other factors playing important role in the economy. Therefore, Hong (2009) proposed that competitiveness 
should be composed of Ricardo’s comparative advantages (RCA) and Porter’s competitive advantages (PCA), 
tourism management and environmental conditions by revealing 49.18% weightage of exogenous comparative 
advantages, 17.27% weightage of competitive advantages, 12.01% weightage of tourism management, 10.62% 
weightage of endogenous comparative advantages and 6.03% weightage of global environmental conditions.  
 
One other example is the role of human agency in the tourism competitiveness framework. Kuickova et al. 
(2017) played role to enhance the theoretical knowledge by working on human agency and tourism 
competitiveness, explored the relationship between tourism competitiveness and quality of relationship with 
the finding of bi-directional and dynamic relationship in the short-run and long-run. Similarly, tourism 
competitiveness also gets impact of ethnolinguistic fractionalization negatively, however this effect has been 
mitigated in developed countries and can also be exploited for enhancing competitiveness through promoting 
cultural tourism by better marketing efforts (Das and Dirienzo, 2012). Competitiveness and strategies of 
competitiveness are increasing, as a study of Ternate city, North Maluku indicated the same trend of positive 
growth for the period of 2011-15 and came with the findings that competitiveness of Ternate city is due to 
good and established hotels, inns, man power, restaurants and as a result good number of tourists are arriving 
here (Muharto, 2017). 
 
The competitiveness of tourism also depends on the role of government being played as government’s 
decisions put impact on the level of competitiveness and also the stage of development of the destination 
(Kubickova and Li, 2017). Although the importance of tourism competitiveness is enormous and also leads to 
economic benefits yet these economic benefits are not necessarily significant because the leakages from the 
economy reduces benefits for the local population (Webster and Ivanov, 2014). 
 
The competitiveness index of World Economic Forum (WEF) is the popular one for the analysis of tourism and 
World Economic Forum is publishing Travel and Tourism Competitiveness Index since 2007, however some 
criticism over methodology raised due to arbitrary weighting of variables so a new index introduced by Pulido-
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Fernandez and Rodriguez-Diaz is more demanding due to some standardization of the reservation level for 
each pillar (Pulido-Fernandez and Rodriguez-Diaz, 2016). 
 
One other approach of measuring competitiveness is through eight indicators, such as openness, technology, 
price, infrastructure, social development, human tourism, environment and human resources by using the 
data of 200 countries and exploiting confirmatory factor analysis (Gooroochurn and Sugiyarto, 2005). Tourism 
competitiveness also influences negatively due to the ethno-linguistic fractionalization, which also needs to be 
mitigated in developing nations by better policies, strengthening institutions and improving infrastructure (Das 
and Dirienzo, 2012). 
 
In South-Asia, there is great potential for tourism and travelling due to its diverse nature, beautiful landscape 
and amazing cuisines. However, in this region mostly countries are developing with somehow pathetic state of 
infrastructure. South-Asian countries also are also facing burning issues like poverty, child protection, health 
and security-related issues. South-Asia is receiving very less share as compared to other regions of the world 
even in the current years. In the past two decades, intergovernmental regional organizations and cooperation 
among nations slightly improved the situation (Alwis, 2010). 
 
Most countries in the South-Asia are developing countries, here tourism can also provide an important avenue 
for poverty reduction and economic development. Kim et al. (2016) analysed the relationship between 
tourism, poverty and economic development with the conclusion that the least developed countries 
experienced reduction in poverty ratios due to tourism industry. The countries having less than 3400 dollars 
are considered as least developed. So, India, Pakistan and Bangladesh fall in this category of countries with 
beneficial impacts of tourism for poverty reduction. Therefore, these countries should continue to get benefit 
from tourism experience. 
 
Historically, tourism is getting promotion in South-Asia with the WTO’s initiative of setting up a secretariat in 
1980’s, then SAARC Chamber of Commerce and Industry (SCCI) in 1990’s, later on some further steps taken by 
Association of Southeast Asian Nations (ASEAN), Pacific Tourism Commission, Mekong Tourism Initiative and 
EU Tourism are notable (Alwis, 2010). 
 
The modern world showing tendency towards tourism by providing better services and facilities, and in this 
situation the opportunities for South-Asian countries are enormous by spreading their message on tourism 
opportunities by the use of digital technology to make tourists experiences great and convenient, in terms of 
providing information, transport updates, hotel and accommodation booking and prices for the provided 
services. So, in order to get benefit from all these opportunities, countries should create and enhance 
competitiveness. The competitiveness and sustainability is the important condition for reaping future benefits 
of tourism industry. That’s why, the status of competitiveness and their comparative analysis is crucial to 
formulate future policy and sustain competitiveness. In literature, we see lack of such work, especially for 
South- Asian countries. Although the travel and tourism competitiveness report, reveals a lot but this 
information is in raw form and doesn’t give specific directions to countries. This study is an effort to fulfil the 
said research gap by doing the comparative analysis for the selected South-Asian countries and spreading light 
towards the way of future competitiveness. 
 
This focus of the study is to do comparative analysis of the selected South-Asian countries in terms of tourism 
competitiveness based of certain parameters suggested by World Tourism Organization for measuring tourism
competitiveness which is quite important to address the need of future sustainability and make it worthwhile 
for long term growth. The selected South-Asian countries include Pakistan, India and Bangladesh because of 
many similar underlying features such as cultural and social aspects. Furthermore, this analysis is important 
because south Asian countries are more price-competitive however infrastructure and ICT readiness lags (TTCI, 
2017). 
 
The organization of the remaining paper is as follows. Second section deals with the data and methodology 
used, followed by the result section along with discussion of comparative analysis of the tourism 
competitiveness in the selected south Asian countries, India, Pakistan and Bangladesh. Finally, conclusion has 
been drawn in the last section with some useful implications. 
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2. Data and Methodology: 
In order to assess the competitiveness of tourism, the variables must be measureable, for this purpose a 
variety of indicators has been proposed by literature. Some institutions provide data for the construction of 
indicators related to tourism competitiveness such as by World Travel and Tourism Council (WTTC) and World 
Economic Forum (WEF). The indicators suggested by WTTC and WEF somewhat incorporates the same 
dimensions for measuring the tourism competitiveness, named Competitiveness Monitor (CM) and Travel and 
Tourism Competitiveness Index (TTCI), respectively (Pablo-Romero et al, 2016). However, depending upon 
convenience and popularity, this study used the indicators suggested by WEF, that includes hard as well as soft 
data. 
 
The Travel and Tourism Competitiveness index (TTCI) is the most acceptable and recognized one, however 
some criticism is also there, like due to its methodology, where arbitrary weighting of variables has been used, 
however Pulido-Fernandez and Rodriguez-Diaz suggest that reservation level for each pillar should be used 
(Pulido-Fernandez and Rodriguez-Diaz, 2016). In spite of that, Travel and Tourism Competitiveness Index, given 
by World Economic Forum considered to be authentic and recognised world-wide. This study has focused only 
on the selected South-Asian countries, i.e., India, Pakistan and Bangladesh. One reason of selecting these 
countries are similar culture, landscape and social set up. Apart from that, all these three countries are 
developing so their analysis might help to identify strengths and weaknesses and help to improve 
competitiveness. 
 
For assessing tourism competitiveness, according to the methodology of World Economic Forum multi-factor 
method has been used with four sub-indexes such as regulatory framework, business environment, 
infrastructures, natural and cultural resources along with fourteen indicators as follows: 
 

1. Travel and Tourism Policy and Enabling Conditions 
Prioritization of Travel and Tourism 
International Openness 
Price Competitiveness 
Environmental Sustainability 

2. Enabling Environment 
Business Environment 
Safety and Security 
Health and Hygiene 
Human Resources and Labor Market 
ICT Readiness 

3. Infrastructure 
Air Transport Infrastructure 
Ground and Port Infrastructure 
Tourist Service Infrastructure 

4. Natural and Cultural Resources 
Natural Resources 
Cultural Resources and Business Travel 

 
Where hard data has been converted to soft data by applying standard formula to 1-7 scale. 

 

However, the type of hard data indicator where a higher value shows worse outcome, the normalized formula 
to show the value in the same series 1 – 7 scale will be as follows, 

 

3. Results and Discussion: 
The results show very important insights and interesting comparisons. It can be observed that India is in much 
better position and take off is impressive in the past few years witnessed by the previous three repots of 
World Economic Forum (WEF) on Travel and Tourism Competitiveness. Figure 2 shows, the comparative status 
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of the three countries based on the overall score of Travel and Tourism Competitiveness Reports for the year 
2013, 2015 and 2017 with obvious indication of better proceeding by India while the position of Pakistan and 
Bangladesh is static and somehow stale. 

Source: Travel and Tourism Competitiveness Report, 2017 

Figure 2: Travel and Tourism Competitiveness Index, by selected South Asian Countries 

Apart from overall competitive score, we can do analysis for different parameters consisting of relevant pillars 
in order to peep into the current competitiveness of these countries. Next, the sub-indexes of TTCI have been 
discussed in tandem.  

3.1 Enabling Environment: 
First, sub-index consists of enabling environment with five pillars and all pillars are very important for travel 
and tourism. Figure 3 depicting the five pillars and their scores in the form a bar chart, one interesting point is 
that Pakistan is having the highest score for the pillar Health and Hygiene which is good for future 
sustainability. However, in other four pillars, Pakistan is far behind with lowest score even lower than 
Bangladesh. Bangladesh competitiveness score is good and almost close to India Competitiveness score for the 
mentioned four pillars in Figure 3 below.

Source: Travel and Tourism Competitiveness Report, 2017 

Figure 3: Sub-Index, Enabling Environment 
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3.2 Travel & Tourism Policy and Enabling Conditions: 
Second, sub-index contributes toward a nation competitiveness is T&T Policy and Enabling Conditions, having 
four pillars including prices, environment and openness. The bar chat in the Figure 4 illustrates the same story 
by expressing the relevant information in the form of bars. One obvious depiction of the figure is that India is 
adopting good policies and appropriate conditions for tourism as compared to Pakistan and Bangladesh. Here, 
in two pillars Pakistan is in better position and in two pillars Bangladesh is in better status. One good point is 
the highest score of the Bangladesh in Environment Sustainability, which is the most important concern in the 
debate of nature tourism. 

Source: Travel and Tourism Competitiveness Report, 2017 

Figure 4: Sub-Index, T&T Policy and Enabling Conditions 

3.3 Infrastructure: 
Fourth, sub-index for the travel and tourism competitiveness is the condition of infrastructure. It’s quite 
important because no nation can promote and gain benefits from tourism with pathetic infrastructure. So, a 
good infrastructure includes appropriate state of air transport, ground transport and infrastructure for tourism 
services. Figure 4 manifests the same story by highlighting the current state on each pillar in three countries. 
One most obvious thing is that India is having highest score in all three pillars among the selected three 
countries, then, Pakistan is relatively better than that of Bangladesh. 

Source: Travel and Tourism Competitiveness Report, 2017 

Figure 4: Sub-Index, Infrastructure 
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3.4 Natural and Cultural Resources: 
Fourth, sub-index is about Natural and Cultural Resources which is also very important and helpful to attract 
international tourists. In fact, these resources are a type of endowments but certainly each nation can put 
efforts for conservation and better use to make them sustainable. 

Source: Travel and Tourism Competitiveness Report, 2017 

Figure 4: Sub-Index, Natural and Cultural Resources 

Figure 4 illustrates the exact situation of competitiveness for Natural and Cultural Resources along with their 
competitiveness score for the said three countries. According to prior expectations, India is rich in natural and 
cultural resources and having very big land with the second biggest population of the world and very primitive 
human culture and history, is having highest level of competitiveness and a lot of places with natural 
attractions. However, in this regard the difference in competitiveness between Pakistan and India is not
significant. However, there is an important message for each country in order to show resilience for 
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improve the conditions for International Openness and Environmental Sustainability while Bangladesh should 
focus on Price levels and prioritization of Travel and Tourism in order to improve its score and 
competitiveness. 
 
Thirdly, another sub-index Infrastructure also requires consideration for future. Although India is better jet 
requires to improve the infrastructure for tourism services while Bangladesh and Pakistan should also improve 
tourist services. Apart from this, while Pakistan and Bangladesh should also find ways to improve Air Transport 
Infrastructure as well as Ground and Port Infrastructure. 
 
Finally, the sub-index Natural and Cultural Resources are somehow having fixed level of endowments even 
then a lot can be done for betterment. The competitiveness score for Pakistan and Bangladesh is low so these 
countries should take utmost care of their resources, put effort for their conservation and better use in 
nature-friendly way. As a result, these countries will also get higher share of tourism in GDP contribution. 
 
In general, the study concludes that India is performing much better than Pakistan and Bangladesh as different 
dimensions indicates which is compatible with the prima facie perception of India’s 40th rank in Travel and 
Tourism Competitiveness Index as compared to the rank of Pakistan and Bangladesh. This better position of 
India is associated with India’s economic openness, strong policies such as visa on arrivals and e-visas and also 
improving condition of transport infrastructure. The government of Pakistan is also considering all such factors 
and providing utmost facilities to increase international tourist arrivals which might improve the tourism and 
competitiveness position of Pakistan. A lot of things can be leant form India in this regard, and countries 
should extend cooperation with each other for overall greater benefits and future sustainability. 
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Abstract: The latest forecasts for the Portuguese tourist industry show that it will represent 16% of the Portuguese GNP 
very soon and, for 2017, the State Statistical Office registered over 3.5 million guests visiting the North of Portugal and 
around 7.4 million overnight stays in the region’s tourist accommodation, which makes it safe to say that investing in 
projects that foster a common language in business communication will not only result in tangible financial gains but also 
in improved multi-cultural and multilingual understanding. Companies need, thus, to communicate seamlessly in a fully 
internationalised and digital world challenges companies to meet the need to systematise and harmonise language to 
properly convey meaning, thus promoting successful business undertakings. Such a need, a direct consequence of the 
phenomenon of globalisation and internationalisation of scientific and technological knowledge, becomes clear in a region 
with all the necessary elements to anchor sustainable growth, namely the four locations classified as UNESCO’s World 
Heritage sites (Porto’s historic center, Alto Douro wine region, Côa Valley Archeological Park and Guimarães Historic 
Center). “WiTo - Do you speak wine tourism?” is a project, supported by a PhD thesis, that aims at creating an electronic 
multilingual thesaurus the wine tourism experts will consider a useful tool for communicating with different publics 
(experts and non-experts). Thus, we will have to determine which subjects and technical know-how are considered core, 
complementary and cross-sectional to wine tourism, leading to the conceptual representation of wine tourism specialised 
language (which, in turn, will allow for structuring and harmonization of the linguistic heritage clearly visible in the area’s 
terminology). This project aims at providing the necessary basis for optimising knowledge transfer (thus promoting a faster 
flow of technical and scientific information) and its implementation in tourism information systems and electronic support 
platforms. This article aims at giving an overview of the current research in this area and presenting WiTo by highlighting 
some of its preliminary results and discussing some of the open questions. 
 
Keywords: Wine tourism; specialised languages; terminology; knowledge representation; expert communication. 

1. Background 
It may sound almost trivial to state that the technological and scientific evolution taking place over the last 
century has led to unprecedented economic, social, political and cultural changes. Nonetheless, the human 
mind has never produced so much, in such a short time span and with such quality. The new technologies that 
make it possible to process huge amounts of data at speeds once deemed “science fictional”, also enable real 
time communication between the most distant parts of the world. 
 
This is the ever more compelling reality for the tourism industry, a segment which is economically vital for 
Portugal, as it is one of the forces behind the country’s economic recovery: “Portugal is striving to become the 
biggest growing European destination, but to do so based on a competitive and sustainable tourism offer, one 
which is diversified, authentic and innovative. Thus, tourism will become a core activity in the country’s 
economic development and in its territorial cohesion.” (Turismo de Portugal, I.P., 2014) [our translation].      
 
Such central role is also becoming visible in the Portuguese articles and papers on Tourism, both as a social 
science per se and on other knowledge areas that aim at meeting the structural needs posed by the tourism 
industry itself. According to the site from the Portuguese Tourism Authority (www.turismodeportugal.pt), 
this growth factor is visible in its educational offer, covering vocational programmes (16 Hospitality and 
Tourism Schools located in Portugal), and in 93 undergraduate and graduate degrees (tourism management, 
tourism marketing, tourism and the oceans, tourism and spas, tourism information, tourist entertainment, 
etc.), both in university and polytechnic higher education.     
 
A quick analysis of the study programmes will suffice to show that these educational projects are increasingly 
specializing, and all focus greatly on a transdisciplinary and integrated approach of scientific and technological 
know-how (theoretical and practical), so as to prepare experts with comprehensive competences that will 
allow them to work in any (of the many) sectors that make up the tourism industry, as is the case with wine 
tourism, on which we will focus our research project. 
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The exponential growth in the number of syllabi with a specialising technological dimension in first and second 
cycle higher education degrees, which are closely linked to Tourism, may also be a reflection of the need to 
keep pace with the new projects and platforms created by the European Union. This same trend is also visible 
in Portugal, where Associação de Hotelaria de Portugal (Portuguese Hospitality Association) and Turismo de 
Portugal, I.P created the website Tourism Think Tank (http://www.ahp-ttt.com) with the aim of not only 
contributing to a culturally inclusive and coherent information society, but also to boost the industry’s 
competitiveness. 
 
Being knowledgeable in new technologies and proficient in their terminologies is, thus, a determining factor 
for the development of the Portuguese economic and social fabric, as it is core for our competitiveness in 
international markets and key to our integration in the European area. The Instituto Português da Qualidade 
(IPQ) (Portuguese Institute for Quality), responsible for the national normalisation programmes and processes 
(materialised in the Portuguese System for Quality) presents on its website (www.ipq.pt) the entity 
responsible for the sectoral standardisation in tourism (made up of business associations and federations) and 
its technical committee, whose main objective is to prepare the standardisation programmes for the industry 
(later approved and sanctioned by IPQ) so as to contribute to the implementation and control of quality 
systems. However, this concern with the standardisation of methods and techniques to use in the industry has 
not been met with the same care in the use of normalised terminology, which is the basis for communication 
between experts in the area. To date, IPQ has not created any Technical Committee responsible for 
terminology standardisation in wine tourism, as it did with the linguistic standardisation projects for the areas 
of Electronics and Information Technology.  This may be one of the obstacles for the expansion and 
consolidation of Portuguese as a “knowledge language” both in academia and in the World Wide Web, the 
communication platform exponentially used by tour operators, travel agencies, tourism businesses and 
promoters in order to internationalise their companies and attract geographically distant market segments. 

2. Description of the Research Project 
If natural languages are the medium of human communication par excellence, then specialised languages will 
be the communication vehicle between experts and their peers and between specialists and their public. From 
this it follows that anyone professionally connected to any of the areas of scientific and technological 
knowledge, increasingly complex and specific, have to process and master new concepts and their respective 
terminology (which should be systematised and unambiguous), for communication to be effective and 
successful. 
 
However, specialised languages can no longer be seen only as a repository of “vocabulary of subjects to which, 
it is assumed, the average person will not have access” (Maia, 2001), not as rigid inflexible structures of lexical 
organisation, in which the terms presuppose an unquestionable univocality with extra-linguistic reality, as was 
originally recommended by Wüsterian theory. Terminology, as a science, has evolved to try and meet the 
systematisation and harmonisation needs with which natural languages are faced with increasing urgency.  
 
Such a need, a direct consequence of the phenomenon of globalisation and internationalisation of scientific 
and technological knowledge (greatly accelerated by the expansion and increased use of the Internet as a 
cultural and scientific sharing space but also, and increasingly, for economic exchanges, which materialize in e-
business), is the result from the real possibility of some languages stop being used if, in professional 
communication settings, they are replaced by languages considered more appropriate to transmit the desired 
information, as it is often the case with the English language: “In this ever-changing backdrop, while market 
economy leaders naturally impose their norms – including linguistic ones- economically dependent societies 
should foster standardisation policies for their languages, thus ensuring they will be used in all communication 
functions, both formal and informal, and by all their speakers” (Cabré, 1998) [our translation].   
 
The ´evolution´ of the General Theory of Terminology to include a more functionalist perspective of language, 
as advocated by Sociolinguists and the Socioterminology (Yves Gambier and François Gaudin are perhaps the 
best known references of the latter), will also have to be included at the level of planning and linguistic 
harmonisation policies: “A term cannot be seen only in relation to a system (adequacy of the designation, 
connection to a network of notions ...): it is also to be seen in its operation, in the field of social contradictions.  
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(Who uses what? Who innovates? How and by whom are terms transmitted? How do the re-adjustments of the 
terminology, the reformulations take place?” (Gambier, 1987) [our translation].      
 
This is, however, a controversial theme, as for General Linguistics the process should be the result of the 
natural evolution that occurs in all languages and one which will be instigated by the real and daily use that 
users make of their linguistic heritage. As we have said previously, the speed at which information is available 
today on the Internet may result in the extinction of so-called minority languages - at least of those that are 
not supported by governmental, social, educational and other institutions which create programmes to 
instigate and maintain the national linguistic entity in all knowledge areas, especially those areas deemed 
prestigious and nuclear for economic development: 
 
“The interaction between the different elements of a process of social normalisation, in which the language is 
one of the most important and constant elements, can make a developing society move forward as a whole. 
Hence the great importance terminology has in this process.” (Cabré, 1998) [our translation]. 
 
As stated before, the pace with which information is made available on the Internet may result in the 
extinction of the so-called minority languages, especially those not supported by educational, social or 
governmental bodies or any others that establish language incentive and maintenance programmes for all 
knowledge areas. These are particularly important in areas society consider prestigious and core to economic 
development: “São cada vez mais as circunstâncias em que os especialistas, numa situação de comunicação 
especializada, comunicam noutra língua que não a sua, perdendo assim a capacidade de poder ensinar, redigir 
e comunicar na sua língua materna. Aqui está um dos maiores perigos para as línguas de especialidade.” 
(Costa, 2006a) This is then, perhaps, one of the most important and visible roles for the terminology of this 
new century, the science that we consider to have an important sociological aspect to it, with goals and 
applications of a practical and functional nature, which seeks to address the production and dissemination of 
knowledge arising from two apparently contradictory movements in scientific development over the past five 
decades, i.e., interdisciplinarity and hyper-specialisation. The apparent opposition in these trends seems be 
carried on to the need for harmonising systems and languages (to achieve a precise understanding between 
different cultural realities) and the urgency of maintaining the linguistic identities of communities participating 
in economic, material and intellectual exchanges. This too is not only compatible, but also feasible and very 
much desirable, for the sake of multilingualism and multiculturalism: 
 
“The fact that "science and technology" belong to contemporary cultures is of central importance, as well as a 
democratic challenge. The language sciences have to replace the signs they study in social life, that is to say, in 
their cultural and conflictual dimension.” (Gaudin, 1994) [our translation]) and “Related to legal aspects are 
the multicultural facets of many eTourism transactions which span cultures and frequently involve both very 
small and very large players, thus also mixing organizational cultures” (CEN, 2009). 
 
This approach describes briefly the socio-technical and theoretical context from which we will develop our 
own terminologically-based approach to the analysis of the use and representation of expert knowledge in the 
field of wine tourism. At the same time, it will frame and support the definition of criteria for the collection 
and analysis of a specialised corpus leading to the construction of a proposal for linguistic harmonisation of the 
said area. 

2.1 A more detailed analysis  
Intralinguistic systematisation and harmonisation are key requirements for any conceptual system deemed 
coherent, valid and communicatively efficient. Those are also central in any useful terminological project. This 
was the starting point for the research project we intend to develop with the specialised language of Wine 
Tourism, a relevant sector in Portuguese tourism offer, not only for our national tradition in wine production 
but also because this activity “has an ever more important role in regional development and in job creation in 
the more disadvantaged areas”) (Grupo Lusófona, 2009) [our translation]. Given its highly transversal nature, 
wine tourism gets contributions from varied and distinct areas of knowledge, such as Marketing, Economics, 
Anthropology, Viticulture and Oenology. 
 
We will start by determining which subjects and technical knowledge are considered core, complementary and 
transversal to Wine Tourism, so as to organise and rank the representative terms in each of the areas referred 
above. Our starting point will be the official documentation and national legislation made available by Turismo 
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de Portugal, I.P., as well as the Classification of Scientific and Technologic Areas (Classificação de Domínios 
Científicos e Tecnológicos - FOS), the National Classification for Training and Educational Areas (Classificação 
Nacional das Áreas de Educação e Formação), and the Classification of Scientific Areas from the Rectory of the  
University of Porto (Classificação das Áreas Científicas da Reitoria da Universidade do Porto). These will be the 
texts for an initial but fundamental analysis, which will lead the selection of core texts for the knowledge area 
of Wine Tourism. Then we will focus on books listed in fundamental bibliographic references, masters’ and 
PhD’s theses, articles written in reference journals specialising in Wine Tourism core areas (all written in 
Portuguese), as well as on the linguistic material displayed on web pages maintained by Wine Tourism 
Portuguese companies. The compilation will be based on origin, relevance and typology criteria and organised 
so as to ensure that the linguistic fabric used/produced by experts is a clear and revealing source, signaling 
domain concepts and their relations: “[…] belonging to a scientific community is materialized through two 
different types of knowledge: the conceptual and the linguistic one. The specialist is, therefore, the producer 
and recipient of written and oral specialty texts that are produced and consumed by and for a community of 
experts, which makes it a restricted communication community. Thus, being part of a scientific community 
implies, among other skills, mastering a discourse specific of a set of individuals who share specific knowledge 
about an area of knowledge.” (Costa, 2006a) [our translation]. 
 
As stated before, the high level of transdisciplinarity in Wine Tourism requires such systematisation, so as to 
organise the area conceptually. This structuring will need the input from domain experts, via analysis cycles on 
the structures determined meanwhile, as this is fundamental for any successful terminological organisation.  
 
We would also like for our research to be a tell-tale sign of the productive cooperation with experts in the 
areas of Oenology, Tourism and Hospitality, which we have already initiated with the preparation of the 
specialised texts and the delimitation of the knowledge areas making up the basis for communication between 
experts. The preliminary results of this cooperation have shown very interesting cultural and linguistic results, 
given the transdisciplinary nature of communication in Wine Tourism: the expert community is, very clearly, 
heterogeneous, which leads to a multitude of communicative contexts where speech is materialised. 
 
Moreover, the money-making aspect in Wine Tourism, as part of a sector with producers and consumers, 
entails communication with non-experts such as tourists enjoying wine tourism products, etc., and has been 
growing exponentially in the WWW with the creation of websites, which tourists may research/visit before 
deciding on a product. If one takes into consideration the recent initiatives from the European Union to 
promote the creation of virtual platforms where the European tourism industry’s information systems will be 
integrated, the urgency of a project aiming at the linguistic harmonisation and systematisation of the 
Portuguese wine tourism sector will be more obvious. 
 
The existence of synonyms may be an obstacle for effective and unambiguous communication and, apparently, 
this has made many Portuguese experts choose English (and its wine terminology) to avoid any linguistic 
misunderstanding. The need for appropriate and inexpensive communication may also be an important factor 
behind the choice for the English language, especially if one considers the predominance of English in this 
sector, which is further boosted by the historic links to the English brands marketing Port wine.   
 
In addition to all the consequences for the Portuguese science and society that may result from the ‘linguistic 
affiliation’ of Portuguese experts to another communicative and cultural reality, we should bear in mind that 
any linguistic harmonisation proposals should be sanctioned and accepted by the wine tourism experts. 
Otherwise, they may not feel compelled to produce texts that reflect the immense cultural and social heritage 
of the Portuguese language, a heritage whose characteristics attract foreign and Portuguese tourists alike. 

2.2 Most relevant objectives  
The problems and needs that most probably will become apparent when describing, structuring and 
harmonising the terminology of a knowledge area, will also necessarily be varied and distinct. However, we 
would like to emphasise the following: 
 

which terminological methodologies (and how) should be used to conceptually represent the domain 
knowledge, so as to promote a broader and more effective knowledge representation? 
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what is the real contribution of structured and representative conceptual systems (built from a 
specialised corpus and validated by experts) for the maintenance and dissemination of a specialised 
language in a natural language? 
can a bilingual thesaurus in a specialised area foster the usage of a language instead of another 
considered more prestigious? 
how can we disseminate the results more efficiently, influence the professionals of the area to use 
certain terms and what is the role of the terminologist in this process? 

 
These questions will drive our use of terminological methods in building a linguistic tool, whose prime 
objective will be to contribute to a more ordered, coherent and scientifically accurate domain terminology. In 
order to organize knowledge, the terminologist should look into the textual production of the specialised 
domain, gathering specialised corpora where terms and concepts used by experts are recognised as such by 
the respective scientific cadre.  
 
The terminologist should always bear in mind that any text in his/her reference corpus must be of undisputed 
scientific and technical relevance: “For a scientific text to be accepted by the community of specialists to 
whom it is addressed, it is necessary that the other elements that constitute the group consider it as such. The 
members of the community self-regulate their speeches, being the true judges of their scientific production.” 
(Costa, 2005) [our translation]).  
 
This is why text typology should anchor any coherent, cohesive and representative corpus: “Establishing a 
typology implies the classification and the gathering of a set of texts, which maintains relations of similarity 
between the respective macro and / or microstructures, under the same label, through the identification of 
regularities of a set of texts, as opposed to the regularities of any other sets.” (Costa, 2005) [our translation] 
 
Whatever the main objective behind any terminological task (prescription or description, or a productive mix 
of the two, as we aim to achieve), the quality of the results depends on the precise delimitation of the study 
object, thus avoiding any textual or typological incongruences that could bias the creation of a quality product 
(and communicatively effective), one that may solve any terminological and conceptual questions held by 
domain experts. It is clearly not simple to achieve this objective, nor can we do it without deep scientific and 
methodological discussions, but given the state of the art in Terminology as a science closely linked to 
Knowledge Engineering, Artificial Intelligence, Translation and Information Technologies, those are actually 
recommended: “[…] multi-conditioning and multifunctionality of language. Both of these have to be said to 
play a decisive role in the emergence of new disciplines, since they meet the scientific need to investigate 
various kinds of factors that determine the very existence of language, its structure, its performance as a 
specific semiotic instrument of human beings, their interaction and interdependence with various components 
of human biology and behavior, etc.” (Figueroa, 1998) [our translation] 
 
With this method we will propose a precise and unambiguous Wine Tourism terminology, analysing synonyms 
of a possible regional origin, assessing its contribution to scientific and technical communication, and 
contributing to the implementation and use of Portuguese in core economic sectors, as this process will be 
accompanied and validated by the same experts expected to use that same specialised language. 
 
The creation of a thesaurus considered by the domain experts as a useful working tool will be the final 
outcome of our research project. The thesaurus could contribute to the optimal transmission of scientific 
knowledge between experts, to a faster transmission of Portuguese technical-scientific information, and to its 
implementation in electronic platforms and information systems for the Tourism industry. The construction 
and implementation of this thesaurus will be assisted, from its pilot phase, by experts from the areas of 
Documentation and Library Sciences. 

3. Methods 
The variety of scientific areas detectable in Wine Tourism literature and websites is proof of the 
transdisciplinarity typical of human knowledge. Even though it is apparently developing towards vertical depth, 
different scientific areas increasingly show “borrowed” and “shared” utterances amongst them. Therefore, we 
will have to rank and qualify the scientific contribution of the different areas to Wine Tourism, using the official 
documents and national legislation in force for the sector. The first step will consist in determining which 
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subjects and technical knowledge are considered core, complementary and transversal to Wine Tourism; then, 
we will do a systematic survey of the terminology used in articles from specialised journals, Master’s and PhD’s 
Theses, which will become the basis for creating conceptual maps (an example of semiformal knowledge 
organisation). Later, we will list texts according to the typologies considered determinant for Wine Tourism, 
always bearing in mind that “If, on the one hand there is symbiosis, on the other it is vital to have the 
theoretical distinction so as to understand the difference between the linguistic perspective - rather 
semasiological - and the conceptual - rather onomasiological - perspective, which are not mutually exclusive, 
but complement each other, this being the ultimate competence of the terminologist. Presently, we consider 
this almost dichotomous opposition very reductive.” (Costa, 2005) [our translation] 
 
Though fully aware of its limitations, we opted for a semasiologic approach for onomasiologic purposes, i.e., 
we will analyse the data from the corpus and then have them validated by experts, which will be a cyclic and 
dialogic process taking into account the expert’s perspective and the results from corpus extraction. If we have 
a reference corpus dully built and analysed, we may then extract credible results to extrapolate to the 
specialised language. Throughout this process we will continue to have the cooperation of experts linked to 
the different areas of knowledge that contribute to Wine Tourism. We wish to establish a formal consultation 
and working methodology with them, according to which we will put forward our linguistic harmonisation 
proposals for all term candidates, so as to build a tool that will support and promote a more effective 
communication among experts and with their different publics. 

4. Results (so far) 
We have gathered a bilingual specialised corpus in Portuguese and in English. The Portuguese corpus has 15 
peer-reviewed articles published in specialised journals, 2 monographies, 62 Master’s theses, 6 PhD’s theses, 
14 presentations at national and international conferences, and 4 official documents drafted by Turismo de 
Portugal, I.P. All texts will be converted to .txt and analysed with WordSmith and Termostatweb softwares. So 
far, we have completed that process with the 15 peer-reviewed articles (with a total of 20,211 words) and 9 
Master’s theses (totalling 563,568 words), with the following result illustrations: 
 

 
Figure 1: Results of the corpus analysis with the WordSmith software, where the words “vinho, turismo, 
enoturismo” (wine, tourism and wine tourism, in English) show the highest frequencies of usage by the experts 
who wrote the analysed texts 
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Figure 2: Results of the corpus analysis with Termostatweb. The results are identical to those of Wordsmith, as 
the first three candidate terms are exactly the same. This programme also provides an analysis of the syntactic 
structures of the analysed texts, which constitutes an important help in terms of understanding how experts 
organize specialised information 

These preliminary results are being used to further enrich the corpus, to support the conceptual analysis of the 
wine tourism domain and to populate the thesaurus. As the domain is, by definition, multidisciplinary (the 
specialist community has distinct academic backgrounds, namely oenology, viticulture, geography, museology, 
and geography) we will use Teresa Cabré’s communicative theory of terminology to explain any linguistic 
variation we will most certainly find when the specialised documents are individually assessed.  
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Abstract: Green human resource management has become an emerging topic currently. Its role toward employee 
environmental commitment at the workplace is critical to organizations developing to a green strategy, especially the hotel 
industry. However, there are few published studies concentrated on this work. Thus, our study aims to fill this theoretical 
gap. Drawing on Social exchange theory, ability-motivation-opportunity (AMO) framework, and existing literature of green 
human resource management and employee environmental commitment, authors propose a conceptual model for the 
hotel industry that presents the relationships between two works. The model clarifies: (1) direct effects of GHRM practices 
at hotels (green training, green reward, and green organizational culture) on employee environmental commitment and (2) 
interactive two-way effects (moderating effects – e.g. green training x green reward, and green training x green 
organizational culture) and interactive three-way effect of GHRM practices (e.g. green training x green reward x green 
organizational culture) on employee environmental commitment. This study contributes to existing literature in extending 
(1) Social exchange theory application in green context to investigate the GHRM-employee environmental commitment 
relationship, and (2) AMO framework to explore the interactive effects of this work that give a theoretical suggestion to 
scholars working in sustainable human resource management as well as in tourism management. 
 
Keywords: Green human resource management, employee environmental commitment, interactive effects, hotel industry, 
AMO framework, Social exchange theory 

1. Introduction 
Recently, the environmental concerns have become a hot topic (Renwick et al, 2013; Masri and Jaaron, 2017; 
Pham et al, 2019) and a new development strategy of organizations, especially green-oriented organizations 
(Amui et al, 2017). Environmental management’s increasing need in the hotel industry has drawn academic 
attention (Chan and Hsu, 2016). Thus, the green or environmental subject has been attracting many scholars in 
human management (Pinzone et al, 2016) as well as tourism management (Kim et al, 2019; Pham et al, 2019) 
because of the strategic importance of developing a sustainable organization (Ren et al, 2017). The “green” 
Human resource management (GHRM), known as “environmental” Human resource management, considered 
as an essential tool for the successful implication of organization’s sustainable development strategy (Renwick 
et al, 2013). The concept of GHRM has mobilized globally because of its benefits such as enhancing 
environmental performance (Siyambalapitiya et al, 2018; Kim et al, 2019), motivating individuals to commit in 
green activities and produce green ideas (Jia et al, 2018), and boosting employee commitment toward the 
environment in the workplace (Luu, 2018). 
 
Employee commitment to the environmental activities has been concerned by few published studies that 
helps increase our understanding in this research area, especially the relationship of GHRM-employee 
environmental commitment (e.g. Pinzone et al, 2016; Luu, 2018). However, these studies contain some 
following research gaps. First, the majority of published studies has myopically focused on the influences of 
GHRM practices on employee’s green behavior (e.g. Dumont, 2017; Pinzone et al, 2016) and corporate 
environmental performance (Guerci et al, 2016; Masri and Jaaron, 2017). Yet, to date, the line of work in 
investigating the enhancement of GHRM practices to employee environmental commitment is still a lack of 
previous studies. Second, Ability-Motivation-Opportunity framework (Blumberg and Pringle, 1982) suggests an 
interaction model to explore interactive influences of GHRM practices (e.g. green training x green reward, 
green training x green reward x green employee involvement) on employee environmental commitment. But 
this work has not been conducted by prior studies. Final, in the hotel industry, the GHRM study is necessary 
because of the environmental issues in hotel activities (e.g. water and energy consumption, wastewater, CO2 
emissions) and benefits obtained from an effective green strategy (e.g. environmental performance, 
competitive advantage) (Molina-Azorín et al, 2015). However, there has been little investigation to deeply 
understand GHRM practices applied (e.g., Kim et al, 2019) and its roles to individual’s green attitude and 
behavior at hotels.  
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Consequently, the main objective of this paper is to propose a conceptual framework to explore the GHRM-
employee environmental commitment relationship in the hotel industry. Specifically, this work clarifies the 
direct effects and interactive effects of GHRM practices on employee environmental commitment at the 
workplace by applying a literature review. The work of systematic literature review is appropriate to 
consolidate the research findings and identify the research gaps (Tranfield et al, 2003; Koberg and Longoni, 
2019). 
 
The study is organized as follows. After the introduction (Section 1), Section 2 illustrates GHRM practices and 
employee environmental commitment. In section 3, reviewing previous studies related to green human 
resource management is clarified to identify research gaps. Subsequently, we present the conceptual model 
based on the theories and previous studies in Section 4 and research design, data collection and analysis in 
Section 5. Finally, we conclude this paper and propose further studies in Section 6. 

2. Green human resource management and Employee environmental commitment 

2.1 Green human resource management 
Green human resource management (GHRM) is generally defined as the HRM aspects of environmental 
management (EM) (Renwick et al, 2013). Currently, GHRM application has been increasingly studied by 
scholars to (1) develop green abilities (A) such as green training; (2) motivate green employees (M) such as 
green reward and green performance management; and (3) provide green opportunities (O) such as green 
employee involvement, and green organizational culture (e.g. Tang et al, 2018; Masri and Jaaron, 2017; Pham 
et al, 2019). These GHRM practices are defined follows 

Table 1: Green human resource management and its practices 
GHRM practices Definitions 

Green training  Green training is defined as organizational environmental policies to provide employees the 
needed knowledge, practices, and attitudes to participants (Jabbour et al, 2010) 

Green performance management Green performance management is understood as monitoring and evaluating environmental 
effectiveness and advancement made towards attaining environmental goals (Govindarajulu 
and Daily, 2004). 

It is the monitoring and incentive systems to motivate employees in environmental practices 
(Longoni et al, 2016) 

Green reward Green reward is defined as reinforcement to continuously motivate and increase 
environmental responsibilities through employees’ commitment (Govindarajulu and Daily, 
2004) 

It is environmental practices used to enhance employee’s motivation in order to increase job 
performance, higher productivity, firm performance and reduced waste (Ragas et al, 2017) 

Green employee involvement Green employee involvement is HRM practices to encourage employee’s green participation 
and initiative and ecological ideas (Masri and Jaaron, 2017). 

It can be viewed as a participative process to uses employees’ environmental capacity to 
encourage their commitment to environmental goals (Pham and Tuckova, 2018) 

Green organizational culture Green organizational culture is considered as the set of “assumptions, values, symbols, and 
artifacts of organization reflected a desire or need to operate in an environmentally sustainable 
manner” (Harris and Crane, 2002).  

Green culture is environmental issues dealt with as cultural values of an organization (Jabbour 
et al, 2010) 

 (Source: authors) 

2.2 Employee environmental commitment 
Employee commitment to the organization is an HRM outcome of organization and an employee’s attitude of 
interest, and what an individual shares organization’s values, accepts its goals, and makes significant efforts at 
the workplace (Paillé and Mejía-Morelos, 2014). In the environmental context, Perez et al (2009) also indicate 
this concept “as an internal, obligation-based, motivation” toward the environment. Similarly, Raineri and 
Paillé (2016) denote worker’s attachment and responsibility to environmental issues at the workplace. Thus, it 
reflects employee’s internal motivation and is viewed as employee’s discretionary sense of commitment in the 
environmental aspect (Luu, 2018). 
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3. Published green human resource management-related studies 
The following is a summary table of previous studies linked with GHRM practices. This table provides an 
overview of what completed in the past in order to clarify limitations of prior researches. Furthermore, a 
summary table of previous studies linked with GHRM is also shown to better understand the lacks of these 
publications in the hotel industry. 

Table 2: Summary table of prior GHRM-related studies 
Author(s) Area research Key findings 

Tang et al (2018) Multi-industries Paper points out five dimensions of GHRM practices: green recruitment and 
selection, green training, green performance management, green pay and 
reward, and green involvement.  

Ren et al (2017)  Study highlights conceptualization and measurement of GHRM and develops 
an integrated model of the antecedents, consequences and contingencies 
related to GHRM. 

Masri and Jaaron (2017) Manufacturing industry GHRM practices such as training, performance management and appraisal, 
reward and compensation, employee involvement, organizational culture, 
and recruitment that influence positively corporate environmental 
performance.  

Dumont et al (2017) 

 

Food industry GHRM has both direct and indirect influences on in-role and extra-role 
employee green behavior through the mediating role of psychological green 
climate. 

Pinzone et al, (2016) Healthcare industry GHRM practices such as competence building, performance management, 
and employee involvement have positive effects on organizational citizenship 
behavior toward the environment (OCBE). 

O’Donohue and Torugsa 
(2016) 

Manufacturing industry There is a correlation between GHRM and financial performance 

Longoni et al (2016) Service and 
manufacturing industries 

GHRM influences on environmental and financial performance.  

Guerci et al (2016) Multi-industries Green training & involvement, and green performance management and 
compensation influence positively corporate environmental performance, 
whereas green recruitment does not have effect on environmental 
performance. 

Alt and Spitzeck (2016) Multi-industries Employee involvement capability positively associates with OCBE. 

Employee involvement capability has a positive indirect effect on 
environmental performance through OCBE. 

Renwick et al (2016)  Paper gives understandings of GHRM practices through developing green 
abilities (e.g. green training, green recruitment and selection, management 
leadership), motivating green employee (e.g. green performance 
management and appraisal, reward, organizational culture), and facilitating 
green opportunities (e.g. employee involvement, employee engagement). 

Tung et al (2014) Manufacturing industry Top management support, green training and green reward influence 
positively the effectiveness of environmental management processes. 

The effectiveness of environmental management processes plays a mediating 
role in the relationship between factors (top management support, green 
training, and green rewards) and both operational and management 
environmental performance. 

Renwick et al (2013)  Paper proposes GHRM practices to develop green abilities (e.g. green 
training, green recruitment and selection), to motivate green employee (e.g. 
green performance management and appraisal, reward), and to provide 
green opportunities (e.g. employee involvement, supportive culture for the 
environment) 

(Source: summaried from previous studies) 
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Table 3: Summary table of prior GHRM-related studies in hotel industry 
Author(s) Area research Key findings 

Kim et al (2019) Hotel industry GHRM influences positively employees’ organizational commitment, their eco-
friendly behavior, and hotels’ environmental performance 

Siyambalapitiya et al 
(2018) 

Hotel industry A proposed model about GHRM practices (e.g. training, HR planning, recruitment, 
selection, performance evaluation, reward, employee involvement) that supports 
corporate environmental performance. 

Pham et al (2018) Hotel industry Green training and green organizational culture have direct effects on green 
voluntary behavior.  

Green organizational culture moderates the link between green training and green 
voluntary behavior 

(Source: summaried from previous studies) 

We identify that GRHM-related studies were conducted in different industries including both manufacturing 
and service sectors. Also, qualitative and quantitative methods were applied in previous studies that help 
understand better the complexity of GHRM practices.   
 
Some empirical studies focus on investigating contributions of GHRM practices to green behavior of 
employees, such as OCBE, (Pinzone et al, 2016; Dumont et al, 2017), environmental performance (Tung et al, 
2014; Guerci et al, 2016; Masri and Jaaron, 2017), and financial performance (Longoni et al, 2016). 
 
Authors also recognize published studies conducted in service sector to understand GHRM practices and its 
roles (e.g. Pinzone et al, 2016), but prior studies primarily perform in manufacturing sectors (e.g. Tung et al, 
2014; Dumont et al, 2017; O’Donohue and Torugsa, 2016; Masri and Jaaron, 2017) or multi-industries (Guerci 
et al, 2016; Longoni et al, 2016; Tang et al, 2018).  
 
For the hotel industry, there are few GHRM-related papers have been concerned (e.g. Kim et al, 2019).  
 
However, published studies have not yet concentrated on the relationships between GHRM practices and 
employee environmental commitment at the workplace.  
 
Consequently, the direct and interactive influences of GHRM practices on the enhancement of employee 
environmental commitment have been unexplored by prior scholars. Moreover, GHRM-related studies have 
been undeveloped fully by scholars in the hotel industry.    

4. A proposed conceptual model: Green human resource management and Employee 
environmental commitment 
Following to Social exchange theory (Emerson, 1976), an employee perceives benefits from their 
organization’s actions, she/he feels obligated to reciprocate (Jiang et al, 2012). Thus, HRM strategy may 
influence employee reactions at the workplace, such as employee commitment (Nishii et al, 2008; Katou et al, 
2014). In the environmental context, Perez et al (2009) argue that paying attention to develop the 
environmental management system can strengthen green attitudes of employees who have the environmental 
commitment at work. This is because, employees working in green-oriented organizations, their norms, values, 
and mindsets must be changed to adapt organization’s green culture and goals (Pinzone et al, 2016). They also 
participate actively and regularly environmental activities in organization that reinforce their understanding 
about corporate environmental targets and policies, which in turn result in employee’s sense of attachment 
and responsibility as well as commitment to environmental issues (Jabbour and Santos, 2008). Consequently, 
GHRM practices (e.g., green training, green performance management, green reward, green employee 
involvement, green organizational culture) may boost employee environmental commitment via enhancement 
of knowledge sharing, employee’s perception of GHRM (Ren et al, 2017; Harvey et al, 2013). Therefore, the 
study hypothesizes that 

4.1.1 H1: GHRM practices (green training, green performance management, green reward, green employee 
involvement, and green organizational culture) have significant effect(s) on employee environmental 
commitment 
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Based on AMO framework, HRM practices to develop employee’s ability (e.g. training), to motivate employees 
(e.g. reward, performance management), and to create opportunities for them (e.g. employee involvement, 
organizational culture) that can be occurred contemporaneously to explain organizational performance. Here, 
organizational performance is a multidimensional conceptualization (Cochran and Wood, 1984; Jiang et al, 
2012), for example HR outcome - employee’s attitude and behavior (e.g. employee commitment) (Jiang et al, 
2012). Thus, following to above reasoning, we expect the interactions of GHRM practices-green training 
(ability)-green reward and performance management (motivation)-green employee involvement and 
organizational culture (opportunity) on improvement of employee environment commitment. 
 
Specifically, green training helps employees receive and sustain the environmental knowledge and skills 
(Jabbour et al, 2010; Govindarajulu and Daily, 2004). Based on MacDuffie’s (1995) argument, besides the 
learned knowledge and skills, if employees are stimulated by organizations (e.g. green reward, green 
performance management policies) and have the interest to involve green practices, they more concern in 
discretionary efforts, for example, commitment toward the environment at work. Thus, interactions of GHRM 
practices including (green training x green reward, green training x green performance management) and 
(green training x green employee involvement, green training x green organizational culture) that may 
influence employee commitment toward the environment. Consequently, this paper hypothesizes that, 

4.1.2 H2: There are two-way interactive effect(s) of green training and another green practice (green reward, 
green performance management, green employee involvement, and green organizational culture) on employee 
environmental commitment.   
 
Based on Blumberg and Pringle’s (1982) argument, if one of three dimensions (green training (ability), green 
reward and green performance management (motivation), and green employee involvement and green 
organizational culture (opportunity) is absent or has a lower value, employee environmental commitment may 
be decreased. For instance, green training provides necessary environmental knowledge and skills to 
employees, consequently, pursue the green initiative and activities and motivate them to participate 
responsibly in the environmental projects. At the same time, trained knowledge and skills that help employees 
understand how to participate effectively green opportunities at work.  Thus, training is really important to 
enhance employee commitment to the environment. And, this commitment may be boosted when green 
reward and green performance management policies, and green employee involvement and green culture are 
established simultaneously. We therefore hypothesize that 

4.1.3 H3: There are three-way interactive effect(s) of green training, green reward (or green performance 
management), and green employee involvement (or green organizational culture) on employee environmental 
commitment. 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

Figure 1: The conceptual model 

(Source: authors) 
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2. Green performance 
management  
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Direct effect: 
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5. Research design, data collection and analysis 
A quantitative approach should be applied aiming to infer the population's characteristic, attitude, or behavior 
from a sample (Creswell, 2003). Authors employ the survey strategy and questionnaire technique due to this 
strategy is appropriate to apply a quantitative study and to test the relationships between variables (Saunders 
et al, 2009). Participants are those working in 4-5 star hotels in Vietnam and having at least one working 
experience year in his/her hotel.  
 
The questionnaire survey is employed to collect data.  The original questionnaire is developed in English based 
on constructs and items of previous studies. With the sample size, it should be calculated more than 10 times 
the largest number of structural paths directed at a particular construct in the structural model (Hair et al, 
2014), and thus, the sample size of 209 is consistent with this study.  
 
Concerning to data analysis, SMART-PLS is applied first to assess the internal consistency reliability, convergent 
validity, discriminant validity of the measurement, correlation matrix, the structure model, and test 
hypotheses. Then, PROCESS model is utilized to investigate the interactive effects of GHRM practices on 
employee environmental commitment. 

6. Conclusion 
In conclusion, published studies play an important role in clarifying the necessity of GHRM practices to green 
behavior of employees (e.g. OCBE), corporate environmental performance, and financial performance.  
 
Understanding and implementing GHRM practices allow hotels to provide green policies and shape the 
employee’s behaviors, and consequently boost their environmental commitment. However, our study 
identifies some research gaps after reviewing the literature based on published studies and theories. 
 
The analyses of our study allow the authors to propose the conceptual model in order to explore the roles of 
direct influences and interactions of GHRM practices toward employee commitment to the environment at the 
workplace in hotels.  
 
This conceptual model also suggests some studies in the future. Firstly, the further studies in GHRM context 
should evaluate this conceptual framework by employing a qualitative research and test above hypotheses 
through a quantitative study in the hotel industry. Secondly, the model may be applied not just in service 
sector but also in manufacturing industry, and then comparison findings between both these sectors need to 
be investigated by scholars.    
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Abstract: The objective of the present investigation consists in the elaboration of a map of the journey / experience of a 
museum’s visitor. The paper analyses the case study of the Interactive Museum of the Chocolate Factory, in Viana do 
Castelo, Portugal. After the identification of the journey touchpoints, researchers conducted a questionnaire to 100 
museum’ visitors after the visit, measuring the satisfaction throughout the museum rooms. This study highlighted some 
advantages of the visitor journey mapping (VJM). The overall satisfaction overcame the initial expectations. However, the 
VJM identified some touchpoints causing stress and inducing negative emotions. Therefore, VJM will allow museum 
managers to improve those experience’s weaknesses. Visitors also highlighted the role of the perceived atmosphere and 
the authenticity of the museum contents. The VJM also confirmed the importance of the post-visit phase, as 62,9% of 
visitors engaged in electronic Word-of-Mouth activities, 84% are planning to repeat the visit in future and 99% stated that 
they were willing to recommend the experience. 
 
Keywords: Museum; visitor journey; tourism experience; thematic hotel 

1. Introduction 
This paper aims to analyze the museum visitor journey/experience through consumer journey mapping (CJM) 
using as unit of analysis the case study of the Interactive Museum of the Chocolate Factory (in Viana do 
Castelo, Portugal), which is integrated in hotel building that explores the chocolate theme in the rooms 
decoration and ambiance. Thematic hotels are aesthetic experiences that still deserve attention from 
researchers (Lin, 2016; Wassler, Li and Hung, 2015). 
 
Although there is a dynamic research community comprising people from museums, the creative industries 
and academia from fields such as architecture, design disciplines, visitor studies, learning, theatre, animation, 
film and museum studies (MacLeod, Dodd and Duncan 2015), the visitor journey mapping still needs attention 
from researchers.  
 
The use of CJM tool will allow museum managers to identify the important touch points that contribute to 
overall satisfaction, generating positive and disruptive emotions. On other hand, as Albrecht, Hattula and 
Lehmann (2017) have shown, it also reveals the moments of stress induced by inconvenience and waiting 
times. According to MacLeod, Dodd and Duncan (2015) this tool provides useful inputs for the Design Thinking 
professionals and researchers, harnessing the possibilities of museum design for a more visitor-centered 
making of museums. 

2. Literature Review 
According to the ICOM Statutes, adopted by the 22nd General Assembly in Vienna, Austria, on 24 August, 2007 
(ICOM 2007): 
 

 “A museum is a non-profit, permanent institution in the service of society and its development, open to 
the public, which acquires, conserves, researches, communicates and exhibits the tangible and 
intangible heritage of humanity and its environment for the purposes of education, study and 
enjoyment”. 

 
Therefore mapping the visitor journey implies the definition and understanding of the following theoretical 
constructs: the notion of customer/visitor’s experience (1) whose timeline will be later extended the whole 
journey (2) and then decomposed in touch points (3). Moreover, the quality of the visitor experience is 
influenced by some factors such as authenticity (4) and social context (5). 

2.1  The notions of visitor experience, visitor journey and touch points 
Packer and Ballantyne (2016) developed a conceptual model of factors associated with the visitor experience.  
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According to the compilation made by these authors, the definition of visitor experience may have four 
approaches: 
 

1. Experience as flow of consciousness- anthropological perspective (e.g., “how events are received by 
consciousness”; Bruner 1986, p. 4). 

2. Experience as a subjective response to an event or stimulus- psychological perspective (e.g., “private 
events that occur in response to some stimulation”; Schmitt 1999, p. 60). 

3. Experience as a memorable impression- tourism and leisure management perspective, (e.g., “the 
‘takeaway’ impression formed by people’s encounters with products, services, and businesses”; 
Carbone and Haeckel 1994, p. 8). 

4. Experience as a designed or staged offering- a tourism and leisure marketing perspective; this 
perspective focuses more on the objective and extrinsic aspects of experience (e.g., “a type of offering 
to be added to merchandise (or commodities), products and service”; Carù and Cova 2003, p. 272). 

 
Packer and Ballantyne (2016, p.133) proposed a multifaceted definition of visitor experience, which is 
described in the conceptual scheme of Figure 1 (Packer and Ballantyne, 2016, p.134): 
 

 “a) it is inherently personal and subjective (it is not directly observable by researchers and it is 
conceptually distinct from the physical environment, visitor predispositions, and beneficial outcomes);  
b) it is responsive to the affordances of external or staged activities, settings, or events (it is constructed 
through a process of personal interpretation of external events and it can be shaped or enhanced, but 
not controlled, by those who design the physical context);  
c) bounded in time and space (it may occupy a single point, or multiple phases, in time and space and its 
boundaries must be defined to accurately convey its scope and context);  
d) significant to the visitor (it has an impact on the visitor that makes it noticeably different from 
everyday life this difference may be large or small, positive or negative, pleasant or unpleasant)”. 

 
Rosenbaum, Otalora and Ramírez (2017), described the journey’s mapping, as a way of representing the 
interactions between the clients and a certain entity throughout the purchase process. Through the journey’s 
map, it is possible to collect all the points of contact (touch points) that customers will find throughout the 
experience, allowing companies to create new sales strategies (services) with the aim of improving the 
consumer experience but also, efficiency in service delivery and customer loyalty. This process begins when 
the potential consumer becomes aware of a need caused by internal or external stimuli due to the marketing 
actions carried out by the companies.  
 
Lemon and Verhoef (2016) and Hall and Towers (2017) stated that today the consumer interacts with 
thousands of touch points of different channel types (online and offline). In agreement with the definition of 
De Keyser et al. (2016, p.70) who defined the "customer experience" construct as a "set of cognitive, 
emotional, behavioral, physical, sensory, spiritual, and social elements that arise in client interactions" with 
the other actors.  Lemon and Verhoef (2016) also conceptualized the concept of "consumer journey" as a set 
of touch points throughout the buying cycle. This cycle comprises three phases: pre-purchase, purchase and 
post-purchase. These touch points can be classified into four types: 1) brand-owned; 2) partner-owned; 3) 
customer-owned; and 4) social / external / independent.  
 
Several authors have studied the taxonomy of experiences. Pine and Gilmore (1998) started by classifying 
experiences in a grid framed with active versus passive and absorption versus immersion axis: entertainment, 
aesthetics, edutainment and escape. Masberg and Silverman (1996) documented a range of personal and 
emotional experiences reported by heritage site visitors, including social experiences (significant interactions 
with their companions) and aesthetic experiences (appreciation of beauty).  
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Figure 1: Conceptual scheme of the visitor experience (Packer and Ballantyne, 2016, p.134): 

 
 
Packer and Ballantyne (2016), proposed a multifaceted model of the visitor experience (see Figure 2 ) 
comprising the following categories of experiences such as: physical, sensory, restorative, introspective, 
transformative, hedonic, emotional, relational, spiritual and cognitive. 

Figure 2: The multifaceted model of the visitor experience (Packer and Ballantyne 2016, p.136) 

 
 
Stein and Ramaseshan (2016) proposed an alternative classification of touch-points based on eight categories: 
store atmosphere, technological, communicational, process-related, employee-customer interaction, 
customer-customer interaction, and customer-product interaction. 
 
On the other hand, as Rosenbaum, Otalora and Ramírez (2017) point out, the mapping of touch points, also 
called customer journey mapping (CJM), is a very popular tool among academics and managers because it 
allows brands to manage the consumer experience (see example in  
The contact points are represented horizontally according to the time line / duration of the experiment. This 
line is divided into three periods, being they, the pre-purchase / service, purchase / service, post-purchase / 
service. In the case of museums, the mapping is done from the choice of a museum to the acquisition of the 
service, satisfaction during and after the experience, seeking to register all positive and negative feelings and 
emotions throughout all spaces (Varvin et al 2014).  
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Figure 3). The strategic importance of consumer experience management (CEM) has been also demonstrated 
by Homburg, Jozić and Kuehnl (2017). 

 

The contact points are represented horizontally according to the time line / duration of the experiment. This 
line is divided into three periods, being they, the pre-purchase / service, purchase / service, post-purchase / 
service. In the case of museums, the mapping is done from the choice of a museum to the acquisition of the 
service, satisfaction during and after the experience, seeking to register all positive and negative feelings and 
emotions throughout all spaces (Varvin et al 2014).  

Figure 3: Example of a customer journey map (Peters, 2015). 

 
 
Rosenbaum, Otalora and Ramírez (2017) described the period of pre-purchase, as the experience of customers 
before the acquisition of the service, which can include the neighborhoods of the museum and be influenced 
by the city atmosphere (Hart, Stachow and Cadogan 2013). Here the points of contact could be ads in 
magazines, televisions, newspapers or radios, publications in social networks, email, among others. Regarding 
the period of purchase, the contact points arise when clients purchase the service, such as interaction with 
employees/guides, mobile apps (Antoniou et al 2016), visits to the museum shop, parking, satisfaction with the 
service, etc.  
 
Finally, the post-purchase period refers to the customer's experience after the actual service, in this case, the 
visit to the Museum of the Chocolate Factory. It is during this period that the contact points could be a photo 
of the visit shared in social networks, promotions as a way to encourage them to return, recommendations to 
others, etc. After identifying all contact points in the three periods, it is up to the entities / companies to 
develop a vertical axis that describes the strategies that will be created at each point. This axis is more complex 
than the horizontal one, since it defines the effectiveness of the map, becoming in this way one of the most 
important foci in the development of the present investigation. 
 
In the museum context, exhibitions have been represented as a “play” which also have the capacity to 
transform visitors on an emotional level (Forrest, 2014): an exhibition has an overarching theme or storyline 
(plot) that can be divided into acts (galleries or subdivided spaces) and scenes (display clusters). Alternatively, 
Roppola (2012), based on interviews with over 200 museum visitors across a number of Australian museums, 
developed a theory of visitor experience based on multimodality, a broader semiotic concept that 
encompasses all the ways a culture might express meaning. Text, speech, images, gestures and sounds are all 
examples of semiotic modes. Multimodality is thus the integration of multiple modes in the creation of 
meaning. It consists of four interconnecting concepts: a) framing (the overarching structures visitors apply to 
the museum in order to make sense of their experience); b) channeling (how visitors [find] their way through 
museums conceptually, attentionally, perceptually as well as physically); c) resonating (the interaction 
between visitors and features of the exhibition environment); d) and broadening (engagement with the 
interpretive content of museums). 
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Forrest (2014) based on environmental psychology and retailing literatures, purposed another approach 
postulating that the cognitive, affective and behavioral responses towards the experience are determined by 
the perceived atmosphere comprising three dimensions (design appearance, spatiality and information rate) 
which are influenced by the environmental properties and motivations and goals of the visitor. There are 
several theoretical frameworks modelling the visitor response: a) the Stimulus-Organism-Response and PAD 
(pleasure, arousal, dominance) dimensions (Mehrabian and Russell, 1974); b) the service environment model 
(Baker, 1987) and Bitner (1992); the affect and emotions; the qualitative and narrative approaches. 

2.2 The role of authenticity and social context 
The importance of authenticity in relation to museums’ experiences have been stressed by several authors 
(Grayson and Martinec 2004; Hede and Thyne 2010; Hede et al 2014). The consumers’ perceptions of 
authenticity play an important part in their consumption behavior. Authenticity research in marketing tends to 
follow one of two streams (Tinson and Nuttall 2010):  a) the Baudrillard (1983)’s approach who views 
consumers as unable to distinguish between what is authentic and what is not; b) Grayson and Shulman (2000) 
and Grayson and Martinec (2004), however, suggested that consumers use cues to make distinctions between 
authentic and inauthentic. The results showed that perceived authenticity of the museum, the visitor and the 
materials in the museum are dimensions of perceived authenticity that can be determined by consumer 
skepticism and expectations, thus affecting visitor satisfaction and perceived corporate hypocrisy. 
 
According to Dim and Kuflik (2014), the visit can also be influenced by the social context. Endler et al. [2011] 
proposed the term situated social context, which they define as follows: “The Situated Social Context of an 
individual is the set of people that share some common spatio-temporal relationship with the individual, which 
turn them into potential peers for information sharing or interaction in a specific situation.”  A visitor to a 
museum may be either a single visitor or part of a small (two to eight persons) or large group. Falk (2009) 
quoted by Dim and Kuflik (2014), suggested the identity-related museum visit experience model, which 
contains a typology of five visitor-identity prototypes: (1) Explorer, whose visit to the museum is motivated by 
curiosity or general interest in discovering more about the subject matter introduced by the museum; (2) 
Experience Seeker, often a tourist, whose visit is typically motivated by the main attraction that the museum is 
known to offer; (3) Professional/Hobbyist, who is interested in specific topics out of the full collection of the 
museum visit; (4) Recharger, who comes to the museum to reflect and rejuvenate, or to relax and absorb the 
atmosphere; and (5) Facilitator, who visits the museum to satisfy the needs and desires of someone she or he 
cares about rather than just her- or himself.  

2.3 Visitor journey mapping/ measurement tools 
As Forrest (2014) claimed, there have been developed several methods for quantifying and analyzing visitor 
perceptions of the exhibition environment beyond simple measures of satisfaction. Based on retailing 
experience measurement, Forrest (2014) applied the Perceived Atmosphere Instrument to the museum 
context. This scale has four dimensions: Vibrancy, Spatiality, Order and Theatricality. 
 
Beyond the traditional mobile guides, or the digital museums, there are several attempts to monitor and 
measure visitors’ experiences in a non-intrusive way, collecting visitors’ evaluation either through smartphone 
apps or through devices measuring physiologic indicators (Du et al 2016). 
 
Using a multi-channel approach, for example, Varvin et al (2014) described the project Kunstporten App,  a 
smartphone app that was shaped and adjusted in the design, planning and development of modules, 
multimedia content and procedural structure that may support the museum experience as a journey.  

3. Methodology 
The Interactive Museum of the Chocolate Factory, in Viana do Castelo, Portugal is integrated in a 
multidisciplinary space with the theme of chocolate, called "Chocolate Factory", inaugurated in June 2014. This 
building comprises a Hotel with 18 rooms, a Restaurant, Cabinet of Choco therapy (massages with chocolate) 
and shop. It is the first museum with the theme of chocolate in Portugal. Installed in the old production rooms, 
it seeks to convey the whole history, from the origin of the cacao to the various techniques of chocolate 
production (see  and Figure 4). 
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After the identification of the touchpoints (see Table 1), authors developed a self-administered paper and 
pencil questionnaire which, was applied to visitors of the Museum of the Chocolate Factory at the end of the 
visit with the purpose. The questionnaire collected the demographic characteristics, motivators and the 
importance of the hotel and museum attributes. Afterwards respondents rated their satisfaction with the 
different rooms and the intention to recommend and engage in electronic WOM activities. 

4. Discussion of results 

4.1 Sample Characteristics 
A survey to the visitors of the Museum of the Chocolate Factory was replied by 100 respondents (42% were 
males and 58% females), with an average age of 38,9 (SD=11,5) and age ranging between 25 and 45 years old. 
About 77% of the respondents have Portuguese nationality, followed by 13% from Spain. According to the 
information provided by the Museum of the Chocolate Factory regarding the annual data, these two countries 
generated the greatest flow of tourists. However, the percentage of Spanish visitors is usually higher than the 
one verified in this questionnaire. The majority lives in the surroundings of Porto (29%), Aveiro (10%) and 
Braga (9%). It stands out by the negative the existence of only one resident in Viana do Castelo. The majority of 
visitors have a higher level of education, that is, undergraduate degree (42,7%), Master's degree (17,7%) and 
PhD (5,2%).  
 
On the other hand, secondary education appears below with a percentage of 18.8%. 66% of the visitors were 
staying in the hotel, while 34% presented themselves as external visitors. Nevertheless, it is worth noting that 
97% is visiting the Museum for the first time and the remaining 3% were visiting by the second time. The social 
context of the visit is also important as 45,8% of the visitors were accompanied by two other people. Most of 
the respondents got awareness of the Museum through the internet (70%). However, magazines/newspapers 
(47%), television (22%) and the recommendation of friends and family (45%) had a preponderant role, 
presenting itself as the most effective means of communication. 
 
Regarding the reasons for the visit, regardless of the origin of the visitor, "curiosity" is the main reason for 61% 
of visitors, mainly due to the space theme and its uniqueness in Portugal. The advertising had also a decisive 
role for 10% of visitors. It is worth noting that the Museum is seen as a complement to a visit to Viana do 
Castelo, especially through the online communication and the presence in printed tourist guides, highlighting 
the presence of the Museum in the promotion brochure of the city of Viana do Castelo. 

Table 1:  Identification of the phases and touch points of museum 
PHASES 

PRE-
PURCHASE 

1) Taking knowledge of the Chocolate Factory through the recommendation of friends and family, as well as through 
online and offline advertising (magazines / newspapers); 
2) Identification of the need / motivation and search of information using the Chocolate Factory Website, 
accommodation and phone call sites for the Chocolate Factory (Touchpoints); 
3) Interaction: Computer, smartphone, hotel receivers.  

PURCHASE Purchase of the product (package of accommodation) through the own website / direct telephone contact or hosting 
sites intended for this purpose. 

 
 
 
 
 
 
 
 
 
 
 
 
EXPERIENCE 

HOTEL 

d) Arrival at the Chocolate Factory: Waiting time: 10 min for car parking) 
Touchpoint: building facade 
b) Reception of the Hotel (reference and recommendation to visit the Museum) 
Touchpoint: welcoming; Interaction: Recepcionist 
c) Ascent to the rooms (elevator / stairs) 
Touchpoint: chocolates placed in the room with the brand logo 
d) Return to the reception of the Hotel to visit the Museum 
Touchpoint: hotel reception; Waiting time: 1 minute (Hotel receptionist notifies the Museum guide 
about the descent of guests and consequent referral to the elevator) 

MUSEUM 

a) Arrival at the Museum; 
b) Welcoming and introduction made by the respective Guide and preparation of the audioguides 

and photograph included in the ticket 
Touchpoint: Museum Fees + Museum Brochures 
Interaction: Museum Guide + 3 tablets with a game about chocolate; 
Standby time: 5 minutes 

c) Entry into Room 1 of the Museum (Origins); Interaction: audioguide activation + interactive 
screens + expository objects; 
Standby time: 8 minutes if the movie in room 2 has already started; 

d) Entry into Room 2 (Xocolatl); Interaction: activation of the audioguide + 4D experience with the 
respective placement of 3D glasses 

e) Entry into Room 3 (Mundi);Interaction: audioguide + interactive screens + augmented reality 
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PHASES 
game 

f) Entry into Room 4 (Worship);Interaction: audioguide + giant screen + interactive totems + 3 
tablets with an application on chocolate (Chocoperfil) 

g) Entry into Room 5 (Factory); Interaction: audioguide + replicas of machinery + screens for 
observation 
Touchpoint: Machine where visitors take the toast tablet (with Chocolate Factory logo) 

h) End of Visit; Interaction: Guide of the Museum (reception of visitors and directions to the exit of 
the Museum 

i) Climbing the exit ladders and entering the store / production room 
j) Purchase of products in the store 

Interaction: Museum guides that also perform functions in the store 
Touchpoint: own products with its logo + Museum brochures 

k) Return to hotel reception; Interaction: Receivership; Touchpoint: Receiving 
l) Climbing back to the room; visit of the Bar; departure from the Hotel to visit the city 

PHYSICAL EVIDENCE Room Decoration and chocolate fragrance ambiance 

POST-VISIT 
1) Photograph of a visit to the Museum (included in the ticket) sent to the personal email; 
2) Hotel check-out: offer a farewell bag with a return voucher to the Museum (valid for 1 year) 
Interaction: Receiver; Standby Time: 3 minutes; Touchpoint: Receipt + Bag with brand logo and voucher 

4.2 Visitor experience indicators  
After tracing the profile of the respondents, the focus of the present questionnaire passed through the analysis 
of the experience, through the classification of a generic form of staff, equipment, infrastructures, among 
others, but also in a more specific way, as is the case of the evaluation of the different rooms (see Figure 4: 
Images of the rooms 3, 4 and 5 of the Chocolate Factory Museum. 
, Figure 6 and Figure 6: Visitor’s journey map for hotel customers. 
).  
 
The overall satisfaction with this innovative experience was positive (M=4,45; SD=0,67) overcoming the initial 
expectations (M=4,00; SD=0,71), being in most cases considered as a "Good" experience.  The element with 
the highest score in a five points Likert scale was the "sympathy of employees" (M=4,86; SD=0,38), and their 
"efficacy" (M=4,81; SD=0,42) followed by the quality of the rooms’ info (M=4,42; SD=0,67) organization 
(M=4,32; SD=0,70) and comfort of rooms (M=4,31; SD=0,68). Regarding the lowest classifications, the "Quality 
/ Price Ratio" (4.17) and the "Quality of Multimedia Applications" (4.03) were evidenced. Regarding the first, 
the respondents stated that the price is a bit high (average €6, €8 / adult without being accompanied by the 
family), even considering it is a private museum. 
 
During the period of application of the questionnaires, some maintenance problems occurred in two important 
rooms thus affecting the experience and leading to this negative feedback. However, under normal conditions 
this classification could be higher. Therefore, hardware and software failures are dissatisfiers being the 
negative side of the bet in technological and interactive spaces. 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

Hotel Reception 

Hotel Room 
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Figure 4: Scheme of the visit and images of the rooms 1 and 2 of the Chocolate Factory Museum. 

 
 

 

Museum Room 2- “Xocolatl” 

Museum Room 3- “Mundi” Museum Room 4- “Cult” 

Shop 

Museum Room 1- “Origins” 
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Figure 4: Images of the rooms 3, 4 and 5 of the Chocolate Factory Museum. 

 
Figure 5: Visitors’ evaluation of the rooms’ experience. 

5. Conclusions 
Authors concluded that this experience was positively evaluated by almost all visitors. 99% of visitors were 
willing to recommend the museum and 84% stated they are planning to visit again. Moreover, 62,9% will 
engage in electronic Word-Of-Mouth (for example by sharing photos in social media). Several visitors also 
shared that they perceived the museum as very interesting, unique, different and educational experience.  
 
This study highlighted some advantages of the customer (visitor) journey mapping (CJM). For example as we 
can see in Figure 6, there are some touchpoints that caused stress and induced negative emotions, either due 
to the associated costs (ticket and car parking), lack of quality of the multimedia hardware, or due to lack of 
authenticity and children centered contents. This mapping tool will provide the Museum managers the 
identification of weaknesses that need improvement. On other hand, there are some disruptive elements that 
have significantly contributed to the overall satisfaction and recommendation. The atmosphere created by the 
old factory building was also mentioned  
 
The Chocolate Factory Museum has a comprehensive bet on online promotion over offline / local promotion. 
Due to this reason, it was verified that in the future the bet must pass through the capture of the local 
population, since most of the visitors live outside Viana do Castelo, the residents being a very important public 
for the recognition of the project. 
 
As Masberg and Silverman (1996) suggested, museums and other similar institutions may need to re-examine 
not only their programming, but also their marketing and advertising, to better align their offerings with the 
visitor experience. 
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Figure 6: Visitor’s journey map for hotel customers. 

 
Figure 7: Journey map for walk-in visitors. 
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Abstract: Lake water is the main tourist attraction in the Schuchinsk-Burabay resort area located in the Northern 
Kazakhstan. However, during the last decades, water quality of the main lakes has deteriorated along with the 
development of the tourism industry in the region. The drop in water quality can threat the success of the tourism 
development in the area on the medium to long run. Thus, this study attempts to analyse the changes in water quality of 
the main lakes of the region using water pollution index, and water variance rate for each lake. Furthermore, we examine 
the evolution of tourism, focusing on tourism accommodation sector and attempt to measure its influence on water 
quality of main lakes of the Schuchinsk-Burabay resort area. Finally, we propose some recommendations for local 
authorities in order to guarantee the sustainability of the water resources and thus secure the future of tourism in the 
studied area.   
 
Keywords:  water resources, tourism, water quality, Schuchinsk-Burabay resort area 

1. Background 
Water is one of the most critical and scarce resources for the tourism industry (UNWTO, 2013). Tourism 
activities require water, both in quantity and quality, for direct and indirect consumption (Rico-Amoros et al, 
2009). In recent years, the development of tourism activities has increased the levels of overexploitation and 
contamination of water resources in many tourist destinations around the world. This issue is more important 
if we take into account that the competitiveness of many tourist destinations is based on quality of water 
resources (i.e., rivers, waterfalls, lakes, hot springs, etc.) (Essex et al, 2004; Eurostat, 2009). Among them, the 
lakes as one of the most sensitive and vulnerable water resources for many tourist destinations are suffering 
from tourism pressure (Hall and Härkönen, 2006). Although lake tourism is a relatively new type of tourism 
and less investigated in academic literature, the importance of lakes for tourism has been recognized 
(Tandyrak et al, 2016).   
 
Lake ecosystems are sensitive and vulnerable to the effects of increasing human activities leading to 
degradation of water resources.  Development of tourist activities can affect lake water and shoreline directly 
and indirectly.  Its impact depends on the type, size and depth of the lakes (Dokulil, 2014).  Dokulil (2014) 
considers that the direct impact of tourism on the lakes comes from recreational activities such as swimming, 
boating and angling. While construction and existence of tourism infrastructure, airports, accommodation, 
restaurants indirectly affect the environmental state of the lakes through disposal of wastewater arising from 
provision of various tourism services. Water pollution is considered ecological problem for many countries 
worldwide. Thus, in recent years, there has been an increasing interest in assessing ecological state of the 
lakes by using water quality parameters (Kumar et al, 2014).  
 
However, on the scope of our knowledge, not many studies have been conducted in analysis the links between 
water quality changes and tourism. For example, Lee and Lee (2015) conducted a research on impact of water 
quality on visual and olfactory satisfaction of tourists at Taiwan’s Hsinchu Fishing Port.  According to Burak et 
al (2004), groundwater used to satisfy the demands of accommodation establishments lower the water level 
and result in lake water intrusion in the most coastal aquifers. One of the examples is Turkey, where heavy 
construction of tourism facilities on coastal areas resulted to pollution of water resources. Kurleto (2013) also 
mentioned negative impacts of high degree of tourism seasonality on the lakes. According to Zhong et al 
(2011), pollution from development of tourism activities could lead to eutrophication of water, occurrence 
of infectious disease and degradation of water saving forests. The research conducted by Hadwen et al 

421



Makhabbat Ramazanova et al 
 

(2003) on the impact of tourism in dune lakes in Australia revealed that three lakes out of 15 are strongly 
used and heavily threated by tourist activities. 
 
Despite the increasing concern on water quality and pollution of the lakes due to tourism, a lack of common 
methodology has been observed to measure its impacts. Thus, it is complicated to assess tourism impacts on 
environmental state of the lakes. According to Gladstone et al (2012), the lack of tourism statistics in some 
recreational activities such as scuba diving, fishing, boating, makes difficult the assessment of current impacts 
of tourism on water. Kurleto (2013) considers that an objective assessment of the influence of the tourism 
industry on lake ecosystem is quite complicated even for a country like New Zealand, which is famous for its 
huge number of lakes, which are used as main tourist attractions for destination.   
 
 This issue in crucial for Kazakhstan, as one of the most water scarce countries on the Eurasian Continent, 
where growth of tourism industry can cause negative effects on water resources. The year 2000 has been a 
turning point in impressive development of tourism infrastructure in the region,  and deterioration of water 
quality of the lakes can be caused by growth of this sector. Thus, this study aims to investigate 
development of tourism in the Schuchinsk-Burabay resort area and attempt to measure its impact on water 
quality of the main lakes. 

2. Methodology 

2.1 Materials and methods 
Statistical data on tourism development were obtained from Department of Tourism and Department of 
Statistics of Akmola region (2017).  Data on water quality of the lakes were collected from the Department of 
Geology and Subsoil Use “Sevkaznedra” (2014)  and RSE "Kazhydromet (2017). Water Pollution Index (WPI) has 
been used to assess water quality, while water quality variance rate (r) has been applied to reveal the 
qualitative changes of water parameters. 

2.1.1 Assessment index for water quality  
The present study is focused to assess the water quality of the lakes by using Water Pollution Index (WPI). This 
index is a coefficient, representing the average proportion of exceeding of maximum permissible 
concentration (MPC) of individual parameters. WPI is strictly calculated on six parameters having the highest 
values of given concentrations, whether they exceed MPC or not, where Potential of hydrogen (PH), biological 
oxygen demand (BOD5), and dissolved oxygen content (DO) are mandatory parameters (Kazhydromet, 2017). 
The following formula shows the calculus method,  
 

*  
 
where: Ci – component concentration (value of the physico-chemical parameter); n – number of parameters, 
used to calculate the index, n = 6; MPCi – established standard value for the special type of the water body.  
 
Depending on the WPI value, the water bodies are divided into classes (Table 1). 

Table 1: Quality class of water bodies 

 
 

Quality 
class

Characteristics of water
quality The value of WPI

1 Very clean

2 Clean 0,31 - 1,0
3 Moderately polluted 1,01 - 2,5
4 Polluted 2,51 – 4,0
5 Dirty 4,01 – 6,0
6 Very dirty 6,01 – 10,0
7 Extremely dirty         > 10,0
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2.1.2  Water quality variance rate    
Water quality variance rate (r) indicates the qualitative changes of water parameters during the last decade for 
four main lakes in the region. If the values of "r" are over "1", they represent a tendency of improvement, 
while if the values are lower than "1", they show a worsening tendency, and if "r" is equal to 1, it means that 
the water quality parameter is in a stagnant tendency. We have calculated the variance rate for the following 
parameters: PH, DO, BOD, HCO3, SO4, Cl, Ca, Mg, F, Cu. The water quality variance rate for each parameter of 
the analysed lakes was calculated based on following equation (Enea et al, 2017).   
 

 
where:  
r - quality variance rate;  
k – number of positive values;  
m – number of negative values;   
ni (+) - number of absolute frequency values for rises;   
nj (-)-number of absolute frequency values for reductions; 
 n - total number of absolute frequency values;   
fi (+),  fj (-)  - relative frequencies. 

3. Results  

3.1 Water Pollution Index 
Figure 1 indicates the evolution of WPI of the lakes for each year.  The value of WPI of Burabay Lake was 1.95, 
quality class 3 “Moderately polluted” in 2006, while this value has increased to 3.21, indicating the quality class 
4 “Polluted” in 2015. In the case of Ulken Shabalty, in 2006 the WPI value was 2.94, with quality class 4 
“Polluted” and it has reached the value 6.53, with the quality class of  6 “Very dirty” in 2015. The WPI was 8.04 
(quality class 6 “Very dirty”) in 2007 in the Lake Kishi Shabakty and it remained the same quality class in 2015 
with the WPI value 6.75. The WPI of Shortandy was 2.11, indicating the quality class 3 “Moderately polluted”, 
and it reached the quality class 5 “Dirty” with the value of WPI 4.75.  
  

 
Figure 1: WPI dynamics of the main lakes 

3.2 Water quality variance rate 
As for water quality variance rate, the mentioned dynamic can be observed and analysed for each parameter 
of four lakes (Figure 2). The results show that the most of the parameters reveal a degrading tendency, while 
some of them are in a stagnant tendency. The worsening tendency of these parameters is most probably 
determined by the accumulation of sewage water from the human settlements, industries and 
accommodation facilities located around the lakes. The comparative analysis of this indicator for the four lakes 
indicate one can observe a worsening tendency of the analysed parameters for each lake, as follows: 80% in 
Ulken Shabakty, 70% in Shortandy, 60% in Burabay and Kishi Shabakty.  
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Figure 2: Water quality variance rate  

4. Further research 
The results of current work indicate a degrading tendency of water quality of main lakes in the region. One of 
the responsible factors upon this can be tourism along with which other possible factors. Thus, we aim to 
develop a methodology to assess the impact of tourism activities on water quality of the lakes located in the 
Schuchinsk-Burabay resort area. Based on results, we will propose some recommendations for local 
authorities to guarantee the sustainability of water resources in the region. 
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