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Preface

We are pleased to present the proceedings of the 7th International Conference of the
InternationalAssociation ofCultural andDigital Tourism (IACuDiT) entitledCulture
and Tourism in a Smart, Globalized, and Sustainable World at the Greek island of
Hydra, from September 2 to 4, 2020. The proceedings present the work of academics
and practitioners from across the world conducted on various aspects of digital and
cultural innovation, sustainability, and progress in destination management.

The International Association of Cultural and Digital Tourism (IACuDiT) is a
global network of people, projects, and events that bear on a wide range of issues
of concern and interest in cultural and digital tourism, in an era of major global
changes. IACuDiT is a nonprofit international association which values creative,
ethical, and progressive action aimed at the improvement of global hospitality and
tourism research on cultural and digital issues.

IACuDiT brings together a wide range of academics and industry practitioners
from cultural, heritage, communication, and innovational tourism backgrounds and
interests. It mainly promotes and sponsors discussion, knowledge sharing, and close
cooperation among scholars, researchers, policymakers, and tourism professionals.
It is based on the notion that: “Technological changes do not influence themissions of
cultural tourism actors in the areas of promotion and product development, but rather
the manner of carrying them out.” It provides its members with a timely, interactive,
and international platform to meet, discuss, and debate cultural, heritage, and other
tourism issues that will affect the future direction of hospitality and tourism research
and practice in a digital and innovational era.

Bearing in mind the global situation with COVID-19, the conference organizing
committee was animated toward providing more convenient access to video confer-
encing. For that purpose, a virtual presentation support team was set up to help
delegates present remotely at the conference. Judging from the warm welcome, the
lively discussions, the friendly, unofficial, and warm atmosphere, both inside and
outside conference rooms, we believe we succeeded in our goals.

It is real pleasure to express our sincere gratitude to the people and organizations
for their contributions, help, and support for this conference.Wewould like to express
our deep gratitude to the members of our international scientific committee for their
valuable and vitalizing ideas, comments, suggestions, and criticism on the scientific
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vi Preface

program of the conference. We express our sincere appreciation to all our keynote
speakers, that is to Ciná van Zyl from the University of South Africa and Co-Editor
of these proceedings; Alexandros Vassilikos, President of the Hellenic Chamber
of Hotels; George Petrakos from Panteion University and General Director of the
Research Institute of Tourism, and last but not least, Dr. George Koukoudakis,Mayor
of Hydra Island.

It would not be possible to organize this symposium without the support of the
Greek Ministry of Tourism and the Municipality of Hydra; their full support, under-
standing, and encouragement made the life easy for us. Many thanks to our virtual
presentation support team, Ms. Artemis Giourgali and Mr. Adrián Martínez.

Quoting Confucius: “Wherever you go, go with all your heart”; this is exactly
what we at IACuDiT try to do every time, and we are really blessed we share our
journey with all of you!

Athens, Greece Dr. Vicky Katsoni
President of IACuDiT

Pretoria, South Africa Dr. Ciná van Zyl
September 2020



Introduction

On behalf of the University of South Africa (UNISA) and the University of West
Attica, Greece’s collaboration, we are honored and delighted to express our warmest
welcome and gratitude that you have joined our 7th International Conference of
the International Association of Cultural and Digital Tourism (IACuDiT). Though
we could not all be there together physically, the show did go on and most of us
attended live from our living rooms. The COVID-19 pandemic has devastated the
travel and tourism sector. The world has experienced a 20–30% decrease in global
international tourist arrivals, and this setback has led to a potential loss of US$ 30–50
billion (UNWTO, 2020a). In many of the world’s cities, planned travel has decreased
by 80–90%. The cancelation of flights has kept us locked up in our own countries. For
the first time in history, almost 90% of the world’s population has lived in countries
with travel restrictions (IATA, 2020). An estimated 25 million aviation jobs and 100
million travel and tourism jobs are at risk (UNWTO, 2020b). The year 2020 called
for new ways of thinking about our next travel experience.

The World Travel and Tourism Council (WTTC, 2020) reiterated the benefits
that come from planning your next holiday or travel experience which indicates the
importance new research paradigms. With sustainable travel here to stay, travelers
will want their next holiday to be more meaningful. “Philantourism” is the act of
choosing a holiday or safari experience in Africa in order to consciously support
a destination that has suffered the total absence of tourists during lockdown. The
importance of keeping up to date with the latest travel trends is of such importance in
academic literature. For example, future travelerswillwant to “travel better.” Industry
experts in the lead have already planned a multi-month and multi-destination family
sabbatical to Africa in 2021. The family will take their own tutor along to keep the
children up to date with the school curriculum while they are away. The sabbatical
will involve a key element of “giving back,” where the family will be volunteering
to help out in conservation activities and wildlife monitoring.

Nature-based wellness experiences will help us realize that we do not need to be
connected to the Internet at all hours of the day, and that the connection we have
with our immediate surroundings and the people close to us are more meaningful
and important than those we have with people behind a digital screen. Of the top ten
rated luxury safaris in Africa, all offer luxury spa experiences in the bush, but little in
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viii Introduction

terms of a digital detox and a way needs to be paved for a new tourism construct—the
“healing tourism safari” or “nurture in nature tourism safari.” The new generation of
safaris as a digital detox will allow us to nurture ourselves in nature. A post-COVID-
19 approach to marketing safari tourism calls for rethinking the existing safari offers.
Personalized individual e-mails that document an individual experience and include
more emotion and humanity are far more effective marketing methods. A call for
the development of ecotourism through a new lens is necessary. A tentative research
agenda for the healing or nurturing tourism safari that incorporates a digital detox
safari is paved. These safaris need to be more people-centered by building up a
resilience and by contributing to the health and wellness of their visitors so as to
remind people that they could thrive without technology in the past and can thrive
again.

IACuDiT’s mission is to contribute to the paradigm changes needed, in order to
achieve cultural tourism development on all levels which closely links to this year’s
conference’s theme of Culture and Tourism in a Smart, Globalized, and Sustainable
World. This fully reflects the importance of tourism as a modern-day engine for
cross-cultural growth and development in a digital era.

Now, more than ever, the understanding of diversity on how different cultures
respond to the coronavirus and the changed travel patterns on a global level is expe-
rienced. In Greece, tourism directly employs more employees than any other sector
and remains a vital contributor to the Grecian economy. Hydra Island, Greece, is
the first Mediterranean Island to successfully host the conference in a hybrid format.
The possibilities of the digital era are emphasized. Stretching the imagination by
creating new ways of networking and conversation with members, colleagues, and
persons from a wide variety of national and international settings. The aim of the
conference to promote constructive, critical, and interdisciplinary conversations on
the challenges emerging in tourism from the digital transformation of the industry by
bringing together researchers, communities, industry, and government stakeholders,
is hereby fully achieved.

An array of more than 31 conference topics was included in the call for papers.
Papers submitted through virtual and poster presentations were considered for publi-
cation. All papers for the conference were double-blind peer reviewed in two phases.
All the abstracts submitted for the conference were firstly peer reviewed by two
experts in the field for relevance to the conference theme and contribution to the
academic debate. A total of 132 abstracts were reviewed, and 78 were found accept-
able. All accepted papers were then given the opportunity to submit to full conference
proceeding papers utilizing the comments from the first phase of double-blind peer
review for the improvement and submission of a full conference paper. Forty-nine
full conference proceedingswere submitted for inclusion in the Springer proceedings
in Business and Economics. These full paper submissions were again double-blind
peer reviewed by two experts in the field as well as the editor. During the second
review process, each submission was reviewed for (a) relevance to the conference
theme (b) quality of the paper in terms of theoretical relevance and significance of
the topic, and (c) contribution to the academic debate.
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The oral presentations covered a wide range of interdisciplinary themes. The
contributions were thematically selected for each group and are arranged in order
of presentation in the proceedings. The sub-themes to be covered by the conference
were further classified into six distinctive parts, which are as follows:

• Part One—Sports Tourism
• Part Two—Sustainable Tourism
• Part Three—Trending World Changes
• Part Four—Factors Affecting Destinations
• Part Five—Digital Innovation
• Part Six—Cultural Innovation

The editors and IACUDiT anticipate that readers of this volume will find the
papers informative, thought provoking, and of value to their niche research areas.

The papers as classified into each of the four parts are to be discussed next.

Part One—Sports Tourism

The first part consists of nine chapters. Its focus is on introducing a fast-growing
sector in tourism, namely sport tourism which contributes $7.68 billion to the global
travel industry (UNWTO, 2020b). Tourists all over the world are interested in sport
activities, either as participants or as spectators. The value of various kinds and sizes
of sports events to a destination cannot be underestimated. Sports events have the
potential to provide long-term benefits for local communities by increasing revenues,
supporting local economies, and improving existing infrastructure (Mouratidis et al.,
2020). A growing interest in sports tourism research is acknowledged by scholars,
which recognized that sports events consist a strategy for local, regional, and national
tourism development (Mouratidis, 2018). Papers incorporated in this part reflect
different forms of special interest tourism, i.e., cycling, eSports, fishing, and scuba
diving tourism, conceptualizing motivational and negotiation factors in the field of
sport as well as the economic impact of sports tourism events have on a destination.

In First Chapter “Sport Tourism: An Analysis of Possible Developmental Factors
in Sport andRecreation Centers,” the authorsGeorgia Yfantidou, Charalampos Spili-
akos, Ourania Vrondou, Dimitris Gargalianos, Antonia Kalafatzi, and Eleni Mami
introduce sport tourism by analyzing the possible developmental factors at sport
and recreation centers. The authors noted that the development of sport tourism is
determined by several factors, while various models’ and factors’ typologies have
been identified and reported in literature. The primary aim of their research was
threefold: firstly, the identification and classification of factors affecting the devel-
opment of sport tourism, then investigating the level to which these factors are met
by a sport and recreation center, and lastly, comparing opinions of the users of the
center regarding these factors. The authors followed a structured questionnaire in
their methodological approach to investigate sport and recreation center under study.
The results revealed differences in the opinions of the users of the center. From
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the research, it is clear that the most important factors to users are the changing
bathrooms, security, healthcare and injury rehabilitation, and the accommodation
facilities; while the less important factors were the proximity to a port and marinas,
as well as the access through the railway network. Noteworthy is that these factors
were met by the sport and recreation center under study at a very high to adequate
level. In this respect, clear direction is given for the development of future sport and
recreation centers.

In Second Chapter “Cycling Tourism: Characteristics and Challenges
for theDevelopments andPromotions of a Special Interest Product,” the authorsElina
Tsitoura, Paris Tsartas, Efthymia Sarantakou, and Alexios-Patapios Kontis explore
the challenges and possibilities of developing cycling tourism in a highly competitive
marketplace. Cycling tourism has the potential to offer multiple economic, social,
and environmental benefits to a country. The authors examined important aspects
associated with cycling tourism in Greece as a new international trend, focusing on
conditions for its development. Qualitative opinion research was used to understand
the conditions for development of cycling tourism in Greece for both local and inter-
national cyclists. The survey highlighted the pertinent considerations on developing
cycling tourism inGreece and established guidelines that can be used by stakeholders
who would like to develop cycling tourism.

In Third Chapter “Evaluating the Economic Impact of Active Sports Tourism
Events: Lessons Learned from Cyprus,” the work of Achilleas Achilleos, Christos
Markides, Michalis Makrominas, Andreas Konstantinides, Rafael Alexandrou, Effie
Zikouli, Elena Papacosta, Panos Constantinides, and Leondios Tselepos aims at eval-
uating the economic impact of active sports tourism events and reports on valuable
lessons learned from Cyprus in their case study research. The economic impact of
major and mega sport events to the host destination is widely recognized in tourism
literature. Furthermore, the authors argued that most research examine and demon-
strate the economic impact of major (passive) sport events, while the importance of
active sports events in promoting sports tourism is under researched. In this case
study approach, the economic impact of active sports events is explored through a
major international swimming event held in Cyprus. The research on which the study
is based made use of a local research in start-ups project, which developed a Web
platform and recommender system dedicated to a niche market (i.e., active sports
events). The paper mainly focused on the analysis of the survey results, in which the
authors demonstrate the economic impact of active sports events and the potential
that such events offer to the growth of a niche market, i.e., active sports tourism.

Fourth Chapter “The Effects of PUSH and PULL Factors on Spectators’ Satisfac-
tion Attitudes. A Mediation Analysis of Perceived Satisfaction from a Small-Scale
Sport’s Event,” written by Konstantinos Mouratidis and Maria Doumi, focuses on
the effects of push and pull factors on spectators’ satisfaction attitudes. The authors
performed a mediation analysis of perceived satisfaction from a small-scale sport
event, the Half-Marathon, in an island destination of Skyros. The research once
again confirmed the importance of the islands as a major attraction to Greece as
a country. According to SETE Statistics, the total international arrivals coming to
Greece reached 31.3 million foreign visitors, in 2019, and the total revenue of the
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Greek tourism industry was nearly e17.7 billion. The Greek Ministry of Tourism
is of the opinion to reduce the seasonality of demand and the negative impacts
of mass tourism. This is achieved by attempts to enrich and diversify the national
tourism product through special and alternative forms of tourism. The results of the
survey offer basic information of travel motives of spectators’, who attended the
small-scale sport event. The paper indicates that modern-day tourists are seeking
for travel experiences related to the consumption of special tourism products and
unique services. A particular traveling behavior of spectators’– visitors’ and the
direct or indirect relationship between their expressed motives and their satisfac-
tion from the small-scale sport event and the hosting destination is explored in this
research. The results revealed that by understanding the complexity of spectators’–
visitors’ motives, behaviors, and satisfaction attitudes, the organizing committee,
policymakers, and other co-organizers of such sport events proactively market the
event strategically to the specific needs of the market.

Fifth Chapter “Strategic Negotiation Factors in Participating at Recreational
Sport Activities Aiming at the Well-being and the Presentation of Perma Scale
for the Greek Population,” prepared by Georgia Yfantidou, Alexia Noutsou, Pana-
giota Balaska,Evangelos Bebetsos, Alkistis Papaioannou, and Eleni Spryridopoulou,
discusses how modern societies’ physical, spiritual, and mental health and commu-
nity quality of life can be determined by people’s engagement with physical activity.
This paper looks at how participation in recreational sports and creation of green
recreational areas increase individual viability and mental health through PERMA-
Profiler questionnaires in urban areas of Athens, Greece. The PERMA-Profiler scales
served as a useful well-being tool to measure relevant psychometric properties and
help individuals understand how to create a more fulfilling life through exercise.

In Sixth Chapter “Exploring Scuba Diving Tourism Sector in Malta and Its
Sustainable Impact on the Island,” Simon Caruana and Tiffany Sultana explore scuba
diving as a sport and niche sector contributing to Malta’s tourism product. The study
notices that all marine resources have to be used with caution to ensure sustainability
of the marine experience. The research followed a qualitative approach with inter-
views held among the key stakeholders. Various key legislative documents such as
the 2011 Master Plan related to scuba diving were examined. The paper finds that
more laws are needed to protect the marine environment upon which the industry
depends. Most of the stakeholders interviewed alluded to the insufficient marine law
enforcement as well as a lack of coordination between the different bodies entrusted
with different aspects of marine law enforcement. The study provided a solution
to have only one body with representatives from all the agencies to ensure better
coordination of law enforcement efforts.

SeventhChapter “eSports Tourism: Sports Tourism in aModern TourismEnviron-
ment,” written by Ioannis A. Nikas and Ioulia Poulaki , covered the topic of eSports
tourism which introduces sports tourism in a modern tourism environment. eSports
are a modern Web-oriented, technological trend that has the potential to create new
tourism products and destinations. The “eSports tourism” has many similarities to
traditional sports tourism, with the exception that the main attraction, in the case of
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eSports tourism, is that the speculators are watching video game players instead of
athletes participating in traditional individual or team sports.

The worldwide growingmarket of eSports creates promising opportunities for the
development of eSports tourism inGreece aswell. Thus, this paper aims to investigate
the potentials of such a special tourism form by studying and describing the context
of eSports tourism, under the following aspects: (a) the consuming behavior of a
eSports tourists, (b) the economic impact, in terms of tourism-related revenue,mainly
spread in the destination, and (c) the case of eSports tourism as an event or congress
tourism form as well as its differences with sports tourism and other special and
alternative tourism forms. The opportunities arising in Greece and especially in
cities like Patras are discussed, mostly due to the congress venues and the existing
technological infrastructures. The paper is conceptual, and themethodology followed
focuses mainly on Internet research, related articles, social media, and scientific
papers.

Eighth Chapter “Nostalgia Sport Tourism: An Examination of an Underestimated
Post-event Tourism Proposal,” written by Ourania Vrondou, covered the topic of
the “nostalgia” sport tourism type which has been overlooked and, thus, is in need
for further analysis. Sport events historical sites, venues’ magnitude and architec-
tural significance, and more vividly, funs emotions constitute a complex but also an
appealing tourism proposal especially after the completion of large sport events.With
the contemporary inclusion of technology, the sport nostalgia experience could be
enhanced further leading to new tourism development paths combining different
leisure industries. The study investigates the role of the sport bodies, the local
cultural/historical organizations, and the tourism business that consist the policy
community needed to materialize related proposals especially post-events. Paradox-
ically, this sport tourism approach despite its powerful role in creating cultural, soci-
etal, sport, and tourism synergies around the historical sport events areas, venues,
and legacies remains underestimated by scholars, policymakers, and the industry. The
present study uses cross-case analysis and theoretical paradigms to conceptually set
the basis of a generalizable platform for future planners through the understanding of
all critical aspects involved in the development of nostalgia sport tourism post-events.

Ninth Chapter “The Role of Sports Tourism Infrastructures and Sports Events
in Destinations Competitiveness,” Dália Liberato, Pedro Liberato, and Catarina
Moreira, reports two thematic areas that have been very relevant to Oporto as a
tourism destination, focusing on attraction and competitiveness: sports and tourism.
In this context, their research aims to understand the relevance of sports tourism, in
Oporto as a tourism destination, using the analysis of two infrastructures, relevant
to the city, which are still poorly explored, the Dragão Stadium and the FC Porto
Museum. This study intends to be an important contribution to the scientific literature
in the field of sports tourism, namely in the relationship between the Porto Football
Club and Oporto as a tourism destination, regarding the definition of future strate-
gies for collaboration and strengthening partnerships in a competitive perspective
for both. Visioning the research objectives, a quantitative methodology was applied
through the application of a questionnaire to 400 tourists/visitors in the city ofOporto.
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The data gathered confirm that the main reasons for the trip influence the visit to
the Dragão stadium and the FC Porto Museum, and the assistance to a football game
at the Dragão stadium influences the visit to the Dragão Stadium and the FC Porto
Museum.

Part Two—Sustainable Tourism

The second part of the book consists of seven chapters that aim to capture sustainable
tourism and the application thereof of in the field. Sustainable tourist development
remains at the heart of global and local policy efforts in both tourist developed
and developing areas, seeking to reap the economic benefits of tourist development
as well as manage carrying capacity aspects of available resources in destinations
and sustain cultural integrity, essential ecological processes, biological diversity,
and life support systems (Stratigea & Katsoni, 2015). Topics discussed in this part
include sustainable business models, Area Life Cycle (TALC), over tourism and
tourism carrying capacity as well as providing sustainable tourism transport services.
These papers shed some light on developments in methodologies followed, tools
and approaches that are capable of dealing with sustainable tourist development
perspectives and paths to be taken.

More specifically, in Tenth Chapter “Case Study Protocol for the Analysis
of Sustainable Business Models,” Joaquin Sanchez-Planelles and Marival Segarra-
Oña are in the process to develop theory for analyzing sustainable business models.
The research design made use of a case study approach. The study made use of a
combination of frameworks to help researchers understand how sustainability is inte-
grated through the company value chain. Environmental practices are incorporated
through a set of questions which aims to identify the value thereof to company’s
activities.

In Eleventh Chapter “Examining the Relationship Between Tourism Seasonality
and Saturation for the Greek Prefectures: A Combined Operational and TALC-The-
oretic Approach,” Thomas Krabokoukis, Dimitrios Tsiotas, and Serafeim Polyzos
examined the relationship between tourism seasonality and saturation for the Greek
prefectures with a combined operational and Tourism Area Life Cycle (TALC)-
theoretic approach. The uneven distribution of tourism destination’s demand remains
a complex phenomenon. Sustainable tourism development is linked to it due to
periods of resource intensive activities during the high seasons versus inactive tourism
capital usage for the rest of the year. Data of overnight tourist stays for the period
1998–2018 were used. The results of the study provide insights about the relation-
ship between tourism seasonality and saturation for the case of Greece. The authors
managed to develop a quantitative tool for tourism managers to be used for regional
tourism development as it allows for taking into account the temporal and spatial
dimensions of the tourism seasonality phenomenon.
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In Twelfth Chapter “Sustainable Tourism Development in the Ionian Islands. The
Case of Corfu Island,” prepared by Konstantinos Mouratidis, the topic of sustain-
able tourism development in the Ionian Islands, more specifically Corfu Island, is
analyzed. The author set the scene by elaborating on the importance of tourism’s
economic contribution worldwide as well as the devastating effect of the COVID-19
pandemic (2020) on international tourism arrivals. The research analyzed a priori the
major trends of tourism in Greece, Ionian Islands region, and Corfu Island over the
last decade, as well as exploring the emergence of sustainable tourism development
for the island. The methodological approach is that of a critical analysis of available
literature on the topic. In the results, the author elaborates on the implementation of
sustainable development programs in order to protect the environment and cultural
characteristics of each region and thus to determine the long-run benefits of the
sustainability agenda.

In Thirteenth Chapter “Sustainable Tourism; Vector of the Social and Solidarity
Economy: Case of Region SoussMassa, South of Morocco,” Asma Edaoudi, M’bark
Houssas, and Abdelhaq Lahfidi stress the importance of sustainable tourism, as
a path to the social and solidarity economy in the region of Souss Massa, south
of Marocco. The authors noted the negative effects of tourism activities, which is
indicative of a desirable and politically appropriate approach to tourism develop-
ment. By conducting a comprehensive literature review on the concept of sustainable
tourism and its role in social and solidarity economy for the region, the background
is outlined. The authors questioned how the development of sustainable tourism can
promote socioeconomic growth in the Souss Massa region in order to reach the full
tourism potential of Morocco.

Fourteenth Chapter “Overtourism and Tourism Carrying Capacity: A Regional
Perspective forGreece,”written by Sophia Panousi andGeorge Petrakos, investigates
over tourism and tourism carrying capacity from a regional perspective for Greece,
if not managed appropriately. Through quantitative analysis, the research explores
the construction of two composite indicators measuring over tourism and tourism
carrying capacity in a specific geographical region. By doing so, regions close to
saturation and those with potential for further tourism development are identified.
The value of these indicators proofs to be a valuable tool for planning tourism policy.

Fifteenth Chapter “Tourism Transportation Services Provided on the Principle
of Sharing Economy,” by Radka Marčeková, L’ubica Šebová, Kristína Pompurová,
and Ivana Šimočková, elaborates on tourism transportation services based on the prin-
ciple of the sharing economy in Slovakia. The paper analyzed the public awareness
of transport services provided, the usage, and motivation of potential providers of
services. The paper questioned the following: “What is the motivation for the poten-
tial providers of the transportation services in the sharing economy platforms? What
needs to be changed in Slovakia in order to expand the possibilities of the offering the
tourism transportation services provided on the principle of the sharing economy?”
A total of N = 727 responses were received from a structured questionnaire on both
current and potential users and providers of transportation services.

In Sixteenth Chapter “Integration of Sustainable Practices in Firms: The Specifics
of the Tourism, Leisure and Hospitality Sectors,” Inés Díez Martínez and Ángel Peiró
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Signes argue that geographical areas, and industries approach sustainability differ-
ently, and there is a wide spectrum of patterns regarding sustainability integration
tools, triggers, and the implementation of these practices. In the case of firms related
to the tourism, leisure and hospitality industries, many sustainability management
practices are put in place. Their paper explores the three dimensions of sustainability:
environmental, social, and economic, showing best practices developed by firms
belonging to the above sectors. On the environmental dimension, practices target the
creation of a more eco-friendly service or product along with the focus on improving
resource efficiency related to energy andwater consumption and reducewaste. On the
social side, practices focus on increasing thewell-being of the community or the staff,
frequently merging both through the promotion of local employability and training.
Finally, the economic dimension is mainly evidenced by cost-saving initiatives.

Part Three—Trending World Changes

The third part of the book, consisting of nine chapters, aims at presenting recent
trends that impacts the world to change at an unprecedented rate. What does the
future hold for tourism, attractions, and destinations? Will destinations survive all
the issues and challenges with which the sector is currently faced? A collection of
different views provided by these papers offers valuable insight into decisionmakers.

More specifically, Seventeenth Chapter “Environmentally Friendly Tourists In
Morocco,” by Charef Kenza and D. M. Bark Houssas, explores the topic of environ-
mentally friendly tourists in theMoroccan context. The authors reported on the threat
of climate change and the impact it has on the natural, social, and economic environ-
ment. The importance of preserving natural resources and the management thereof
becomes evident. Cooperation between all relevant parties is called upon. The paper
investigates what tourism behavior can be considered sustainable or environmentally
friendly. The results revealed that consensus about who an environmentally friendly
tourists are still needs to be established. The research method followed review of
secondary literature on environmentally friendly behavior.

In Eighteenth Chapter “Tourism and Contact Tracing Apps in the COVID-19
Era,” Agisilaos Konidaris, Ourania Stellatou, Spyros E. Polykalas, and Vicky Katsoni
explore tourism and contract tracing apps during the COVID-19 period. The COVID-
19 pandemic brought major changes to humanity in a very short period of time.
Things that had been established for years no longer apply, and a “new normal” has
been abruptly introduced into people’s lives. Tourism has also been tremendously
affected. A part of the “new-normal” in tourismwill probably include contact tracing
smartphone applications. This paper initially aims to explain what contact tracing
applications are, how theywork aswell as the differences between existing implemen-
tation approaches. The authors then continue to discuss the main concerns that arise
by their adoption, mainly, security, data privacy issues, and interoperability between
different country-specific app implementations. The authors present proposals for
contact tracing application implementation in tourism and answers to questions that
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destinations and local health authorities could benefit from and propose possible
improvements to the Apple/Google implementation of the Exposure Notification
System. These improvements include a notification feedback mechanism that will
potentially improve the validity of future notifications and a built-in global COVID-
19 information feature. Finally, they present and analyze their findings acquired
through a survey that was conducted in Greece.

In Nineteenth Chapter “Tourism Customer Attitudes During the COVID-19
Crisis,” Ivanka Vasenska and Blagovesta Koyundzhiyska-Davidkova deal with
tourism customer attitudes during the COVID-19 crisis. The authors questioned
the status quo as the COVID-19 pandemic bringing an end to the golden era of
global tourism. The paper aims to establish Bulgarian tourists’ attitudes toward trav-
eling before and after the COVID-19 pandemic. Primary research is gathered from a
survey collected from N = 121 respondents. The results revealed the extent to which
customers incline to travel before, in the post self-isolation period and after the crisis.
The survey of the study provides the opportunity to be used as a model for analyzing
data of tourist’s attitudes during a crisis.

In Twentieth Chapter “Solo Female Travelers as a New Trend in TourismDestina-
tions,” Lubica Sebova, Kristina Pompurova, Radka Marcekova, and Alica Albertova
introduce the new emerging trend that of independant travel, or solo travel for female
travelers in Slovakia. The emancipation of women, longing for rest, and discovering
new adventures are introduced in this paper. An analysis of the requirements and
preferences of women-independent travel as a new tourism trend is reasoned from
literature. The contribution of the paper is to increase awareness for solo female
travelers which may result in a positive impact on the domestic and inbound tourism
market of Slovakia. The chapter provides an interesting view on the new trend of
female solo travel.

In Twenty-First Chapter “Strategic Hotel Management in the “Hostile” Inter-
national Environment,” Ioannis Rossidis, Dimitrios Belias, and Labros Vasiliadis
through thorough research present a pilot study by using two measurement scales
(questionnaires), namely a) to assess intentions of use and b) quality of service
(Servqual) for the use of robots in the hotel industry. The paper outlined the 28-
item intentions questionnaire and the 22-item Servqual questionnaire as distributed
among N = 157 Greece hotel staff. The factors as extracted from each questionnaire
are given, three for Servqual of robot and six for intention–expectation of robot use
in the hotel industry. The study’s results revealed a novel application of robots in the
hotel industry which makes a valuable contribution.

In Twenty-Second Chapter “Strategic Human ResourceManagement in the Inter-
national Hospitality Industry. An Extensive Literature Review,” Ioannis Rossidis,
Dimitrios Belias, and Labros Vasiliadis make their review through a theoretical liter-
ature review, and the paper aims to explore human resource management in a hotel
business by focusing on topics such as recruitment, training, and compensation to
ensure a successful future organization. Various cases and good practice from the
international area are analyzed, the evolution in thefield acknowledgedwhichprovide
a practical solution to hotels all over.
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In Twenty-Third Chapter “From Mass Tourism and Mass Culture to Sustainable
Tourism in the Post-covid 19 Era: The Case of Mykonos,” Konstantinos Skagias,
Labros Vasiliadis, Dimitrios Belias, and Papademetriou Christos deal with mass
tourism and its impact on local culture. Indeed, during the past years, tourist develop-
ment had relied onmass tourism, which meant that the destinations had to accommo-
date a significant number of tourists, something that had an impact on the destination’s
culture. Such an example is the case of Mykonos. This a case of an island which has
constructed its brand name as a high-end cosmopolitan destination by includingmass
tourist activities on its product offering but also with mass culture activities, such as
major dance music events. Nonetheless, the current situation has found Mykonos,
like many other destinations, without tourist demand and with the need to reposition
its tourist product. In the post-COVID-19 tourist industry, it seems that sustainable
tourism can be the answer on how Mykonos shall develop so to recover from the
current crisis. Therefore, the suggested strategy is the shift from mass tourism and
mass culture into sustainable tourism and emphasis on high culture. This means that
the destinationwill have to rely in a “less tourists andmore income per tourist”model
of development while Mykonos can focus on cultural tourism as part of its shift into
sustainable tourism.

In Twenty-Fourth Chapter “Smart Analysis of Volatility Visualization as a Tool
of Financial and Tourism Risk Management,” Ani Stoykova and Mariya Paskaleva
focus on volatility, as it is important for options traders because it affects options
prices. Generally, higher volatility makes options more valuable and vice versa.
During periods of high volatility, financial markets are relatively more efficient.
Volatility falls when markets rise and rise as markets fall. This paper focuses on
examining the dynamics of European capital markets, S&P 500, GEPU, and VIX.
Also, the authors observe the performance of S&P 500, Stoxx 600 and Stoxx Europe
600 Travel, and Leisure price index. The analyzed period is 2003–2016. The results
show that studied stock indices tend to move synchronously during the examined
period. The authors conclude that there is a strong correlation between VIX, GEPU,
andS&P500measuring “investor risk appetite.”GEPUfluctuates around consistently
high levels since mid-2011 until the beginning of 2013. The dynamics of GEPU and
VIX are not synchronized for the period 2013–2016. In the crisis period, travel and
leisure stock

InTwenty-FifthChapter “The Productivity Puzzle inCultural Tourism atRegional
Level,” Eleonora Santos, Inês Lisboa, Jacinta Moreira, and Neuza Ribeiro focus
on the distribution of labor productivity of tourism firms across regions to address
this concern, and an empirical analysis at firm level is used to calculate the labor
productivity across seven Portuguese NUTS II regions. Using data from 2866 firms’
financial reports obtained from SABI database, over four years, this paper analyzes
the regional inequalities and its consequences in terms of economic and tourism
development. The findings show that, at the national level, the mean labor produc-
tivity has increased around 1.9% on average, from 2015 to 2017 and dropped 3.9%
in 2018. At the regional level, the results suggest that firm performance regarding
productivity is not related to the dynamics observed in neighboring regions but to the
resources and conditions available in each region separately. Such results confirm
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the assumption of spatial inequality in the distribution of labor productivity among
cultural tourism firms. The results presented in the article can be of significant use to
further understand the productivity dimension of tourismproduction at regional level.
Finally, by identifying the areas where tourism management needs to be improved,
this paper provides suggestions on measures to increase regional productivity, and
thus, regional competitiveness.

Part Four—Factors Affecting Destinations

The fourth part of the book, consisting of seven chapters, introduces a variety of
factors impacting destinations. Destinations form part of Leiper’s (1990) tourism
system and remain in many respects one of the most important parts as destinations
attract tourists, motivate the visit, and therefore energize the whole tourism system.
Sustainable planning and management of a destination can contribute to a destina-
tion’s competitiveness, and continuous research on the topic is introduced in this part
of the book.

In Twenty-Sixth Chapter “Capital Structure Determinants of Greek Hotels: The
Impact of the Greek Debt Crisis,” Panagiotis E. Dimitropoulos and Konstantinos
Koronios discuss the impact of the Greek debt crisis on the capital structure of Greek
hotels. The paper used a random effect panel regression analysis to test the efficiency
of trade-off theory and pecking order theory, before (2003–2010) and after (2011–
2016) the Greek sovereign debt crisis. It found that asset tangibility is positively and
directly related to total leverage and long-term leverage, specifically during the debt
crisis. Non-debt tax shields and tax payments negatively impact total leverage for the
period. The study was among the first of its kind reported literature. Future research
into the topic is hereby called upon to address the gap in research.

Twenty-Seventh Chapter “Human Resource Empowerment and Employees’
Job Satisfaction in a Public Tourism Organization: The Case of Greek Ministry
of Tourism,” by Alkistis Papaioannou, George Baroutas, Ioulia Poulaki, Georgia
Yfantidou, and Alexia Noutsou, explores human resource empowerment and
employees’ job satisfaction in a public tourism organization. Their paper aims to
examine (a) the extent to which human resource empowerment is applied to the
Greek Ministry of Tourism, (b) the extent to which the job satisfaction of employees
was existed in this public tourism organization, and (c) the relationship between
human resource empowerment and employees’ job satisfaction. For the purpose of
this study, two questionnaires were used: (a) the questionnaire of human resource
empowerment and (b) the questionnaire of employees’ job satisfaction. The results
of the data analysis indicated that human resource empowerment is applied to a
mediocre extent by the Greek Ministry of Tourism, while the overall employees’ job
satisfaction was above average. Furthermore, significant and positive relationships
among the key factors of human resource empowerment and employees’ job satis-
faction were highlighted. This study is useful in extending the concept of human
resource empowerment to the public tourism sector. Additionally, the outcomes may
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be useful in helping directors to further understand the human resource empowerment
process in their respective tourism organizations.

In Twenty-Eighth Chapter “The City of Thessaloniki as a Culture Tourism Desti-
nation for Israeli Tourist,” Efstathios Velissariou and Iliostalakti Mitonidou explore
Thessaloniki as a culture tourism destination for Israeli tourists. The city of Thessa-
loniki has been a multicultural city that attracts people from all walks of life. It was
also a refuge destination for many persecuted Jewish people in Europe between 1942
and 1943, which led to a large Jewish community, thereby attracting a large number
of Israeli tourists each year. The aim of the paper was to determine the motivations,
characteristics, and interests of tourists from Israel to Thessaloniki. The study showed
that most visitors were over the age of 45 and have a very high level of education.
Most visitors from Israel stayed for 3–7 nights and visited museums or monuments
during their stay. 95.7% of respondents organized their own trips to Thessaloniki.
The existing cultural tourism features of history, traditions, monuments, and infras-
tructure are present in Thessaloniki and need to be improved in order for the city to
become a more popular destination for Israeli tourists. The research in the chapter
is well articulated from a city tourism perspective and stimulate future research of a
similar nature.

Twenty-Ninth Chapter “Place Attachment Genesis: The Case of Heritage Sites
and the Role of Reenactment Performances,” is introduced by Simona Mălăescu.
Place attachment and its role as precursor of destination loyalty have mainly focused
on recreational and beach tourism in the last decade. The study aimed to fill a gap in
existing literature regarding the perceived instrumental role of reenactment represen-
tations in tourists’ experience at heritage sites using correlation, multilinear regres-
sion, and mediation analysis. Variables such as the strength of destination‘s identi-
fication with a reenactment site and the perceived role of reenactment in enhancing
patriotic feelings resulted in an explanation of the place identity component in place
attachment genesis. The paper makes a fine contribution to place attachment and a
destination’s loyalty.

In Thirtieth Chapter “Conditions for Creating Business Tourism Offers
and the Regional Potential in Poland,” an empirical analysis of the readiness of
Polish regions to develop business tourism products is produced by Ewa Lipianin-
Zontek and Zbigniew Zontek. The aim was to identify and analyze business tourism
in Poland and determine which internal and external conditions are important for
business tourism development. The study showed that certain conditions for shaping
business tourism exist in Poland and that diversity of business tourism is visible.
More successful business tourism regions were those with a wide range of tourist
attractions. The paper stimulated thought on the topic of business tourism products
to a destination’s attractiveness.

In Thirty-First Chapter “The Role of Fashion Events in Tourism Destinations:
DMOs Perspective,” Dália Liberato, Benedita Barros e Mendes, Pedro Liberato, and
Elisa Alén identify that fashion events add value to host cities and create competitive
advantage to other destinations, despite fashion tourism not being properly valued
by the tourism industry. The authors aimed to provide more scientific knowledge on
the topic through their study, particularly understanding the role of fashion events in
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the northern region of Portugal, with additional focus on the city of Porto. Interviews
determined that wider promotion of fashion events would make these events more
advantageous to the tourism sector, due to the image and the personality of Porto,
and its active, cultured, and cosmopolitan lifestyle. Those who participate in fashion
events use the event to get to know the city and often return to future events, extending
their stay to travel with family and friends. City tourism being a valuable research
topic for destinations is articulated well in this chapter.

In Thirty-Second Chapter “Wellness Tourism Resorts: A Case Study
of an Emerging Segment of Tourism Sector in Greece,” Marilena Skoumpi, Paris
Tsartas, Efthymia Sarantakou, and Maria Pagoni aim to fill in the research gap that
exists about wellness resorts in Greece, as well as about the specific characteristics of
the visitors and the prospects of growth that wellness tourism has in Greece. Initially,
it presents statistics related to health and wellness tourism, as well as to wellness
resorts in Greece and worldwide. Secondly, it includes the primary research that has
been conducted at two levels: the first level of research, which was conducted on
the general public, resulted to conclusions on the public’s viewpoints about wellness
resorts. The second level of research was conducted on wellness resorts in Greece, in
order to define the specific characteristics of their visitors. Their study offers conclu-
sions as well as potential policies for the state and the entrepreneurs that can be
implemented for the publicity and the promotion of this profitable form of tourism.

Part Five—Digital Innovation

The fifth part of the book, consisting of ten chapters, aims at presenting a variety
of different aspects of digital transformation in the tourism industry. Changes in
consumption patterns driven by the gradual increase of Internet use indicate that
there is great potential in investing in companies’ digital transformation (Poulaki &
Katsoni, 2020).

In Thirty-Third Chapter “Policy Responses to Critical Issues for theDigital Trans-
formation of Tourism SMEs: Evidence fromGreece,” Panagiota Dionysopoulou and
Konstantina Tsakopoulou argue that tourism businesses present a varying degree of
digital transformation, depending on the size and type of business. Tourism SMEs
are struggling to remain competitive and reap the benefits of digital transformation.
Empowering tourism SMEs in the digital age is increasingly becoming a strategic
priority for governance. However, research on policies to enhance the digitilization
of tourism SMEs is limited. The paper attempts to fill this gap. Based on a review
of official policy documents and governmental and industry associations’ sites, it
looks into ongoing policy initiatives in Greece to support the digital transformation
of Greek tourism SMEs at a national level. Desk research was coupled with in-depth
interviews, conducted in autumn2019,with key informants inGreek tourism industry
associations and in the tourism departments of regional authorities. Policies to build
digital skills, to support start-ups and bring innovation to the market, to enhance
e-governance, and to provide financial assistance have been implemented in Greece
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to tackle structural barriers to digital transformation owing to the limited resources,
the traditional business model, and the state of ownership (family run businesses)
of Greek tourism SMEs. The aforementioned policy responses are in line with crit-
ical issues identified in the academic literature and official policy reports at EU and
OECD level concerning the digital transformation of tourism SMEs.

In Thirty-Fourth Chapter “Security and Safety as a Key Factor for Smart Tourism
Destinations: New Management Challenges in Relation to Health Risks,” Salvador
Ruiz-Sancho, Maria José Viñals, Lola Teruel, and Marival Segarra discuss the
concept of competitiveness of a smart tourist destination, based on three pillars:
its natural and cultural attractions, its tourism infrastructures and facilities, and the
quality of the services it has to offer. These services include security and safety, both
of which are key elements in the tourist’s choice of destination. Their aim is, first,
to analyze the elements that make up the concepts of security and safety in tourism.
Then, an in-depth review of the existing literature on security and safety is carried out,
and a risk classification is presented. A distinction has beenmade between territorial,
socioeconomic, and political risks as well as the diverse reactions (action measures)
to fight them. In addition, the key factors that influence the tourist’s perception of
security have also been addressed. Beyond the personality traits of an individual,
other factors such as the visibility and tangibility of how dangerous the risk is, the
information about security or the public administration’s capacity to address risks
have also been considered. Furthermore, the evolution of security and safety issues
in the tourist context has been studied up until the current, unprecedented, situation
caused by the coronavirus COVID-19 pandemic, together with the importance of
knowing how to address new management challenges when faced with health risks.

In Thirty-Fifth Chapter “An Evaluation of Hotel Websites’ Persuasive Character-
istics: A Segmentation of Four–Star Hotels in Greece,” the authors Konstantinos
Koronios, Lazaros Ntasis, Panagiotis Dimitropoulos, John Douvis, Genovefa
Manousaridou, and Andreas Papadopoulos made use of latent class segmentation.
The study examined a total of six factors of Web site persuasiveness on a sample of
N = 404 four-star hotels’ Web sites. The results of the study demonstrated current
Webpages persuasiveness and correspondence and provide valuable guidance for its
advancement in a particular hotel industry.

In Thirty-Sixth Chapter “Pilot Study for TwoQuestionnaires Assessing Intentions
of Use and Quality of Service of Robots in the Hotel Industry,” Dimitrios Belias and
Labros Vasiliadis, through thorough research, presents a pilot study by using two
measurement scales (questionnaires), namely a) to assess intentions of use and b)
quality of service (Servqual) for the use of robots in the hotel industry. The paper
outlined the 28-item intentions questionnaire and the 22-item Servqual questionnaire
as distributed among N = 157 Greece hotel staff. The factors as extracted from each
questionnaire are given, three for Servqual of robot and six for intention–expectation
of robot use in the hotel industry. The study’s results revealed a novel application of
robots in the hotel industry which makes a valuable contribution.

In Thirty-SeventhChapter “Spatial Patterns of TourismActivity Through the Lens
of TripAdvisor’s Online Restaurant Reviews: A Case Study from Corfu,” Christina
Beneki and Thanassis Spiggos analyzed TripAdvisor reviews to Corfu to understand
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patron’s behavioral patterns. The study’s results revealed valuable spatial clustering
patterns across the islandwhichgives a clear indicationof the extent towhichdifferent
areas have undergone “tourismification.” The authors noted that spatial patterns may
be used in local-level policymaking by various official bodies in the region. The
added advantage of the research will be useful in the formulation of strategic tourism
plans to improve destination management.

In Thirty-Eighth Chapter “Online Platforms for Tourist Accommodation
fromEconomic Policy Perspective in Greece: Case for Further Digitalization,”Vesna
Luković focuses on the economic viewpoint of digitalization enabled through Internet
in Greece. The paper is organized with a twofold aim. On the one hand, the aim is, by
analyzing data from the Eurostat database and other sources, to explore the evolution
of digitalization enabled through Internet in Greece in the last few years. On the other
hand, by exploring data about financing opportunities available via European Union
funds, the aim is to review the argument that, as a result of further digitalization,
households’ disposable income would get a boost, and hence, aggregate demand
would rise. The conclusion of the in-depth look at the economic argument is that
further digitalization would help Greece toward achieving its macroeconomic policy
goals. That is crucial considering that the country has very high public debt and
that the economy has not yet fully recovered from the financial crisis that started in
2008. This is especially relevant now considering the coronavirus outbreak in the
first quarter of 2020 causing a setback to achieving some goals.

In Thirty-Ninth Chapter “The E-Tour Facilitator Platform Supporting an Innova-
tive Health Tourism Marketing Strategy,” Constantinos Halkiopoulos, Eleni Dimou,
Aristotelis Kompothrekas, Giorgos Telonis, and Basilis Boutsinas argue that the
hotel industry could benefit from its cooperation with thematic tourism platforms
to address the seasonality, expand its target audience, and enhance the effectiveness
of itsmarketing strategy.Nevertheless,most tourismproviders inGreece, being small
family businesses, lack the necessary information and communication technologies
(and inherent technologies) to become globally competitive. Given the growing trend
in the interest in health tourism, this paper aims to present the case of “e-Tour Facil-
itator Platform,” an intelligent information system aiming at supporting an inno-
vative health tourism strategy. The platform focuses on the end users, namely the
patients/tourists, matching their profile to characteristics of bothmedical and tourism
services. It exploits state-of-the-art machine learning techniques in order both to help
end users to view/select the proper health tourism product (recommender system)
with respect to their profile as well as to automatically handle their comments (text
mining) for evaluating purposes.

In Fortieth Chapter “The Evolution of Online Travel Agencies in the Last Decade:
E-Travel SA as an Exceptional Paradigm,” Dimitra Psefti, Ioulia Poulaki, Alkistis
Papaioannou, and Vicky Katsoni highlight the development of the online travel agen-
cies (hereinafter OTAs) and the way that technology has contributed to this direction
by investigating the case of an OTA company, namely e-Travel SA. The Internet
seems to have changed dramatically and in a positive way the tourism industry. Infor-
mation and Communication Technologies (ICTs), such as artificial intelligence and
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machine learning, virtual and augmented reality, Internet of things as well as gamifi-
cation, offer valuable tools and applications both to businesses and to customers. At
the same time, the increased use of mobile devices, digital tools, and social media
along with the unlimited access to information havemade consumers demanding and
updated. Consequently, they require more and more useful services based on their
needs. Considering the aforementioned, it is easy to understand that marketing strate-
gies of many companies have changed and that these companies are now exploiting
the state of the art in digital marketing tools in order to get the best possible result.
E-travel is a real example of the OTAs’ evolution during the last decade, and their
success proves that opportunities may be generated by exploiting the technological
advancements.

In Forty-First Chapter “Do Hotels Care? A Proposed Smart Framework
for the Effectiveness of an Environmental Management Accounting System Based
on Business Intelligence Technologies,” Christos Sarigiannidis, Constantinos
Halkiopoulos, Konstantinos Giannopoulos, Fay Giannopoulou, Anastasios E. Politis,
Basilis Boutsinas, and Konstantinos Kollias investigate the characteristics of an
environmental management accounting system (EMA). It also illustrates the innova-
tive structure of accounting for the environmental costs which are normally hidden
into overheads or are totally ignored. More specifically, this research proposes a
smart framework that focuses on the Industry 4.0 innovations in order to collect the
appropriate data in a hotel setting. Since a large amount of such data emerges from
devices connected to the Internet of things (IoT), business intelligence techniques
are proposed for big data analytics. Finally, an EMA system is used to transform
data into monetary units. Thus, the proposed smart framework comprises a system
of measuring environmental costs in both physical units and in monetary terms for
hotels sector, implementing Industry 4.0 elements. This framework can be used as
an innovative tool for waste management and the enhancement of sustainability and
environmental protection.

In Forty-Second Chapter “An Innovative Recommender System for Health
Tourism,” Antiopi Panteli, Aristotelis Kompothrekas, Constantinos Halkiopoulos,
andBasilis Boutsinas present an innovative recommender system aiming atmatching
health tourist preferences to health/tourism providers. It focuses on providing
complete health tourism products, by matching the user profile to characteristics
of both health and tourism service providers, in order that users receive the treatment
they choose, in the right location, the right period, at the right cost. The proposed
recommender system is implemented by applying a facility location problem which
employs a parameter that controls the diversity of the recommendation list and thus
the variety of the proposed results. It incorporates a database of cases, i.e., medical,
wellness, and tourism service providers. A case is described by a set of attributes
such as medical service category, spa category, wellness category, cost, infrastruc-
ture, accreditations, communication languages, and so on. Users that have already
acquired a health tourism package provide ratings for certain categories of attributes.
A new user expresses her preferences in the form of a query, and then the system tries
to match this query to the cases that exist in the database. At first, the best possible
cases are extracted, by applying a sorting procedure based on comparisons to the
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ideal one. Then the facility location method is applied to provide the final recom-
mended cases to the user that are both similar to the provided query and diverse to
each other.

Part VI—Cultural Innovation

The sixth part of the book, consisting of seven chapters, focuses on the dynamic
nature of culture in the way it is adapted in a new digital era which greatly encourages
the performing and recreation of various cultural expressions.

In Forty-ThirdChapter “EnhancingRevisit IntentionThroughEmotions andPlace
Identity: A Case of the Local Theme Restaurant,” Alexander M. Pakhalov and
Liliya M. Dosaykina investigate food tourism as a unique segment of tourism that
contributes to the development of tourist destinations. Recent researches show that
local food experience can positively affect trip satisfaction, revisit intention, and
destination’s attractiveness. However, there is still a lack of research focusing on
the relationship between experience of regional theme restaurants and destination’s
place identity. Their study aims to examine the relationships among tourist experi-
ence, emotions, and behavioral intentions based on a case of the local-specific theme
restaurant Zaboi (“Coalface”) located in Kemerovo, Russia’s largest coal-mining
region. Research design is based on a combination of a content analysis of online
reviews and a visitors’ survey followed by regression analysis. They focus on various
aspects of visitor emotions, behavioral intentions, and relationships between visitor
experiences and place identity. In line with previous studies, their results confirm a
significant positive relationship between emotions and revisit intention and provide
new evidence on the role of place identity in shaping visitors’ emotions. The authentic
coal-mining theme provokes a positive emotional response for both tourists and local
residents. This response, in turn, is positively associated with intentions to revisit and
to recommend.

In Forty-FourthChapter “AnticipatedBooking onTouristicAttractions: Flamenco
Show in Seville,” Fernando Toro Sánchez investigates Flamenco, an UNESCO
Universal Heritage since 1990. As a tourist attraction in most destinations in Spain, it
has special significance in Andalusia and especially in high growth destinations such
as Seville.The anticipation of the reservation in a “Tablao” Flamenco in Seville and
in two periods distinguished by the milestone of the realization of marketing actions
by own online channels versus that of external channels and online travel agencies
(OTAS) before.To do this, he uses a sample of 2759 bookings to a local flamenco
show in Seville, of daily representation and that are offered by various channels both
online and offline and which, the anticipation on the reservation is evaluated. Hence,
a logarithmic scale regression is presented in addition to an analysis of associa-
tions between different categorical variables.To determine this partnership, machine
learning techniques have been used with the bigML program that leads us to conclu-
sions about advance bookings that can be of practical use in the marketing actions
of local tourist attraction operators.As a consequence, a good practice own channels
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drives to get a better results on booking anticipation based on branding techniques
of branding: The purpose of tourist marketing is to anticipate the reservations.

In Forty-FifthChapter “The Fisheries LocalActionGroups (Flags) and theOppor-
tunity to Generate Synergies Between Tourism, Fisheries and Culture,” Luis Miret-
Pastor, Ángel Peiro-Signes, Marival Segarra-Oña, and Paloma Herrera-Racionero
aim to identify, quantify, and characterize cultural projects related to fishing financed
in Spain through European fishing funds. A total of 136 cultural projects in five
different categories have been found. The most popular projects through the two
founding programs are related to tangible and intangible heritage projects and
museums. The number of projects more or less maintained throughout the two
periods is analyzed. Projects related to routes have been reduced by half from the first
founding program, while festival projects more than doubled in the second founding
program over the first.

In Forty-Sixth Chapter “Cultural and Tourism Promotion Through Digital
Marketing Approaches. A Case Study of Social Media Campaigns in Greece,”
Constantinos Halkiopoulos, Maria Katsouda, Eleni Dimou, and Antiopi Panteli
present the case study of the European Program named “Regio-Gnosis—Informa-
tion and updating on cohesion policy in Greece.” The project has launched at May
of 2020, and it is based mainly on the use of promoted social media campaigns and
many contests with cultural and tourismmaterial. It managed to accomplish its target
to reach over 4.5 million people. By analyzing data for the Facebook campaigns of
“Regio-Gnosis,” it is examined howhelpful are the promoted socialmedia campaigns
to the increasing of popularity of a social media page, what is the role of social media
contests and how the large audiences can be reached.

In Forty-Seventh Chapter “Challenges and Opportunities for the Use of Indoor
Drones in the Cultural and Creative Industries Sector,” Virginia Santamarina-
Campos, María de-Miguel-Molina, Blanca de-Miguel-Molina, andMarival Segarra-
Oña present the AiRT project’s results, achieved jointly by all partners between
January 2017 and January 2019. Significant innovative progress has been made in
this short period of time. The far-reaching effects on the dronemanufacturing industry
as a whole, as well as in the cultural and creative industry (CCI), will likely only be
precisely quantified in the coming years. This is primarily due to the fact that the
innovative integrated indoor positioning system not only brings advantages to the
creative industries, but will certainly inspire other industries in the future that will
adapt this innovative product to their specific needs. Overall, however, the authors
hope that the AiRT project has drawn attention to the needs of the CCCIs, especially
for SMEs, so that they will be able to strengthen their economic position within the
EU through the solution they offer.

In Forty-Eighth Chapter “Intangible Cultural Heritage in Spata Greece: From
Mythology to Gastronomic Folklore and from Tradition to Contemporary Culture,”
Dionysia Fragkou, Loukia Martha, and Maria Vrasida critically engage with the
articulations and manifestations of a clear shift UNESCOmade by suggesting a new
definition of intangible cultural heritage. The historic development of the notion
of intangible cultural heritage within UNESCO is considered in order to explore
some of the implications and opportunities that may arise from this shift in approach
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(Whitaker, 2017). The focus of this paper is on a folklore (intangible cultural activity)
taking place in Spata Greece and involves festivities and the communal cooking of
a traditional meal. The images of communal co-creation and participation present a
living tradition that has been neglected and overlooked for many years. This article
aims to explore the potential for revitalizing and promoting an old tradition, through
the use of technology. Issues such as networking, community participation, digital
community participation, physical and digital experience, andmorewill be discussed
in detail. Using and analyzing the example of Sparta, the proposed approach aims
at conceiving folklore and intangible heritage not only as the ways of a distant past
but also as a symbolic and living space to be appropriated by local communities who
are the bearers of a collective and active memory. Following the trend for digital
experiences, the new tradition is not only revived or viewed as a representation but
it becomes an active agent for creating and promoting social cohesion, sense of
community, and civic pride far beyond the physical frontiers.

In Forty-Ninth Chapter “Silk Road Regionalism and Polycentric Tourism Devel-
opment,” Stella Kostopoulou, Evina Sofianou, and Dimitrios Kyriakou focus on
designing a polycentric network of regional tourism destinations related to Silk Road
cultural heritage, where interregional tourism alliances will connect regions through
entrepreneurial connectivity, based on the notion of polycentricity. Polycentricity
indicates the connection of neighboring centers that have common characteristics
and their integration in wider spatial networks. The interest is focused on cross-
border linkages among polycentric regional networks of Silk Road cultural heritage
destinations, creating tourism development entrepreneurial networks that could take
advantage of historically cumulative relations. These polycentric tourism networks
may emerge due to a number of factors falling under the rubric of Silk Road region-
alization and its attendant tourism dimensions. The potential for building an inter-
regional Black Sea Silk Road tourism cooperation polycentric network focusing on
active societies engaging in new types of cultural tourism experiences is being put
in place.

Please enjoy and share our book.
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Sport Tourism: An Analysis of Possible
Developmental Factors in Sport
and Recreation Centers

Georgia Yfantidou, Charalampos Spiliakos, Ourania Vrondou,
Dimitris Gargalianos, Antonia Kalafatzi, and Eleni Mami

1 Introduction

The individuals who participate in sport tourism have different characteristics from
ordinary tourists (Aicher et al., 2015; Gibson, 2011). Their interest and motivation
are based on various factors, such as the popularity of the sporting events, the inter-
national/national/regional sporting events (Green & Chalip, 1998), the pursuit of a
change in their daily life routine (Bouchet et al., 2004), the sport itself (Gammon
& Robinson, 2005), the exploration and the escape in personal or interpersonal
level (Caber & Albayrak, 2016), the improvement of health and fitness (Hagger &
Chatzisarantis, 2005), the relaxation and recreation (Cohen, 2003), social–psycho-
logical motives for traveling to a destination (tourism-oriented, sport tourism enthu-
siasts, and sport-oriented (Hungenberg et al., 2016), and the sense of belonging
(Hagger & Chatzisarantis, 2005). Important role for the expression of this kind of
tourist’s behavior plays their gender, age, and nationality race (Bull, 2011), as well
as their physical activity profile (shapers, all-around pursuers, sport performers, and
decompress seekers) (Osti et al., 2018), which affect their decision to participate in
sports.

C. Spiliakos · O. Vrondou
Department of Sports Organization and Management, University of Peloponnese, Sparti, Greece

G. Yfantidou (B) · D. Gargalianos
Department of Physical Education and Sport Science, Democritus University of Thrace,
Komotini, Greece
e-mail: gifantid@phyed.duth.gr

A. Kalafatzi
Faculty of Health Sciences and Sport, University of Stirling, Stirling, UK

E. Mami
Department of Business Administration, School of Business, Athens University of Economics and
Business, Athens, Greece

© The Author(s), under exclusive license to Springer Nature Switzerland AG 2021
V. Katsoni and C. van Zyl (eds.), Culture and Tourism in a Smart, Globalized,
and Sustainable World, Springer Proceedings in Business and Economics,
https://doi.org/10.1007/978-3-030-72469-6_1

3

http://crossmark.crossref.org/dialog/?doi=10.1007/978-3-030-72469-6_1&domain=pdf
mailto:gifantid@phyed.duth.gr
https://doi.org/10.1007/978-3-030-72469-6_1


4 G. Yfantidou et al.

Many factors and their typologies, which influence the development of sport
tourism of a specific place, are suggested in the literature, including but not restricted
to self-expressiveness depending on activity’s perceived difficulty, perceived effort,
perceived importance, potential for self-realization (Bosnjak et al., 2016), ease
of access, political/economical/cultural/environmental aspects (Bull, 2011), sport
tourism’s products, resources and funding, policies, design of tourist activities,
availability of information, agricultural/environmental/aquatic places (Weed & Bull,
2009), tourist product, environment in which the services are offered, invisible
organizations and systems, services’ providers and other customers (Harrison-Hill
& Chalip, 2005), accommodation facilities, sporting facilities and infrastructure,
sporting event or activity (Shock & Chelladurai, 2008), level of orientation toward
environmental friendliness, ecotourism, or sport activities, sport tourism (vacation,
green, action-oriented, and active tourists) (Singh et al., 2016).

However, although various authors have identified several factors that affect the
development of sport tourism based on different criteria, no effort has been made
for their classification creating a gap in the existing literature. By identifying and
classifying these factors, relevant businesses, including sport and recreation centers,
might increase their possibilities to succeed.

The aims of the present study were (a) the identification and classification of
the most and least important factors for the development of sport tourism, (b) the
investigation of the level by which these factors are met in a sport and recreation
center, and (c) the comparison of opinions of the users of the center regarding these
factors.

2 Literature Review

Many definitions have been proposed in the literature for sport tourism, which
tend to include mainly basic dimensions and features of tourism. Weed (2008: 7)
defined sport tourism as follows: «…a social, economic and cultural phenomenon
arising from the unique interaction of activity, people and place», Gibson (2013: 12)
approached it from an attraction perspective as: «… sport-based travel away from the
home environment for a limited timewhere sport is characterized by unique rule sets,
competition related to physical prowess and a playful nature»,whileVanRheene et al.
(2017) underlined the need for further examination of the epistemological boundaries
of sport tourism.

Regarding the models and typologies for sport tourism and/or sport tourists,
the criteria used in each occasion are different and include the demand (Glyptis,
1982), the competitiveness rate and the level of activity (Hall, 1992), the participa-
tion motives (Kurtzman & Zauhar, 1997; Kurtzm, 2005), and the participation level
(Gibson, 1998, 2003; Standeven & De Knop, 1999). Other authors suggest typolo-
gies based on the type of tourists, with the dominant element being their distinction
into «active» and «passive» (Standeven & De Knop, 1999). Krsmanović and Gajić
(2016) suggested that sport tourism is distinguished into (a) competition (attending or
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participating in an event) and (b) leisure/recreational tourism. Weed and Bull (2009)
suggested a model typology, which summarizes all these points and discern sport
tourism in (a) supplementary or tourism with sports content, (b) participation, (c)
training, (d) event, and (e) luxury adding significant dimensions. These dimensions
are inter-excluded between them and refer to multiple or single sports and active or
passive or vicarious activities. Every type of sport tourism described above can poten-
tially demonstrate these features/dimensions, even if they constitute a determinant
part of a specific type of sport tourism (Weed, 2008).

As sport tourists have different characteristics than other kinds of tourists, it is
important to examine their motives (Gibson, 2005, 2011). It seems that many factors,
such as the popularity of particular world level sporting events (e.g., OlympicGames,
Football World Cup, etc.), contribute in increasing their interest and motivation
toward sports (Green & Chalip, 1998). According to Kurtzman and Zauhar (2005),
the individual’s decision to participate in sport tourism is distinguished in two basic
options: (a) the fake option, which constitutes the result of combinational factors,
such as family, friends, and media messages and (b) the intentional option, which
occurs when the tourist has an internal tendency and preference for sports and for this
reason they choose to arrange a trip. Additionally, Gammon and Robinson (1997,
2005) pointed out that a person travels and participates in sport tourism pushed by
sports either primarily, or secondarily.

As individuals’ behavior is led by their biological and social–psychological needs,
desires, and motives, the typical motivation theories can contribute in understanding
their behavior regarding recreation, sports, and tourism (Higham, 2011). It has been
found that socio-demographic (gender, age) and socioeconomic (income, level of
education) factors play an important role in the selection of a sport tourismdestination
(Slak-Valek et al., 2014). The natural environment and safety/security issues have
been found to play a significant role in a decision for participation in sport events
(Perić et al., 2018). Also, sport tourists’ perception of destination image, perceived
quality, and perceived value positively influence their satisfaction and revisit intention
(Allameh et al., 2015).

In personal level, significant motives constitute the improvement of health and
physical condition (Hagger & Chatzisarantis, 2005), as well as the relaxation and
recreation (Cohen, 2003), while in interpersonal level very important motive consti-
tutes the individual’s need to belong in a team or in the society (Hagger & Chatzis-
arantis, 2005). The overall event image also impacts the traveling parents’ subjective
norms, attitudes, and behavioral intentions (Kaplanidou &Gibson, 2012). Moreover,
the participation in sport tourism is also influenced by cultural factors, as the tourist,
by watching or by participating in local sporting events, acquires the experience of
participation in a cultural event (Choi et al., 2016; Hinch & Higham, 2005). Recent
studies also indicate the significant role of sport infrastructure such as marine sport
tourism attractions (Hsiao-Ching, 2017), as well as this of wellness and spa services
(Hashemi et al., 2015), which directly affect the travel experience, the perceived
value, and the revisit intention of tourists.

In tourism research, the idea of combining the highest individual motivation level
with an activity or an environment could also be perceived as a need of combing
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the “push factors,” which refer to the reasons why the individuals want to escape
from daily routine and distance themselves from their usual place of residence and
the “pull factors,” which refer to the reasons why an individual desires to be at a
particular destination (Caber & Albayrak, 2016; Turco, et al., 2002). Recent studies
also indicate that involvement, travelmotives, and decision factors significantly affect
motivational factors, and motivational factors significantly affect decision factors. A
combination of positive motivation factors, positive involvement, and negative travel
motives can significantly influence decision factors (Fotiadis et al., 2016).

The nature of sport tourism contains experiences from both sports and tourism
(Standeven & De Knop, 1999). A series of factors referring to the development of
sport tourism (natural characteristics, services, entertainment, transportation, facili-
ties, accommodation, legacy, comforts, organizations, etc.) derive by combining the
different factors suggested separately for sports and tourism (Standeven & De Knop,
1999).Bull andWeed (2012) suggested the “Wheel of Policy for Sports andTourism,”
which includes products of sport tourism, facilities, resources and funding, policy
and planning, information and promotion, agricultural, environmental and aquatic
elements, while Fatemeh et al., (2014) argued that advertisement factors highly
contribute to the development of sport tourism industry. Kabanova & Vetrova (2017)
pointed out that services differentiation level, quality and prices incompatibility,
strategic creation of positive country image, and lack of professionals involved in
sport tourism are key developmental sport tourism factors. Moreover, Bouchet et al.,
(2004) suggested that the total experience obtained by the consumer of sport tourism
is influenced by variables, which is associate with (a) the specific individual and
their self-esteem (perceived danger, extensions and applications of sports, searching
for the optimum, searching for variety and innovation), (b) the space (region where
the consumer can observe/consume/interact/share experiences), and (c) interpersonal
variables.

The local/national/international sporting events constitute significant factors for
tourism development (Mason & Duquette, 2008) and compare to the capabilities of
the host city (Higham, 1999) becausemajor sporting events demandhuge investments
in infrastructure and sporting facilities (Preuss & Solberg, 2006). With the intention,
though, a sporting activity/event to contribute to the development of tourism at a
destination, such an activity should integrate with other tourist products and services
available there. Taleghani and Ghafary (2014) point out that services related to hill
climbing, beach sports, and desert and hunting attractions could form an effective
developmental model of sport tourism, while it is underlined that cultural barriers
and infrastructure problems should be overcome.

King et al., (2018) argued that a crucial developmental factor of sport tourism,
which is elated to major sport event organizers, is the involvement and satisfaction
level of the local sport clubs and the connections with local places, while Shock and
Chelladurai (2008) suggested that the following features of sport tourism are critical
for the quality of the services offered and the development of sport tourism: (a) access
to destination, sporting event or facility, accommodation, (b) lodging, which includes
interactions, environment, and value, (c) sporting facilities and infrastructure, which
include interactions, environment, and value, and (d) sporting event or activity, which
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includes the process and the product/service. Moreover, Higham (2005) suggested
that the gyms and the sporting classes, the infrastructure for aquatics (swimming
pools, lakes, springboards), the infrastructure for other sports (sporting routes, routes
for marathons), the medical infrastructure and the training fields, and the service and
the staff in sporting and recreation centers constitute important elements playing a
particular role in the decision-making process of athletes to visit this kind of centers.
Myburgh et al., (2018) supported that lifestyle, event attributes, and travel behavior
are positively related to athletes’ commitment to sport events, which indicates the role
the strategic management of these factors can play in the sport tourism development.

2.1 Tourism in Greece

In 2017, tourism contributed to the country’s GDP at 27.3% and to the employment
at 24.8% (934.500 jobs). There were 9.783 hotels (806.045 beds) in the country with
70% concentration, and the international tourist arrivals reached 27.2 million people
(cruise arrivals are not included), with an average expense ofe522 per person (SETE
(2017a, 2017b). It is important to mention that in this particular year Greece was in
the 24th place in competitiveness of its tourism, and Greek tourism elicited 4% of the
European market and 2% of the worldwide one (Ikkos, 2018). Its main weakness is
the seasonality, as in 2017, 57.3% of the arrivals and 61.2% of the revenue occurred
in the third quarter of the year, while only 5.8% of the arrivals and 3.5% of the
revenue occurred in the first quarter (SETE (2017a, 2017b).

2.2 Sport Tourism and Sport and Recreation Centers
in Greece

Sport tourism inGreece is intensively associatedwith ecotourism and health tourism,
while the sport tourism markets in the country are the sporting events, the resorts
and the recreation facilities, outdoors programs, and activities/programs in sporting
centers or sport and recreation camps (Costa & Clinia, 2004). In 2015, in Greece,
there were 249 physical activity facilities, 218 spas and springs, and 341 sporting
and entertainment clubs (Table 1).

2.3 The Sport and Recreation Center “Sportcamp”

In terms of infrastructure and annual economic cycle, Sportcamp (www.sportc
amp.gr) is the biggest private sporting and training center of the country. It is located
in the city of Loutraki, 75 km away from Athens and 5 km away from the sea, near

http://www.sportcamp.gr
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Table 1 Sporting centers of physical activity and recreation subcategories

Category* Total establishments Total sales ($m) Total employment

Physical fitness
facilities

Minor 1 220 39 1.88

Physical fitness
facilities

Minor 1 29 6 324

Athletic club and
gymnasiums,
membership

Minor 2 41 13 761

Health club Minor 2 78 28 1.58

Spas Minor 2 218 25 1.45

Weigh reducing
clubs

Minor 1 4 1 31

Reducing facility Minor 2 0 0 2

Slenderizing salon Minor 2 2 0 8

Exercise facilities Minor 1 16 2 107

Aerobic dance and
exercise classes

Minor 2 20 3 152

Exercise salon Minor 2 53 5 333

Membership
sports and
recreation clubs

Minor 1 341 61 3.32

Source Barnes Reports: Worldwide Industry Market (2015)

the Gerania Mountains. It expands in an area of 75.000 m2, and it has 850 beds,
as well as facilities for the provision of integrated services of hospitality, boarding,
sports, recreation, and tourism at its disposal. In cooperation with specialists, it offers
ergometric, education, physical condition, and rehabilitation services. Every year it
hosts many individuals who engage into sport tourism, so it is particularly useful to
be investigated as a case study.

3 Methodology

3.1 Participants

The sample of this study constituted of 206 individuals, classified into four categories
(athletes, executives, team managers, coaches), who were staying in the center, in
summer 2015. They were selected through simple random sampling from the list of
visitors, meaning that all had the same possibility to be selected to participate in the
study (Thomas et al., 2015).
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3.2 Instruments

To achieve the aims of the study, the structured questionnaire was selected (Gratton&
Jones, 2010) and was compiled by the researcher. It included eight broader questions
(close end and open end) and three subsections. In the first section, the respondents
were asked to express their opinion regarding how important 34 items, derived from
the review of literature and presented in Table 2 in random order, were for the
development of sport tourism in a sport and recreation center. In the second section,
the participants were asked to express the level in which they thought that the center
met these factors for the development of sport tourism. On both sections, the answers
were given on a Likert-type scale (1= not important, 5= very important) (Joshi et al.,
2015). Both sections’ reliability was estimated with Cronbach’s (1951) alpha index,
and it was found to be satisfying (a = 0.89 and a = 0.93). In the third section, the
respondents were asked to complete specific demographics (gender, age, nationality,
and category), the physical activity they are engaged in, and the duration of their stay
in the center. The questionnaire was anonymous and compiled in three languages
(Greek, English, Russian).

3.3 Procedure

The questionnaires were distributed and collected inside the center, with the inves-
tigator being present in order to facilitate the participants in case they needed any
assistance.

3.4 Pilot Study

In order to time the duration of the questionnaire’s completion (so as not to exceed
10 min) and to identify possible omissions, ambiguities, misconstructions, syntactic,
and spelling mistakes in all three languages, a pilot study was conducted, involving
five employees and ten guests (7.3% of the total).

3.5 Statistical Analysis

The data was analyzed with the use of the SPSS 21.0 program. The frequency distri-
bution of the sample was examined, and a t-test control and Levene’s test were
conducted.
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Table 2 Examined items 1. Proximity to the beach and
the sea

18. Accommodation facilities
(camp, rooms)

2. Proximity to airports 19. Promotional posters and
informative leaflets

3. Access through the road
network

20. Sporting programs
(flexibility and variety)

4. Access through the national
bus network (KTEL)

21. Training and supervision
(specialized
coaches/trainers)

5. Access through the railway
network

22. Swimming pools
(outdoor—indoor)

6. Climate conditions 23. Electronic provisions and
Internet

7. Parking spaces 24. Proximity to sights,
nightlife

8. Healthcare and injuries’
rehabilitation

25. Proximity to historical
monuments

9. Security 26. Proximity to malls

10. Restroom, bathroom,
changing room facilities

27. 24 h information desk
service

11. Catering facilities 28. Awareness of the name of
the exercise and recreation
center

12. Image and name of the
country/city/region of
destination

29. Gym and sporting
equipment

13. Organizing sporting event,
festivals
(national/regional)

30. Delivery and transfer
infrastructure for
travelers/visitors

14. Scenery 31. Web site, blogs, and social
media

15. Facilities’ hygiene
conditions

32. Offers, sales, and loyal
customers’ reward

16. Stadiums, playing fields
(outdoor/indoor)

33. Proximity to a port,
marinas

17. Facilities’ signage,
transfer guidelines (signs,
maps)

34. Customer service

3.6 Limitations of the Study

This studywas conducted in a specific sport and recreation center, and the participants
were guests there in a specific period of time; therefore, the findings could not be
generalized. Also, only the guests’ opinions of the sport and recreation center were
investigated and not the employees’ ones.
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4 Results

The participants of the study were 206 individuals, coincidentally distributed evenly
between men (103–50%) and women (103–50%). The highest percentage (49.51%)
was 15–24 years old, 23.3% was < 14 years old, 15% was 25–34 years old, 6.80%
was 35–44 years old, 3.4% was 45–54 years old, and only 1.94% was 55+ years old.
Most of them were Greeks (51.94%), 27.18% Russian, 11.65% German, followed
by Egyptians, Albanians and Danes (each 2.43%), Lebanese (0.95%), Ukrainians
(0.49%), and Poles (0.49%). The total number of athletes was 157 (76.21%) and the
team officials 49 (23.78%).

The majority of the participants were amateur (50.97%) and professional athletes
(25.24%), while 10.68% were coaches, 8.25% were team managers, curators, or
individuals in charge of teams, while 4.85% were administrators of teams. The
majority of athletes (35.92%) was engaging into a team sport (soccer, basketball,
volleyball, handball, rugby, beachvolley/soccer/handball), followedbyaquatic sports
(swimming, water polo, synchronized and technical swimming) (28.64%), indi-
vidual sports (cycling, archery, triathlon, artistic and rhythmic gymnastics, fencing,
shooting) (15.53%), heavy sports (weightlifting, wrestling, boxing) (5.34%), combat
sports (Tae Know Do, karate, judo) (5.83%), racquet sports (tennis, table tennis,
squash, badminton) (1.94%), water sports (water ski, canoe-kayak, rowing, dragon
boats) (1.46%), recreation activities (dance, yoga), and other activities (5.34%). The
majority (41.26%) stayed at the center 6–10 days, 26.21% stayed 14+ days, 18.93%
stayed 5 days, and 13.59% stayed 11–14 days.

It could be argued that the most important developmental factors of sport tourism
for a sport and recreation center are the those evaluated with a score of 4–5 (posi-
tions 1–15), of average importance could be categorized the factors evaluated with a
score of 3–4 (positions 16–32), while of low importance could be categorized those
evaluated with a score <3 (positions 33–34) (Table 3).

The frequencies and relative frequencies’ distribution analysis showed that none
of the respondents characterized the healthcare and the injuries’ rehabilitation as
not at all important for the development of sport tourism in a sport and recre-
ation center, while a percentage smaller than 1% of the sample characterized as
not important the items of security, catering and accommodation facilities, restroom,
bathroom, changing room facilities, gym and sporting equipment, customer service
(0.97% each), climate conditions, and stadiums—playing fields (0.49% each). On
the other hand, more than 50% of the sample characterized as very important the
items of security (68.45%), healthcare and injuries’ rehabilitation (65.53%), accom-
modation facilities (61.17%), facilities’ hygiene conditions (60.19%), gym/sporting
equipment (53.80%), customer service (53.40%), stadiums/playing fields/swimming
pools (50.97%), and electronic provisions and Internet (50%).

More than 30% of the participants characterized neither important—nor not
important the items of access through the railway network (39.32%), proximity to a
port and marinas (35.92%), proximity to airports (33.01%), proximity to historical
museums (31.07%), and image and name of the country/city/region of the destination
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Table 3 Mean and standard deviation scores for the developmental factors conditions of sport
tourism for a sport and recreation center

M SD

1. Restroom, bathroom, changing room facilities 4.54 0.77

2. Security 4.53 0.78

3. Healthcare and injuries’ rehabilitation 4.49 0.80

4. Accommodation facilities (camp, rooms) 4.46 0.80

5. Gym and sporting equipment 4.36 0.82

6. Catering facilities 4.31 0.87

7. Customer service 4.31 0.89

8. Facilities’ hygiene conditions 4.30 1.04

9. Swimming pools (outdoor—indoor) 4.25 0.90

10. Stadiums, playing fields (outdoor—indoor) 4.25 0.90

11. Electronic provisions and Internet 4.18 0.97

12. Training and supervision (specialized coaches—trainers) 4.08 1.08

13. Climate conditions 4.04 0.85

14. Sporting programs (flexibility and variety) 4.01 0.98

15. Proximity to the beach and the sea 4.00 1.00

16. Facilities’ signage, transfer guidelines (signs, maps) 3.88 0.96

17. Delivery and transfer infrastructure for travelers/visitors 3.77 0.99

18. Proximity to sights, nightlife 3.76 1.00

19. Scenery 3.68 0.96

20. Organizing sporting event, festivals (national/regional) 3.65 1.04

21. Access through the road network 3.63 1.10

22. 24 h information desk service 3.61 1.19

23. Web site, blogs, and social media 3.61 1.10

24. Offers, sales, and loyal customers’ reward 3.60 1.17

25. Awareness of the name of the exercise and recreation center 3.52 1.04

26. Access through the national bus network (KTEL) 3.30 1.20

27. Proximity to airports 3.29 1.14

28. Image and name of the country/city/region of destination 3.26 1.14

29. Parking spaces 3.20 1.21

30. Proximity to historical monuments 3.16 1.16

31. Promotional posters and informative leaflets 3.09 1.24

32. Proximity to malls 3.08 1.18

33. Proximity to a port, marinas 2.99 1.08

34. Access through the railway network 2.81 1.14
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(30.58%). This practically means that the tourists who visit the sport and recreation
centers do not pay particular attention to these factors.

Subsequently, the level towhichSportcampmeets the above developmental condi-
tions of sport tourism was examined. The respondents indicated that the center
meets:

• In a very high level (M > 4) the following conditions: stadiums/playing fields
(outdoor–indoor), security, and gym and sporting equipment.

• Adequately (M < 4 − > 3) the following conditions: climate condition,
swimming pools (indoor/outdoor), facilities’ hygiene, accommodation facili-
ties (camp–rooms), changing rooms/bathrooms/resting rooms facilities, health-
care and injuries’ rehabilitation, sporting programs (flexibility–variety), training
and supervision (specialized coaches/trainers), facilities’ signage, transfer guide-
lines (signs, maps), organizing sporting events/festivals (national and regional),
catering facilities, nameawareness of the center, space’s beauty, access through the
road network, image/name of the country/city/region of the destination, delivery
and transfer infrastructure of the travelers/visitors, Web site/blogs/social media,
parking spaces, 24 h information desk service, electronic provisions and Internet,
offers/sales/loyal customers’ reward, proximity to attractions, nightlife, promo-
tional posters/informative leaflets, proximity to the beach/sea, and access through
the national bus network (KTEL).

• Not adequately (M < 3) the following conditions: proximity to historical monu-
ments, to airports, to malls, access through the railway network, and proximity to
a port and marinas.

A rather high number of the sample’s participants indicated that Sportcamp does
not meet the condition of proximity to a port (31.55%), access through the railway
network (27.67%), and proximity to airports (24.76%). On the other hand, a signif-
icant part of the sample thinks that the center meets at a great extent (more than
30%) the following conditions developing sport tourism in an exercise and recre-
ation center: playing fields (40.29%), gym and sporting equipment (38,83%), secu-
rity (37.86%), stadiums, swimming pools (33.50%), and customer service (32.52%).
Moreover, approximatelymore than 40%of the sample thinks that climate conditions
(53.88%), sporting programs (flexibility and variety) (42.72%) security (39.81%),
and accommodation facilities (39.32%) are met at a great extent.

A significant part of the examined sample, more than 30%, marked moder-
ately (neither important—nor not important) Sportcamp regarding the following
factors: sales and loyal customers’ reward (36.89%), image and name of the
country/city/region of destination (36.41%), access through the road network
(35.44%), scenery (34.95%), access through the national bus network (KTEL)
(33.01%), offers, proximity to sights, nightlife (33.01%), awareness of the name of
the center (32.52%), facilities’ signage, transfer guidelines (signs, maps) (31.55%),
and parking spaces (30.10%).

The opinions of the visitors/recipients of the sport center’s tourism product were
also examined with the use of the criterion t and the independent samples t-test.
The independent variables were the respondents’ opinions regarding the importance



14 G. Yfantidou et al.

of each of the 34 factors for the development of sport tourism and the extent to
which Sportcamp meets these conditions. The dependent variable is referred to the
individual’s status (professional/amateur athlete, coach, team manager/curator/team
responsible, top executive) (Table 4).

In aggregate, the average scores of the athletes regarding the importance of the
factors developing sport tourismwere significantly different in relation to the average
scores of the team executives in the following factors: F.1 (proximity to the beach
and the sea), F.3 (access through the road network), F.4 (facilities’ hygiene condi-
tions), F.5 (access through the railway network), F.6 (proximity to airport), F.9 (secu-
rity), F.10 (restroom, bathroom, changing room facilities), F.13 (organizing sporting

Table 4 Group statistics, factors developing sport tourism/status

Factor developing sport tourism Status M SD SEM

F.1 Athlete 3.91 1.04 0.08

Team executive 4.30 0.82 0.11

F.3 Athlete 3.50 1.13 0.09

Team executive 4.02 0.94 0.13

F.4 Athlete 4.19 1.11 0.08

Team executive 4.67 0.68 0.09

F.5 Athlete 2.68 1.13 0.09

Team executive 3.24 1.10 0.15

F.6 Athlete 3.14 1.15 0.09

Team executive 3.79 0.95 0.13

F.9 Athlete 4.48 0.82 0.06

Team executive 4.71 0.57 0.08

F.10 Athlete 4.47 0.83 0.06

Team executive 4.79 0.45 0.06

F.13 Athlete 3.56 1.05 0.08

Team executive 3.93 0.96 0.13

F.17 Athlete 3.80 0.95 0.07

Team executive 4.14 0.97 0.13

F.19 Athlete 2.95 1.28 0.10

Team executive 3.55 0.98 0.14

F.23 Athlete 4.11 1.01 0.08

Team executive 4.42 0.79 0.11

F.31 Athlete 3.50 1.08 0.08

Team executive 3.97 1.07 0.15

F.32 Athlete 3.42 1.17 0.09

Team executive 4.18 0.97 0.13
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events, festivals—national and regional), F.17 (facility’s signage, transfer guide-
lines—signs, maps), F.19 (promotional posters and informative leaflets), F.23 (elec-
tronic provisions and Internet), F.31 (Web site, blogs, and social media), and F.32
(offers, sales, and loyal customers’ reward). Also, in most of the cases, the teams’
executives considered these factors as more important than athletes did (Table 5).

In aggregate, the average scores of the athletes regarding the extent to which
Sportcamp meets the conditions developing sport tourism in sport and recreation
centers in Greece were significantly different in relation to the average scores of the
team executives in the cases of the following factors: F.1.S (proximity to the beach
and the sea), F.3.S (access through the road network), F.12.S (image and name of the
country/city/region of destination), F.13.S (organizing sporting events, festivals—
national and regional), F.15.S (access through the national bus network—KTEL),
F.17.S (facilities’ signage, transfer guidelines—signs, maps), F.19.S (promotional
posters and informative leaflets), F.29.S (gym and sporting equipment), F.31.S (Web
site, blogs, and social media), and F.32.S (offers, sales, and loyal customers’ reward)
(Table 6).

The above results were confirmed by the t-test for equality of means analysis
(Table 7).

5 Conclusion

The major conclusions of this study were that (a) the most important developmental
factors of sport tourism in a sport and recreation center in Greece are the changing
rooms/bathrooms/resting rooms, the security, the healthcare and the injuries’ reha-
bilitation, and the accommodation facilities (camp–rooms), and the less important
factors were the proximity to a port and marinas, as well as the access through
the railway network, (b) Sportcamp meets the changing rooms/bathrooms/resting
rooms, the healthcare and the injuries’ rehabilitation, and the accommodation facil-
ities (camp–rooms) factors in adequate level and the security factor in a very high
level, and (c) in many cases the athletes’ opinions regarding the importance of the
factors developing sport tourism are significantly different in relation to the opinions
of the team executives.

The present study’s results could be useful to sport and recreation centers for
decision-making and strategy formulation regarding the required improvements and
investments. It would be useful in the future to (a) collect longitudinal data from the
same center, (b) repeat this study in other sport and recreation centers, and (c) conduct
qualitative studies, which would investigate the opinions of the administrators of the
sport and recreation centers regarding the factors influencing the development of
sport tourism.
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Cycling Tourism: Characteristics
and Challenges for the Developments
and Promotions of a Special Interest
Product

Elina Tsitoura, Paris Tsartas, Efthymia Sarantakou,
and Alexios-Patapios Kontis

1 Introduction

Cycling tourism represents a concrete expression of sustainable tourism, offering
a number of economic, social and environmental benefits to the regions and
local communities where it is developed, such as the enrichment of the tourism
product, extension of the tourist season, reduction of the carbon footprint, growth of
entrepreneurship and job positions, involvement of local communities in planning
and management of this type of tourism.

Cycling tourism shows a strong trend of growth at international level, including
the market of “active” tourists, who seek through their travels and holidays unique
experiences and knowledge, related to the local characteristics of each region and its
inhabitants.

The European Union is increasingly supporting cycling tourism by participating
in the financing of programmes and projects, in cooperation with cycling and tourism
organizations. As a result, cycling tourism in Europe has been integrated into sustain-
able transport and development policies leading to the planning and development of
regional, national and pan-European networks of cycling routes that meet specific
quality standards.
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In Greece, the use of bicycles faces a number of challenges as the country has
taken few steps towards the development of cycling tourism, unlike other European
countries that for many years have successfully developed this form of tourism (i.e.
France, the Netherlands, Austria, Denmark). The reduced road safety observed in
Greece and the absence of cycling culture are also inhibitors for the development
of cycling tourism, and although the country has a fairly well-developed public
transport network, the ban on the transport of bicycles by many means and the lack
of the relevant infrastructure in them (special bike ramps on coaches, parking spaces
on trains and ships, etc.) are a deterrent for the tourist-cyclist.

However, despite the problems a cyclist may encounter while travelling in the
country, Greece is suitable for cycling tourism. The mild climate, the unique terrain,
the extremely diverse natural environment, the plethora of cultural and historical
attractions, the good provincial low-traffic road network and plenty of dirt paths
which with the appropriate interventions can be converted to cycling parks, make
Greece an attractive destination for recreational or long-distance cyclists, and sports
teams.

The objective of this paperwas to explore the challenges and possibilities of devel-
oping cycling tourism inGreece as a special form of tourismwithmultiple economic,
social and environmental benefits. The main objectives—research questions of this
study were:

1. Exploring and recording the conditions for the development of cycling tourism
in Greece, ensuring long-term benefits at national, regional and local level.

2. Exploring the possibilities and challenges for the development of cycling
tourism in Greece for both domestic and foreign tourists.

3. Establishing strategic guidelines for tourism stakeholders (cyclists, public
services involved with cycling, tourism planners and managers, entrepreneurs
and local communities) at national, regional and local level.

In order to answer the research questions, the following general methodolog-
ical approach was followed: important aspects and international practices related to
cycling tourism were initially examined, focusing mainly on the conditions for its
development. For the most part, (Internet) research in scientific articles, books and
studies of European centres on the subject have been used as a method of searching
the literature.

The keywords used are: cycling tourism, sustainable and alternative forms of
tourism, sports tourism.

At the second section, the conditions for the development of cycling tourism
in Greece were explored. The investigation highlighted the lack of bibliographical
data and field surveys on the issue (Tsartas et al., 2016; Tsartas & Sarantakou,
2016; Kokkosis et al., 2020). For this reason, a primary survey was carried out, by
distributing two questionnaires, one inGreek and one in English, aimed, respectively,
at Greek and foreigner persons involved in cycling.

The findings of the survey feed into a SWOT analysis show the potential for the
cycling tourism development in Greece. Paper draws some conclusions and policy
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guidelines for the development of cycling tourism for stakeholders at a national,
regional and local level, from both the state and the private sector.

2 Literature Review

The concepts of “cycling tourism” and “tourist cyclist” have been approached by
several parameters and criteria.Ageneral definition that is often found in the literature
states that a cycle tourist can be defined as “a person of any nationality, who at some
stage or other during his or her holiday uses the bicycle as a mode of transportation,
and for whom cycling is an important part of this holiday”.

Studies by the Institute of Transport and Tourism, &Centre for Sustainable Trans-
port and Tourism (2012) and the British Transport Charity Sustrans (1999) distin-
guishes “cycling holidays” in three types: those in which cycling is the main part of
the tourist experience, those that include cycling not as an exclusive activity and the
“cycling day trips”. Lamont’s definition (2009), according to which “cycling tourism
is travelling away from the place of residence of a person whose active or passive
participation in cycling is considered the main purpose of the journey” broadens the
scope of the concept of tourist cyclist including persons travelling for the purpose of
participating in cycling competitions.

Simonsen et al. (1998) classify tourist cyclists according to their level of commit-
ment to cycling and the purpose of cycling holidays by placing at one end of the
scale the tourist cyclists, for whom cycling is the only way to travel and the main
purpose of their holidays, and at the other end of the scale tourists who ride a bike
during their holidays occasionally. Between these two extremes lies the main and
largest part of the tourist cyclists.

The above definitions illustrate that “tourist cyclists” are a non-homogeneous
group which, although it may be motivated by a common “special interest”, consists
of several categories of people (and, respectively, possible market segments). There-
fore, we could categorize thembased either on theirmotivations or the kind of activity
(recreational cyclists, day cyclists, touring cyclists, mountain bikers and cyclists of
race or tour events) (Faulks et al., 2006).

The analysis of eight market studies in five countries (ETI, 2007; Fietsplatform,
2009a, 2009b; Ickert et al., 2005;MANOVA, 2007;Mercat, 2009;Öhlschläger, 2007;
Trendscope, 2010) revealed the following generalized profile of cycling tourists:
average age 45–55 years, 60%men, 40% women, a significant percentage of univer-
sity education and professional status, a variety in economic profile, 20% cycle alone,
50% in pairs and 20% in small groups of 3–5 people.

The main period chosen by tourists-cyclists for cycling holidays is from May to
the end of August, as temperature and rainfall are a strong determinant for cyclists
(Dohmen et al., 2011). The average length of stay of cycling holidays calculated
from 15 studies, in 6 countries, on 18 different routes and networks, ranges from 5
to 8 days (ARGE Donau Österreich, 2011; ETI, 2007; Fietsplatform, 2004, 2009a;
Ickert et al., 2005; MANOVA, 2007).
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On accommodation, surveys show a dispersion in Guesthouse/B&B/farmhouse
accommodation (45%) and camping (15%), but also in typical hotels (40%) Alter-
modal (2007), ETI (2007), Fietsplatform (2009a), Ickert et al. (2005), MANOVA
(2007), Trendscope (2010)). Many of cycling tourists prefer “bike accommodation”.

The bibliographical survey highlights cycling tourism as an emerging alterna-
tive sustainable form of tourism with benefits at national, regional and local level
(Lumsdon, 1996, 2000; Ritchie, 1998). In Europe, cycling tourism has been inte-
grated into sustainable development and transport policies leading to the planning
and development of regional, national and pan-European networks that meet specific
quality standards.

The strengthening of local economies, the support of businesses and the mainte-
nance or creation of new jobs, result from the direct costs of tourist cyclists, particu-
larly in rural areas (Sotolongo, 2018).TheNewZealand cyclingnetwork “GreatRides
of Nga Haerenga” generated $37,400,000 in revenue in 2015 for local communities
(New Zealand Cycle Trail 2016).

Two regional (Rhineland-Palatinate, Southern Austria) and four national studies
(Velöschvöz, Dutch LF-routes, France, Germany) give us a more detailed display of
the daily expenses of cycling tourists who stay overnight for one or more nights: on
average e57.08, of which about 40% (e23) is spent on accommodation, 30% (e17)
on food and drink and 30% (e17) on other expenses, such as shopping (almost half of
this amount), local transport and activities (ETI, 2007; Fietsplatform, 2009a; Ickert
et al., 2005; MANOVA, 2007; Mercat, 2009; Trendscope, 2008a).

Although cyclists are often considered low-budget travellers, a survey in the
northern Outer Banks tourist area in North Carolina, USA found that 87% of bike
visitors had an annual income of more than $50,000, half of them earning more than
$100,000 a year (https://www.americantrails.org/resources/economic-impact-of-inv
estments-in-bicycle-facilities.)

In addition, cycling routes increase the quality of life of local communities
(Schafer et al., 2000), by providing the residents open spaces for recreation and
relaxation (Lumsdon et al., 2004). This fact may result in the increase of land prices
in areas with popular cycling routes (Tourism France Ministry, 2007).

In order to develop cycling tourism, the members concerned need to participate
continuously and over time by promoting and maintaining cycling routes. Numerous
international examples also highlight the need for an integrated approach including
policies, programmes, information provision, land use planning (infrastructure), etc.,
and demonstrate that the synergies between the members involved add value to the
cycling tourism product (Zovko, 2013).

Compared to other forms of tourism and especially mass leisure tourism, cycling
tourism is significantly more sustainable and has better environmental performance,
mainly in terms of the environmental footprint of the means of transport (UNWTO-
UNEP-WMO, 2008) and the type of accommodation preferred, but also because
of the small-scale landscape interventions needed for the development of cycling
networks. According to the German Bureau of Statistics (Statitisches Bundesamt,
2008) and the German study Trendscope (2008b), 93% of cycling tourists are not
using airplane to transport to the holidays destination and overall cyclist tourists

https://www.americantrails.org/resources/economic-impact-of-investments-in-bicycle-facilities
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use more environmentally friendly modes of transport compared to other tourists
and travel shorter distances by 53%. Altermodal (2007), ETI (2007), Fietsplatform
(2009a), Ickert et al. (2005), MANOVA (2007) and Trendscope (2010) showed that
a significant proportion (15%) of the cycling tourists choose to stay in camps that
are considered a more environmentally friendly type of accommodation compared
to hotels and holiday homes.

3 Parameters for the Development of Cycling Tourism

The development of cycling as a tourist product and the provision of quality tourist
services for cyclists offers opportunities to achieve international competitiveness in
the tourist market. Therefore, good organization, carefully planned promotion and
continuous monitoring of results are required. The natural attractions of an area may
act as an incentive for many tourist cyclists, but this element alone is not enough.
Cycling tourism requires several conditions to be taken into account when planning
(Rotar, 2012).

3.1 Appropriate Cycling Infrastructure

Appropriate infrastructures that contribute to safety and comfort form the basis
for attracting tourist cyclists (Rotar, 2012). According to CROW (https://www.cro
w.nl) the five basic conditions that cycling infrastructure should meet are safety,
accessibility, networking, comfort, attractiveness.

3.2 Means of Transport

As with all types of holidays, in cycling tourism there is a need to interconnect the
different modes of transport to and from the destination. Cyclists tourists seem to use
public transport more frequently than other tourists, as they usually cycle from one
point to another. Also, many tourist cyclists prefer to ride their own bike on holiday,
which is associated with a greater preference for train and ferry travel (Institute of
Transport and Tourism, & Centre for Sustainable Transport and Tourism, 2012).

https://www.crow.nl
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3.3 Certified Services and Special Marketing

Anarea promoted as a cyclingdestination shouldmeet certain conditions to ensure the
provision of quality services. Therefore, a body responsible to ensure the implemen-
tation and monitoring of standardization is essential. The Slovenian Tourist Board
(https://www.slovenia.si/) has developed a number of cycling standards relating
to bike-friendly accommodations, “Bicycle Information Points”, certified cycling
routes, guided tours etc. and Cycling Marketing Standards.

4 Cycling Tourism in Greece

4.1 EuroVelo

An integrated cycling network connecting European countries is the goal of the
European Federation of Cyclists through EuroVelo, which currently includes more
than 45,000 km of cycling routes, while the network, when completed, is estimated
to exceed 70,000 km (https://eurovelo.gr/el/eurovelo/). Responsible for the devel-
opment of EuroVelo routes in Greece is the non-governmental organization “Cities
for Bicycle” (https://citiesforcycling.gr/). Three Eurovelo cycling routes traversing
Greece are in the process of being prepared and marked: the Mediterranean Route
EV8, (5388 km), the ROUTE EV 11 (5964 km) and Eurovelo EV 13.

4.2 Cycling Infrastructure

The cycle paths network that already exists in various Greek cities as infrastructure
is not currently an incentive for long-distance tourists, mainly because the existing
networks cover short-distance routes limited to the boundaries of cities. In addition,
there are problems concerning the safety and maintenance of cycle paths in Greece
and the hostile behaviour of car drivers, especially in areas with no bicycle tradition
such as Athens (Vassi & Bakogiannis, 2013). However, the existing network could
act as a starting point for some of the above tourist cyclists who know a city as “bike
friendly”, or be an incentive for tourists who wish to cycle for a few hours in a Greek
city during their holidays. For mountain biking, there are trails throughout Greece
(Table 1).

https://www.slovenia.si/
https://eurovelo.gr/el/eurovelo/
https://citiesforcycling.gr/
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Table 1 Cycle paths in
Greece

Cycle paths in Greece

Number of municipalities having cycle
paths

102

Percentage of municipalities having cycle
paths

31% (102/324)

Kilometres of cycle paths (in total) 403.7 km

Mixed-use paths (cars and bikes) 34.8 km

Bike lanes 54.1 km

Bike corridors 305.4 km

Bike path metres per inhabitant 0.037

Source https://www.smu.gr/greece_cycle_map/

4.3 Use of Bicycles in Means of Transport

In Greece, each mode of transport has its own independent policy on the transport
of bicycles. Specific rules and restrictions on the carriage of bicycles have been in
place since 2015, while the Greek railway is in line with the provisions of Regu-
lation 1371/2007 of the European Union, according to which railway undertakings
must enable passengers to carry bicycles under specific conditions. On aeroplanes,
depending on the regulations of each airline, the bicycle is given as sports equipment
or as baggage, while on board ships, in general, bicycles are allowed to be transported
free of charge in the car park.

4.4 “Bike Friendly” Businesses and Destinations

In Greece, the development of “Bike Friendly” hotels and destinations network was
launched in 2017 at the initiative of the urban, non-profit companyNATTOUR,which
promotes the development of alternative forms of tourism, giving priority to cycling
tourism. The “Bike Friendly” badge is awarded to both hotels and municipality-
tourist destinations, which meet a number of internationally recognized criteria
related to comfort, information and cycling tourism services. For the time, 80 hotels,
17 companies offering bicycle services, 2 municipalities and a region (Thessalia)
have been certified (https://www.bikehotels.travel/).

4.5 Cycling Races and Events

Very important for the development of cycling tourism is the contribution of cycling
clubs organizing sporting events to the Greek countryside. Popular events are, for

https://www.smu.gr/greece_cycle_map/
https://www.bikehotels.travel/
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example, the Bike Odyssey taking place in five regions (Grevena, Trikala, Evritania,
Fokida and Aitoloakarnania), the road cycling races in Kos and Rhodes and the
Brevets, which are long-distance routes managed in accordance with the terms and
rules of the French Brevet Randonneurs Mondeaux and Audax Club Parissien.

4.6 Guided Tours and Bike Rental

In Greece, there are companies that organize bike tours and hotels that offer bicycles
to their guests. For instance, www.grcycling.comorganizes interesting routes close to
Athens, either by escort-driver or independently, Pedal Greece (https://pedalgreece.
com/trip/) offers a package of holidays that includes driver escort, accommodation,
food and drinks and transportation and an increasing number of hotels and companies
in Athens offer bike tours around the historical and commercial centre of the city. In
addition, there are plenty of bicycle rental companies in Greece offering the clients
services such as online booking, while in many cases bike delivery is available in the
area desired by the customer. A special category of bicycle rental is the bike-sharing
services in various cities of Greece, offering bicycles for public short-term use, from
one starting point to another point (https://www.easybike.gr).

5 Primary Research Methodology and Results

The primary survey was carried out through the use of two structured question-
naires, one in Greek and the other in English, aimed at domestic and foreign cyclists
respectively. The purpose of completing these questionnaires was to investigate the
demographic, economic and social profile of tourists, their degree of satisfaction
with the treatment of Greek tourism enterprises, the motivations and preferences
of cycling tourism, and the extent to which various factors such as cycling tourism
infrastructure, transport, accommodation affect their travel choices.

The sample used forQuestionnaire I (national cyclists) was derived from domestic
persons who are systematically engaged in cycling (convenience sample) and was
forwarded via Facebook and Messenger to cyclists-users (available from 1/4/19 to
17/4/2018), including a total of eight sections with closed-ended answers, gradient
able responses according to “scale of importance” and predefined double-selection
replies (“Yes” or “No”). It was completed by 296 people.

The sample used for questionnaire II (foreign cyclists) was derived from bicycle
users participating in cycling blogs (https://www.cyclingforums.com/forums/the-
bike-cafe.25/ and https://www.cyclechat.net/) and was completed by 24 people. The
questionnaire was available between 24/4/19 and 1/5/2018 and included a total of
four modules.

http://www.grcycling.com
https://pedalgreece.com/trip/
https://www.easybike.gr
https://www.cyclingforums.com/forums/the-bike-cafe.25/
https://www.cyclechat.net/
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5.1 Primary Research Results (Domestic Cyclists)

The following conclusions are drawn from the research on the development of cycling
tourism in Greece.

With regard to the participants in the survey aimed at domestic cyclists, we found
that:

• The majority are men at 77.7%.
• Most visitors belong to the 45–65 age group and a significant percentage to the

26–44 age group.
• Most respondents have monthly earnings of 451–1000 Euros, but many also have

monthly earnings of more than 1001 Euros. The majority therefore have incomes
of more than 451 Euros per month (see Fig. 1).

• More than half of the participants have a university education.

Regarding the holiday “cycling” profile of participants, our research shows the
following results:

• More than half of participants have taken a “cycling holiday” or a “holiday that
included cycling as an activity” (and almost a third of them have taken both of
these types of holidays)

• The most popular holiday season is Summer and the second most popular is
Spring, but almost 1 in 10 take holidays all year round, and 1 in 10 take holidays
all season except Winter (see Fig. 2).

Fig. 1 Income per month
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Fig. 2 Popular holiday season

• Almost half of respondents stay overnight from 2 to 4 nights, but a significant
proportion (37.1%) stays overnight for more than 5 nights.

• In terms of accommodation preference, the majority of respondents prefer rented
rooms and camping, and a significant proportion (25.1%) prefer accommodation
in a hotel (see Fig. 3).

• The daily expenditure (for accommodation, food, entertainment, etc.) is in the
majority of respondents from 26 to 50 Euros (see Fig. 4).

Fig. 3 Accomondation
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Fig. 4 Daily expenses

• The participants show great interest in cycling races and cycling events, as most
of the respondents (70.1%) have attended or taken part in cycling races or cycling
events (e.g. Brevets).

Regarding their preferences and habits, the participants:

• They are mainly engaged in street cycling, while a small percentage prefer
leisure/family bike rides. Few respondents are involved in mountain biking or
cycling racing.

• They are mainly using Internet for getting information on cycling routes, but
also friend’s recommendations, while several make use of such applications for
mobiles, tablets, etc.

• They have toured by bike, beyond Attica, the Peloponnese and Central Greece,
as well as other regions throughout Greece.

• The majority find businesses (accommodations, restaurants, etc.) neutral in their
friendliness regarding cycling, and a significant proportion (33.7%) describes
them as good.

Regarding the factors that play a role in choosing a cycling route, respondents:

• The majority of the respondents consider as very important the low traffic in
vehicles and the beauty of the natural landscape on a route.

• Facilities such as accommodation, cafes, clear signage, attractions (archaeolog-
ical, cultural, etc.), access by train, ship or plane and cycling on an international
route (e.g. EuroVelo) seem to play a role to some extent, but are not decisive for
the choice of a cycling route, as for most they are either “important” or “not very
important”.
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Participants also appear to:

• Be very interested in travelling from their place of residence to a destination,
either by means of transport (mainly by boat or train) or exclusively by bicycle.

About the facilities offered by the accommodations:

• The most important provision for almost all respondents is storage area for bicy-
cles and secondary services such as breakfast for the needs of cyclists, information
on the premises (e.g. for routes), dryer and equipment for the repair of bicycles.

• Almost all of the respondentswould choose to stay overnight in an accommodation
certified as “bike friendly”.

More than half of participants seem interested in:

• Renting a bicycle (e.g. from a train station, from the accommodation staying on
holiday, from a pick-up point of a municipality),

• Using a cycling tour available via a GPS.
• Buying a package of “cycling holidays” through an agency.
• Taking part in a “thematic” cycling tour mainly on the natural environment (and

less cultural, archaeological or gastronomic interest).

Finally, a significant proportion of participants (41.6%) replied that they would
be interested in renting an electric bicycle (e-bike).

It is interesting to note that the results achieved from this research show similarities
and somedifferenceswith the results from the other available studies discussed earlier
in this paper. In more detail, the demographic, economic and social profile of bicycle
tourists is similar, although in our study there is a smaller (by 20%) percentage of
women engaged in cycling. In all studies, the main period chosen by tourists-cyclists
for cycling holidays is Summer and Spring. Previous research indicates that the
average length of stay on cycling holidays ranges from 5 to 8 days, whereas in the
present research half of respondents stay less nights (2–4 nights). Yet, a significant
proportion (37.1%) stays overnight for more than 5 nights. On accommodation,
all surveys show that rented rooms or houses are the main form of accommodation
utilized by approximately 45% of cyclists. Hotels (40%) are the most popular second
choice indicated by the foreign studies, whereas in our study the correspondents were
more interested in camping (29%) and less in hotels (25%). In all surveys, almost all
cycling tourists prefer “bike accommodation”. The daily expenses of the domestic
cyclists tourists are lower, as half of the participants spend on average 7 euros less
than the cyclists tourists on foreign surveys, although 27% spend above 50 euros.
Finally, overall cyclist tourists prefer using other means of transport than airplane.
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Fig. 5 “Would you make a bicycling trip in Greece?”

5.2 Primary Research Results (Foreign Cyclists)

The survey of foreign cyclists was based on a questionnaire with a limited number of
questions, that was completed by 24 people, therefore the sample is quite small and
does not allow safe conclusions. However, due to the experience of these cyclists,
trends and characteristics that are of interest are highlighted through their responses
and could be further explored in future research. The survey indicated that:

• The majority of participants (83.3%) are men.
• Most belong to the 45–65 age group (70.8%) and a significant proportion in the

26–44 age group (20.8%).
• More than half of the participants have university education (Bachelor and

Academic Degree).
• All participants replied that they would (54.2%) or would maybe (45.8%) take a

“cycling trip” to Greece (Fig. 5).
• The cycling “type” of interest to the majority of respondents (58%) during their

holidays on a possible trip to Greece, was the “Multi-Day Tours”, and second in
preference the “Mountain Cycling trails” (25%).

• Half of the respondents replied that they would bring their own bike on a possible
trip, while the other half would rent a bike in Greece.

• Great interest showed by foreign cyclists (83.3%) for the guided tours.

Regarding the factors that are important in choosing a cycling route, respondents:

• The majority of them consider a low traffic in vehicles route to be very important,
but many of them do not consider it important.

• All participants replied that the beautiful natural landscapeof the route is important
(Fig. 6).

• Facilities such as accommodation and cafes are important for most of the
respondents but for many they are minor.



38 E. Tsitoura et al.

Fig. 6 Factors influence the decision on the chosen route on a bike trip

• Clear signage, attractions and public transport access for some of the participants
are very important factors, while for others less or not at all important.

• Valid information seems to be very important for the majority of respondents.
• Cycling on an international route (e.g. EuroVelo) does not seem to play an

important role in choosing a cycling route.
• Most of the respondents replied that facilities such as safe parking/bicycle storage,

bicycle rental and the provision of food and drink during the journey are important,
while for example the existence of bicycle repair/washing stations is of minor
importance.

Finally, it is worth noting that, although in general, the responses of domestic and
foreign participants are similar, the following differences were identified:

The beautiful natural landscape, clear signage and valid information seem to be
very important factors in choosing a cycling route for foreign cyclists, unlike domestic
cyclists for whom they are less important.

Domestic cyclists seem to show a greater interest in sightseeing, public transport
access and cycling on an international cycling route (e.g. EuroVelo), as opposed to
foreign cyclists who seem to be less interested.

The storage of bicycles and the provision of “breakfast for cyclists” seem to be
very important for domestic cyclists,whereasmixed ratings are given for these factors
by the foreign cyclists.

6 Conclusions and Recommendations

International experience from countries that have developed cycling tourism and the
results from various studies and surveys converge to conclude that cycling tourism
is an up-and-coming niche tourism market with economic, social and environmental
benefits for the destinations where it develops.

Cycling tourism is in line with the principles of sustainability, contributing to the
economic and social wellbeing of rural areas less popular to tourists.

In Greece, the development of alternative-thematic forms of tourism such as
cycling could stimulate demand throughout the year and lengthen the tourist season,
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due to themild climate which allows cycling tourism all year. In addition, the country
has a good provincial network with asphalt routes and many paths for mountain
biking, through landscapes with rich biodiversity and natural environment, thus
giving the tourist-cyclist the opportunity to enjoy within a short time a contin-
uous rotation of land, mountains, coastal lanes and islands. Many of these routes
pass through areas of strong historical and cultural interest and could be combined
with other thematic forms of tourism (i.e. archaeological, cultural, gastronomic).
Greece, as a developed tourist country for many decades, has infrastructure such as
accommodation, catering businesses and public transport.

The objective of this paper was to summarize the key parameters contributing or
required for the development of cycling tourism in Greece.

The study results illustrate that the cyclists tourists of our research wish for safe
and comfortable routes, natural landscapes, accommodations, cafes and other tourist
businesses, attractions, etc.Keyparameters are also the accessibility of the destination
by public transport and the appropriate marking.

To meet the demands of current bicycle tourists, destinations interested in devel-
oping cycling tourismdestination shouldmeet certain standards in the case of housing
and other services. Proper facilities (such as storage space for bicycles in accommo-
dation, the provision of information on routes, renting bicycles services, availability
of cycling routes via GPS applications, or through agencies and the development
of “thematic” cycling routes), successful marketing and cooperation of stakeholders
play major role in the upgrade of the tourist product.

The main prerequisite for the development of cycling tourism in Greece is the
planning and development of suitable cycling routes. Yet, emphasis should be placed
on the maintenance of these routes and their marking, as well as on speeding up
the signalling of the three EUROVELO routes crossing Greece, to attract foreign
tourists-cyclists.

The main inhibitors—disadvantages for the development of cycling tourism are
the lack of coordination at a national level, the absence of investment interest, the
reduced road safety and the absence of cycling culture. Although Greece has a well-
developed public transport network, cycling tourism is not included in the operational
and marketing strategies of the transport means. Restrictions on the use of bicycles
in manymeans and lack of relevant infrastructure in them, such as special bike ramps
on coaches, parking spaces on trains and ships, is a deterrent for the tourist-cyclist.

A major threat to the development of cycling tourism in Greece is the intense
competition from European countries that for many years have successfully devel-
oped cycling tourism (such as France, the Netherlands, Austria, Denmark, etc.) but
also from other countries that in recent years have invested heavily in cycling tourism
(e.g. Poland, Cyprus). In addition, the major tour operators show for the time no
interest in this type of tourism in Greece.

In order to successfully develop cycling tourism in Greece (main prerequisites) a
national development strategy with clearly defined objectives within the framework
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of a sustainable agenda and secondly, the coordination and cooperation at regional,
local and business level are required.

One of the recommendations proposed is to entrust coordination to a single
forum body, represented by public bodies and other stakeholders, the tasks of which
will include the implementation and/or coordination of marketing, monitoring and
other essential actions for the development of cycling tourism in the country, in
cooperation with other organizations.

In order to facilitate direct cooperation between local, regional and national stake-
holders, but also between private and public bodies in different geographical areas,
there should be a network linking and providing information to all stakeholders so
that, for example, small businesses (e.g. accommodation providers, tour operators,
catering companies) have access to cycling tourism development opportunities.

Local/regional providers of cycling tourism services should develop thematic
cycling routes shaping the brand name of each destination and promote them through
a successful marketing plan. Similarly, the development of a strong tourism brand
related to all cycling tourism activities at national level would stimulate the demand
from other countries.

Particular attention should also be paid to the monitoring of cycling tourism, with
regard to its economic impact and in particular its wider impact (environmental and
social) on the regions. Ideally, an organization should be responsible for the collec-
tion, analysis and dissemination of data, in order to better understand the motivations
and expectations of cycling visitors and to renew the action plan for cycling tourism
each time.

Finally, individual actions such as the integration of local and regional cycling
tourism information into aweb page and socialmedia, the legislative strengthening of
regulations concerning the transport of bicycles on public transport, support through
the introduction of funding for bicycle events and races, would also help to build
cycling tourism in Greece.
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1 Introduction

Different forms of niche tourism are becoming increasingly important and have the
potential to help a tourist destination to differentiate from the norm. Overall, devel-
opment of web platform products and services into niche forms of tourism aims to
and can address social and economic regeneration linked to related tourism devel-
opments. Gammon and Robinson define a framework in (Gammon and Robinson,
2003) that categorizes “hard sport tourism” as traveling to amega ormajor sport event
to passively watch the event. On the other hand, they refer to “soft sport tourism”
when travelers are actively participating in sporting activity, e.g., hiking, canoeing,
or caving. The latter is also referred to in the literature as “active sport tourism”
(Greenwell et al., 2019), which is the definition adopted in this work.

In particular, in the editorial note “The Growing Recognition of Sport Tourism”
(Richie andAdair, 2002), the authors define sports tourism as follows: “Sport tourism
includes travel to participate in a passive (e.g., sports events and sports museums) or
active sport holiday (e.g., running, cycling), and it may involve instanceswhere either
sport or tourism is the dominant activity or reason for travel.” Moreover, in (Gibson
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et al., 2018), the nature and evolution of active sport tourism are portrayed, and
how active sport tourism research has evolved in a short amount of time. Research
on active sport tourism has evolved from the existing typologies of sport tourism
and their limitations to the development of new frameworks. In addition, existing
research is primarily based on the participants’ perspective, while there is the need
to provide new perspectives, and promote diverse methodologies and technologies
to obtain insights on active sports tourism events both from the participants’ and the
organizers’ perspectives.

This paper’s key contribution is to demonstrate the economic impact of active
sport events and consequently sports tourism.Most research in this area is devoted to
globalMega Sport Events (MSEs) or passive sport events (Taks, 2013). Nevertheless,
there is currently a huge variety and quantity of active sport events (e.g., marathons,
hiking, swimming) that are taking place around the globe. The work in this paper
calls for a reflection on how these active sport events contribute to tourism economies
and provides evidence on that, based on the results of such an event conducted in
Cyprus.

The remainder of this paper is organized as follows: Sect. 2 presents related
work on active sport events and highlights the key research topics examined in these
works. Section 3 provides a high-level overview of the SportsTraveler76 (ST76)
web platform and recommender system implemented in this work, which facilitates
Active Sport Events organization andmanagement. The key contribution of this work
is presented in Sect. 4 that refers to the analysis of the swimming event case study
survey results. The survey results show the impact and the economic benefits to the
local economy and showcases that such events can establish Cyprus on the map as
an attractive destination for active sports tourism.

2 Related Work

This paper contributes both from a theoretical and practical perspective on the
economic impact of sport events and consequently sports tourism. Most research
in this area is devoted to global Mega Sport Events (MSEs), most of which refer to
passive sport events (Taks, 2013). Nevertheless, there are many more sports events
(i.e., non-mega sport events—NMSEs) that are organized around the globe. Many of
these NMSEs refer to active sport events. The work in this paper provides evidence
on the impact of active sport events on tourism and the economy, and an overview
of how technology can assist in the promotion and organization of such events. This
section presents some early research work on active sport events.

In (Taks, 2013), the author offers a theoretical perspective on the social impacts
of sport events. This work is a comparison of the social impacts and outcomes of
MSEs and NMSEs, which concludes that there is reason to believe that NMSEs
can be more relevant in creating durable benefits for the local communities that
host these events. The paper contrasts and compares social impacts and outcomes of
both, MSEs and NMSEs, using four different perspectives: power relations, urban



Evaluating the Economic Impact of Active … 45

regeneration, socialization, and human capital. In fact, the claim in this work is that
this can be explained via the concept of social capital, which indicates that since
NMSEs are omnipresent, it seems that they have more lasting global benefits. This
actually showcases that NMSEs appears to provide a more positive social impact
and outcome opportunities for local residents compared to the passive counterparts.
The paper calls for a broader research agenda focusing on the true value of small and
medium-sized sport events for local communities.

Thework in (Kaplanidou&Gibson, 2010) performed a research study that focused
on the examination of sport event images held by active and passive sports tourists at
marathon races in Germany. The study outlines some differences in the perception of
event images between active and passive sports tourists, as well as in the perception
of different types of destinations. In particular, for active sport tourists, the clustering
was closer in terms of emotional, physical, and organizational image associations.
The emotional theme is as valuable as the physical for active sports tourists. As
explicitly stated in (Kaplanidou & Gibson, 2010): “for example, offering special
side events which the runners experience during the race (e.g. music bands along the
course or running through/past a building for which the destination is renowned).”
On the other hand, the study also concluded that for passive sport tourists, social and
historical image associations were clustered closer. Finally, the results of the study
suggest that the type of the destination also affects and elicits different event images
among active and passive sport tourists. The authors explicitly point out in the paper
that their research findings have limitations mainly because a single sport event (i.e.,
marathon) was examined.

Another study (Hallmann et al., 2010) examined and aimed at understanding the
variables that influence the behaviors of active sport tourists within the context of
recurring small-scale sport events. The authors explicitly state that small-scale active
sport events have not been widely observed and examined in the sport and tourism
literature. Specifically, the study examined whether the participation of sport tourists
in past events, the attitudes toward event participation, the participant’s satisfaction
with the sport event, and the destination image are accurate predictors of intentions
to participate in a sport event again. The study concluded that attitudes towards event
participation are important since it looks to impact behavioral intentions directly,
while the sport tourist satisfaction with the event is critical as it formulates a positive
attitude and most importantly it acts as a direct predictor of behavioral intentions.
The authors state that the study examined one sport event with participants over
50 years old, which can limit generalizations of the results to similar events.

Moreover, the study in (Kaplanidou, 2010) attests that: “Sport events can be used
as tourist attractions by destinations that seek to attract large numbers of tourists in
their locale.” It follows that the destination image measurement paradigm to inves-
tigate sport event image perceptions of active sport participants. The study asked
the active sport tourists (N = 2,000) that traveled abroad for participating in the
event to give their opinion, by asking them to indicate three words that come to
mind following the completion of the event (i.e., post-trip phase). Both a qualitative
and a quantitative approach were performed. The qualitative approach classified the
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acquired words (n= 1,015) into six image themes—historical, emotional, organiza-
tional, physical, environmental, and social, while the quantitative one conducted a
frequency analysis of the words associated with each dimension and revealed that the
emotional theme was more frequently mentioned by the participants. In overall, the
study concludes that active sport tourists’ perception of the event image is associated
to the six themes, but most predominantly with the emotional aspects of the event.

The above research works cover principally the social impact and the sport
tourists’ intentions and perceptions relevant to the themes and the image of the event.
In fact, as attested in (Ritchie and Adair, 2002) there was initially little research that
analyzed the links between sports and tourism, as well as the social and economic
impact of this type of tourism. As can be realized from the above literature, while
there is growing research work that examines the social impact of sport events on
tourism, and even active sports tourism, there is basically no relevant research that
examines the economic impact of active sport events on tourism. In this paper, the aim
is twofold: (1) principally to perform the analysis of the survey results that showcase
the economic impact of active sports events and (2) to present an overview of the
developed web platform and recommender system, which enable SportsTraveller76
Ltd to organize and manage successfully active sports events.

3 SportsTraveller76

3.1 The Web Platform

The SportsTraveller76 (ST76) platform started as a unique and extensive source of
reference for groups and individuals, who seek to actively participate in any sporting
event taking place in Cyprus andGreece under the following categories: (1) Trending
Sports: The newest sports trends available to register, (2) Bespoke Sports Events:
Sporting opportunities for children and the elderly and Equality sports for people
with disabilities, (3) Top Sports Destinations (Sports oriented travel attractions) and
(4) Mainstream Sports Directory: A plethora of endorsed sports activities.

The innovation and originality of ST76 come from the fact that it differentiates
from competitors in the following ways: the first group of competitors includes the
major providers such as SportsTraveler.net, RoadTrips.com, etc., which focus on
passive sport events participation. In particular, they offer the services (e.g., flights,
hotel, tickets) for traveling to a countrywith the primary target to passively participate
(i.e., watch) in a major sporting event (e.g., World Cup final, Wimbledon final). The
second group of competitors includesmajor providers such asWorldMarathons.com,
FieldsSportsTravel.com, etc. that focus on a specific category of sporting events, e.g.,
Marathons, and offer the services (e.g., flights, hotel, tickets) for traveling to a country
with the primary target to actively participate to that sports event. ST76 is the first
platform to provide the full set of services (e.g., flights, hotel, tickets) for traveling to
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Fig. 1 ST76 Web platform—Backend

a country with the primary target to participate in any kind of sporting activity/event
hosted on the platform.

The ST76 web platform is, to the best of our knowledge, the first web platform
worldwide that offers a complete set of services for online booking, management,
and organization of active sport events. The web platform offers to the company
administrator the capability to manage sport events through the backend. Figure 1
shows on the left pane the entire set of features offered to the administrator of the
platform, who apart from managing active sport events, is also able to manage users,
manage newsletter clients, generate reports, generate recommendations, etc.

The administrator, when creating an event hosted on the platform, is able to
select one of the following event modes: (1) Only tickets—customers are only able
to purchase tickets for participating in the sport event, (2) Only package (hotel) —
enables customer to book only hotels for a specific event and (3) Tickets and package
(hotel) —enables a customer to book a combined ticket and hotel package price. The
option to enable the iFrame for flight booking can be also enabled for an event, while
additional facility services (e.g., sporting equipment) can be enabled as options for
customers.

Figure 2 illustrates the end-user view when an event is published, where the
customer is able to purchase a ticket or a package based on his/her requirements. For
instance, in the case the customer selects a package (ticket and hotel) then the user
follows a page-by-page wizard where he/she needs to select the number of rooms,
the number of athletes, enter each athlete details and finalize the purchase using an
external service provider, i.e., Six Payment services. Finally, the platform allows
creating an event where the hotel and flight ticket can be purchased by company’s
external collaborators (e.g., travel agency) with the help of iFrames [W3C, 2020]
that are integrated into the process flow of the customer registration and purchase
wizard.



48 A. Achilleos et al.

Fig. 2 ST76 Web platform—Frontend

3.2 The Recommender System

The ST76 platform new feature is the ST76 recommender system (ST76_RS). It
is a domain-specific solution that aims at providing recommendations of users that
are more likely to attend a specific type of event based on the similarity between
users’ contextual information and events’ preferences. In particular, the ST76_RS is
used as a Software as a Service (SaaS) to the ST76 web platform. The web service
is hosted on the cloud (i.e., Windows Server) and is developed leveraging the.Net
Core Framework, which ensures scalability, reliability, and reusability. Additionally,
the recommendation algorithm with the K-Means machine learning algorithm, is
developed on top of the scikit-learn python library, which ensures valid and efficient
operation, as well as high performance; it is also hosted on the same server.

Figure 3 shows the ST76 Recommender System Model: consider a web platform
wp (i.e., the SportsTraveler76 web platform) and a web service ws located on server
S. Consider a datasetD that contains contextual information of several users clustered
into C1 . . .Cn clusters of users, where Ci is composed of users interested in similar
events, using a K-means algorithm. Users contextual information include event type
t, event intensity i, event season s, user’s companion c and participation’s regional
information p described by the tuple CI{t, i, s, c, p}. Additionally, consider a predic-
tion model m stored on S that is able to predict which cluster of users Ci is more
suitable to attend a new event e, which is represented by the tuple CIe{t, i, s, c, p}.
In this case, wp sends an HTTP Request to ws for a user recommendation based on
CIe and ws responds back with a set of users Su that are most likely to attend event
e based on their contextual information.

The ST76_RS algorithmic part is composed of two phases:
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Fig. 3 ST76 Recommender system model

i. In the offline or clustering phase, the dataset is clustered using the K-Means
machine learning algorithm (Forgy, 1965). Each cluster consists of user-related
entries that include users’ contextual information which refers to specific types
of events. Thus, each cluster represents one or more events along with the users
that aremost likely to attend or have already attended the corresponding event(s)
based on their contextual information. Hence, a prediction model representing
the clusters of users and their contextual information is generated and stored on
a central server using the Joblib python library.1

ii. In the online or recommendation phase, the prediction model of the previous
phase is used to predict the cluster with users that their preferences and
contextual information match the profile of a new event.

Finally, in order to provide accurate user recommendations to specific events
a proper dataset is needed. In the absence of any existing dataset suitable for our
needs, we generated our own ST76 dataset by collecting domain-specific data from
users’ contextual information. In particular, the dataset formulated is a result of
68 users answering a Google Forms questionnaire,2 formulated in a way to obtain
users’ contextual information. The questionnaire was defined in such a way in order
for participants to specify their answers including choices (e.g., user attends trails,
marathons) and ratings (e.g., with 5/5 for trails, 3/5 for marathons) for those choices.
The different answers, provided by each participant, produced a resulting dataset
of approximately 2 thousand entries, with each entry providing contextual informa-
tion of a user to a specific event type. Contextual information includes information
regarding:

(1) the type of event (t)(Official,Leisure,Domestic,Charity),
(2) the intensity of the event (i)(Scale 1− 5),

1Joblib Python Library: https://joblib.readthedocs.io/.
2ST76_RS Questionnaire: https://forms.gle/d8Ah7VbeJLuQA3689 (EN version + 19 offline
responses), https://forms.gle/6NTYjk8FXuDbBDxcA (GR version).

https://joblib.readthedocs.io/
https://forms.gle/d8Ah7VbeJLuQA3689
https://forms.gle/6NTYjk8FXuDbBDxcA
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(3) the season event is scheduled (s)(Autumn,Winter,Spring,Summer),
(4) the user’s companion (c)(Solo,+1,Family,Team/Friends), and
(5) the event’s locality (p)(National,European, International).

As explained above, each user may have multiple entries into the dataset and each
entry describes contextual information about a specific event type, which the user has
attended presenting a different user’s profile perspective. More information on the
ST76 platform and recommender system is out of the main context of this paper, but
interested readers can refer to project’s system specification deliverable.3 The main
contribution of this paper is the examination and analysis of the economic impact of
active sport events, through the international active sport (swimming) event that is
presented in the following case study.

4 Case Study: Experiences from Cyprus

In this section, the survey’s methodology is defined, the population of the study is
presented and finally the analysis of the results is demonstrated for the different
dimensions considered in the study, in order to illustrate the economic impact that
active sports events have on the tourism economy.

4.1 Survey Methodology

The event organization surveywas conducted during the two days of the international
swimming event. The surveywas defined in the formof aGoogleDocs questionnaire4

and the participants were invited during the registration to answer it electronically.
The participants were informed that their responses will remain confidential and that
responses are collected and stored in digital form are to be analyzed only by the
researchers for the requirements of this study. The objective of the survey is to study
and analyze the economic impact of active sport events. In fact, the goal is to identify
if the participants of active sports events are also engaging in tourism during their
stay, as well as the overall economic impact of such events.

4.2 Survey Population

The study presented in this paper was performed at an international swimming event
that took place in Cyprus, and involved 51 athletes out of a total of 512 (i.e., 10%

3System Specification Deliverable: https://mdl.frederick.ac.cy/SportsTraveler76/Main/Results.
4Event Organisation Survey: https://forms.gle/SC6mxTea2ocv8daN8.

https://mdl.frederick.ac.cy/SportsTraveler76/Main/Results
https://forms.gle/SC6mxTea2ocv8daN8
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of the participants answered the survey). The participants of the event were from
29 countries across the globe, while the gender ratio was 52.9% males and 47.1%
females. It is important to note that a large number of participants did not complete
the evaluation questionnaire, which is a limitation of the study, since from the total
of participants (i.e., 512), N = 51 of them are valid for analysis.

4.3 Survey Results: The Economic Impact of Active Sport
Events

Figure 1 shows the most representative results/charts from the data collected by
the survey, which refer to the views of the event participants. In particular, a very
important point that is clearly portrayed in the results is that half (i.e., 51%) of the
international travelers are actually visiting Cyprus for the first time.Moreover, nearly
70% have booked accommodation for either 2–4 nights or more than 4 nights, which
is particularly important since this was a two-day event. This is confirmed by the
third pie chart, since 71.7% of the participants stated that they have combined the
event with holidays. This explains and confirms the reason why nearly the same
percentage has booked accommodation for more than 2 nights. Another important
point is that only 21.6% of the participants traveled solo, whereas nearly 80% of
the participants traveled with at least another individual. The final pie chart clearly
indicates that 9 out of 10 participants are planning to revisit Cyprus again, which is
both an indicator of the quality of the event but also of the fact that Cyprus is indeed
an attractive tourist destination. This showcases that even new visitors were satisfied
and will revisit for sport and tourism purposes as a result of the swimming event
experience (Fig. 4).

OceanMan was the first international active sport swimming event organized in
Cyprus. It attracted 512 participants (79 from Cyprus), from which 186 were women
that made a dynamic presence in the swimming event. Despite the fact that it was the
first time an international active sport event of this magnitude took place in Cyprus,
433 international participants arrived in Cyprus from 29 countries. Based on the
participants registered for the event approximately 1500 people are estimated to have
watched the event based on combined data; event registrations and hotel bookings. In
particular, from the 512 travel parties, the sample comprised of 79 residents and 433
non-residents, whereas an average of 2.17 persons per travel party was calculated
from the survey results. A travel party is defined as one or more individuals traveling
together to actively participate or watch the swimming event.

International visitors are the drivers of economic impact.Hence, only international
visitors were considered in the calculation of the economic impact of the event. This
is because without the international visitors the expenditure in the local economy
would not have occurred otherwise. As aforesaid, from the 512 total participants,
51 undertook the survey, and based on their responses the economic impact analysis
was performed.
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Fig. 4 High-level survey results

A sample from the visitors was asked to undertake the survey and estimate their
expenditure patterns in the following threeNACE (Nomenclature ofEconomicActiv-
ities) categories: (1) Accommodation and Food Services, (2) Transportation, and
(3) Trade (Wholesale and Retail). This included principally accommodation, food
and beverages, excursions, transportation, and retail shopping. Based on the data
collected from the survey the IMPLAN Input–Output model was applied to calcu-
late the economic impact of the event. More to the point, the survey data collected the
average expenditure per person for the entire duration of their stay, which was then
multiplied by the total number of international visitors (433 participants/travel party
× 2.17 people per party= 938 visitors), yielding an overall estimate of the total visitor
spending. Table 1 showcases that the international visitors estimated total direct
spending is at e 365,551.92. The total amount is divided into: (1) 55.43% spending

Table 1 Regional and total economic benefits: estimated based on expenditure by international
visitors

Description Direct
expenditure

Local
purchasing
(RPC-65%)

CY I/O
multiplier
(GM18)

Multiplied
effects on
local benefit

Multiplied
effects on
total benefit

Accommodation
and food services

e 202,621.79 e 131,704.00 1.66 e 218,628.92 e 336,352.18

Transportation e 111,025.64 e 72,167.00 1.79 e 129,178.33 e 198,735.90

Trade (Wholesale
and Retail)

e 51,904.49 e 33,738.00 1.35 e 47,907.84 e 73,704.37

Total e 365,551.92 e 237,608.75 e 395,715.09 e 608,792.45
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on Accommodation and Food Services, (2) 30.37% spending on Transportation and
(3) 14.20% spending on Trade (Wholesale and Retail), e.g., shopping.

Furthermore, the Regional Purchase Coefficient (RPC) allows measuring the true
economic impact of tourist spending, e.g., when attending an event (Stynes 1997).
In particular, the international visitors that have attended the event purchase goods
and services from local businesses. This is in fact, money coming from outside the
community that stimulates the economic activities of the region since tourism is
linked with the other sectors of the local economy. It is important to note that some
of the spendings leaves the community, which is the reason why the local purchasing
is calculated at the RPC of 65% (Stynes 1997).

Moreover,multiplier effects for each category are considered as illustrated inTable
1. The multipliers for Cyprus economy are adopted from the study in (Giannakis
and Mamuneas, 2018). For instance, the expenditure for NACE Rev.2 Classification
(CY)—I—Accommodation and Food Services ise 202,621.79, while the multiplier
effect for this category is 1.66 or e 218,628.92 in local earnings (MOF NACE,
2008). In terms of transportation, the multiplier effect is 1.79 or e 129,178.33 in
local earnings and for trade it is 1.42 or e 47,907.84 in local earnings mainly due
to shopping activities. Hence, the economic impact at a local level is calculated
at a total multiplied effect of e 395,715.09, while the total economy benefits are
calculated at e 608,792.45. It is important to note here that local benefits reveal the
true economic impact of tourist spending, since it reflects money that stay within the
local community.

5 Conclusions

Major sport events, commonly termed as passive sport events, are an established and
proven source of sports tourism that contributes largely to the economy. Still, the
economic impact of active sport events is scarcely recognized in the literature. Most
research works on active sports events focus on the analysis and evaluation of the
social impact of such events (see Sect. 2). In this work, the main contribution is on
examining and analyzing via the case study the economic impact that active sport
events have on the local economy and to what extent. At the same time, an overview
of the implemented platform and recommender system is also presented in the paper.
It is evident from the case study results that active sport events can contribute greatly
to the local economy and have a significant impact with a positive total effect on
the economy. In particular, the economic impact from the international visitors’
expenditure for the swimming event is calculated at a total effect of e 608,792.45,
while multiplied effects on local benefit are estimated at e 395,715.09.
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The Effects of PUSH and PULL Factors
on Spectators’ Satisfaction Attitudes.
A Mediation Analysis of Perceived
Satisfaction from a Small-Scale Sport’s
Event

Konstantinos Mouratidis and Maria Doumi

1 Introduction

TOURISM is a key sector and established and dominant industry in many
advanced and emerging economies worldwide. International and domestic tourism
are expanding rapidly, pointing out that local authorities should understand major
tourism trends internationally to plan for sustainable tourism development that meets
the special interests and expectations of modern-day tourists. Greece is one of the
most attractive worldwide tourist destinations and its islands considered from the
most visited destinations in Europe. According to SETE statistics, the total interna-
tional arrivals coming to Greece reached 31.3 million foreign visitors, in 2019, and
the total revenue of the Greek tourism industry was nearly e17.7 billion. To reduce
the seasonality of demand and the negative impacts of mass tourism, the Greek
Ministry of Tourism attempts to enrich and diversify the national tourism product
through special and alternative forms of tourism. Taking into consideration, the
above-mentioned facts and that the consumers in the global tourism industry are not
homogenous in their needs and demands, and this survey provides basic information
of travel motives of spectators, who attended a small-scale sport’s event in an island
destination of the country, the Half-Marathon in Skyros. Nowadays, sports tourism is
one of the fastest-growing special forms of tourismworldwide, while the approach of
sport’s events as tourist products has spurred the interest of the international scientific
community, which recognized that sport’s events consist a strategy for local, regional,
and national tourism development (Mouratidis, 2018). Sport’s events could provide
long-term benefits for local communities by increasing revenues, supporting local
economies, and improving existing infrastructures (Mouratidis et al., 2020). Having
in mind that modern-day tourists are seeking for travel experiences related to the
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consumption of special tourism products and unique services, this study attempts to
explain a particular traveling behavior of spectators-visitors and explore the direct or
indirect relationship between their expressed motives and their satisfaction from the
small-scale sport’s event and the hosting destination. Understanding the complexity
of spectators-visitors motives, behaviors and satisfaction attitudes will guide the
organizing committee, policymakers, and other co-organizers of small-scale sport’s
events to ensure the success of the events, by the implementation of strategic and
marketing plans, which satisfies a variety of different needs and demands.

2 Literature Review

2.1 Motivation Attributes

In a tourism context, Iso-Ahola (1982) supported that the selection of a tourist desti-
nation is based on the tourists’ behavioral patterns and the motivations attributed
to them and distinguished two types of motives, the PUSH factor (desire to escape
from the place of residence) and the PULL factor (desire to see other destinations).
Siri et al. (2012), exploring Indian tourist’s motivation and perception toward a visit
to Bangkok, recognized PUSH (i.e., entertainment opportunities, reducing stress
and escaping from the daily routine, etc.) and PULL factors (i.e., experiencing new
destinations, seeing historicalmonuments and cultural sites, etc.). In this way, PULL-
basedmotives refermainly to ‘place’ as a tourismproduct that describes a destination,
as Yiamjanya andWongleede (2014) suggested. Plangmarn et al. (2012) claimed that
PULL factors can be categorized into tangible and intangible elements of a specific
destination that attract individuals to participate in a tourist activity and realize their
needs in the light of particular travel experiences. In a sports tourism context, the liter-
ature about the spectators’ motivation for the attendance of a sport’s event mostly
related to the investigation of internal and external spectators’ motivations, game
attractiveness, economic, competitive and demographic factors, stadium conditions,
the value of sport to the community, and spectators’ identification (Shank, 2001).
Menzies and Nguyen (2012) suggested that the motives of the visitors attending a
sport’s event are influenced by internal (i.e., enjoyment, excitement) and external
(i.e., entertainment, atmosphere) factors. Another group of factors that influence
spectators’ attendance related mostly to their excitement and escape, as the sports
fans who are attending a sport’s event expresses the need to escape from their daily
routine, enjoy the excitement of the athletic competition, and feel the overall atmo-
sphere of the sport’s event (Krohn et al., 1998). To understand spectators’ atten-
dance motivations for sport’s events, Zhang et al. (1995) note the values of sports to
the community, such as community interaction and commitment, public’s behavior,
social equity, individual quality, and health awareness. Sutton et al. (1997) recognize
that fans’ identification refers to the personal commitment and emotional involve-
ment of spectators’ with a sports organization, and it is considered a major factor that
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influences spectators’ behavior. Over time, an extensive literature has developed on
motivational factors related to the active participation in a sport’s event (Alexandris
et al., 2009; Buonamano et al., 1995; Ko et al., 2008; Rohn et al., 2006; Tokuyama
& Greenwell, 2011), or to understand the spectators’ motivation in attending major
sport’s events (Bouchet et al., 2011; Prayag & Grivel, 2014), Consequently, spec-
tators’ motivation and satisfaction in attending small-scale sport’s events are rarely
analyzed in the literature (Wafi et al., 2017a; Yusof, et al., 2009).

2.2 Satisfaction Attributes

Satisfaction is an important mean to understand the best outcome or process of an
experience (Krohn & Backman, 2011) and is considered that affects the choice of
destination, consumption of products, and services (Kozak & Rimmington, 2000).
In a tourism context, satisfaction is originated by the comparison of tourist’s expec-
tation before and after consumption (Aliman et al., 2016) and referred mostly to
the fulfillment of customers’ and tourists’ needs or the consumption from their side
of a product or service during and after their travel. Several authors have recog-
nized that tourist satisfaction influenced mainly by tourist and cultural attractions,
accessibility terms, facilities, activities, and basic services offered (Coban, 2012;
Rajesh, 2013). Taking into consideration that prior studies have revealed several cause
and effect models for measuring customer satisfaction with a destination (Kozak &
Rimmington, 2000; Leong et al., 2010), the additional advantage of this survey is that
attempted to measure spectators-visitors satisfaction at a small-scale sport’s event,
which took place in an island destination and organizedmainly by local organizations
and to explore the relationship between motivational (PUSH and PULL) factors and
spectators’ satisfaction attributes.

2.2.1 Satisfaction Attributes from Sport’s Event Image

In sports tourism literature, satisfaction attributes have also been explored in prior
studies which mentioned that satisfaction levels might vary depending on several
factors such as service quality, emotions, experiences, and positive behavior of the
visitors. Lee and Beeler (2009) emphasize that service quality and organization and
visitors’ involvement in the programs and activities offered by the event drive them
to be satisfied and express their intention to return in the future. Previous studies
on sports tourism have almost exclusively focused on the way event image and
destination image can co-worked to affect behavioral intention (Jago et al., 2003;
Xing & Chalip, 2006), while others found clear that satisfaction is an overall affec-
tive response to a service or product, which is positively correlated with individ-
uals’ behavioral intention (Cho et al., 2004; Yoo et al., 2003). In the sport’s event
context, many scholars have also demonstrated that promotional elements enter-
taining sport consumers have a significant impact on consumers’ satisfaction during
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sporting events (Lee & Kang, 2015). Consequently, a more positive impression of
the small-scale sport’s event image, based on its organization, quality, and promotion
actions, might correspond to higher levels of spectators’ satisfaction and indicate that
the perceived satisfaction of the event image can be considered as a strong indicator
of spectators’ intention to revisit the sport’s event’s destination.

2.2.2 Satisfaction Attributes from Destination Image

Destination image is considered as an interactive system of perceptions, feelings,
visualizations, and intention toward a place (Tasci et al., 2007), which includes
the beliefs, ideas, opinions, and impressions of individuals for a destination. Javier
and Bign (2001) claimed that the destination image had a direct relationship with
perceived quality, satisfaction attributes, and intentions of someone to revisit the
destination and recommend it to others. Chen et al. (2013) complemented also that
destination image influences the tourists’ satisfaction levels and affects their travel
decision and plans. Similarly, several scholars suggest that destination image effect
consumer and tourist behavior like destination choice, decision making, and their
satisfaction attitudes (Chen & Hsu, 2000; Court & Lupton, 1997) or may directly or
indirectly affect their satisfaction attributes through expectations and the perceived
quality and value of services (Aliman et al., 2016). However, in tourism literature, the
positive relationship amongdestination image and satisfaction attributes is distinct for
several types of destinations, including island destinations (Kozak & Rimmington,
2000; Lee et al., 2005; Prayag, 2009). Previous studies revealed that a favorable
destination image positively affects on-site experiences and levels of satisfaction
(Lee et al., 2005) and influence the intentions of sport tourists to revisit a destination
(Kaplanidou & Vogt, 2007).

3 Methodology

3.1 Data Collection and Questionnaire Design

As a research field, Skyros Island in Greece was selected, and as a small-scale sport’s
event was defined the Skyros Half-Marathon. For the study, a quantitative research
was conducted, and self-administered questionnaires were distributed in a random
sample of 120 non-local spectators–visitors who visited Skyros and attended its Half-
Marathon, which organized by local authorities. In total, 108 questionnaires were
successfully collected, while 12 were canceled from the final analysis due to insuffi-
cient responses. The questionnaireswere drafted inGreek andEnglish and completed
by spectators on September 15, 2018 (day of a sport’s event) from 09:00 to 21:00.
All of the questions used were closed-ended and rating scale to measure spectators’
perceptions. Especially, spectators’ motivation attributes were measured in the first
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section of the questionnaire, taking into consideration several statements of travel
motivation that have been addressed in previous studies (Yiamjanya &Wongleedee,
2014). Spectators’ satisfaction attributes were measured in the second part of the
questionnaire, having in mind several satisfaction statements have been discussed
in prior studies (Huang, 2009; Wafi et al., 2017b), applying 5-point scale questions,
with ‘1’ indicating ‘Strongly Dissatisfied’ and ‘5’ indicating ‘Strongly Satisfied.’
The final section of the questionnaire covered the demographic characteristics of the
respondents.

3.2 Data Analysis

The data collected were based on descriptive and inductive statistics analyzed by
SPSS. Firstly, descriptive analysis was used to present the demographic character-
istics of the respondents. Secondly, reliability analysis was applied to examine the
internal consistencyof the overall scale.Cronbach’s alpha statistic presented the relia-
bility of themotivation (0.757) and satisfaction (0.801)measurement scale. Thirdly, a
principal component analysis (PCA) andVarimaxwith Kaiser normalization rotation
method were applied to extract two fixed number of factors for motivation and satis-
factionmeasurement scale. TheKaiser–Meyer–Olkinmeasure of sampling adequacy
for motivation (0.664) and satisfaction (0.797) attitudes and Bartlett’s Sphericity test
statistic (0.000) for both measurement scales supported the implementation of the
PCA method. PUSH and PULL factors were identified, which explain 42.3% of
the total variance of the motivation attitudes, as the rotation sums of squared load-
ings revealed that the PULL factor is responsible for the 25% of variance and the
PUSH factor for the 17.3% of variance. Accordingly, perceived satisfaction of sport’s
event organization (PSSEO) and perceived spectators’ satisfaction of sport’s event
destination image (PSSEDI) were identified as two main components, which explain
57.4% of the total variance of the spectators’ satisfaction attitudes. The rotation sums
of squared loadings revealed that PSSEO is responsible for the 37.7% of variance
and the PSSEDI for 19.7% of variance. Fourthly, Pearson’s correlation analysis and
linear regression analysis were conducted to point out the relationship among the
above-mentioned components. Linear regression and path analysis were employed
to examine the causal relationships among independent and dependent variables and
then conclude in the research hypotheses. In the final step, a mediation analysis
conducted with PROCESS macro for SPSS, developed by Hayes (2018). This soft-
ware was used to test the mediating effect of perceived satisfaction of sport’s event
organization between PUSH or PULL factors and perceived satisfaction of sport’s
event destination image. Furthermore, this process was used to estimate direct and
indirect effects in the singlemediatormodel by implementing bootstrapping in SPSS,
which is considered as an alternative option to prove indirect effect (Hayes, 2009).
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3.3 Proposed Hypothesis Framework

This survey provides a conceptual framework (Fig. 1) based on seven hypotheses,
which have been formulated to explore the direct and indirect effects among the
PUSH and PULL motives and the perceived satisfaction attitudes.

H1: PUSH factor is hypothesized to positively and directly affect spectators’
satisfaction of sport’s event organization.

H2: PULL factor is hypothesized to positively and directly affect spectators’
satisfaction of sport’s event organization.

H3: Spectators’ satisfaction of sport’s event organization is hypothesized to
positively and directly affect spectators’ satisfaction of sport’s event destination
image.

H4: PUSH factor is hypothesized to positively and directly affect spectators’
satisfaction of sport’s event destination image.

H5: PULL factor is hypothesized to positively and directly affect spectators’
satisfaction of sport’s event destination image.

H6: PUSH factor is hypothesized to indirectly affect spectators’ satisfaction
of sport’s event destination image through spectators’ satisfaction of sport’s event
organization.

H7: PULL factor is hypothesized to indirectly affect spectators’ satisfaction of
sport’s event destination image through spectators’ satisfaction of sport’s event
organization.
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of Sport’s Event 

Organization 
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Fig. 1 Proposed hypothesis model
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Table 1 Descriptive statistics of Skyros Half-Marathon spectators’ (n = 108)

Percentage Percentage

Gender Female 42.6 Nationality Greek 87.0

Male 57.4 Other 13.0

Age 18–35 38.0 Marital status

36–50 28.7 Single 60.2

51–65 24.1 Married 39.8

66 + 9.3

Education None 0.9 Employment Private employee 30.6

Primary 11.1 Public servant 22.2

Secondary 31.5 Freelancer 18.5

University 38.0 Pensioner 11.1

Master degree 15.7 University student 10.2

Doctoral degree 2.8 Unemployed 7.4

4 Research Findings

4.1 Profile of the Sample

The majority of the sample was male (57.4%), while the small-scale sport’s event
attracted mainly Greek visitors. Regarding age, the majority of spectators included
in the range of 18–35 years. As for the educational level of the spectators, the results
demonstrated that the majority of them have slightly a high level (university to
doctoral degree), working mostly as private employees (30.6%) and public servants
(22.2%) (Table 1).

4.2 Factor Analysis and Reliability

For this survey, two principal component analyses (PCA) were applied with Kaiser–
Meyer–Olkin and Bartlett’s Sphericity test and Varimax of 14 items of indepen-
dent variables and 12 items of dependent variables. The results showed that the
KMO measure of sampling adequacy for both categories of independent (0.664)
and dependent variables (0.797) was greater than the minimum value (0.60) for the
appropriate use of the factor analysis. Accordingly, Bartlett’s Sphericity test was
significant (0.000) for both measurement scales and supported the implementation
of the PCA method. Table 2 presented the results of independent variables, which
were classified into two components (PUSH and PULL). The factor loadings ranged
from 0.525 to 0.922 for PUSH and from 0.431 to 0.719 for PULL factor. Reliability
analysis of internal consistency was also conducted and the Cronbach’s coefficient
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Table 2 Factor analysis and reliability coefficients of independent variables

Variables Factor loadings Cronbach’s a

PUSH factor (PUSH) 0.814

I came…

• To interact with the new people who have similar interests 0.922

• To support the local community 0.917

• To support the participants-athletes 0.783

• To interact with the locals 0.525

PULL factor (PULL) 0.733

I came…

• Because I have been here before and had memories of the area 0.719

• Because the sport’s event can become a notable tourist
attraction

0.656

• To experience new destinations 0.633

• To spend time with my family 0.500

• To feel the atmosphere of the sport’s event 0.500

• To experience the variety of the activities offered by
organizers of the sport’s event

0.475

• To experience the uniqueness of the sport’s event 0.466

• To enjoy the traditional cuisine of the local community 0.466

• To spend time with my friends and relatives 0.435

• To enjoy the action of traveling 0.431

alpha (0.814) for PUSH and alpha (0.733) for PULL factor indicates a high level of
reliability (over 0.70).

Similarly, Table 3 displayed the results of dependent variables, which were
grouped into two components (PSSEO and PSSEDI). The factor loadings ranged
from 0.489 to 0.911 for PSSEO and from 0.489 to 0.797 for PSSEDI. Cronbach’s
alpha values are considered acceptable for PSSEO (0.901) and PSSEDI (0.676).

4.3 Factors Affecting Perceived Satisfaction of Sport’s Event
Organization and Perceived Satisfaction of Sport’s Event
Destination Image

Pearson’s correlation analysis and linear regression analysis were conducted to point
out the relationship among variables. Table 4 presents that there was a positive corre-
lation between two independent variables (PUSH and PULL factor), but also illus-
trates a positive correlation between one independent variable (PUSH factor) and
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Table 3 Factor analysis and reliability coefficients of dependent variables

Variables Factor loadings Cronbach’s a

Perceived satisfaction of sport’s event organization (PSSEO) 0.901

I am satisfied with…

• The signs and symbols of Half-Marathon 0.911

• Other events offered by Half-Marathon organizers 0.853

• The support offered to the participants-athletes 0.809

• The promotion of Half-Marathon through social media 0.800

• Half-Marathon information provided by organizers 0.767

• Half-Marathon promotion through media (Travelogues,
TV/Radio Shows, Newspapers, etc.)

0.709

• The directions provided to the participants-athletes and
spectators by organizers

0.688

Perceived satisfaction of sport’s event destination image
(PSSEDI)

0.676

I am satisfied with…

• Skyros and its eco-cultural environment and sightseeing’s 0.787

• Information about Skyros 0.751

• facilities provided and feel comfortable when attending
Half-Marathon

0.647

• The hospitality and locals’ behavior 0.569

• My decision to attend Half-Marathon 0.489

Table 4 Correlations

PSSEDI PUSH PULL PSSEO

PUSH −0.008

PULL 0.261** 191*

PSSEO −0.029 0.894** 0.045

Mean 4.00 3.53 4.02 3.44

S.D 0.493 0.875 0.523 0.900
*Correlation is significant at 0.05 level (2-tailed); **at 0.01 level (2-tailed)

the mediate variable (perceived satisfaction of sport’s event organization). A posi-
tive correlation between one independent variable (PULL factor) and the dependent
variable (perceived satisfaction of sport’s event destination image) was also obvious
in Table 4. This means that spectators with stronger PUSH travel motivations tend to
feel more comfortable with the sport’s event organization, and visitors with PULL
travel motivations tend to feel more satisfied with the image of the sport’s event
destination.

The results of the survey demonstrated that there was a significant positive rela-
tionship between the mediate variable (PSSEO) and only one independent variable
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(PUSH) (r = 0.894, p < 0.01). The linear regression coefficient of PUSH was β =
0.92, p = 000. This revealed that the PUSH factor had a positive effect on perceived
satisfaction of sport’s event organization at the 99% confidence level. Furthermore,
the PUSH factor could explain 89.4% of the variation of perceived satisfaction of
sport’s event organization (R2 = 0.894). In contrast, the findings illustrated that there
was no significant positive relationship between the mediate variable and the other
independent variable (PULL) (r = 0.045, p = 0.645). The regression coefficient
of PULL was β = 0.07, p = 645. Consequently, H1 was accepted, and H2 was
rejected. The results revealed, also, that there was not a positive correlation between
the mediate variable (PSSEO) and the dependent variable (PSSEDI) (r = − 0.029,
p= 0.769). The coefficient of determination (β = − 0.01, p= 0.769) illustrated that
H3 was not accepted. The findings of the primary data revealed that there was not
a positive correlation between the independent variable (PUSH) and the dependent
variable (PSSEDI) (r = 0.008, p= 0.933). The regression coefficient (β = − 0.00, p
= 0.933) demonstrated that H4was rejected. The Pearson correlation analysis results
also displayed a positive correlation between the other independent variable (PULL)
and the dependent variable (PSSEDI) (r = 0.261, p < 0.01). Spectators’ satisfaction
of sport’s event destination image affected by PULL factor (β = 0.24, p < 0.01)
in the positive direction and at the 99% confidence level. Furthermore, the PULL
factor could explain 26.1% of the variation of perceived satisfaction of sport’s event
destination image (R2 = 0.261). Consequently, H5 was substantiated.

4.4 Significance of the Indirect Effects

In a general context, the indirect effect of an independent variable on the dependent
variable through the mediate one concludes the effect of the independent variable
on the mediate variable and the effect of the mediate one on the dependent vari-
able. Hence, for the exploration of the indirect effects, hypotheses 6 and 7 have been
formulated. As previously stated, perceived satisfaction of sport’s event organiza-
tion was positively affected only by the PUSH factor (β = 0.92, p = 000) (H1) and
not influenced by the PULL factor (β = 0.07, p = 645) (H2). Taking into consid-
eration, the above-mentioned results that the perceived satisfaction of sport’s event
organization directly not caused an effect on perceived satisfaction of sport’s event
destination image (β = − 0.01, p = 0.769) (H3), and it can be mentioned that
through the mediate variable, PUSH and PULL factors not created indirect effects
on spectators’ satisfaction of sport’s event destination image. Consequently, this
survey determined that PUSH motivations would influence mainly the spectators’
satisfaction of sport’s event organization, and PULL motivations would accordingly
lead to higher destination satisfaction.

To test the significance of indirect effects or mediations, the bootstrappingmethod
was applied, and the data output displayed the bootstrapped confidence intervals (at
the 95%). If the confidence interval includes ZERO (0) between the lower boundary
(LL) and the upper boundary (UL), this would indicate, with 95% confidence, that
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Table 5 Hypotheses testing

Hypotheses B Sig Results

H1: PUSH → PSSEO 0.92 0.000 Accepted

H2: PULL → PSSEO 0.07 0.645 Rejected

H3: PSSEO → PSSEDI −0.01 0.769 Rejected

H4: PUSH → PSSEDI −0.00 0.933 Rejected

H5: PULL → PSSEDI 0.26 0.006 Accepted

H6: PUSH → PSSEO → PSSEDI −0.09 0.626 Rejected

H7: PULL → PSSEO → PSSEDI −0.00 0.754 Rejected

there is no mediation or indirect effect. In contrast, if the confidence interval NOT
includes ZERO (0) between the lower boundary (LL) and the upper boundary (UL),
this would indicate, with 95% confidence, that the mediation or indirect effect is
significant. According to the confidence intervals for the indirect effects using boot-
strap methods, it can be noticed that the indirect effects of PUSH and PULL factors
on perceived satisfaction of sport’s event destination image through the perceived
satisfaction of sport’s event organization were not significant. Focusing on the effect
sizes of PUSH factor, the standardized b for the indirect effect, its value is b = −
0.095, 95% BCa CI [−0.639, 0.316]. Similarly, the standardized b for the indirect
effect of PULL factor is b = − 0.002, 95% BCa CI [−0.029, 0.018].

As previously stated, the indirect effect is the combined effects of paths a (PUSH
→ PSSEO) and b (PSSEO → PSSEDI) for the first case and the combined effects
of paths a (PULL → PSSEO) and b (PSSEO → PSSEDI) for the second one. An
alternative option to estimate the indirect effect and its significance can be addressed
using the Sobol Test. If the Sobol Test is significant, it means that the predictor vari-
able (PUSH or PULL factor) significantly affects the outcome variable (PSSEDI) via
the mediator (PSSEO), or, in other words, there is significant mediation. According
to Sobol Test results, neither PUSH factor nor PULL factor significantly affects the
outcome variable (PSSEDI) via themediator (PSSEO), as the p-values were not quite
under the limit of 0.05 (p = 0.626 and p = 0.754 accordingly). Consequently, taking
into consideration, the results of the Sobol Test and that all of the indirect effect size
measures have confidence interval that includes ZERO, the results demonstrated
that there were no significant indirect effects and not indicated significant mediation.
Hence, H6 andH7were not accepted. Table 5 summarizes the results of the research’s
hypotheses, and Fig. 2 presents a diagram of the mediation model and indicates it the
regression coefficients, the indirect effect, and its bootstrapped confidence intervals.

5 Discussion and Conclusions

Regardless of the sport’s event size, its image depends in part on the cognitive image
(i.e., event organization and quality and destination features) and affective image
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Fig. 2 Model of PUSH and PULL factor as a predictor of perceived satisfaction of sport’s event
destination image, mediated by perceived satisfaction of sport’s event organization

(i.e., emotional and social aspects), both of which contribute to a holistic evaluation
of the event (Baloglu & McCleary, 1999). Admittedly, the type of sport consumer
(participant or spectator) consists of another factor that affects the evaluation of
the sport’s event image (Halmann et al., 2010). Hence, defining the profile of sport
tourists, passive or spectators, is a prerequisite in understanding their essential travel
motives. Taking into consideration the role of satisfaction, this survey measured
specific contextual satisfaction (i.e., I am satisfied with my decision to attend Half-
Marathon) and overall satisfaction (i.e., I am satisfied with other events offered by
Half-Marathon organizers) to explore the relationships among PUSH and PULL
factors and spectators’ satisfaction of sport’s event destination image, as well as the
mediating role of perceived satisfaction of sport’s event organization. The findings
confirmed the positive correlation between PUSH-based motives and the perceived
satisfaction of sport’s event organization, and the positive correlation among PULL-
based motives and perceived satisfaction of sport’s event destination image. Due to
the fact that no empirical work, in our knowledge, has examined the mediating role
of the perceived satisfaction of sport’s event organization between spectators’ travel
motives and spectators’ satisfaction of sport’s event destination image, in the context
of a small-scale Half-Marathon event, the additional advantage of this survey is that
demonstrated neither PUSH, nor PULLmotives indirectly affect the spectators’ satis-
faction of sport’s event destination image through spectators’ satisfaction of sport’s
event organization. Nevertheless, even the results of our primary data do not show
mediation between variables, the development of small-scale sport’s event tourism
should focus on active or passive sport tourists’ satisfaction, and the promotional
activities should be compatible with their demands. For instance, marathon event
organizers should provide the participants with positive experiences that enhance the
organizational, environmental, emotional, social fulfillment, and physical activity
issues of the event (Kaplanidou & Vogt, 2006). Thus, the findings of this study
contribute to the identificationof key features influence spectators’ satisfactionduring
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a small-scale Half-Marathon event and its patterns facilitate such event organizers
to establish, both a positive event and destination image or a strong reputation for
the sporting events, which take place mainly in local communities. Understanding
spectators’ motivational and satisfaction attributes and their causal relationships in
the context of small-scale sport’s event tourism remains the main challenge for event
organizers and could provide useful information into the development of strategic
investments and marketing plans of several tourism destinations.

6 Limitations and Suggestions for Future Research

This study provides several important contributions to sports tourism literature, but
its findings have several limitations.Given the small sample size and the specific sport
context (i.e., spectators of a small-scale sport’s event in Greece), the results should be
interpreted with caution, as they expressed only a static picture of individuals’ moti-
vational and satisfaction attitudes. Consequently, the results of this study cannot be
generalized to other events of the country or the world. One limitation of our imple-
mentation is that the data collected only from spectators attending the sport’s event
and not from the participants-athletes. Also, this study measures mainly spectators’
motivational and satisfaction attributes from a specific type of small-scale sport’s
event, a Half-Marathon event, and consequently, the investigation of other types of
sport’s events such asmountain running events, cycle tours, etc., remains unexplored.
This surveymay consider as a starting point to explore the development of small-scale
sport’s events as a tourist attraction in island destinations of Greece, and its patterns
are crucially important in understanding the spectators’ motives and satisfaction atti-
tudes. Future studies will benefit from the collection of experimental data to measure
the direction of causality among relationships more exclusively. Future approaches
should additionally focus on other groups related to small-scale sport’s events, such
as athletes, sponsors, and organizers. For future, researches have been suggested also
apart from the quantitative technique the use of qualitative methods, to exact more
qualitative data referred to sports tourists’ physical and emotional engagement in
sport’s events activities. Moreover, the research field may be increased throughout
Greece by selecting small-scale sport’s events organized in several destinations of the
country. Finally, it would be interesting to explore whether the patterns of this study
can be replicated in small-scale sport’s events, which be organized in other countries.
Thus, future research is encouraged to test the conceptual model developed in this
study across different small-scale sport’s events in other regions or countries.



68 K. Mouratidis and M. Doumi

References

Alexandris, K., Kouthouris, C., Funk, D., &Giovani, K. (2009). Segmenting winter sport tourists by
motivation: The case of recreational skiers. Journal of Hospitality Marketing and Management,
18, 480–500.

Aliman, N. K., Hashim, S. M., Wahid, S. D. M., & Harudin, S. (2016). Tourists’ satisfaction with a
destination: An investigation on visitors to Langkawi Island. International Journal of Marketing
Studies, 8(3), 173–188.

Baloglu, S., &McCleary, K.W. (1999). Amodel of destination image formation. Annals of Tourism
Research., 26, 868–897.

Bouchet, P., Bodet, G., Assollant, I., & Kada, F. (2011). Segmenting sport spectators: construc-
tion and preliminary validation of the sporting event experience search (SEES) scale. Sport
Management Review, 14(1), 42–53.

Buonamano, R., Cei, A., & Mussino, A. (1995). Participation motivation in Italian Youth Sport.
Sport Psychologist, 9(3), 265–281.

Chen, J. S., & Hsu, C. H. C. (2000). Measurement of Korean tourists’ perceived images of overseas
destinations. Journal of Travel Research, 38(4), 411–416.

Chen, Y., Zhang, H. & Qiu, L. (2013). A review on tourist satisfaction of tourism destinations.
In Proceedings of 2nd International Conference of Logistics, Informatics and Service Science,
pp. 593–604.

Cho, B. H., Lee, C. W., & Chon, T. J. (2004). Effect of customers’ service quality satisfaction for
repurchase of golf range use. Korean Journal of Physical Education, 42, 179–188.

Coban, S. (2012). The effects of the image of destination on tourist satisfaction and loyalty. The
case of Cappadocia. European Journal of Social Science, 29(2), 222–232.

Court, B., &Lupton, R. A. (1997). Customer Portfolio development:Modeling destination adapters,
inactives, and rejecters. Journal of Travel Research, 36(1), 35–43.

Hallmann, K., Kaplanidou, K., & Breurer, C. (2010). Event image perceptions among active
and passive sport tourists at marathon races. International Journal of Sports Marketing and
Sponsorship, 12, 37–52.

Hayes, A. F. (2009). BeyondBaron andKenny: Statisticalmediation analysis in the newmillennium.
Communication Monographs, 76(4), 408–420.

Hayes, A. F. (2018). Partial, conditional, and moderated mediation: Quantification, inference, and
interpretation. Communication Monographs, 85(1), 4–40.

Huang, Y. C. (2009). Examining the antecedents of behavioral intentions in a tourism context.
ProQuest Dissertations and Theses. [Online], Available at: http://search.proquest.com/docview/
305111584?accountid=51189 [Accessed 6/11/2019]

Iso-Ahola, S. E. (1982). Towards a social psychology of tourism motivation- a rejoinder. Annals of
Tourism Research, 9, 256–261.

Jago, L., Chalip, L., Brown, G., Mules, T., & Ali, S. (2003). Building events into destination
branding: Insights from experts. Event Management, 8, 3–14.

Javier, S., & Bign, J. E. (2001). Tourism image, evaluation variables, and after purchase behavior:
Inter- relationship. Journal of Tourism Management, 22, 607–616.

Kaplanidou, K., & Vogt, C. (2006). Do sport tourism events have a brand image? In Proceedings
of the 2006 Northeastern Recreation Research Symposium (pp. 2–7). Newton Square, PA: U. S.
Forest Service, Northern Research Station.

Kaplanidou, K., &Vogt, C. (2007). The Interrelationship between sport event and destination image
and sport tourists’ behaviours. Journal of Sport and Tourism, 12(3/4), 183–206.

Ko, Y. J., Park, H., & Claussen, C. L. (2008). Action sports participation: Consumer motivation.
International Journal of Sports Marketing and Sponsorship, 9(2), 111–124.

Kozak, M., & Rimmington, M. (2000). Tourist Satisfaction with Mallorca, Spain, as an off- season
holiday destination. Journal of Travel Research, 38(3), 260–269.

Krohn, B. D., & Backman, S. J. (2011). Event attributes and the structure of satisfaction: A case
study of golf spectators. Event Management, 15(3), 267–277.

http://search.proquest.com/docview/305111584?accountid=51189


The Effects of PUSH and PULL Factors on Spectators … 69

Krohn, F. B., Clarke, M., Preston, E., McDonald, M., & Preston, B. (1998). Psychological and
sociological influences on attendance at small college sporting events. College Student Journal,
32(2), 277–288.

Lee, J., & Beeler, C. (2009). An investigation of predictors of satisfaction and future intention:
Links to motivation, involvement and service quality in a local festival. Event Management,
13(1), 17–29.

Lee, J. S., & Kang, J. H. (2015). Effects of sport event satisfaction on team identification and revisit
intent. Sport Marketing Quarterly, 24, 225–234.

Lee, C., Lee, Y., & Lee, B. (2005). Korea’s destination image formed by the 2002 World Cup.
Annals of Tourism Research, 32(4), 839–858.

Leong, Q. L., Shahrim, A. K. &Mohhidin, O. (2010). Relationship betweenMalaysian food image,
tourist satisfaction, and behavioral intention. World Applied Sciences Journal, 10(Special Issue
of Tourism and Hospitality), 164–171.

Menzies, J. L., & Nguyen, S. N. (2012). An exploration of the motivation to attend for spectators
of the Lexmark Indy 300 Champ Car event, Gold Coast. Journal of Sport and Tourism, 17(3),
183–200.

Mouratidis, K. (2018). Sociological aspects of applying physical activities through the contribution
of sport tourism and small- scale sports events. In 8th International Conference Proceedings:
Effects of Applying Physical Activity on Anthropological Status of Children, Adolescents, and
Adults (pp. 463–472), Book of Proceedings, Belgrade, Serbia.

Mouratidis, K., Doumi, M., & Thanopoulos, V. (2020) Spectators’ satisfaction of a small-scale
sport event and intention to re-visit the sport event’s destination. In V. Katsoni, T. Spyriadis (eds)
Cultural and tourism innovation in the digital era. Springer.

Plangmarn,A.,Mujtaba,B.G.,&Pirani,M. (2012).Cultural value and travelmotivationofEuropean
tourists. Journal of Applied Business Research (JABR), 28(6), 1295–1304. https://doi.org/10.
19030/jabr.v28i6.7344.

Prayag, G. (2009). Tourists’ evaluation of destination image, satisfaction, and future behavioral
intentions: The case of Mauritus. Journal of Travel & Tourism Marketing, 26(8), 836–853.

Prayag, G., & Grivel, E. (2014). Motivation, satisfaction, and behavioral intentions: segmenting
youth participants at the interamnia world cup 2012. Sport Marketing Quarterly, 23(3), 148–160.

Rajesh, R. (2013). Impact of tourist perceptions, destination image, and tourist satisfaction on
destination loyalty: A conceptual model. PASOS. Revista de Turismo y Patrimonio Cultural,
11(3), 67–78.

Rohn, A. J., Milne, G. R., & McDonald, M. A. (2006). Proven top- rate qualitative analysis and
mixed methods research. Sport Marketing Quarterly, 15, 29–39.

SETE. (2019). The Contribution of Tourism to the Greek economy in 2018. (Online). Retrieved
from https://www.insete.gr/Portals/0/meletes-INSETE/01/2019/2019_Tourism-Greek_Eco
nomy_2017-2018_EN.pdf. Accessed on July 15, 2019.

Shank, M. D. (2001). Sports marketing: A strategic perspective. . Upper Saddle River, NJ: Prentice
Hall.

Siri, R., Kennon, L., Josiam, B., & Spears, D., (2012) Exploring Indian tourists’ motivation and
perception of Bangkok, Tourismos: An International Multidisciplinary Journal of Tourism, 7(1),
61–79.

Sutton, W. A., McDonald, M. A., Milne, G. R., & Cimperman, J. (1997). Creating and fostering
fan identification in professional sports. Sport Marketing Quarterly, 6(1), 15–22.

Tasci, A. D. A., Gartner, W. C., & Cavusgil, S. T. (2007). Conceptualization and operationalization
of destination image. Journal of Hospitality and Tourism Research, 31(2), 194–223.

Tokuyama, S., & Greenwell, T. C. (2011). Examining similarities and differences in consumer
motivation for playing a watching soccer. Sport Marketing Quarterly, 20(3), 148–156.

Wafi, A. A., Chiu, L. K., &Kayat, K. (2017a). Factors Influence visitor’s experience in a small-scale
sports event. Journal of Tourism, Hospitality and Environment Management, 2(3), 1–12.

https://doi.org/10.19030/jabr.v28i6.7344
https://www.insete.gr/Portals/0/meletes-INSETE/01/2019/2019_Tourism-Greek_Economy_2017-2018_EN.pdf


70 K. Mouratidis and M. Doumi

Wafi, A. A., Chiu, L. K., & Kayat, K. (2017b). Understanding sport event visitors’ motivation
and satisfaction of small-scale sport event. Journal of Tourism, Hospitality and Environment
Management, 2(3), 13–24.

Zhang, J. J., Pease, D. G., Hui, S. C., & Michaud, T. J. (1995). Variables affecting the spectator
decision to attend NBA games. Sports Marketing Quarterly, 4(4), 29–39.

Xing, X., & Chalip, L. (2006). Effects of hosting a sport event on destination brand: A test of
co-branding and match-up models. Sport Management Review, 9, 49–78.

Yiamjanya, S., &Wongleedee, K. (2014). International tourists’ travel motivation by PUSH-PULL
factors and the decisionmaking for selectingThailand as destination choice. International Journal
of Humanities and Social Sciences, 8(5), 1348–1353.

Yoo, Y. S., Cho, K. M., & Chon, S. S. (2003). The effect of customer satisfaction on repurchase
intention at golf practice ranges in South Korea. Korean Journal of Sport Management, 7, 1–13.

Yusof, A., Omar-, M. S., Shah, P. M., & Geok, S. K. (2009). Exploring small-scale sport event
tourism in Malaysia. Research Journal of International Studies, 9, 47–58.



Strategic Negotiation Factors
in Participating at Recreational Sport
Activities Aiming at the Well-being
and the Presentation of Perma Scale
for the Greek Population

Georgia Yfantidou, Alexia Noutsou, Panagiota Balaska, Evangelos Bebetsos,
Alkistis Papaioannou, and Eleni Spryridopoulou

1 Introduction

The involvement of people in modern developed societies with any form of physical
and sport recreational activity is very important, as it is an individual indicator of
mental, physical and psychological health but also an indicator of social well-being
and progress (Conn et al., 2011). The benefits to the individual through constant
engagement with physical exercise and sports activities are multidimensional (Conn
et al., 2011). Thus, at the level of physical health, they are traced in the improvement
of functional capacity over time (Funk et al., 2011; Murphy & Bauman, 2007), at
the level of wellness through the enjoyment of hedonistic experiences (Lloyd &
Little, 2010; Rupprecht & Matkin, 2012; Sato et al., 2014; Walker et al., 2011) and
on a psychological level by strengthening self-esteem and sense of accomplishment
(Biddle et al., 2000; Mutrie & Faulkner, 2004). At the same time, the benefits of
exercise are found in the prevention of several diseases, such as obesity, cancer,
diabetes and cardiovascular disease (Hamer et al., 2014; Kohl et al., 2012; Lee et al.,
2012). In addition to the above, the World Health Organization states that physical
activity both indoors and outdoors can be a tool for physical, mental and emotional
health, to contendwith the effects of the spread of COVID-19 (Bull, F. C. et al, 2020).
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People’s participation at recreational sports also 01as a social imprint (Garrett
et al., 2004). Citizens are organized into groups with the ultimate purpose of sharing
experiences and making meaningful social interactions (Filo et al., 2009). Several
countries have developed policies for access to sports activities for all social and
age groups, with the aim of promoting the quality of life of their residents (Sallis,
2016). Given that research interest has turned to the understanding and development
of internal mechanisms that favor participation in recreational sports activities for
the well-being of people and foster physical activity as a vehicle for individual and
social well-being (Sebire et al., 2009, 2011).

2 Literature Review

2.1 Negotiation Strategies

Negotiation strategies are defined as the internal factors that influence the formation
of positive cognitive and emotional attitudes and behavioral loyalty to exercise, by
avoiding and reducing the impact of restrictions on participation in sports activi-
ties of free-leisure time (Jackson, 2005; Mannell & Kleiber, 1997). These in turn
help the individual to better manage negotiation strategies and promote sustainable
participation at recreational sport activities (Alexandris et al., 2011, 2007; Hubbard
& Mannell, 2001; White, 2008; Wilhelm et al., 2009; Balaska et al., 2019).

The concept of negotiation is based on social cognitive theory. According to
this, individuals are likely to actively choose to change situations and environmental
conditions that affect their behavior rather than passively accept adverse situations
(Maddux, 1993). In other words, the basic concept of negotiation considers people as
“active formers” instead of “passive receivers” (Mannell & Loucks-Atkinson, 2005).

2.2 Wellness

Wellness is a broad concept that has been linked to well-being, happiness, satisfac-
tion and bliss (Seligman, 2018). Recent trends in positive psychology suggest that
wellness consists of a combination of hedonistic and blissful elements (Gallagher,
Lopez, & Preacher, 2009; Huppert & So, 2013; Slade, 2010). In practice, this means
that in order to understand the concept, both subjective indicators (levels of positive
emotions, happiness, etc.) and objective indicators (housing, level of education, life
expectancy) need to be employed (Kahneman & Krueger, 2006). Powers, Dodd and
Noland (2006), consider wellness as a “healthy life” that includes regular physical
activity, proper nutrition, elimination of unhealthy behaviors and maintaining good
emotional health.
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2.3 Urban Green Spaces

According to the Council of Europe (1986), the concept of urban green spaces refers
to any kind of free space, regardless of the area it occupies and changes according
to time and place. However, all free public spaces of a city that host some form of
vegetation and to which all citizens have access are characterized as urban green
spaces. In modern cities, the role of urban green is particularly important, as it
contributes to the planningof strategic actions based on the physical andmental health
of citizens (Bauman et al., 2009; Bock et al., 2014). The creation of green recreational
areas strengthens sports culture and sustainable engagement with physical activity
(Stevinson et al., 2015), through the perspective of utilizing the natural environment,
while combining the social and cultural element (Brand et al., 2014).

2.4 Aim

The purpose of this study was to examine the effect of demographic characteristics
of a sample of the inhabitants of the central urban structure of Athens on negotiation
strategies for participation at recreational sports and on well-being. The validity and
reliability of the PERMA-profiler questionnairewere also tested in order to be used to
measure thewell-being of theGreekpopulation. In addition, the dimension of “Recre-
ational Green Attachment” as a factor of well-being was piloted, and its relationship
with demographic categories was investigated, with the goal of creating green spaces
that will promote sustainable engagement with recreational sports activities.

H1: There is a statistically significant interaction of marital status and education
in wellness factors.

H2: There is a statistically significant interaction of age and gender categories on
negotiation strategies factors.

H3: There is a statistically significant interaction of education categories and
marital status on negotiation strategies factors.

3 Methodology

3.1 Sample

The sample consisted of 233 inhabitants (N = 233) of the central urban structure
of Athens, of which 67 men (28.8%) and 166 women (71.2%). The age range was
located between 19 and 77 years.
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3.2 Questionnaires

The questionnaire for the present survey had three parts: the demographic section, the
negotiation strategies scale and the PERMA-profiler scale. At the demographic data
section, a total of six questions were provided with the aim of collecting demo-
graphic data on gender, age, educational level, occupation, income and marital
status. The second part was the scale of “Negotiation Strategies” for participation at
sports activities. It was used the questionnaire of Balaska et al. (2019). The ques-
tionnaire consisted of a total of 33 questions and divided into 11 dimensions. The
score of all the questions was counted on a seven-point Likert scale, between “1 =
Never,” “4 = Sometimes,” “7 = Always.” Finally, it was used the PERMA-profiler
scale (Butler & Kern, 2016), translated and validated for the Greek population by
Pezirkianidis et al. (2019). The questionnaire consisted of a total of 27 questions.
For the research purpose, six questions were added to PERMA-scale and were tested
regarding the commitment to green and how it contributes towell-being. The answers
to the PERMA-profiler questions were scored on a seven-point Likert scale, between
“Never = 1,” “So and So = 4,” “Always = 7.”

3.3 Process

The sample questionnaires were collected in January, February and March, shortly
before the COVID-19 outbreak and mandatory restrictions. The questionnaires were
randomly distributed to the residents of the central urban structure of Athens in
Greece and were completed once and in a single way. They were distributed elec-
tronically by sending the questionnaire to the personal e-mail of the participants. The
duration of completing the questionnaire was estimated at 10 min, and the way of
evaluating the answers was common for each participant. The data collected were
quantitative. After the data collection, they were statistically processed with the
statistical data processing software SPSS v.26.

3.4 Data Analysis

Descriptive and frequency statistics were used to provide the profile of participants.
Factor analysis was performed for thewellnessmodel with themethod of exploratory
factor analysis. This was followed by a reliability check of the negotiation strategies
and PERMA-profiler scales, with the method of internal consistency checking the
Cronbach a. To test the statistical hypotheses, it was used the multivariate analysis
of variance (MANOVA).
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4 Results

4.1 Demographics

The majority of the sample was 40–59 years old (49.4%), following the age group of
19–39 years old with a minor percentage (46.8%). The group over 60 had the lowest
representation with 3.8%. Regarding the educational level of the sample, 39.1%
were university graduates, 35.6% held a master’s or doctoral degree, 13.3% were
OAED, college or IEK graduates, and 12% were high school graduates. 37.8% of
the sample were employed in the private sector, 30%were self-employed, and 13.7%
were civil servants. The percentage of unemployed participants was 4.3%, students
5.2%, retirees at 3% and housekeepers at 2.6% (3.4% other). The annual income was
divided into three scales, 47.6% of the sample had an annual income below 20,000
euro, 43.8% between 20,000 and 60,000 euro, while a percentage of 8.6% declared
an income above 60,000 euro. Finally, the percentage of married amounted to 38.6%,
singles made up 36.9%, domestic partnership was 16.8% and divorced 7.7%.

4.2 Validity and Reliability

Factor analysis was performed for the wellness model of PERMA with the method
of exploratory factor analysis. The principal component analysis for the 27 variables
revealed 5 factors that explained the 64.97% of the total variance:

• The factor “Recreational Green Attachment” consists of six questions
• The “Accomplishment—Engagement” factor consists of nine questions
• The factor “Happiness—Positive Emotions” consists of five questions
• The factor “Loneliness—Negative Emotions” consists of four questions
• The “Physical Health” factor consists of three questions (Tables 1 and 2)

Cronbach’s α for all 27 questions of the PERMA-profiler questionnaire, showed
high levels of reliability, α = 0.888. The analysis revealed that the recreational
green attachment is a factor with a very high reliability a = 0.956. In general, the
reliability analysis for each dimension indicates that all dimensions showed a high
degree of reliability (α = 0.681 − 0.956), with the exception of the factor negative
emotions—loneliness, which showed a relatively lower degree of reliability (α =
0.681). However, as the study of well-being for the Greek population is at a primary
stage, Cronbach’s α coefficient may be acceptable at values between 0.5 and 0.6
(Tavakol & Dennick, 2011).

The structural validity of the negotiation strategies scale has been confirmed in
previous research (Balaska et al., 2019). In the present study, Cronbach’sα coefficient
for the total of 33 questions showed very high levels of reliability α = 0.944. The
reliability analysis for each dimension indicates that all factors showed a high degree
of reliability (α = 0.765 − 0.942), with the exception of the knowledge increase
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Table 2 Reliability measures
for PERMA factors

Factors Alpha

Wellbeing

Recreational green attachment 0.956

Accomplishment—engagement 0.885

Positive emotions—happiness 0.852

Negative emotions—loneliness 0.681

Physical health 0.867

Table 3 Reliability analysis measured for negotiation strategies factors

Negotiations strategies Factors alpha

Knowledge 0.633

Negative impact understanding non-exercise 0.891

Self-motivation 0.830

Enable 0.848

Socialization 0.765

Enhancement 0.779

Commitment 0.844

Create pulse 0.835

Relations to encourage development 0.810

Time 0.942

Financial 0.921

dimension, which showed a relatively lower degree of reliability (α = 0.633) (Table
3).

4.3 Demographic Effects

H1: Multivariate analysis (Manova) was used to examine the interaction of indepen-
dent variables of marital status and education on the factors of dependent variable
wellness. The results of the analysis showed a statistically significant interaction
on the factor of recreational green attachment F(9.230) = 2.267, p < 0.05. Specif-
ically, the participants who belong to the category married and were graduates of
college/OAED (Mean = 5.927) showed higher levels of attachment compared to
the categories married with a master’s degree (Mean = 4.467), single graduates
of AEI-TEI (Mean = 5.222) and singles-high school graduates (Mean = 3.630).
Continuing the analysis of the main effects, the following results were identified and
are presented at Tables 4 and 5.
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Table 4 Analysis of variance between education categories and wellness factors

High
school
(1)

OAE�-college
(2)

University
AEI-TEI
(3)

Master/PhD
(4)

F Post-hoc/categories
differencies

Physical
health

Mean 5.438 5.581 4.985 4.905 F = 3.198
p < 0.05

2–3, p < 0.05
2–4, p < 0.05

H2:Multivariate analysis (Manova)was used to examine the interaction of age and
gender as independent variables and the dependent factors of negotiation strategies.
The results of the analysis did not show a statistically significant interaction. But, it
was revealed a statistically significant main effect of the independent variable age
on the factor commitment F(2.233) = 3.806, p < 0.05. The Sidak multiple comparison
test revealed statistically significant differences between the age groups 60+ (Mean
= 6.083) and 40–59 (Mean = 4.709).

H3: Multivariate analysis (Manova) was used to examine the interaction of the
independent variables’ education andmarital status on the dependent factors of nego-
tiation strategies. There was no statistically significant interaction. Continuing the
analysis to investigate the existence of main effects, the independent variable marital
status have a significant effect on the factor of knowledge F(3.233) = 2.824, p < 0.05.
The Sidak test identified statistically significant differences between the categories
of domestic partnership (Mean = 4.622) and singles (Mean = 3.828).

5 Conclusions

The present research was added to the research work that examines the multidimen-
sional nature of wellness, in the light of positive psychology (Seligman 2012, 2018;
Butler & Kern, 2016). The recent PERMA-profiler questionnaire (Butler & Kern,
2016) was tested with high reliability and validity values. However, it was decided
to remove the elements “In general, how often do you feel positive?” and “How
often do you lose track of time by doing something that pleases you?” because they
showed low loads and negatively affected the validity of the questionnaire and this
is in accordance with the results of the pilot study of Butler and Kern (2016) who
designed the scale. At the same time, “Recreational Green Attachment” as a factor of
well-being was studied on a pilot basis, with very satisfactory reliability indicators.

The housekeepers and married people presented the highest averages in terms
of accomplishment—engagement factor. Married and those who live in domestic
partnership showed the highest levels of recreational green attachment. Students and
postgraduate or doctoral students reported the highest rates of physical health, with
the unemployed reporting the lowest. Participants aged60 andover said that theywere
trying to persuade themselves to exercise, which shows that interventions are needed
to facilitate their access to exercise services. Finally, people in domestic partnership
choose to be more informed about the health benefits of multilevel exercise.
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The benefits for the participants residents of the central urban structure of Athens
because of the green recreation areas were highlighted in this research, an element
that is in line with the international literature (Hartig et al., 2010; Conway, 2000;
Coley et al., 1997). In addition, the findings showed that participants’ well-being was
inextricably linked to the factors of physical health, accomplishment, recreational
green attachment and happiness. Extremely important are the internal factors that
motivate the individual to engage in sports and recreational activities aiming at the
well-being and physical fitness. The above is in line with the research work of other
researchers (Butler & Kern, 2016; Forgeard et al., 2011; Kern et al., 2015; Seligman
& Csikszentmihalyi, 2000). Equally important are private and public initiatives to
provide recreational sports activities for all, targeting at the benefits of the contact
with the natural environment. However, the success of any proposal and measure is
determined by the social impact it causes to its individuals. Therefore, it is proposed
to be drawn up strategies so that citizens are informed properly about the benefits of
recreational exercise in green spaces, with the ultimate goal of creating an advanced
culture promoting sustainable living in a modern metropolis, such as Athens.
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Exploring Scuba Diving Tourism Sector
in Malta and Its Sustainable Impact
on the Island

Simon Caruana and Tiffany Sultana

1 Introduction

Scuba diving is a well-consolidated niche market in the Maltese Islands. As with
other nature-related activities, its interaction with natural resources may affect the
ecological life. There is great potential held by the scuba diving industry to carry
out and encourage conservation, attract tourism, generate revenue, improve people’s
quality of life and promote community pride. (De Groot & Bush, 2010; Mota &
Frausto, 2014; Wongthong & Harvey, 2014). Sustainability is gaining more popu-
larity as mass tourism is leaving its effects on the environment. Small islands such as
Malta are perceived as vulnerable in this aspect especially as tourism is a great domi-
nant factor of the overall economy (Lockhart &Drakakis-Smith, 1997). Scuba diving
derived from an even bigger niche, sports tourism, has been researched and consid-
ered as acquiring great economic advantages (Standeven, 1998). They also help
small islands promote themselves for special interest holidays (Bull &Weed, 1999).
However, good management and planning needs to be done not only in the promo-
tion of diving but also in the conservation aspects. This niche sector is predominantly
based on marine activity thus, if this deteriorates, so does the sector.

Research Objective

The scope is to put in context the number of tourists who are motivated to visit Malta
due to diving and those who engage in this sport whilst on holiday, hence identifying
solutions as to merge the gap, if any, between what is currently offered and how
this can be excelled. Moreover, it will determine whether the existing legislation and
enforcement help preserve the national resources and whether sustainability is given
the due consideration.
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2 Scuba Diving in Maltese islands

Recreational, technical, commercial and free diving all fall under the diving category,
and however, the first two types are acknowledged in this research when referring to
the niche scuba diving market. Both would include:

1. Training for recreational and/or technical diving
2. Tours organised for certified divers—this may be either with the services of a

local instructor or as an independent group (subject to local legislation)

A Malta Tourism Authority (MTA) analysis document (MTA, 2018) notes, 5.2%
of total inbound tourismwere motivated to visit Malta cause of diving, whereas 6.8%
of total tourists participated in diving activities during their trip. Around sixty diving
centres established around the Maltese islands provide service and support to the
visiting divers. The instructors/guides working in the sector all occupy an instructor
qualification acquired mostly from PADI, BSAC and CMAS certification agencies
(PDSA, 2017; VisitMalta, 2019).

2.1 Popular Dive Sites

In the ‘Master Plan to Support a SustainableDiving Industry inMalta’, commissioned
by the MTA (ADI, 2011), it is reported that there are 29 shore and 15 boat dive
sites, respectively. The majority situated around Sliema, St. Julians, Marsaxlokk
and Marsascala area whilst others are found in more remote coastal areas such as
Cirkewwa, Ghar Lapsi and Wied iz-Zurrieq. Such attractions can differ from wrecks
example, the X127 Water Lighter (landing craft), Manoel Island and the P29 Patrol
Boat at Cirkewwa to more remarkable less common features of marine topography
example, the Mini Blue Hole at Marsascala or the Cirkewwa Arch. Numerous dive
sites also offer the divers a change to wander across reef wildlife example, the Coral
Gardens in St. Julians or the Cirkewwa Reef (ADI, 2011).

2.2 Data Related to Tourists Engaging in Diving
on the Maltese Islands

MTA portrayed the tourists participating in diving segmented to Malta, Gozo and
Comino (MTA, 2018) and comparison can be done with a prior study (MTA, 2015)
noting the improvements this niche sector has obtained (Tables 1 and 2).

During the same publication, as references below, in peak season statistics excel
by around 10% when compared to shoulder months (Fig. 1).
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Table 1 Tourists engaging in
scuba diving activity 2017

Type of trip Estimated no. of people

Malta only 105,720

Gozo only 29,898

Comino only 1,849

Malta and Gozo 17,877

Total 155,344

MTA (2018)

Table 2 Tourists engaging in
scuba diving activity 2014

2014 Number of divers

Malta 81,788

Gozo 28,346

Comino 1,625

Total 101,600

MTA (2015)

Fig. 1 Seasonality. MTA, 2018

2.3 Who is a Typical Scuba Diving Tourist?

The most common range between 45 and 54 years of age, having tertiary level of
education earning an income of approximately 2,780 Euro per month (MTA, 2018).
Their spending is more than the ‘average’ tourist as they stay longer, ten or eleven
nights. They alsomore likely to hire cars and self-catering accommodation thus being
more independent. The UK, Italy, Germany and France being amongst the top four
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countries where Malta gets its share. Although 71.5% of tourists engaging in this
sports were first timers, 28.5% were repeated tourists. Additionally, a remarkable
95.1% said that they would recommend it to friends and relatives. (MTA, 2018)
(Figs. 2 and 3).

The ‘Master Plan to Support a Sustainable Diving Industry in Malta’ (ADI, 2011)
notes that two global destinations, namely theRed Sea/Egypt and theMaldives attract

Fig. 2 Overall experience. MTA (2018)

Fig. 3 Intention to visit again. MTA (2018)
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many visitors from Europe itself. Within Europe, the main competitor markets are
Greece, the Balearic Islands, Cyprus, Portugal, Sardinia and Corsica.

2.4 Boat Dive Sites Issues

In the 2011 master plan (ADI, 2011), it is indicated that many of the dive sites are
situated in the north, west and north and south eastern coasts whilst only few situated
in the south because of deeper water. This research suggests that divers and other
representatives perceive overfishing and spearfishing as great problems especially at
wreck dive sites. Moreover, mooring buoys and the importance of off-shore diving
sites are not given enough importance especially when looking into the safety and
conservation of wildlife. Finally ADI consultants (2011) also mentioned that fishing
nets and anchors put divers in harm’s way and could cause damage to boat dive sites
in their close proximities.

2.5 Shore Dive Sites Issues

In the same master plan (ADI, 2011), divers interviewed noted that whilst it is true
that shore access points are scattered over the island, parking at sheltered harbours
could be intensified as when strong winds occur, it makes it difficult for divers to
visit the more exposed locations. Manoel Island shore dive site was mentioned as a
perfect example of sustainability issue, where although it is the second most popular
shore site in central region as it gives access to the X127 Water Lighter, a marina
above the shipwreck is being proposed (PA, 2003) by theManoel island project. This
will not only limit visitation but will also be less safe and poorer the quality of water.

2.6 Industry and Regulations

The diving regulations as found in the subsidiary legislation (LN 359, 2012) provide
Malta with a set of laws which one needs to abide to. These focus on procedures to
ensure safety of divers and details related to the requirements of diving centres in this
respect. Looking into the regulations one may see various points emphasising the
importance of European standard equipment, health and safety at sites, training and
risk assessments. However, the conservation and sustainability of the sites during
dives have remained unmentioned. In the master plan commissioned by the MTA
(ADI, 2011), respondents had already highlighted these problems and stated that
although environmental protection regulations are somehow visible, enforcement is
neglected especially when it comes to the protection of sites and the aquatic life.
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Additionally, propermanagement of dive sites is important, as the following issues
were noted by some respondents (ADI, 2011):

1. lack of disability access,
2. poor road access,
3. lack of mooring buoys,
4. lack of public awareness,
5. lack of toilets etc.
6. lack of balance between fishing and diving.

2.7 Marine Protected Areas

The 2011 master plan (ADI, 2011) depicted that both shore and boat sites designated
for diving are considered as marine protected areas. Across the world including in
Malta, these are used to control fish stock exhaustion and help counteracting the
mortification the marine environment is facing. Locally, these fall under the EU
Council Directive 92/43/EEC on the ‘Conservation of Natural Habitats and of Wild
Fauna and Flora’ (the Habitats Directive) of 1992 (Directive, 1992) provides a basis
for designation of MPAs. According to the Maltese Environmental and Resources
Authority (ERA) (2016), 35.5% ofMaltese waters was published as being protected.
Fourteen MPAs areas were identified of which nine of them officially designated as
such in 2016.

2.8 Natura 2000 Sites

The EU Council Directive 92/43/EEC on the ‘Conservation of Natural Habitats and
of Wild Fauna and Flora’ (Directive, 1992) provides a foundation for both land and
marine locations which are perceived of having international significance. These
have recognised some Special Areas for Conservation (SAC)’s as potential Natura
2000 sites. Management plans for these must be executed as part of the directive.
Various shore dive access points are placed in close proximity to the sites mentioned
previously thus, new developments will need permits and assessment to ensure the
site remains unharmed. As of 2010, the Malta Environmenal and Planning Authority
(MEPA) had issued protection to the coastline between Rdum Majjiesa and Ras
ir-Raheb known as MT0000101 and later on other areas were issued protection
too, such as the marine area in proximity of Ghar Lapsi and Filfla and that in the
northwest of Malta. In 2008, Malta Maritime Authority had issued seven underwater
area of conservation namely; The Um el Faroud in Wied Iż-Żurrieq, MV Xlendi,
Cominoland, Karwela off Xatt l-Aèmar, Tug St. Michael, Tug 10 in Marsaskala,
The Imperial Eagle off Qawra Point, Rożi, P29 off Ċirkewwa, Blenheim Bomber off
Xrobb l-Gèaġin and Bristol Beaufighter off Exiles Point. This has been replaced by
an updated list in which further areas were added in 2019. (TM, 2019).
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3 Research Approach

An inductive approachwas adopted as it enables the rawprimary data to be transferred
into a summary format and sets a connection between the research objectivesThomas,
2006). The findings of the research are to be extracted from the rawmaterial gathered
from the relevant participants. An inductive approach creates a framework which
can be used to determine the structures of processes and experiences found in the
collection phase. It is also thought that with this approach it will be possible to move
from a more ‘generic’ idea which is the scuba diving sector as a whole, to a more
confined meaning as to looking at its sustainability. It allows also observation to be
made amongst the relevant stakeholders to determine common thoughts and ideas
and how these differ to get a better understanding. (Thomas, 2006).

3.1 Collection of Data

There are different ways of conducting interviews being in a structured, semi-
structured, unstructured, via telephone or themost common being face to face (Opde-
nakker, 2006). Semi-structured interviews have been chosen for the purpose of the
study. Such allows reflexivity in both researcher and interviewees thus engage inmore
meaningful conversation. Opdenakker (2006) found that as they require concurrent
discussion, voice, intonation and body language can add significance to the data
being given when answering the questions.

Interviewees ranged between 20–45 min and took place either at their centres,
office or a cafeteria for a more relaxed setting. Interviewees were recorded, and
however, their identity is kept disclosed for confidentiality purposes.

3.2 Consulted Stakeholders

Different entities concerning the legislations, management of sites and regulations
were consulted. These being the scuba diving centres as they are the prime users
and sector drivers of this industry alongside, representatives from the Malta Tourism
Authority (MTA), the Environmental Resources Authority (ERA) and Transport
Malta (TM) who amongst other responsibilities oversees the marine transport sector.
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4 Findings

4.1 Analysis of the Data Collected

Amatrix analysis approach was adopted to analyse the data. Its table format permits
the collection of information over a grid (matrix) facilitating data comparision and
subsequent analysis (Miles, Huberman & Saldaña, 2014). From the resulting matrix,
the following issues were isolated and treated in detail in the following sections.

4.2 Sustainability

The definition and meaning of sustainability was primarily discussed amongst the
diving centres and authorities who all agreed that:

1. Should be positive and/or not negative regarding the environment,
2. Should be improving and not exploiting natural resources
3. Generating more possible continuation of that activity in the future.

Correspondingly, one diving centre added;

keep in consideration the environment for future and when we assess what we do and the
repercussions they have both on society and environment. (sdc3 p.13).

Hence, noting also the impact on the local community. Looking into researchmade
of how sustainability came into formation alongside comments from interviewees,
the protection and conservation of natural resources for future population has been
continuous (Kuhlman&Farrington, 2010). This also reflectsWongthong&Harvey’s,
(2014) statements that the protection of environment should be secured alongside
the privacy and respect of local residents.

4.3 Sustainability in the Tourism Industry

The majority of respondents agreed that awareness is increasing even amongst busi-
ness owners and local community. However, all concurred that more work is required
priority needs to be emphasised further. As a matter of fact, an authority implied that;

My personal feeling is that commercial interest are given the importance they are due and
although nowadays the environment is being taken into consideration I still feel that the ratio
is not yet right (A4 p.35).

A diving centre regarding the number of tourists visiting remarked that;

I believe that a lot of the tourism which comes to Malta tends to be one hit wonder. As to
looking for repeat tourists and gaining ones which keep coming year after year, I don’t think
much is done to achieve that on the island. (sdc2 p.8).
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However, statistics representing both the diving industry and tourism in general
contradict slightly such views as 28.5% of tourists participating in this sport were
repeated visitors. Additionally, 80% of respondents said that they intend to visit
Malta again (MTA, 2018). Correspondingly, statistics shows that over the previous
year, the general inbound repeated tourists increased by 11.8%.

Continuing on the note made before the last, another authority implied that some
use the term ‘sustainability’ to get funds for their projects and thus, is very confusing
of what it truly means. However, as an authority they seek to be environmentally
cautious not only with regard to scuba but also in relation to coast and rural.

The remarks made are similar to ones found in other sources, such as the
‘Globe’90′ conference in Vancouver, where it was depicted that tourism provides
employment also in its subsidiary sectors hence, gives an opportunity to local busi-
nesses, therefore increases awareness amongst the latter. Literature commensurates
with the interviewees viewswhenmentioning the rise in sustainability awareness. On
another note, (Andrades-Caldito,et al, 2014) it was implied that resistance is present
as sustainable measures are recognised as costly. Although such reference was not
directly made, a responded stated that;

So, in general, people in the tourism industry are aware of sustainability issues, whether they
act on them is a different story. (sdc1 p.1).

This also denotes to the comment made prior tackling that commercial interest
exceeds that of the environment.

4.4 Laws and Enforcement Efforts

The lack of laws in relation to the conservation of dive sites was emphasised. More-
over, the insufficient presence of enforcement was predominant in all views made
by authorities and diving centres. In particular, spearfishing, overfishing, littering
and anchoring. Enforcement and compliance with fisheries regulations have been
acknowledged as great issues that need to be resolved for the purpose of protecting
and managing fisheries.

However, some respondents did note laws and regulations present such as the
notice tomariners and ‘SL.549.44′. One centre referred to a recent legislative amend-
ment regulating diving on historical wrecks around the island. These comments
corroborate a problem outlined earlier by literature that this industry is highly depen-
dent on the quality of aquatic habitat. Hence, assuming more responsibility and
attention to recycling and education is fundamental (Haddock-Fraser and Hampton,
2012).

All interviewees agreed that enforcement is lacking, there were some contrasting
views in the answers given by the centres and the authorities. One of the latter implied
that;
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Our enforcement through the maritime enforcement unit does on a regular basis during their
daily petrols, visit these sites to ensure that vessels in the area are complied with these and
if there is no compliance, there are legal procedures. (A4 p.35).

Some centres agreed with that enforcement agencies are somewhat quick in their
response.

However, others noted that;

Well, to be honest with you the AFM say that you should report to them, but then sometimes
they say you should report to TM and then you go to TM and say you should report to MTA
and vice-versa etc.etc. So they should set up a specific body that will take care of these cases
etc. (sdc4 p.19).

4.5 Monitoring of Dive Sites

As remarked by Haughton (2003), there is a deficiency in resources for monitoring,
surveillance and control in the particular research carried out in Caribbean islands
states. All parties interviewed agreed in that they referred to the need of CCTV for
better protection, use of technology, more manpower and a designated authority in
charge of incidents and reports.

4.6 Implications of Scuba Diving

When reviewing the effects to the environment by scuba diving, all respondents
expressed that all human activity has an effect on the natural habitat. Touching,
possible collision by air tanks, ‘souvenir’ collection and bubbles which causes
oxidation in caves. These all correspond to what Barker and Roberts (2004) and
Worachananant et al., (2008) reported, all of which refer to the immediate damage
done to underwater ecosystem caused by the physical interaction.

However, all interviewees complied that when outweighing the implications,
the diving industry leaves more positive than negative effect on the environment.
Furthermore, much of the impact were said to incidental.

Giving the number of dive centres, each one certainly do their own bit with regards to clean
up of dive sites and taking litter out of the sea. They tempt to be a responsible bunch of
people that care for the environment… (sdc2 p.9).

Furtherore,

a lot of people seeing what there is underwater. Most of the problems we have is because
a lot of people have no clue what there is under the surface and they don’t care about it
sometimes not even looking at it. So, as soon as something goes under the surface it is lost.
(sdc1 p.2).

Literature seems to point towards the diving industry as creating sewage pollution
(Lamb et al., 2014) and dumping food, contrary to the diving centres viewpoint as
they remarked of resolving such issues rather than adding on (Table 3).
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Table 3 Sites in need of
better management regarding
fishing

Boat dive sites Shore dive sites

HMS Hellespoint East Reef-Wied iz-Zurrieq

St. Angelo West Reef & Caves-Wied iz-Zurrieq

Scot Craig Middle Reef-Ghar Lapsi

Finger Reef & Crib-Ghar Lapsi

‘Master Plan to Support a Sustainable Diving Industry in Malta’
(2011).

4.7 Other Areas Impacting the Diving Industry

Spearfishing, fishing and anchoring were three areas which interviewees perceived
as problematic. Although dive centres admitted that things have improved since the
‘Master Plan Publication,’(ADI, 2011), the advances made were noted with regard to
a recent notice tomariners (2019) andmarker buoys placed at most wrecks.Whereas,
more awareness needs to be placed into the marine protected areas as diving centres
still reported incidents on wrecks, anchoring as it can be not only dangerous to the
reefs but also to divers, and more protection to the fish. Almost all respondents agree
that the main bone of contention remains that of lack of enforcement. As a matter of
fact, a diving centre implied that;

here if we really protect our reefs,….. in certain areas in Malta where its very difficult to
spearfish the abundance of life both in shallow and deep is mesmerising (sdc 4 p.18).

Similarly;

But till that happens they will continue because fish brings a lot of money and on these dive
sites there is a lot of fish, probably the only place where fish is left because the rest have
caught everything. It’s that bad the situation, there’s no fish left. (A3 p.34).

Moreover, although marine protected areas are appointed, interviewees reported
an anomaly in the law as some type of fishing is still permitted. The same situation
prevailed in the master plan (ADI, 2011) which noted areas where fishing manage-
ment is needed and such are listed in table below. This was also verified by an
authority’s comment (Table 3);

Themost reports we get relates to fishing, because the conservation areas only permits certain
types of fishing. (A4 p.37).

Liaising to research indicating that around the world in some coastal ecosystem,
the loss can range from 1 to 10% yearly (Waycott et al., 2009).

Furthermore, literature shows that overfishing is a problem which is present in
many countries. Stergiou (2002) reported that fishing predicts an extermination point
which impedes dramatic effects on the aquatic ecosystem. Additionally, it is noted
that (ADI, 2011) when compared to competitors,Malta is in a disadvantaged position
regarding the lack of fish. Interviewees shared the same views as the latter and in
return to combat such problems, an authority reported that artificial reefs have been
sunk and these attract fish whilst providing them with algae.
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When discussing anchoring issues, authorities have implemented marker buoys
that serve also as a reference point to boaters indicating that a wreck is below. These
also serve as tie points instead of having boat men anchor everyday which in return
could harm the environment. Research notes that seagrasses around the world suffer
from damage caused due to boat anchors. Especially in marine protected areas as
these are highly frequented by boaters (Milazzo, et al., 2004). This is corroborated
by one of the competent authorities:

popular dive site, especially boat dive sites example Comino the caves, the idea and the
discussion has been going on to put actual mooring block which rather than throwing an
anchor everyday, everytime, a diver will go in and pass a rope through the block.(A3 p.31).

4.8 Means to Reduce Effects on the Industry

Barker & Roberts (2004) remark that when supervised dives were given, impact on
reefs was found to be less. When asked how to minimise negative effects, diving
centres consulted stated that training and briefing is highly beneficial, whilst also
putting a carrying capacity limit in some caves if needed, self-regulation, underwater
supervision and more general education.

4.9 Economic Contribution

Statistics represent that the average expenditure of a diving tourist prior to the travel
and during amounts to e734.79 and e422.70, respectively (MTA, 2018). Whereas,
for global tourism by market, money spent before averaged out to e609 and during
their stay accounted toe339 (MTA, 2018). This is pointed out by the diving centres.

the authorities in my opinion, are not recognising the role that diving has in the tourism
sector. The investment that the authorities make in other areas is massive compared to what
they invest in the diving sector. And this sector brings in a considerable amount of tourists,
that spend a lot.. (sdc1 p.6).

Imean the diving industry is larger than the English language industry. So if we aremarketing
ourselves as a diving destination, which we are, than we need to have the right infrastructure
in place… (A3 p.32).

These reflect similar thoughts found in literature which examine the potential
scuba diving possesses with regard to enhancing promotion of conservation of the sea
whilst attracting more tourists, hence increasing the expenditure and also improving
the community’s life (DeGroot andBush, 2010;Mota and Frausto, 2014;Wongthong
and Harvey, 2014).

In their linking, the economic contribution to sustainability, interviewees shared
the view of Moeller et al. (2011) that indicted that 40% of total market attributing to
higher expenditure value, amounted to lower environmental impact.
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4.10 Management and Coordination of Dive Sites

The management and coordination of sites was another area which angered many
diving centres. The absence of parking facilities was worrying alongside the need
for better infrastructure on site such as toilets, showers and outdoor furniture (e.g.
railings) facilitate entry and exit of the waters. Although they all agreed that improve-
ments have been made since the master plan, (ADI, 2011), such in Cirkewwa, other
sites still lacking. Furthermore, centres mentioned that equipment (e.g. ladders) is
removed taken out in winter to avoid being destructed by weather, thus centres
brought the argument of;

No, they take them out specifically before winter hits so the ladders aren’t washed away. So,
my argument would be why don’t you put them in properly to start with so they don’t wash
away and make them a permanent structure (sdc2 p.11).

With regard to infrastructure across all the dive sites, improvements seem to be
occurring at a slow pace. Centres shared the same views when mentioning Cirkewwa
as it is the main attributed location, and however, the rest of the sites reported insuf-
ficiency. Mostly, respondents mentioned Wied iz-Zurrieq as it is highly frequented
and requires more attention. An interviewee remarked such sites as problematic.

Yes, at the moment we have dive sites with completely no infrastructure whatsoever and
toilet facilities. It’s that bad. Example, Exiles at Sliema, Marsascala the Tug boats, Maori in
Valletta, Sirens Bugibba, Qawra point. (A3 p.33).

With regard to parking, again only Cirkewwa proved as being up to standard, the
rest all depicted a lack. Centres believe that as parking spaces are being reserved for
other services such as taxis and electric cars, so should be the case for divers near
sites. However, when mentioning these respondents were non-consistent in their
answers, example a diving centre stated;

Yes, sort of. Example in Cirkewwa we have a section only for divers, in Zurrieq as well and
in Sliema we are trying. It’s improving slowly. (sdc1 p.5).

Whereas another responded contradicted that;

I actually got three points onmy licence for parking on the rock and a fifty euro fine. (Parking
in Exiles, Sliema) So, Cirkewwa being the main place where there is parking but everywhere
else you park where you can. (sdc2 p.10).

Whilst most diving centres abide to the response made above, one interviewee
noted that parking is an issue all around the island and thus has to be faced like
the rest of the community. The designated authority responsible for management
acknowledged such views by noting the below and adding on that parking arises
issues with local councils and community area.

We had worked on Qawra Ta’ Fra ben, which are parking spaces not for divers to park but
for unloading and loading so example especially divers one can unload equipment etc.and
then go park somewhere else and like this at least near the dive site they can unload their
tanks etc. (A1 p.26).
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The need of better amenities was linked to the importance of giving a high-
quality service to the tourists who participate in diving. The respondents viewpoints
that correspond to research made were more conservation and refurbishment of sites
will better the flow of people and hence, help with the issue of overpopulation (ADI,
2011).

4.10.1 Underwater Areas of Conservation

All respondents agreed that more areas should be acknowledged as underwater areas
of conservation. However, they noted a recent ‘notice to mariners no 11 of 2019’
which included five additional wrecks with the aim of adding four more by the end of
the year, thus upgrading on the prior ‘notice to mariners no 5 of 2008’. Nevertheless,
the centres implied that as mentioned prior, enforcement issues prevail. Yet, as a step
forward the concerned authority had noted the below with regard to the new deep
water wrecks of historical importance;

So they can fall under the conservation areas and be dived on by anyone without specific
permits. And then has put together all the other wrecks as historical wrecks which require
procedure to comply with so you have to be a member of Heritage Malta, you have to have
equipment installed on board (AAS) so that we can monitor and better enforce. (A4 p.38).

4.10.2 Seasonality

The interviewees acknowledged that scuba diving has a distinctive peak and low
season. However, interviewees noted increase in activity in shoulder months as now
the season picks up between April and May and lasts till around October. Again,
there was agreement in that the low season is from the months of December till
March. This is reflected in the research done by MTA (2018), depicted that from
July to September, inbound tourists motivated by scuba diving and those practicing
the sport represented a 10% increase over other months.

A diving centre added that seasonality is more felt in remote areas by implying
that;

Obviously peak season is the majority and big part of the business, the diving industry is
highly seasonal for a diving centre based in Marsascala because we lack the walking tourists
that other diving centre have (sdc3 p.15).

This is mirrored in theMTA dive travellers’ report (2018), where the favoured city
for accommodation purpose amongst diving tourists is highest in St. Paul’s/Salina
areawhich holds 25.2%of total number, followed byMellieha. Sliema and St. Julians
with 21.9%, 10.8% and 9.2%, respectively. Marsascala was noted to occupy 0.6%
of market share.

Interviewees mentioned the increase in activity during the shoulder months,
which corresponds to the data on the MTA report (2017) which indicated that good
flight connections represented 42.3% regarding it as a factor which influenced the
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destination choice, followed by value for money. However, it is expected that the
infrastructure is maintained all year round.

But since we advertise ourselves as a yearlong destination, I keep my dive centre open all
year round, I still employ all my staff and the least that I expect is that the infrastructure are
well maintained and kept in place so I can do what I am selling (A3 p.34).

4.10.3 Scuba Diving as a Niche Sector

The diving master plan (ADI, 2011) concluded that Malta is highly attractive as a
diving destination due to its warm waters, good visibility and underwater scenery.
This is reflected in the words of a representative of one of the authority interviewed;

What’s good about Malta is that if you came for diving and it was windy cause normally
that’s the issue not the water being cold… You can participate in other activities…, you
can visit museums etc. Also, if a family member doesn’t want to do diving there are other
activities which they can do. (A1 p.27).

However, as the positive attributes which make Malta attractive were depicted
in the same studies discussed prior, a respondent mentioned such negatives which
could affect Malta’s product;

the weather also in winter and we’ve had quite a terrible winter this year and also the wind
constantly picks up etc. not to mention that with global warming summer has also been a
turbulent one but in winter it’s much more predominant. (sdc4 p.21).

4.10.4 Collaboration Between Stakeholders

Contradicting viewpoints emerged amongst respondents as centres mentioned that
synergy needs to be improved amongst the relative stakeholders for better manage-
ment of sites. During the studies carried out for the master plan (ADI, 2011),
consultants depicted same issues. Whereas one authority noted;

We meet on a regular basis, at least from my point of view….. so we all pretty much know
each other and have each other numbers on the phone. So the collaboration is good and it
will only get better over time. (A4 p.40).

5 Conclusions

5.1 Sustainability

Themain arising question of this studywas the relation between the diving sector and
sustainability relating to laws and regulations. Analysis depicted synergy regarding
the importance and idea of sustainability; however, more laws regarding protection
of fish, spearfishing and anchoring were demanded. If dealt with, the sector will hold
a more prospective future.
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5.2 Legislations and Enforcement Powers

The issue is the lack of enforcement, thus minimising the scope and effectiveness of
those already present. Whilst improvements have been done since the master plan
implementation, all participants expressed the necessity for greater imposition of
authorities on wrecks and dive sites. They recommend, amongst other things:

1. A sustainable diving project to assess the issues of fishing, overfishing,
spearfishing and anchoring,

2. Need for better allocated marine protected areas
3. Review of conservation areas as, as remarked by an authority in the previous

chapter, it still permits certain type of fishing.
4. More artificial reefs to help with fishing and also adds to the diving tourism

product.

5.3 Scuba Diving as a Tourism Product

Respondents noted that the close proximity between wrecks, weather and ability
to participate in other activities besides diving betters the tourism product. Yet, to
promote diving as an all year round activity, dive sites are in need of better manage-
ment, coordination and need to be serviced accordingly. This also entails protection
of fish as this affects the attractiveness of Maltese waters which in turn with carrying
capacity and enhances Malta’s competitive position.

5.4 Coordination and Management of Sites

Since the master plan publication and subsequent implementation (ADI, 2011),
improvements have been reported in some regards such as;

• Implementation of marker buoys,
• Notice to mariners ‘no 11 of 2019’.

The latter marked new historical wrecks with the purpose of better coordination
andmanagement framework. However, a propermanagement programme is required
for enforcement and better running of sites. This would include updating infrastruc-
ture facilities of dive sites including parking, toilets and shower facilities, but also
set up marker buoys and ladders which are strong enough withstand winter weather
conditions.
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5.5 Synergy Between Stakeholders

Fromboth the research conducted, it is clear that collaborationneeds to beheightened.
Furthermore, a representative body needs to take control of enforcement entailing
reports filed and monitoring such as surveillance and patrols. As outlined in the
findings, not only it is difficult to report, but no authority is taking responsibility
for such. This situation had already been outlined in the master plan findings (ADI,
2011), and unfortunately, the same situation persists today.

5.6 Seasonality

Whilst research clearly suggests that seasonality is being mitigated, diving is still a
seasonal sport as it relies on other elements. This puts emphasis on;

• Updating infrastructure needs and management of sites,
• Increase promotion of diving as a niche sector (as a yearly activity)

5.7 Final Remarks

This research has helped shed light on the importance of this niche product by
noting its improvements and moreover, depicting the gap which requires growth and
attention. ‘Sustainability’ has been a word used in abundance and its awareness is
being not only acknowledged in literature but also in research conducted primarily.
However, measures to attain such take time, resources, investments and powers.
Additionally, the lack of coordination and enforcement is stagnating or not enabling
diving tourism to reach its full potential. Hence, the above highlights the demand
and requirements for development especially when considering the improvements
made since the implementation of some of the 2011 master plan recommendations
(ADI, 2011).
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eSports Tourism: Sports Tourism
in a Modern Tourism Environment

Ioannis A. Nikas and Ioulia Poulaki

1 Introduction

In the last 20 years, along with technological advances, especially in the field of
software development and online services, another form of sports has developed; the
case of electronic games or as it is already called the eSports. eSports is, currently,
a worldwide trend. More and more disciplines of science and society are showing
interest in the academic study of the phenomenon and want to be part of the eSports
industry, introducing them into the culture of our daily lives. Contrary to their obvious
hi-tech nature, their presence, however, is not limited to a pure digital form: Many
and great eSports events are organized through the world, including real athletes
and teams from around the world and sponsors supporting them, taking place in
large traditional sports facilities where spectators watch these events either by filling
stadiums, or by watching online these experiences, increasing the total number of
enthusiasts from a few thousand to a fewmillions (Alden Analytics LLC—Cary, NC,
2020).

Despite the recent development of eSports, their beginning is found in the early
1970s, while the first official event took place in 1980 (Li, 2017; Funk et al., 2018).
The emerging need to understand the eSports phenomenon has led the academic
community to define and thoroughly study them, contributing from many different
research fields (e.g. Peša et al., 2017; Ross, 2001; Pereira et al., 2019)). Their
internationalization, as a result of the convergence of Western and Asian culture
(Seo, 2013; Reitman et al., 2020), brought huge revenues that some cases can be
compared globally with traditional sports events such as Confederations Cup and
NBA Championship (Genius Works, 2019).
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On the other hand, every sporting activity in the form of an event may be also
been seen as an event of tourist interest; eSports could not be an exception, so, it
can be considered as a special form of tourism and, thus, an opportunity for mass
movement of people (Dilek, 2019). Without a doubt, eSports can become a great
tourism product proposition and a good paradigm of how a futuristic trend can create
innovative consumer products.

In this direction, themain purpose of this work is the investigation of the potentials
of eSports in countries where there is so far no initiative on organizing such events,
despite the fact that eSports arewell-known to online players and eGames enthusiasts.
Furthermore, appropriate and adequate infrastructures exist and ready to be used as
venues to similar events. Such a case is Greece and most of its regional cities, like
the city of Patras.

This paper presents the aspects of eSports and detects their study as a tourism
product through the existing literature. It also describes the potential of eSports, as
well as how they can become an efficient new form of tourism and an important
alternative in the tourism sector. Finally, the available infrastructure that could be
used for the development of eSports events are presented and the opportunities that
arise for further tourism development in Greece and especially in the city of Patras
are discussed.

2 Literature Review

2.1 eSports and eSport Events

It is almost two decades that efforts are recorded aiming to define eSports and
determine their context. There are indeed authors that have contributed significantly
toward eSports scientific independence. Several definitions are given in this section.

One of the first efforts in eSports definition was the Wagner’s (2006) that defines
eSports as “an area of sport activities in which people develop and train mental or
physical abilities in the use of information and communication technologies”. The
same author extended the prior definition postulating that eSports is formally defined
as “an area of sport activities in which people develop and train mental or physical
abilities in the use of information and communication technologies” (Wagner, 2007;
Seo, 2013).

Later on, Hamari and Sjöblom (2017) define eSports as “a form of sports where
the primary aspects of the sport are facilitated by electronic systems; the input of
players and teams as well as the output of the eSports system are mediated by
human–computer interfaces”. Lokhman et al. (2018) use other terms for eSports, like
computer sports or cybersports and define them as a video games competition that
takes place in a virtual space. Additionally, for Dilek (2019) eSports, or “electronic
sports” is the term used to refer to professional gaming.
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In a brief summary Jenny et al. (2017) state that eSports, in the form of organized
video game competitions, is also known as cybersport, virtual sport, and competitive
gaming.

Unlike different computer-game practices, wherever customers could play to
relish storytelling or to alleviate themselves from disappointing aspects of their
everyday lives, eSports is primarily contended to enhance client talents within the
use of digital technologies and taking part in competitive computer games. Conse-
quently, such games designed for eSports should feature some objective measures of
comparison that may be accustomed choose players’ performances among the sport.
These measures could and sometimes differ among game platforms (Seo, 2013).

Additionally, to the definitions, in the literature, efforts are underlined to present
eSports as a commercial activity. For example, Parshakov and Zavertiaeva (2015),
postulate that eSports have four characteristics as follows:

(a) the investment costs of eSports are lower than of traditional team sports as
sports facilities for spectator gaming aremuch cheaper, the investment required
in eSport players is less, and players can participate in multiple games on a
professional level.

(b) eSports is relatively new and thus, no professional schools have been
established to train players.

(c) two types of tournaments are held for most games, that is to say offline (LAN)
and online, with top tournaments and events to be held offline.

(d) the rewards and money won are mostly performance-based.

Going one step further in eSports as a commercial activity in a wider service
environment, Seo (2016) considers eSports as an activity of recreation, postulating
that eSports tourism development in modern society as well as the market for these
services are actively increasing.

The official organization of eSports events is observed in 1980, when Atari’s
Space Invaders Championship appears as the first major video game competition.
Participants were recorded to bemore than 10,000 (Li, 2017; Funk et al., 2018). From
all around the world, professional video game players of both genders and young
in age competing each other in such events and the winners received prizes usually
from corporate sponsorships (McTee, 2014). At this point, it is worth illustrating the
supply side of these events that includes mainly game developers and IP owners as
well as game publishers, event organizers media platforms, commercial brands, and
of course supporting services such as hardware vendors andmerchandisers (OGCIO,
2017).

2.2 The Wider eSports Environment and Its Potential

Historically, eSports are characterized by developments that have significantly
contributed to its evolution. Two of them concern the increase of consumer literacy
and the popularity of computer games as well as the dynamic technological evolution
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of the Internet and digital technologies (Hartmann & Klimmt, 2006). According to
Tamborini and Skalski (2006) contemporary virtual games offer substantial immer-
sive capacities allowing many players at the same time competing each other (Chan
& Vorderer, 2006). Therefore, efforts are made toward entrepreneurial and commer-
cial activity in the context of eSports, which is defined as activity for profit. More
specifically, it seems that computer games are leading the commercial sector in the
context of sports services (Lokhman, et al., 2018).

Dilek (2019) characterizes eSports as a multidimensional term and a hallmark
of the “experience economy” concept, based on Toffler (1970) who noted that
experiential products can be of two types:

(a) Simulated environments in relevance with computers, robotics, etc.
(b) Live environments in relevance with experiential geographical hubs similar to

sports, travel/tourism, and gaming events.

Newzoo published in 2016 (Holleman, 2016) the first completed report on the
global eSports market in 2015 where it was estimated that eSports generates US$612
million and has 134 million viewers globally, while in 2017 the revenue generated
by eSports reached the US$325 million worldwide, based on Newzoo respective
report of 2018 (Newzoo, 2018) with the organization to forecast that in 2019 eSports
economy will grow to US$463 million in a year over year growth of 43% with an
expected audience of 131 million and 125 million occasional viewers in addition. In
any case, eSports and eSports events are recording a tremendous growth in the last
decade.

2.3 eSports Tourism as a Modern Tourism Form

Sports is an important activity within tourism and tourism is a fundamental charac-
teristic of sports. It is considered that tourism and sport are related and overlap each
other. Sport tourism experiences a significant increase lately in terms of academic
research as well as tourism product (Gibson, 1998). Delpy (1998) defines sports
tourism as the travel away from home to play sport, watch sport, or visit a sports
attraction, including both competitive and non-competitive activities, while sports
tourism may be divided into five main categories: (a) attractions, (b) resorts, (c)
cruises, (d) tours, and (e) events.

All of the above categories are also strongly related with other tourism products.
Focusing on the last category one may say that in the wider context of sports events,
eSports events may be included. There are many reasons why eSports events are
attractive. eSport organizations in cooperationwith corporations within the computer
game industry, arrange events in the formof competitions at both national and interna-
tional levels (Jonasson & Thiborg, 2010). All the participants in such events, players
as well as fans have the opportunity to watch the competition among the best players
in the world, to meet their favorite ones and share their passion with others. There-
fore, from the side of fans there is a willingness to travel long distances in order to
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attend eSports events. Consequently, the potential for a new tourism form rises to be
called eSports tourism.

Agius (2015) stressed that the concept of eSports as a special form is without a
doubt realistic for the travel industry and it may probably turn out to be lucrative
with the enormous excitement that previously appeared in this field. In fact, numerous
scholars have postulated that eSports are part of the area of diversion and that within
the travel industry only eSports have been developed in today’s society (Seo, 2016;
Lokhman, et al., 2018).

In addition, Gibson (2003) postulates that sports tourism has recreational dimen-
sions motivating individuals to move from their homes to places where they can take
part orwatch physical exercises, or even to visit attractions relatedwith physical activ-
ities, while she suggests that there are three kinds of sports for travel: dynamic games,
occasion sports and wistfulness sports. According to Peša et al. (2017) eSports do not
concern the physical exercise of individuals in theway that traditional games do, trav-
eling for them may be evaluated as sports tourism since it concerns big crowds glob-
ally, with Statista (Gough, 2020) to report that the Intel Extreme Masters Katowice
held in Poland in 2017 achieved to be the most watched eSports event recording
46 million watchers. Moreover, the second most popular competition in terms of
watchers happened to be the League of Legends World Championship that was held
in the USA in October 2016, with the respective number of watchers to reach about
43 million.

Sports tourism refers to the journey made in order to participate or monitor sports
activities. It is commonly accepted that there are three types of sports tourism: Sports
event tourism, active sports tourism and nostalgic sports tourism (Ross, 2001).

Sports tourism is also characterized as a complete tourist experience in which
sports are at the center of the process. Furthermore, sports tourism is defined as the
experience of travel as a result of participation in sports activity or event (Karlis,
2002), where sporting event is the main cause of travel (Katerinopoulou, 2002).
Given the above, eSports events belong under the umbrella of sports tourism. In fact,
there is an obvious potential toward the touristic dimension of eSports. Additionally,
the training character that a significant number of eSports events have, the idea of
“edutainment” is developed driven from the combination of training and amusement
(Dilek, 2019).

3 Empirical Part

The potentials of eSports have begun to emerge recently, through various aspects of
our daily lives, such as academic activity, intense economic activity, geographical
spread, and the actions of eSports legislation as a sport.

Academic Activity. Reitman et al. (2020) studied the literature of eSports from
2002 to the Spring of 2018. Surprisingly, 55.3% of the eSports-focused articles
come from the disciplines of business, sports science, sociology, etc., contrary to the
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common sense where one may consider that eSports should be part of media studies
or computer science (Fig. 1).

The growing interest in eSports can be also seen, for example, in a Google Scholar
search, where the results for a raw searching of the word “eSports” for the years
2002–2019 seem to increase significantly as we approach 2019 (Fig. 2a) (Google
Scholar, 2020). This is, also, confirmed by the global trend in the search for the word
“eSports” using the Google Trend tool from 2004 till September 2020 (Fig. 2b)
searching worldwide (Google Trend, 2020).

Economic activity. The economic characteristics of eSports such as the low cost
of the needed infrastructures (always in relation to traditional sports), the fact that
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Fig. 3 Global market revenue per region and players per region

watching eSports events is cheaper for spectators, etc., gave the opportunity to create
a business trend, which according to Newzoo is expected to create revenue of $ 159.3
billion in 2020 (annual growth of 9.3%) in the total toy market, with the lion’s share
coming from Asia and Oceania and secondarily from North America and Europe
(Fig. 3) (Newzoo, 2020).

Internationalization. Revenues from eSports in geographical regions like Africa
and Middle East are estimated to show an overall annual increase of 14.5%. Also,
it is of particular interest the large increase in the number of eSports players from
the Middle East and Africa (annual growth of 8.8%), as well as the fact that they
constitute the 14% of the total number of players worldwide.

Legislation of eSports. Recently, in addition to the many common features that
eSports and traditional sports have (Seo, 2013), there have been moves and efforts to
establish eSports as an accepted form of sport. A milestone year in this direction was
2013,when scholarshipswere given fromAmerican universities regarding eSports, as
well as the sameyear eSports athleteswere recognized as professional athletes (Alden
Analytics LLC—Cary, NC, 2020). Then, in 2018 one of the topics for discussion
in 7th Olympic Summit was the inclusion of eSports/eGames as medal game event
(International Olympic Committee, 2018), after the effort Japanese who were trying
to legalize eSports and include them in the 2024 Olympic Games (Nakamura et al.,
2018). Recently, the Olympic Council of Asia approved eSports as a medal game
event at the AsianGames in China 2022. Finally, the International eSports Federation
accepted officially eSports as a sport in more than 60 countries (Martin-Niedecken
& Schättin, 2020; Alden Analytics LLC—Cary, NC, 2020; Pereira et al., 2019).

The increased popularity of eSports seems to have been significantly affected
by the pandemic of Covid-19, increasing the revenues from mobile gaming, among
others. Newzoo, also, prediction for 2023 estimates that the total revenue of the
eSports market will reach 1.6 billion US dollars, while the size of the spectators is
estimated to reach 646 million spectators worldwide (Newzoo, 2020).
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3.1 The Opportunity of eSports Events and eSports Tourism

Considering all the above along with the case of Greece as a well-known tourism
destination, some questions are arisen: Do the cities in Greece have the potential
to take advantage of the international trend of eSports? May such a potential thrive
in a country like Greece with high tourist preference but under the 4S model? Can
regional cities, such as Patras in the region of Western Greece, attract and organize
such events?

Greece has a significant tradition in organizing large-scale events and conference
tourism infrastructures. In the first case, many of these infrastructures either remain
unused for a long time period or are used for cultural events and concerts. Employing
them as eSports venues will enable the better management and maintenance of these
facilities, as the cost is far less than conventional sport events and the revenues seem
promisingly high. Many sports venues around the world have been used to run such
events (Jenny et al., 2017). Furthermore, the regional cities of Greece, such as Patras,
have high-level academic infrastructure like high-speed network, conference centers,
and technological know-how that could support the coverage and/or organization of
eSports events. The facilities of University of Patras (along with other institutes
worldwide) have already been used as venue to cover several cultural Web events,
e.g. “The Met: Live in HD” live performances from the Metropolitan Opera (MET
in Greece, 2020). Another good paradigm is the case of Diavlos (2020) where Web
events of various themes are offered to online users. The experience from such
cultural Web events can be used, as well, in covering major eSports events.

The organization of eSports events will be beneficial to the tourism sector as
well: eSports may be combined with 3s tourism for the case of an event to take
place in Greece or any other leisure 3s destination; the age groups of people visiting
Greece will be extended; there will be a flourishing of city tourism and consequently
a bigger tourism season. eSports event hosting will showcase opportunities for the
development of intelligent ecosystems to create smart cities and intelligent tourism
services.

Finally, Patras as a geographical center among important archeological monu-
ments and sites in the region ofWestern and Central Greece, such as ancient Olympia
and Delphi, with a high way connecting the city with the Greek capital Athens, and
in combination with the available hotel and conference facilities has the ability to
produce modern tourist products and experiences.

4 Conclusions and the Way Forward

This paper investigates the phenomenon of eSports and its potential as a tourist
product, especially in countries and cities with traditional tourism product develop-
ment. eSports, as amodern formof sport, can deliver to the tourism industry newprod-
ucts contributing toward sustainability, in the context of a new type of sports tourism
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form. In addition to sustainability, eSports events are a characteristic paradigm of a
circular economywith significant economic prosperity, low cost, andminimal further
intervention in the environment. Furthermore, given the event character of eSports
and digital transformation of events emerged during Covid-19 pandemic outbreak,
an interesting combination seems to be generated that concerns digital sport events
leading to a new form of tourism which may be developed through eSports and may
consist a recovery form of tourism during the periods of crises. Undoubtedly, further
research is suggested toward this direction in order to increase the contribution of
eSports market within tourism sector.
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Nostalgia Sport Tourism:
An Examination of an Underestimated
Post-event Tourism Proposal

Ourania Vrondou

1 Introduction

Sport tourism has been enjoying significant attention amongst the scholars for more
than thirty years, since Glyptis (1982) effort to mark the relation between sport and
tourism forecasting a dynamic development and significant theoretical work. Two
main components aiming to map the sport tourism environment those of ‘energetic’
and ‘passive’ types based on tourists’ demand and behavior during holidays. ‘Ener-
getic’ sport tourism has evidently produced vast amounts of research and studies
due to its multi-facet character and different expressed activities occurring during
holidays. Secondly, ‘passive’ sport tourism expresses the willingness of tourists to
spectate events in combination with holidays, thus presenting an appealing proposal
for different localities with important sporting activity.

Since the begging of the sport tourism concept, a small but noteworthy part of the
literature identified an expression of sport-related tourism activity hidden between
cultural tourism, sport fans colorful passion, and landmark importance. Redmond’s
(1973) early conceptual search produced the very first notion of nostalgia sport
tourism. Gradually, building-specific characteristics this expression represented the
vivid willingness of people to visit sites, monuments, and venues of particular sport
importance and history. Early related literature uses the term ‘nostalgia’ sport tourism
borrowing the term from the Greek ‘νoσταλγία’ that defines the melancholic recol-
lection of the past with the eager to visit places of previous experience (Mega Lexicon
of the Greek language, 1964). Nostalgia sport tourism despite its sentimental feel
failed to attract equivalent volume of research often overlooked by literature signaling
the need for further examination and magnitude estimation.
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2 Theoretical Considerations

2.1 Theory Questioning the Nostalgia Sport Tourism Nature

Gibson (1998) was one of the very first authors to suggest nostalgia sport tourism
as one of the three distinct pylons of sport tourism including travelers that visit
sports facilities, museums, and sports camps for a recollection of their youth sports
moments, heroes, and victories. She suggested that nostalgia sport tourism involves
‘visiting famous sports-related attractions…visits to sports halls of fame….sports
museums…and famous venues’ (Gibson, 1998). More extensively, Fairley and
Gammon (in Gibson, 2006) emphasize the extended value of the term encompassing
not only the sport tradition, venues as landmarks and sport museums but also the
‘relive of a social experience’ associated with sport. Recollection of personal sport
performance, romantic memories of amateur, and innocent sport years as well as
participation through volunteering in sport events demonstrate a much wider plat-
form that could generate nostalgic traveling that goes beyond visiting well-known
sport facilities and venues.

With theory maturing overtime nostalgia sport tourism has evidently gained the
third place amongst the three main facets of the sport tourism typology. However,
doubts seem to be gathering among the theorists regarding the value and the capacity
of this form to generate autonomous tourism activity with specific and willing clien-
tele. Does limited research prove its inability to be a tourism generator? Weed and
Bull (2004) strongly insisted on the less distinct character of nostalgia sport tourism.
They argued that people would very unlikely travel primarily to engage to nostalgia
tourism activities, suggesting that there is only a small minority that will visit a sports
museum or venue as the primary reason to travel to a place thus functioning more as
a supplementary activity during holidays.

Debates at the early stages of the theoretical work regarding the capacity of
nostalgia sport tourism to create specific sport tourism segments revisit the core
definitions of the ‘tourist,’ the ‘excursionist,’ ‘sport tourist pilgrims,’ ‘tourism with
sports content,’ and ‘tourists interested in sport’ (Weed & Bull, 2004) leaving little
room for optimism. Recorded doubts and criticisms underline the complex character
of this sport tourism form. Heavily relaying on a plethora of different involved orga-
nizations and a hesitating market seeking for proof of segment interest in order to
follow, development seems doubtful. Even more so, when the core product is intan-
gible, based on the reproduction of the past with the only intervention possible being
the effective exhibition and promotion.

Attempts to map the phenomenon seem to be realizing its extended nature and
depart from the narrow perspective of the loving sport memories to wider conceptual
paths that include the charting of tourists’ holistic sport relation and experience
that could be translated to specifically designed policies and market offers. From
Fairley and Gammon’s (in Gibson, 2006) dual conceptualization of either ‘nostalgia
for sport place or artifact’ or ‘nostalgia for social experience,’ this sport tourism
form has created an extended theoretical spectrum. Cho et al. (2014) attempt to



Nostalgia Sport Tourism: An Examination of an Underestimated … 119

clarify nostalgia produced a four-dimensional classification including experience,
socialization, personal identity, and group identity. Greater emphasis is given on the
‘importance of different types of experience’ making the examination of nostalgia
even more complex. Recent literature tends to agree on the core ingredient of a
nostalgia sport tourism expression being based on ‘individuals experience playing
an important role in shaping their sport nostalgia’ (Cho et al., 2019), thus shaping
the demand for related travel mode.

Despite the considerable attention given on the examination of the different
conceptual dimensions, previous or contemporary work has produced limited insight
since the majority of studies gather around the notion of ‘individual sport engage-
ment,’ thusmaking related theory of limited applicable value. Nostalgia sport tourism
remains a wide thematic proposal with the sport glory and history predictably found
in the original setting, that of sport venues and their peripheral expressions such as
sport museums and exhibitions.

Expectedly, the magnitude and importance of sport have driven some parts of the
market, the sports world, and the tourism business almost instinctively to design and
offer sport history-related activities to attract visitors and tourists. However, one of
the important reasons obstructing participation in nostalgia sport tourism was early
identified in the literature when sport tourists ‘are more likely to be constrained by
lower levels of supply and perhaps by lack of awareness about existing opportuni-
ties’ (Hinch, Jackson, Hudson and Walker, in Gibson, 2006). Currently, the lack of
information on actual venue visiting rates, post-events’ tourism activity, and most
importantly, estimated willingness to travel for sport nostalgia programs continue to
leave policymakers and sport organizations as well as the tourism managers unable
to discover the real visiting scale that could be generated from a significant sport
incident, competition, or icon.

2.2 Sport Events and Venues as Tourism Generators

Large-scale events are fascinating because of their competition importance, venues’
magnitude and architectural value, as well as the historic sport moments occurring
inside the field of play. Having significant sentimental value for sport fans and spec-
tators is often positioned amongst the most effective developmental vehicles for
localities and nations. Similarly, large sports venues are directly benefiting from
international sport excellence, records, athletes, battles, and sport heroes. Historical
moments, national pride experiences, and cultural interconnected activities complete
their significant importance.

The battle between the optimists and the realists is ongoing with the literature
being divided into twomain sides arguing over the effectiveness of large-scale events
to generate tourism during or post-event. Actually, the arguments are extended to
the overall ability of the events to boost economic activity after the completion of
competition, let alone to stimulate tourism in the long run. Positive sides strongly
support the unique power sport to transfer an appealing image for the host locality
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buildingquality perceptions to possible future visitors despite the enormous planning,
organizational and construction costs involved in the preparation and materialization
of a large international event.

Direct or indirect promotion of a place is the most evidenced outcome of a
large event with limited criticism recorded on this notion. Literature suggests that
the accommodation of numerous sport events and related activities increases local
economic and social activity. The process of building or renovating sport facilities
permanent or temporary for the needs of the event, apart from supporting local future
sporting needs set the basis of an upgraded quality environment that couldwork as the
stage of a new local product. There is a huge number of candidate cities bidding not
only for mega events, thus are in need for superstructures, but also a variety of local,
national, and international sports events that can attract the attention of the sport audi-
ence. In the case ofmega events, there is enough evidence now to prove that they have
become part of a more holistic strategy of nations and cities toward image alteration
or regeneration. Sport venues become the catalytic factor of evident change built to
last for decades with cities like Barcelona proving that they can materialize image
alteration as well as long-term local regeneration in many social activity areas such
as sport participation and sport-related tourism development. Sport venues become
landmarks that boost a positive local image through architectural uplifting but also
though the accommodation of popular sport events that match the willingness of a
city to imply a new quality future for local residents (Kiuri & Teller, 2015).

Adversely, numerous studies have been fiercely criticizing the creation of an ‘ice
cream economy’ deriving from events implying the short-term financial benefits
melting soon after the completion of the event despite any other social and cultural
long-term impact (Bouchon, 2017; Pilette & Kadri, 2005). After all, the event dura-
tion is very small in relation to future local development leaving behind unexploited
costly ‘white elephants’ (sport venues) endangering the viability of the national
economy overall (Giannakopoulou, 2019). Thus, paradoxically, planning for future
use receives much less attention if any (Yawei, 2012).

The battle is reinforced by the lack of evaluation studies measuring post-events’
impact on localities especially in terms of long-term economic returns. Political
myopia excludes many types of post-event impact such as national pride uplifting,
sport participation increase, cultural enhancement, and overall local regeneration
focusing largely on profit being regenerated because of and due to the event. It is not
only the lack of inefficient evaluation techniques and tools; it is also the quite diverse
legacy aspects related to different places, diverse event scale and nature that makes
measuring the impact a challenging task. Extending this notion, different conse-
quent governments and organizers instinctively or not may not wish to measure the
post-event impact in the fear of facing a negative reality. Additionally, research is
obstructed when accessing information on previous events since organizing commit-
tees fade away and interest is placed on forthcoming events (Dickson et al., 2011).
Thus, the difficulty to measure event’s promotional impact to the city/country espe-
cially in the long run makes the task of planning post-event tourism problematic
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(Cornelissen et al., 2011). Furthermore, a great lack of interest amongst local plan-
ners is noticed toward supporting large long-term research since the possibility to
undertake another mega event soon seems significantly small.

International Olympic Committee realizing the increase of mismanaged post-
event years produced a 12 year ‘Olympic Games Impact–OGI Study’ using score-
cardswith 126 indicators aiming to guide organizers to effective post-gamesmanage-
ment (IOC, 2010). This is an evident assumption of the need to educate localities on
potentials and also reassure viability of investments post-games. Similarly, despite
its legitimate role in developing their sport further, leading sport bodies can heavily
influence and ensure that part of the legacy will include post-event tourism develop-
ment where organizers will have to demonstrate relevant willingness and planning
skills (Horne, 2017). Sport bodies but also governmental independent organizations
should continue long-term post-event evaluation to ensure implementation and avoid
sterile future event proposals (Dickson et al., 2011).

Literature has not overcome the obvious relation between large-scale events and
tourism activity (Chappelet & Junod, 2006). As a marketing strategy, large events
become an effective promotional tool through infinite hours of live TV coverage,
staged to broadcast not only sport competition but also the local setting since most
organizers realize the unique opportunity of showing a quality local picture to the
world. Contemporary organizers face the challenge of investing in two main focal
points of development under the same local roof: sport and tourism. Despite the
vague picture regarding tourism activity generated around historic venues after the
completionof significant sport events, there is a commonappreciationon the ability of
large sport events to attract attention and help generate long-term tourism strategies.

3 Methodology

Literature admits that tourism activity generated by sport events hasn’t been recorded
sufficiently to lead to concrete knowledge, obviously due to its difficulty inmeasuring
tourist numbers and behaviors in the long run. The aim of the study is to dive deeper
into the basis of the issue and understand the reasons that would complicate the
development of post-event tourism at a policy making level.

The present study targeted experienced officials of Olympic sports international
federations, Managers of Organizing Committees for Olympic Games (Athens,
2004; Beijing, 2008; Rio, 2016), Managers of Ministries supporting events and local
authorities of Olympic suburbs. More than fifteen officially pre-planned interviews
were employed as the tool to discover truth since knowledge derives directly from
managers already involved in key bodies necessary for the completion of the games
as well as the mapping of a post-event tourism development. Semi-structured inter-
views aimed to structure the discussion but also discover any unpredicted additional
information on all the managerial and policy issues involved. Content analysis was
necessary to extract information and convert it into applicable knowledge that would
support the realization of post-event nostalgia tourism developments.
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4 Results

4.1 Factors Obstructing Nostalgia Sport Tourism
Development

Official interviews contacted with professionals having extensive experience in the
field of planning and managing international events presented an unexpected content
similarity that secures results’ reliability. Despite the diverse nature of the sports
as well as the events’ organizational idiosyncrasy, retrieved information presented
uniformity in terms of the prioritization of the successful sports competition and
event completion as the predominant focus rather than any other local development
and post-events legacy.

Sport demonstrated its powerful position amongst all sides involved in the present
research being admittedly the focus of the venue creation and the athletes’ represen-
tation from around the world. The importance of the sport competition especially at
mega multi-sport events expectedly creates appealing sport superstructures but also
enormous costs, huge organizational burden, and complexity in thewhole of the local
authorities and bodies in order to adjust operations tomatch games needs and require-
ments. Respondents emphasized this fact when having to work with local organiza-
tions for the preparation of Olympic competition. Critical decisions on permanent
massive investments are taken under high organizational and international federa-
tions’ pressure without considering future image building and thus tourism future
increase.

The majority of the public bodies are recruited to facilitate large and complex
parts of the event producing additional weight on their management and resources.
This weigh as suggested by the respondents leaves little room to local authorities
and tourism-related schemes to design future development since all resources have
to be offered for the causes of the upcoming event. Similarly, the future is as distant
as the event dates since the outcome is unknown and the benefits intangible. Public
bodies but also private businesses are looking for event-related chances to benefit
from, either through subsidies, increased resources, or enhanced image. The latter
despite the obvious necessity of all parties to collaborate toward supporting the event,
creates a certain grade of departmental egoism in an effort to promote each authority’s
importance in the successful outcome.

Respondents of the organizing committees having strong sports background
strongly argued that the attention is inevitably placed on the successful completion
of the competition and the total of the event procedures. More importantly, the heavy
supervisionby the international sport federations at all stages of the preparation leaves
little room for post-event legacy plans, even toward developing sport in the future.
With attention being placed on the organizational needs, respondents from different
organizations agreed that other social, cultural, and tourism potentials are disre-
garded. Very rarely, according to their experience, policy declarations for tourism
developments post-event are finally implemented, remaining political speeches, and
organizers’ wishful thinking (Cashman, 2006). Moreover, they strongly reminded
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that when the event is over, most of the involved partners are not active or change
especially regarding the public bodies. Organizing committees dismantle, govern-
ment changes, and professionals seek the next carrier path leading any post-event
tourism proposals stand on insecure grounds.

Public bodies’ representatives having experience in supporting mega events give
emphasis to different political visions, constant change in governmental policy
makers and their diverse personal preferences that from their point of stance suggest
the most crucial factors of leading to problematic nostalgia sport tourism devel-
opments. Sadly, as suggested also in the literature (Coakley & Souza, 2013) all
respondents agree, that intended political schemes regarding a sport tourism-related
post-events development are not evident during the preparation and staging of the
event despite its obvious potential.

In addition, industry’s short-sighted view, different economic interests and diverse
suggestions fail to produce a common and robust proposal that could produce viable
tourism development. Limited optimism can be generated due to accidental or not
production of legacy programs needing collective efforts to make them viable but at
least keep suggesting that the potential remains to be exploited.

4.2 Partners’ Consensus for a Holistic Approach to Tourism
Development

It became evident amongst all respondents that the main obstacle for planning post-
event tourism is the wideness of organizations’ representation needed to map all
issues involved in the process. Sport and venue managers involved in the inter-
views had already experienced it during the Olympic games, and many international
events held locally suggesting that it is always the greatest task when undertaking
a large event. The majority of related public bodies and independent organizations
have to reach an unbreakable chain of communicating, facilitating, and managing
all event-related issues. Partners’ consensus proves to be a difficult equation when
development is based onwidely different strategic goals, organizational cultures, and
time perspectives (Hartman & Zandberg, 2015).

Respondents admitted that if possible, sport legacy programs should be prioritized
amongst organizers and sportmanagers as themost related and expected outcome of a
mega event and as the logical exploitation of the existing and permanent venues. Sport
managers eager to turn a mega event success into a local sport legacy outcome was
expectedly obvious during the interviews. Similarly, international federation officials
suggested that one of the crucial responsibilities of the international sport bodies is to
reassure the viability and further local development of the sport post-event. Interna-
tional federations will be judged by their effectiveness to produce strong local legacy
programs after the completion of the games turning event legacy into a political and
organizational exhibition of power and influence. Sport and venue managers recalled
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the pressure opposed on them during the first stages of venue design by the interna-
tional federations toward increased venue capacities, better and quality support areas,
additional sports equipment and most crucially the permanent accommodation of
their sport in the venue. Sport events, sports camps, and training programs were the
developmental future that international federations strongly suggested, proving their
pressure on sport legacy programs leaving little room for tourism-related proposals.
The dependence of the local organizers on the international federations’ legitimate
event authority led to one-way sport legacy discussions.

The ability to plan for viable local tourism-related programs becomes further
complex when mega events and more specifically venue planning and competition
management does not include local government at any stage of the event preparation.
Examining the organizational chart prior and during the event, it becomes obvious
that there is no representation of the local authority at every sport/venue section. Their
role is restricted to facilitating traffic, visitors’ transportation, and sewage collection
excluding local say from all stages of venue design and adaptation, operational plan-
ning, and viability proposals. This paradox of supporting an event that occurs in the
neighborhood without been asked to contribute to the venue’s future and related local
development becomes one of the most crucial results of the present study directly
linked with the absence of any nostalgia sport tourism future. Additionally, local
communities not involved in central policy decisions are facing phenomena of elitist
urban establishments and superstructures that could disorient local image away from
its indigenous character being the basis for future tourism development.

Local government authorities agreed strongly on their exclusion from any step
of the event planning and venue design underlining the gap between them and the
government and the organizing committee.Huge superstructures are opposed on their
community without any negotiations or local input for future use and development.
National goals go before local say jeopardizing the future economic and social life.
Vice Mayor of an Olympic suburb recalled being excluded at the initial phase of the
games from any information on planning and venue designs. This paradox relation
often causes local reactions, resistance, and finally a negative image for the locality.
The exclusion of local say in the planning and management of the games has been
recorded in the literature (Vrondou et al., 2018), and representatives provide enough
proof to support it. Structurally, there is no official role for the local government in
the planning of the locally accommodated competition and the venue structure. It
was strongly emphasized that local sport habits and preferences were not included
in government’s plans thus endangering local participation post-event. The design,
planning, and implementation of relevant programs in order to be viable have to be
connected with existing social structures and local governing schemes (Coakley &
Souza, 2013). It was strongly argued that the local government is expected to face
the function, costs, and viability of a huge superstructure post-event which most
probably will not match the preferences and lifestyle of the local residents.

Optimismwas generated by some respondents of local authorities that appreciated
the fact that despite their exclusion, the international promotion gained through the
event can operate as tourism initiator. Local authorities admitted their lack of sport
knowledge prior to the event in terms of the sport importance, event’s promotional



Nostalgia Sport Tourism: An Examination of an Underestimated … 125

power, and possible legacy development but becamewise enough to realize that sport
can now become part of their tourism strategy and overall image enhancement. Still,
they agreed that investing in sport-related tourism programs requires knowledge and
advisory support in order to bematerialized. Government’s tourism national planning
has to support local efforts to produce viable and internationally accepted proposals.

5 Conclusions

Despite the difficulty in recording tourism activity due to a sport event, tourism
seems to increase the consequent years. However, there are still doubts if tourism is
generated because of the event since the promotional impact of the event remains
unnumbered. Evidence suggests that a considerable tourism segment remains sport
oriented with a passion to visit venues and sport historical sites to revive emotions.
The literature instinctively promotes sport nostalgia and its power to generate tourism
activity but fails to estimate the realistic developmental dimensions and to measure
the intensity ofwillingness to visit a sport place as themainmotive to travel.Nostalgia
sport tourism segment depends largely on the participation of all related partners to
produce viable programs. It became evident that sport as the ultimate focus of the
event and venue planning, forces tourism to become a secondary future proposal.
Local legacy remains for many post-event environments a mismanaged exercise
basically due to the anxiety of organizers and governors to successfully complete
sports competition. Both sport bodies and governments have the responsibility to
guide future post-event multi-facet legacy programs. Long-term viable nostalgia
sport tourism programs are in need for wider organizational consensus to be mate-
rialized balancing different interests and perspectives on future development. Inter-
national sport bodies, IOC, and related organizations should ensure that part of the
legacy will include sport tourism-related development where organizers will have to
demonstrate relevant commitment, planning, and viability skills in order to achieve
a holistic social sustainability post-event.
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The Role of Sports Tourism
Infrastructures and Sports Events
in Destinations Competitiveness

Dália Liberato, Pedro Liberato, and Catarina Moreira

1 Introduction

Sport has seen strong growth in recent years (Magalhães, 2010; Ramos, 2013). It is
at the end of the twentieth century, with the change in society’s behaviors, with a
greater concern regarding body care, physical and emotional well-being, andwith the
increase in the time available for the practice of sports activities, that sport manages
to attract the attention of society and consolidate its place (Ramos, 2013). The sports
industry plays an important role in the development of society and in its social
and cultural representation is too relevant to be ignored (Bauer et al., 2008; Magal-
hães, 2010; Pereira, 2015). It is characterized as one of the most comprehensive and
most relevant social phenomena of contemporary society, due to its universal appeal
(Semedo, 2015), as it arouses the interest of millions of followers around the world,
and strong emotions (Paulico, 2008). Currently, sport is lived with great intensity
(Pereira, 2013) and as an open market, because it is a complex area that deals with an
infinite network of relationships and thus involves a great diversity and heterogeneity
of interests and actors. For this reason, the impact that sport produces have an influ-
ence on the daily life of the entire population, thus constituting a cultural model used
and accepted internationally (Constantino, 2013). In addition, sport is also considered
a human activity with unique particularities that involves strong emotional compo-
nents, as it has the power to generate exceptional emotional responses in its audiences.
Sport turns out to be a source of joy and emotion, transcending work, politics, and
daily restrictions on personal and collective emotional expression (Coakley& Souza,
2013). In addition to sport, really lived with intensity by those who engage in the
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immensity of competition through the show, the sports tourist can also enjoy a unique
experience (Carvalho & Lourenço, 2009).

This study intends to be an important contribution to the scientific literature in the
field of sports tourism, namely in the relationship between thePortoFootballClub and
Oporto tourism destination, for the definition of future strategies, regarding collab-
oration and strengthening partnerships in a competitive perspective for both. This
study reports two thematic areas that have been very relevant toOporto destination, as
a focus of attraction and commitment: sports and tourism. However, there are scarce
scientific studies that complement and analyze the role of football, in particular, the
Porto Football Club and its influence on the tourism destination. In this context, and
in an effort to address this issue of research scarcity, this research aims to study this
segment of the tourism sector, the Sports Tourism, and to ascertain its importance and
influence in Oporto destination, using the analysis of two infrastructures, relevant
to the city, which are still poorly explored, the Dragão Stadium and the FC Porto
Museum.

The general objective of this research study is to understand the role of football, in
particular, of Porto Football Club, in Oporto as a tourism destination, analyzing the
existence of positive relationships, such as the reasons for the trip and the assistance to
a football game,with visits to theDragãoStadiumand theFCPortoMuseum.Consid-
ering the general objective, and based on the studies of Alegrias (2017), Carvalho
and Lourenço (2009), Constantino (2013), García (2006), Getz (2008), Latiesa and
Paniza (2006), Magalhães et al. (2017), Manzano (2014), Rodrigues and Dávila
(2007) and Stornino et al. (2016), two research hypotheses were proposed: H1: The
main reasons for the trip influence the visit to the Dragão Stadium and the FC Porto
Museum; and H2: The attendance to a football game at Dragão Stadium, influence
the visit to the Dragão Stadium and the FC Porto Museum.

Gammon and Robinson (2003) and Latiesa and Paniza (2006) report that the
tourists’ motivations are determinant in tourism research. Although the sports tourist
is motivated by the competition or by the show itself or sports event, by the perfor-
mance of recreational or competitive sports activities, or by physical activity (active
or passive), sport is the primary motivation of the trip. From another point of view,
Ferreira and da Silva (2017) refer that the sports tourist is the individual who partic-
ipates actively or passively in competitive sporting events, adding individuals who
participate in or perform a sports activity in a recreational way or complement other
types of tourism, whether it’s beach tourism, wine, and gastronomy, or only cultural.
This tourist travels outside his natural environment for any other purpose (business,
leisure, personal reasons) and participates in an activity or sports context during his
trip/stay (Pereira, 2016). Regarding the motivations of the sports tourist, Ferreira
and da Silva (2017) and Gammon and Robinson (2003) state that the main motiva-
tion is the participation in a sporting event and the secondary motivation defines the
casual attendance to the sporting event during the travel period, in which the tourist
is not aware of the event, but ends up attending or participating in the activity during
the trip. Thus, some areas emerge that potentially contribute to the development of
sports tourism, such as adventure tourism, cultural tourism, ecotourism, business
tourism, among others (Pereira, 2016). Carvalho and Lourenço (2009), Robinson
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and Gammon (2004) and Semedo (2015) also mention that the sports show tourist,
is the individual who, during his trip attends any show or sporting event, regardless
of the predominant reason for his trip. In the decision-making process of the place of
destination, Latiesa, and Paniza (2006) consider that it is essential for sports tourists
to take into account the motivational intensity in choosing the destination, as well as
its positioning at the national and international level, not forgetting the sports offer
of the destination itself. In the study by Magalhães et al. (2017), it is possible to
mention cities such as Madrid, Barcelona, and Manchester, to the extent that their
respective sports clubs have a significant impact on local economies, considering the
entire potential of the sports club alone, assumed in the projection of its city as an
interesting and attractive destination (Magalhães et al., 2017).

Regarding the destination positioning, this concept is related to the tourist mental
image towards the tourism destination, some of them well highlighted as represen-
tative of sport, clearly identified with a certain sports practice and for this reason,
their positioning is quite attractive for sports tourists. In short, a destination which
is well positioned and contains a high motivational intensity, concerning any sport,
encourages the sports tourist in the best way, because the places correctly positioned,
in the face of sports offer, through infrastructure, events, or shows, tend to attract
the sports tourist. In other cases, although the initial motivation of tourists is not to
perform sports activities or assistance to events, many of these end up experimenting.
For example, some of the tourists have as main motivation to watch sports shows,
although some of them, with different motivations, take advantage of the fact that this
same show is taking place in the same destination, so they watch and enjoy the oppor-
tunity. From the point of view of Carvalho and Lourenço (2009) and Robinson and
Gammon (2004), there is a division between tourists who travel primarily through
sport and those who consider sport as a secondary design. In this context, sports
tourism can be considered as the main reason for travel or as a complement to the
trip. According to Carvalho and Lourenço (2009), the relations between tourism and
sport go beyond sports tourism and sports show tourism. For example, some of these
relationships may be associated with other types of tourism such as cultural tourism,
presenting close links with museums, or sports exhibitions. In this case, Carvalho
and Lourenço (2009), and Pigeassou (2004) refer to other types of sports tourism, as
the case of sports tourism culture, which refers to a more intellectual and cognitive
character of sports culture, is also related to a sense of intellectual curiosity, sporting
history or veneration, in which tourists make visits to attractions related to sport,
sports stadiums or museums or other historical sports sites. This is how some tourist-
sports attractions arise, such as stadiums, museums, theme parks, and tourist-sports
events, and which encompass all major sporting events that mobilize a large number
of spectators and participants (Pereira, 2016). However, there are no studies related
to Porto sports club, which specifically relate the reasons for the trip with the visit
to the Dragão Stadium and the FC Porto Museum. Carvalho and Lourenço (2009),
Robinson and Gammon (2004) and Semedo (2015) report that tourists as spectators
enjoy the assistance of sports shows or sporting events, regardless of the predomi-
nant reason for their trip, that is, the relations between tourism and sport go beyond
sports show tourism. For example, some of these relationships may be associated
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with other types of tourism such as cultural tourism and close links with museums or
sports exhibitions. Magalhães (2010) also mentions that this type of sporting event
is outlined in advance with visibly determined objectives, but that it can associate
a character not only sporting, but also cultural and social, promoting the visit to
attractions related to sport.

2 Literature Review

The sport has grown, essentially, by the notoriety of the shows and events provided.
This would be possible without a spectacle, but it would not be the same, because its
popularization concerns its size as a spectacle. On a global scale, sport is recognized
as an amazing spectacle, typical of moving clusters of people and retaining a vast
number of spectators, in which they usually watch live games, or accompany them
from a distance (Carvalho & Lourenço, 2009). Sport is also a universal language and
contributes in many aspects in society, as the feeling of brotherhood among peoples
is improved, unites people, regardless of their origin, beliefs, religion, economic
status, social class or background, promotes greater social inclusion, promotes the
country’s image in international markets, and stimulates sports practice (Chun et al.,
2005; Magalhães, 2010; Paulico, 2008; Silva, 2013). Currently, it is evident the
impact and power of sports organizations on society, with emphasis on the football
sport. Thus, the sport with the greatest tradition, more popular and the most public
mobilizes in the globality of European countries is undoubtedly football (Cox, 1993;
Ramos, 2013). Gammon and Robinson (2003) and Latiesa and Paniza (2006) report
that although the sports tourist is motivated by competition or by the show itself
or sporting event, by performing recreational or competitive sports activities, or by
physical activity (active or passive), sport is the primarymotivation of the trip, as well
as that individual or group of individuals who travels to a place other than that of their
habitual residence to participate actively or passively in a competitive or recreational
sport. The visitor/tourist seeks experiences and novelties related to their desires, able
to develop mechanisms of creativity and cultural appreciation. Therefore, tourism is
no longer entirely linked to travel but also concernedwith providing experiences, thus
constituting the change in the offer of this type of service. In this context, the tourist
experience includes the destination choice, the experience during the period on the
road, the discovery and experimentation of the places visited and the final sharing of
theirmemories during the trip,with the possibility of repeating the destination (Costa,
2015). Currently, individuals who aspire to attend and participate in sporting events
also want to enjoy a pleasant experience, full of emotions and with a completely
unpredictable outcome (Noite, 2013).

When sport is addressed as a factor of tourism development in the region, it is
crucial to mention the central role of sports event tourism. It is well known that sport
is used by several countries and cities as an instrument of tourism development, in
order to increase the influx of people in sporting events. This development is thus
complemented with the various promotion strategies through the tourism of sporting
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events. According to Carvalho and Lourenço (2009), the relations between tourism
and sport go beyond sports tourism and sports show tourism. For example, some of
these relationships may be associated with other types of tourism such as cultural
tourism and close links with museums or sports exhibitions. In this case, Carvalho
and Lourenço (2009) and Pigeassou (2004) refers to other types of sports tourism,
such as “sports tourism culture” that refers to a more intellectual and cognitive char-
acter of sports culture and that may be related to a sense of intellectual curiosity,
sporting history, or veneration, in which tourists make visits to attractions related to
sport, stadiums or sports museums or other historical sports sites. Another example
of tourism mentioned is “involvement of sports tourism” which refers to exclusive
situations in the world of sport, especially the multiple travel eventualities related to
sports administration or training. Through sport, in this specific case, football, FC
Porto is one of the major agents responsible for the massive movement for the city
of new and different audiences, national and foreign, throughout the year. Another
infrastructure, the FC Porto Museum is divided into 27 thematic areas (plus a virtual
and itinerant, area 28) and has a total area of 7,000 square meters of which 4,000
are exhibitions, including trophies and thematic exhibitions. The Museum uses an
exhibition innovation language and strong technological dynamics with access to
technological resources, capable of expressing the passion for football through its
different identity representations linked to the history of the club and the memory
of the fans. It also often uses new technologies for communication and dissemina-
tion of the history, events, activities, and visits of public figures (Magalhães et al.,
2017). In recent years, the commitment that the Museum has been demonstrating
through the programming and performance of events, actions, and activities, with the
aim of bringing together, involving, reinforcing and capturing the various audiences,
communities, and institutions, has been very evident. The Museum also has a strong
presence in national and international fairs, such as the International Tourism Fair
(FITUR), Soccerex (in England, Manchester), the Macau International Fair, and the
Travel Fair. Regarding the awards received, the FC Porto museum was awarded the
Innovation and Creativity Award 2015, by the Portuguese Association of Museology
(APOM). The Museum also distinguished itself as the center of cultural attraction
of the city of Porto, positioning itself in the tourism market, through the first place
of TripAdvisor’s tourist network, among the choices of museums, from the entire
northern region of Portugal. In 2017, the FC Porto Museum was the first Museum of
theWorld to be accepted as an affiliated member of theWorld TourismOrganization,
and Porto Football Club was the first one to be represented in the UNWTO. This
distinction is considered very important, as it denotes a great honor, importance,
and extraordinary international recognition. The FC Porto Museum will thus share
technical knowledge, about the tourism sector, with other affiliated members, orga-
nize conferences and events in collaboration with UNWTO and access privileged
information, among other benefits.
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3 Methodology

The general objective of this research study is to understand the role of football, in
particular, of Porto Football Club, in Oporto as a tourism destination, in particular,
to analyse the existence of positive relationships, such as the reasons for the trip and
the assistance to a football game, with visits to the Dragão Stadium and the FC Porto
Museum.Considering the general objective, two research hypotheseswere proposed:
H1: The main reasons for the trip influence the visit to the Dragão Stadium and the
FC Porto Museum; and H2: The attendance to a football game at Dragão Stadium,
influence the visit to the Dragão Stadium and the FC Porto Museum. Visioning the
research objectives, a quantitative methodology was applied through the application
of a questionnaire to 400 tourists/visitors in the city of Oporto.

4 Results

Hypothesis H1 The main reasons for the trip influence the visit to the Dragão
Stadium and the FC Porto Museum. To study this hypothesis, will be analyzed the
relationship between Questions “Main reason(s) of the trip” with Questions “Have
you ever visited Dragão Stadium?”, “Have you ever visited the FCP Museum?” and
“If so, what are the reasons for your visit?” (Table 1).

For the reasons “Visit to family and friends”, “Sports Tourism” and “City & Short
Breaks”, there are statistically significant differences between those who have visited
the Dragão Stadium and those who have not visited. The percentage that indicates
the travel reasons “Visit to family and friends” and “Sports Tourism” is higher for
those who have visited the Dragão Stadium; the percentage that indicates the reason
for travel “City & Short Breaks” is higher for those who have not visited the Dragão
Stadium and the differences observed are statistically significant (Table 2).

For the reasons “Visit to family and friends”, “Sports Tourism” and “Touring
Cultural”, there are statistically significant differences between those who have
visited the FCP Museum and those who have not visited. The percentage that points
out the travel reasons “Visit to family and friends” and “Sports Tourism” is higher for
those who have visited the FCPMuseum, the percentage that indicates the reason for
travel “Touring Cultural” is higher for those who have not visited the FCP Museum,
and the differences are statistically significant. There are statistically significant
positive relationships between: “Sports Tourism” and “Football lover”; “Cultural
Touring” and “Cultural interest”; “Health & Wellness” and “Cultural interest” and
“Architectural interest”, and “Other” and “Cultural interest”, which means that those
who indicate the reason for the trip also values the visit to the FC Porto Stadium
(Tables 3 and 4).

There are statistically significant positive relationships between: “Visit to family
and friends” and “Curiosity” and “Trophies and titles won”; “Sports Tourism” and
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Table 1 Descriptive statistics and tests t: visit the Dragão stadium

Question N % Yes Std. deviation (%) T P

Holidays/leisure No 229 55.0 49.9 −0.806 0.421

Yes 171 59.1 49.3

Visit to family and
friends

No 229 9.2 28.9 −3.549 0.000**

Yes 171 21.6 41.3

Sports tourism No 229 38.4 48.7 −5.036 0.000**

Yes 171 63.2 48.4

Cultural touring No 229 17.9 38.4 1.886 0.060

Yes 171 11.1 31.5

Business tourism No 229 7.9 27.0 0.779 0.436

Yes 171 5.8 23.5

City and short breaks No 229 10.5 30.7 2.906 0.004**

Yes 171 2.9 16.9

Health and wellness No 229 2.6 16.0 0.178 0.859

Yes 171 2.3 15.2

Wine and gastronomy
tourism

No 229 4.8 21.4 1.283 0.200

Yes 171 2.3 15.2

Another No 229 9.6 29.5 1.855 0.064

Yes 171 4.7 21.2

*p < 0.05; **p < 0.01
Source Own elaboration based on SPSS outputs

“Historical interest” and “Trophies and titles won”; “Cultural Touring” and “Recog-
nition of theMuseum by the UNWTO”; “Health &Wellness” and “Cultural interest”
and “Historical interest” and “Trophies and titles won”, which means that those who
indicate the reason for the trip also value the visit to the FC Porto Museum.

Hypothesis H2 Attendance at a football match at Dragão stadium influences the
visit to Estádio do Dragão and the FC Porto Museum. To study this hypothesis, will
be analyzed the relationship between Questions “Have you ever watched a football
game at Dragão Stadium?” and “If so, what are the reasons for the assistance?” with
Questions “Have you ever visited Dragão Stadium?”, “Have you ever visited the
FCP Museum?” and “If so, what are the reasons for your visit?” (Table 5).

For Question “Have you ever watched a football game at Dragão Stadium?” and
the motive “Football lover”, there are statistically significant differences between
those who have visited the Dragão Stadium and those who have not visited. The
percentage that “Have you ever watched a football game at The Dragão Stadium?” is
much higher for those who have visited the Dragão Stadium; the percentage that
marks the reason “Football lover” to watch a football game is higher for those
who have visited the Dragão Stadium, being the differences observed statistically
significant (Table 6).
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Table 2 Descriptive statistics and tests t: visit to the FC Porto Museum

Question N % Yes Std. deviation (%) T P

Holidays/leisure No 308 54.9 49.8 −1.388 0.166

Yes 92 63.0 48.5

Visit to family and
friends

No 308 11.0 31.4 −3.648 0.000**

Yes 92 26.1 44.2

Sports tourism No 308 40.3 49.1 −6.736 0.000**

Yes 92 78.3 41.5

Cultural touring No 308 17.5 38.1 2.611 0.009**

Yes 92 6.5 24.8

Business tourism No 308 7.5 26.3 0.669 0.504

Yes 92 5.4 22.8

City and short breaks No 308 8.4 27.8 1.683 0.093

Yes 92 3.3 17.9

Health and wellness No 308 1.9 13.8 −1.293 0.197

Yes 92 4.3 20.5

Wine and gastronomy
tourism

No 308 4.2 20.1 0.905 0.366

Yes 92 2.2 14.7

Another No 308 8.4 27.8 1.308 0.192

Yes 92 4.3 20.5

*p < 0.05; **p < 0.01
Source Own elaboration based on SPSS outputs

For Question “Have you ever watched a football game at Dragão Stadium?” and
themotivation “Recognition of the club”, there are statistically significant differences
between those who have visited the FCP Museum and those who have not visited.

The percentage that “Have you everwatched a football game atDragãoStadium?”
ismuchhigher for thosewhohave visited theFCPMuseum, the percentage thatmarks
the reason “Recognition of the club” to watch a football game is superior for those
who have visited the FCP Museum, and the differences are statistically significant.

There are statistically significant positive relationships between:

• “Have you ever watched a football game at Dragão Stadium?” and “Football
lover”, which means that those who have already watched a football match at
Dragão Stadium also indicates the reason for the visit to the FC Porto Stadium.

There are statistically significant positive relationships between (Table 7):

• “Club recognition” and “Recognition of the club”; “Football Lover” and “Foot-
ball lover”; “Curiosity” and “Cultural interest” and “Architectural interest” and
“Curiosity”; “Interaction” and “Club recognition” and “Cultural interest” and
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Table 3 Spearman correlation: if so, what are the reasons for your visit? Porto FC Stadium

N = 171 Recognized
the club

Football
lover

Cultural
interest

Architectural
interest

Curiosity

Holidays/leisure Correlation
Coef.

0.051 −0.022 −0.016 −0.030 −0.002

Proof value 0.504 0.772 0.839 0.696 0.975

Visit to family
and friends

Correlation
Coef.

0.127 −0.034 −0.024 0.118 0.130

Proof value 0.097 0.663 0.758 0.124 0.091

Sports tourism Correlation
Coef.

−0.028 0.275(**) −0.012 0.014 −0.136

Proof value 0.715 0.000 0.880 0.857 0.076

Cultural touring Correlation
Coef.

−0.075 −0.079 0.169(*) 0.103 0.010

Proof value 0.333 0.303 0.027 0.180 0.893

Business
tourism

Correlation
Coef.

0.013 −0.017 0.021 0.064 0.126

Proof value 0.865 0.821 0.787 0.403 0.102

City and short
breaks

Correlation
Coef.

−0.026 −0.051 0.054 0.045 −0.086

Proof value 0.740 0.505 0.484 0.560 0.261

Health and
wellness

Correlation
Coef.

0.008 0.007 0.171(*) 0.305(**) 0.117

Proof value 0.916 0.931 0.025 0.000 0.128

Wine and
gastronomy
tourism

Correlation
Coef.

−0.069 0.094 −0.092 −0.056 −0.077

Proof value 0.368 0.222 0.229 0.464 0.316

Another Correlation
Coef.

−0.099 −0.115 0.182(*) 0.006 0.098

Proof value 0.197 0.133 0.017 0.943 0.203

*p < 0.05; **p < 0.01
Source Own elaboration based on SPSS outputs

“Architectural interest” and “Curiosity”; “Feeling/EmotionFelt” and “Club recog-
nition” and “Football lover” and “Architectural interest” and “Curiosity”; “Enter-
tainment/By Spectacle” and “Cultural interest”; “Architectural interest” and
“Curiosity”, which means that those who indicate the reason for watching a foot-
ball match at Dragão Stadium also indicates the reason for the visit to the FC
Porto Stadium.

There are statistically significant positive relationships between (Table 8):

• “Club Recognition” and “Football lover” and “Historical interest”; “Football
Lover” and “Football lover”; “Curiosity” and “Prizes awarded”; “Interaction” and
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Table 5 Descriptive statistics and tests t: Dragão Stadium

Question N % Yes Std. deviation (%) T P

Have you ever watched a
game football stadium at
Dragão Stadium?

No 229 7.0 25.5 −21.270 0.000**

Yes 171 78.4 41.3

Club recognition No 16 37.5 50.0 −1.055 0.293

Yes 134 51.5 50.2

Football lover No 16 50.0 51.6 −2.172 0.031*

Yes 134 75.4 43.2

Curiosity No 16 25.0 44.7 1.572 0.118

Yes 134 11.2 31.6

Interaction No 16 25.0 44.7 1.341 0.182

Yes 134 12.7 33.4

Feeling/emotion felt No 16 12.5 34.2 −1.672 0.097

Yes 134 32.8 47.1

Entertainment/For the
Spectacle

No 16 37.5 50.0 0.823 0.412

Yes 134 27.6 44.9

*p < 0.05; **p < 0.01
Source Own elaboration based on SPSS outputs

Table 6 Descriptive statistics and tests t: FC Porto Museum

Question 15 N % Yes Std. deviation (%) T P

Have you ever
watched a game
football stadium at
Dragão Stadium?

No 308 24.4 43.0 −11.425 0.000**

Yes 92 81.5 39.0

Club recognition No 75 36.0 48.3 −3.548 0.001**

Yes 75 64.0 48.3

Football lover No 75 68.0 47.0 −1.281 0.202

Yes 75 77.3 42.1

Curiosity No 75 12.0 32.7 −0.244 0.808

Yes 75 13.3 34.2

Interaction No 75 13.3 34.2 −0.234 0.815

Yes 75 14.7 35.6

Feeling/Emotion
felt

No 75 24.0 43.0 −1.778 0.078

Yes 75 37.3 48.7

Entertainment/For
the Spectacle

No 75 28.0 45.2 −0.179 0.858

Yes 75 29.3 45.8

*p < 0.05; **p < 0.01
Source Own elaboration based on SPSS outputs
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Table 7 Spearman correlation: If so,what are the reasons for your visit?: FCPorto Stadium (Dragão
Stadium)

Recognized
the club

Football
lover

Cultural
interest

Architectural
interest

Curiosity

Have you ever
watched to game
on the Dragão?

Correlation
Coef.

0.100 0.226(**) −0.041 0.014 −0.236(**)

Proof value 0.192 0.003 0.597 0.851 0.002

Recognition of
the club

Correlation
Coef.

0.552(**) −0.111 0.051 0.127 0.113

Proof value 0.000 0.201 0.557 0.143 0.193

Football lover Correlation
Coef.

−0.087 0.667(**) −0.025 0.157 0.045

Proof value 0.320 0.000 0.775 0.070 0.606

Curiosity Correlation
Coef.

0.071 0.072 0.391(**) 0.307(**) 0.516(**)

Proof value 0.415 0.411 0.000 0.000 0.000

Interaction Correlation
Coef.

0.202(*) 0.091 0.190(*) 0.275(**) 0.344(**)

Proof value 0.019 0.293 0.028 0.001 0.000

Feeling/Emotion Correlation
Coef.

0.222(**) 0.175(*) 0.104 0.282(**) 0.331(**)

Proof value 0.010 0.044 0.234 0.001 0.000

Entertainment/For
the Spectacle

Correlation
Coef.

0.150 −0.040 0.254(**) 0.390(**) 0.303(**)

Proof value 0.083 0.644 0.003 0.000 0.000

*p < 0.05; **p < 0.01
Source Own elaboration based on SPSS outputs

“Recognition of the Museum by OMT” and “Prizes awarded”; “Feeling/Emotion
Felt” and “Football lover” and “Cultural interest” and “Trophies and titles won”
and “Prizes awarded”; “Entertainment/By Spectacle” and “Curiosity” and “Tro-
phies and titles won” and “Prizes awarded”, which means that those who indicate
the reason for watching a football match at Dragão Stadium also indicates the
reason for the visit to the FC Porto Museum.

5 Conclusions

The present research had as general objective to analyse the role of football, in
particular, the Porto Football Club, in Oporto as a tourism destination. Regarding
the decision-making process of the place of destination, Latiesa, and Paniza (2006)
state that it is essential for sports tourists to consider the motivational intensity in
choosing the destination, as well as its positioning at national and international level,
not forgetting the sports offer of the destination itself. It is verified that there are
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no studies relating to the sports club FC Porto and in particular, with regard to this
investigation hypothesis (H1), as well as no researches were found applied to the
destination Porto and its football club FC Porto. Only studies were found that relate
other destinations to their football clubs such as Barcelona, Manchester, and Madrid
(Magalhães et al., 2017). There is also a notorious shortage of studies that relate
the motivation of travel to a tourist destination and the visit to the equipment of the
respective sports club, reasons why this original hypothesis is considered. It is also
considered that it will be crucial to extend and deepen the study of the influence of the
motivation of the trip on the visit to the respective sports equipment measured in H2
hypothesis. From the results obtained, it is important to value for further analysis, the
relationship between the motivation “Sports Tourism” and the historical interest and
trophies and titles won by the club, as well as the relationship between the motivation
“Cultural Touring” and the visit to theMuseum of FC Porto for its recognition by the
World Tourism Organization, going against the studies of Carvalho and Lourenço
(2009) and Pigeassou (2004).

In the studies of Carvalho and Lourenço (2009), Magalhães (2012), Pigeassou
(2004), Robinson and Gammon (2004) and Semedo (2015), sporting events can
associate a character, not only concerning sports, but also cultural and social, in
that it promotes the visit to attractions related to sport, and can raise the sports base
to cultural perspectives, regarding other existing equipment. There are no studies
concerning Porto Football Club, which relate, in particular, the assistance to the foot-
ball game atDragão Stadium, bothwith its visitors and to theMuseum of FC Porto. It
was considered, therefore, determinant to extend and deepen the study that relates the
attendance to a football game at Dragão Stadium, with the visit to the Stadium and
the Museum of FC Porto. From the results obtained it was possible to highlight the
motivations “Football Lover”, “Recognition of the club” and “Feeling/Emotion felt”
for the visit to theDragão Stadium. Regarding the Visit to theMuseum for those who
attended a football game, the relationship between “Curiosity” and “Prizes awarded;
“Interaction” and “Recognition of the Museum by UNWTO”; “Cultural interest”
and Trophies and titles won” and “Prizes awarded”.

The world’s notoriety of Porto Football Club demonstrates its importance in the
development and projection that the city of Oporto has had in recent years, due not
only to the titles, but also to the development of the club’s infrastructure heritage, the
construction of the Dragão Stadium and the Museum (distinguished by UNWTO),
and the affirmation for quality, of the FC Porto brand on a global scale, in which
players, club coaches, and managers continue to be recognized by the most relevant
institutions in the sporting world. Regional and local DMOs must promote partner-
ships and collaborative projects to identify opportunities and redefine supply, thus
considering other areas of the city that are not currently visited but can take on great
potential. The benefits of this initiative would be the growth of the city as a tourism
destination and the reduction of the pressure of tourist demand around the historic
centre of Porto. It is precisely in this challenge that sports tourism can be valued and
can also contribute to this tourism growth, visioning the international destination
competitiveness.
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Case Study Protocol for the Analysis
of Sustainable Business Models

Joaquin Sanchez-Planelles and Marival Segarra-Oña

1 Introduction

During the last years, a growing number of companies around the world have imple-
mented different environmental practices due to the consumers behaviour’s changes,
stakeholders’ pressures and ESG requirements. Companies adopt those practices on
different areas and levels of their companies: into their strategy, business model and
processes (Eccles et al., 2014; Segarra-Oña et al., 2016). Furthermore, the progressive
rate of adoptions of these practices amongst existing companies and the generation of
new sustainable business models has lead academics to focus their efforts on finding
out which practices can lead to a performance improvement for companies (Ioannou
& Serafeim, 2019).

The increasing concern about sustainable development has motivated the creation
of a large body of research called corporate sustainability that only during 2019
lead to the publication of 3.338 research papers (from Web of Science records).
Although those publications have the corporate sustainability topic in common, they
are focused on several different units of analysis. For this reason, and heading the
same way as research in management, we have considered necessary to review this
type of literature in order to identify which are the best practices or combination of
practices that work as causalmechanisms to generate improvement for the companies
that implement them. Therefore, we are working on a project with the aim to create a
Theory of Sustainability according to the theory building process proposed byCarlile
and Christensen (2005) (see Table 1).

According to these authors, the development of a theory about sustainability needs
to carry out a careful review of the phenomena through the literature review, but also
examining outcomes extracted from corporations via a case study procedure.
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Table 1 Phases of the process of building a descriptive theory

Descriptive theory

Phase 1 Phase 2 Phase 3

Observation and description of
the phenomena (creation of
‘constructs’)

Attributes categorisation of the
phenomena

Statements of correlation
between categories

Adapted from Carlile and Christensen (2005)

Table 2 Steps of the research process that frames the elaboration of this case study protocol

Research process

Step 1 Phase 2 Phase 3 Phase 4 Phase 5 Phase 6

Observation
based on
literature
review

Construction
of concepts
about
knowledge
bodies about
corporate
sustainability

Draft of the
sustainable
theory based
on the
concepts
identified that
will be in a
descriptive
stage

Creation of a
case study
protocol for
retrieving data
from
companies
about the
integration of
sustainability
in the
organisation

Identification
of associations
between
concepts
through the
application of
the case study
protocol in
sustainable
companies and
literature
review

Transition
from a
transition
stage to
normative
stage of the
sustainable
theory

Several authors (Yin, 1993; Johnson et al., 1999; Hillebrand et al., 2001; Myers,
2013) state that case study research is an appropriate methodology to identify the
existence or absence of phenomenon under specific conditions, especially formatters
related with social sciences (Table 2).

Hence, the aim of this chapter is to provide academics with a case study protocol
embedded into the case study research about the Theory of Sustainability which
will allow them to gather data about the implementation of sustainability among
corporations and its outcomes.

According to Johnson et al. (1999), case research studies are suitable for testing
theory in social sciences whether replace statistical correlations with logical argu-
mentation. So the logical argumentation plays an essential role for supporting causal
relationships for the application of the theoretical generalisation in order to expect
outcomes on those cases or companies with similar structure.
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1.1 Building a Sustainability Theory

The sustainability theory has the aim to prove the following hypothesis:
The companies that develop specific sustainable practices, which target certain

areas of the business, can get better results in terms of turnover, profitability and/or
performance.

The observation process through a careful review of the literature has led to
the identification of four bodies of knowledge about the type of research about on
corporate sustainability and its implications in corporations that have been named in
the following concepts (Sanchez-Planelles, et al. 2021) (Table 3).

This concepts’ clarification is a useful framework for developing a case study
protocol as they allow researchers to envisage the companies from a broad point of
view (holistic sustainability) to an operational level detail (sustainable operations).
In addition, taking into account those concepts during the case study process makes
it easier to keep a flow of questions in order to get all the relevant data from the inter-
viewee. Therefore, with the aim ofmoving forwardwith the Theory of Sustainability,
and once the observation process is finished (it has been deployed through a literature
review), the next stage of the theory building process will consist in the identification
of correlations between concepts and outcomes (Carlile &Christensen, 2005), which
will eventually lead to the conclusion of the stage of building a descriptive theory.

The process of correlations’ identification will be developed based on a combi-
nation of the literature review of papers about sustainable-oriented innovation and

Table 3 Definition of the concepts of the sustainability theory

Concept Description

Holistic Sustainability
Porter and Kramer (2011), Nidumolu et al.
(2009), Ioannou and Serafeim (2019)

Policies with a long-term vision and a broad
perspective that encompasses sustainable
actions for reshaping the interaction of the
company with its stakeholders

Sustainable Business Models
Lüdeke-Freund (2010), Schaltegger et al.
(2016), Bocken et al. (2014)

Business model that creates competitive
advantage through superior customer value
and contributes to a sustainable development
of the company and society

Sustainable Methodologies
Joyce and Paquin (2016), França et al. (2016),
Bocken et al. (2013), Rodríguez-Vilá and
Bharadwaj (2017)

Methodologies and tools designed for
managers to improve the company’s
performance and sustainability

Sustainable Operations
Segarra-Oña (2012), Cheng et al. (2014)

Activities and business processes that reduce
the environmental impact that only involve
specific areas of the organisation (i.e. product
development, waste management,
eco-innovation, etc.)

Source Own elaboration based on the academic literature
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business case studies. The end of that stage will allow us to advance to the prescrip-
tive phase, which will be specifically focused on analysing the causal mechanism
inductor of the result.

The hypothesis states that there are groups of environmental practices that can
be gathered according to their characteristics and the proper combination of them at
different levels of the organisations can lead to better results. On one hand, the unit of
analysis of this research extends to those private organisations that have implemented
sustainable practices in a successful way, so they are regarded as environmentally
friendly companies by prestigious independent organisations. On the other hand, this
protocol has been designed for developing a multiple case study.

2 Methodology

This case study protocol has been designed according to the guidelines stated by Yin
(2003), and it has been deployed a literature review of other case study protocols
throughout the selection of the next keywords and data strings: protocol case research,
case study research and sustainability in Web of Science or Scopus.

In addition, a deep comprehension of the integration of sustainability among the
business model needs researchers to know what the company offers to the market
and how the activities and strategy are executed for offering value to its customers
(Esty & Winston, 2006). Therefore, another literature review has been deployed
for retrieving those frameworks used in the field of management that can help to
know how sustainable practices create value through the value chain. The keywords
selected for this research were business framework, canvas, value chain and analysis
tool.

Then, the techniques incorporated in this protocol had to match the following
criteria:

• Should be widely used in the management field for facilitating its used by
researchers with different backgrounds and experience.

• These techniques should offer enough broadness to reflect the sustainable
practices carried out by the companies that were selected for the study.

There is a discussion between defenders of that just one case is enough to achieve
a theoretical generalisation through a logical argumentation (Yin, 2013) between
those that state that replications will increase the reliability of the research and its
results (Hillebrand et al., 2001). For this theory building process, we have assumed to
replicate this process through this case study protocol in several firms of the following
types of businesses in order to cases be considered structurally similar valid:

• B2B business.
• B2C business.
• Product sellers.
• Services sellers.
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2.1 Case Study Protocol

Yin (1993) defends the use of a case study protocol for establishing the criteria of the
data collection. The protocol designed for this purpose combines two main sources
of data: interviews with a variety of informants and the use of documentation.

Interviews play an essential role for the case study protocol because they are the
main source of qualitative data in the field (Walsham, 2006). Interviews will be semi-
structured, open-endedquestionnaires anddocumentationswill need to be scrutinised
in order to avoid a desired image projected by the company. The combinations of
these techniques will allow the triangulation that confers reliability to the study.

However, before kicking off each interview, researchers will need to retrieve
information about the company and also about its market niche or sector. Following
Porter’s (1985) guidelines, in order to analyse a company researchers need to analyse
the sector where the company competes and the competitive positioning of the
company.

The following sections show the process of design of this case study protocol,
which includes the interview’s content and also the frameworks that will help
researchers to gather information and structure the amount of data obtained during
the fieldwork. Once the fieldwork is finished, data retrieved from the study cases will
be analysed individually and a cross-case analysis will be conducted to highlight
differences and similarities between cases through the triangulation methodology
(Steckler et al., 1992; Patton, 1990).

2.2 Case Study Protocol Design

According to Yin (2003), a case study protocol should include an overview of the
project that frames the protocol, field procedures, case study questions and a guide
for the case study report. Once the company has been assigned, the researcher needs
to look for information and data about the company. Drawing the business model
canvas (Osterwalder & Pigneur, 2010) and Porter’s value chain (Porter, 1985) will be
useful tools for helping the researcher to learn what kind of business the company is
and its market, which will also help to address better questions during the interview.
Then, Porter’s theory of Shared Value (2011) will show how the company creates
value through its sustainable practices. In Table 4, there is a summarywith the needed
information.

2.3 Interview’s Content

Case study questions have been designed as open-ended questions through a semi-
structured interview.
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Table 4 Information of the company that needs to be retrieved by the researcher before the interview

Business model Value chain

How the companies do business and what its
value proposition is

Analysis of the degree of integration of
sustainability in each activity of the company
and the interrelation between activities

Revenue model Cost structure Primary activities Support activities

Target customers of
the company, how it
establishes
relationships with
them and its revenue
streams

Main resources and
activities needed to
offer the value
proposition to
customers and their
costs

Sustainable practices
implemented in the
logistics, production
and how they are
exposed through
marketing and sales
department

Degree of awareness
about environment by
the executives and rest
of the staff. Research
programmes that
promote sustainability
and purchasing based
on sustainable premisesShared Value

Level of alignment between the way the
company offers products / services and its
relationship between the stakeholders

Internal External

Products and services
offered to customers
and practices focused
on an efficient use of
resources

Channels for
delivering products
and services to
customers and the
relationship of the
company with
regional businesses,
clusters, regulatory
environment and
institutions

Adapted from Osterwalder and Pigneur (2010), Porter (1985) and Porter and Kramer (2011)

The content of the interview designed via this case study protocol has been
designed after the analysis of sustainable methodologies showed in the next sections
and concepts from the Theory of Sustainability presented above.

Nowadays, sustainability is a transversal idea that influences all the levels of organ-
isations (Porter & Kramer, 2014; Ioannou & Serafeim, 2019), therefore researchers
deploying a case study about sustainability need to understand all the interactions of
the company between stakeholders, its strategic and organisational structure and the
relationship between its employees.

For this reason, and according to the concepts about the Theory of Sustainability,
the content of the interview of this protocol asks questions in order to get information
in a holistic way about the presence of sustainability among the activities developed
by the company.

The structure of the interview has two kind of ways to retrieve information:

• A set of questions that include the source of that information and some tips for
helping researchers to obtain the data.
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• Sustainable methodologies which are frameworks that can extract data from the
company filling the required fields by the researcher.

The set of questions (see theAnnex) have come out as outcomes from the concepts
presented above. There are questions designed for understanding how the company
deals with sustainable policies from a holistic point of view (stakeholders relation-
ships, strategic plan or decision-making process). Another group of questions aims
to figure out the type and the main points of the sustainable business model (if the
company can be considered as a sustainable business model as a whole or if only
certain departments of it are sustainable). Additionally, other bunch of questions
uncovers the level of environmental awareness of the business processes. Lastly,
there are questions that seek to know if managers and employees have used any
methodology for implementing sustainable practices.

Furthermore, the sustainable methodologies that need to be used for completing
this protocol are based on frameworks that should be filled by the researcher with
the late interviewee’s validation.

2.3.1 Holistic Sustainability

The first part of the interview seeks to understand the strategy and the purpose of the
interviewee’s company. It is necessary to know what motivated board members to
adopt sustainable practices and if the company can be considered as a purpose-driven
company. Then, once the strategy and purpose have been defined, the researcher
needs to know how executives include environmental criteria on their daily decision-
making process in order to know if the mission, vision and objectives are coherent
with the strategy execution. Should there be a gap between the company’s statement
and its execution, this needs to be pointed out in the protocol.

Other reasons that determine the adoption of sustainable practices by companies
have to do with the market they compete in. So, this protocol also takes in account
aspects from the Stakeholders’ Theory (Freeman, 1984) and the level of convergence
of sustainable practices of market competitors (Ioannou & Serafeim, 2019) with the
aim of identifying if the basis of the competition of the market are being modified
because of the development of sustainable practices.

2.3.2 Sustainable Business Model

Companies can turn their business into a sustainable business model or even create
sustainable business models within the company as a new business line (Schaltegger
et al., 2016). The questions of this are focused to examine if the company under study
can be considered as a truly sustainable business model or if some of its areas are
developing sustainable practices, even they if they operate as silos.

Sustainable business models can be classified according to the following list
(Technical Secretary of the Eco-innovation Laboratory, 2016):
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• Circular economy.
• Sustainable production.
• Servitisation.
• Sustainable consumption.

The strategy deployed by the companywill determine the definition of the business
model and the resource allocation process (Bower, 1986). Hence, the strategy and
business model of the company will determine which products can be launched to
the market and what kind of market niches satisfy (Christensen & Johnson, 2009).
During this step of the protocol, the researcher has to understand how the company
is able to offer a superior value to customers by improving the society (Schaltegger
et al., 2016). So, if the channels developed for delivering products and services to
the customers have sustainable attributes, these need to be examined. In addition, the
process in which sustainable practices and values are communicated to employees,
customers and stakeholders needs to be recorded.

Finally, in order to know how the company deals with its supply chain and
providers, questions about the green certificates or other measures related to the
company’s partners and providers will be required.

2.3.3 Sustainable Operations

The concept of sustainable operations refers to those activities with a specific scope
that are not transversal to several departments. Usually, these are activities that
reduce the environmental impact caused by logistics, production and supply chain
management.

In the field of management, there are methodologies that are used for the iden-
tification of the activities that take part in the business model. One of the most
used frameworks for analysing companies for the last years has been the busi-
ness model canvas (Osterwalder & Pigneur, 2010). Nonetheless, Joyce and Paquin
(2016) adapted the business model canvas adding two more layers with the aim to
explore sustainable-oriented innovation activities among the business model. The
first layer explores the environmental life cycle, and the second layer shows the
social stakeholder relationships of the organisation (Chairul, 2019).

Another framework widely used on the field of management is the value chain
designed by Porter (1985). The theory of shared value has become a well-known
strategy (2013) associatedwith corporate sustainability and sustainable development.
Porter’s value chain can be a useful methodology in order to identify how companies
can create value through sustainability. Therefore, identifying in the value chain the
activities with a sustainable component and their relationship between others can
show us the sources of sustainable value generation. Therefore, the analysis of these
frameworks has led to the generation of questions about the activities, processes and
operations carried out by sustainable companies.
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Moreover, sustainable operations also refer to the activities that reduce the
environmental impact of the supply chain management and the development of
eco-innovative products.

2.3.4 Sustainable Methodologies

Another body of knowledge identified during the study has been the generation,
test and improvement of methodologies to help managers to adopt sustainable prac-
tices or turn traditional business models into sustainable business models (Sanchez-
Planelles & Segarra-Oña, 2019a, 2019b). This concept includes methodologies
widely accepted like the life cycle assessment (Guinee, 2002) and methodologies
or frameworks like the previously exposed ‘Triple-Layered Canvas’ exposed above
(Joyce and Paquin, 2016). In addition, it is necessary to know if the company has
implemented any green certificate (e.g. ISO 14001, EMAS or ecologic labels).

2.3.5 Corporate Sustainability Stages

Environmental practices carried out by companies have evolved during last years and
can be grouped according to their similarities (Segarra-Oña et al., 2012). The sustain-
able strategies’ evolution is represented in Table 5. During last decades, compa-
nies have dealt with environmental protection in different ways. Some decades ago,
public administration established environmental requirements that companies had
to accomplish, and currently, there are companies launching sustainable business
models or even creating new business platforms. So, the evolution of the corporate
sustainability can be classified in four stages according to the environmental policies
deployed by companies (Nidumolu et al., 2009; Sanchez-Planelles & Segarra-Oña,
2019a, 2019b):

This classification might be used as a roadmap to suggest the following steps that
should be adopted by managers of the company studied. Existing companies can
also launch new business units based on the sustainable business models principles
or even transform its business into a sustainable business model.

Table 5 Evolution of corporate sustainability

Evolution of corporate sustainability

Stage 1 Stage 2 Stage 3 Stage 4 Stage 5

Taking advantage
of compliance
opportunities

Developing a
sustainable value
chain

Implementing
eco-innovative
practices

Generating
sustainable
business models

Creation of new
business
platforms

Adapted from Nidumolu (2009), Sánchez-Planelles and Segarra-Oña (2019)
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Fig. 1 An overview of the five stages of the process of a qualitative content analysis (Bengtsson,
2016)

3 Data Analysis and Results

The data obtained from interviews needs to be examined using the content analysis
technique for drawing realistic conclusions.

Krippendorff (2004) defined content analysis as ‘a research technique for making
replicable and valid inferences from texts (or othermeaningfulmatter) to the contexts
of their use’ (p. 18). Downe-Wambolt (1992) underlines that content analysis is more
than a counting process, as the goal is to link the results to their context or to the
environment in which they were produced: ‘Content analysis is a research method
that provides a systematic and objective means to make valid inferences from verbal,
visual, or written data in order to describe and quantify specific phenomena’ (p. 314).

Then, methodology moves forward through the following steps (Fig. 1):

• Decontextualisation: The data from the interviews needs to be broken down in
‘meaning units’. A meaning unit is the smallest unit that contains some of the
insights required to perform the research. Each identified meaning unit is labelled
with a code, which should be understood in relation to the context.

• Recontextualisation: After the meaning units have been identified, it will be
checked if all the aspects of the content have been covered in relation to the
aim.

• Categorisation: Extended units will be condensed. Then, themes and categories
will be identified. Categories must be rooted in the data from which they arise.

• Compilation: During this phase, the essence of the studied phenomenon will be
found. The results will be presented as a summary of themes, categories/sub-
themes and sub-categories/sub-headings.

At the end of those phases, the new findings will need to be checked in order to
know how they correspond to the literature and identify if there is any issue.

4 Empirical Application of the Case Study Protocol
in a Grocery Retailing Company

The first test of this Case Study Protocol for the development of the sustainability
theory has been deployed in a Spanish grocery retailing company based in Valencia
(Spain) called Consum.1

1https://www.consum.es/.

https://www.consum.es/
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Consum is a firm organised as a cooperative. It was founded in 1975, and it has
been growing steadily reaching 755 supermarkets (447 owned by Consum and 283
franchised). Its turnover was 2.9356 millions of euros and employed 16.031 people
in 2019. During the research process, all the sustainability memories published by
the company were analysed (from 2007 to 2018), it was retrieved information from
the website and also from press notes that have been released in national and regional
mass media. The interview was performed with a member of the Corporate Social
Responsibility member on 27th, March and took 51 min.

The following table shows the information about the sustainable practices devel-
oped by Consum according to the data structure proposed by this case study protocol
(Table 6).

4.1 Recommendations

According to the corporate sustainability classification, the ESG department of
Consum needs to set objectives that seek to fully develop sustainable practices that
lead the company to move from the stage of sustainable value chain to the stage of
sustainable business model based on the sustainable production archetype. So, it will
need to develop the following sustainable practices:

• Increase of the number of ecologic products offered in the supermarkets.
• Application of the life cycle assessment of the suppliers’ products. After a

careful analysis, implementation of practices that allow an environmental impact
reduction (e.g. lightening the packaging, energy efficiency processes during the
production, etc.).

• Establishment of purchasing policies that givesweight to the sustainable attributes
of potential suppliers.

• Continuous implementation of energy efficiency practices in the supermarkets,
logistics centres and offices.

• Trainings to employees to increase their environmental awareness.
• Marketing campaigns for positioning the company as a first mover implementing

sustainable practices among the retail sector.

5 Conclusions, Limitations of the Study and Future
Research

This protocol seeks to retrieve sufficient information to allow researchers to under-
stand how companies can create value through sustainability. The protocol is
composed by three phases:
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• Data extraction of the company from public sources that allow the researcher to
understand the business model and value chain and also get some information
about the sustainable practices.

• Interview with the company’s employees with a set of questions classified
depending on the unit of analysis of each one and the type of outcomes expected
to obtain.

• Use of the content analysis methodology and data triangulation between the cases
studied.

In addition, the use of this protocol seeks to standardise the research process for
analysing how companies implement environmental practices and compare them
with other companies (from the same sector or from other sectors). This protocol has
a wide scope in order to understand the sustainable positioning of the company in its
market and how the market values the sustainable attribute. So, the main limitation
is the difficulty to get details of specific business units. This might lead to miss some
information, especially from the operative level with the aim of learning about the
integration of sustainability practices from a strategic point of view.

Additionally, a proper use of this protocol will need from researchers to have
basic knowledge about managerial and strategic concepts like business model
canvas (Osterwalder & Pigneur, 2010), value chain (Porter, 1985) or the Theory
of Stakeholders (Freeman, 1984).

Acknowledgements We acknowledge Mr. Elías Amor Montiel from the ESG Department of
Consum for his help and collaboration in the interview and providing us with data.

Appendix

Questions about Holistic Sustainability
Checking the company’s sustainable policies against these questions will allow

to identify how board members deal with the subject matter and know what kind of
strategies is executing the company.

Question 1: What motivated the company to become sustainable? What is the
company’s purpose?

Source of data:

• CEO (Chief Executive Officer)
• CSO (Chief Strategy Officer)
• CSO (Chief Sustainability Officer)

Sample strategies:

• Mission, vision and values statements from website.
• Media press.
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Question 2: How is the market dealing with sustainability? Is this company a
leader, follower or laggard on the implementation of sustainable practices?

Source of data:

• Product manager
• Product manager assistant
• Sales manager
• Catalogue
• Products portfolio

Sample strategies:

• List the direct competitors of the company.
• Identify which attributes about sustainability their products have.
• Identify which attributes about sustainability those companies have.
• Gather data about when sustainable practices were announced by direct competi-

tors in order to determine which one is the leader, follower and laggard.

Question 3: Analysis of the influence of sustainability in the decision-making
process. Are environmental criteria taken into account during the decision-
making process? List the environmental criteria used for the decision-making
process. Is the company’s statement about sustainability aligned with the
decision-making process?

Source of data:

• CEO (Chief Executive Officer)
• CSO (Chief Strategy Officer)
• CSO (Chief Sustainability Officer)

Sample strategies:

• Identify the decision-making process established by the board members of the
company.

• Estimate how much environmental concerns are taken into consideration during
the decision-making process.

• Create a framework or diagram of the decision-making process.

Question 4: What is the process for detecting market needs focused on
sustainable attributes?

Source of data:

• CMO (Chief Marketing Officer)
• Sales Manager
• CSO (Chief Sustainability Officer)

Sample strategies:
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• Identify if there is a department focused on detecting market trends.
• Gather data about providers that offer services related to markets analysis,

consumer studies, etc.

Question 5: Analysis of the relationship with stakeholders and the influence of
sustainability in the relationship between company and stakeholders.

Source of data:

• CEO (Chief Executive Officer)
• CSO (Chief Strategy Officer)
• CSO (Chief Sustainability Officer)

Sample strategies:

• Determine what kind of relationships has the company with:

• Capital market
• Suppliers
• Networks and associations
• Policymakers
• Research
• Mass media
• Business partners
• Local stakeholders
• Civil society and NGO’s
• Employers
• Customers

Question 6: Identify if the company’s board members establish environmental
goals for the short, medium and long term.

Source of data:

• CEO (Chief Executive Officer)
• CSO (Chief Strategy Officer)
• CSO (Chief Sustainability Officer)

Sample strategies:

• UN Sustainable Development Goals
• Materiality matrix

Questions about Sustainable Business Models:

Checking the company’s businessmodel against these questionswill allow to identify
how the company creates superior value to customers improving the society and
reducing the environmental impact.
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Question 7: Identify which activities generate value through sustainability and
determine flows of value through activities.

Source of data:

• CEO (Chief Executive Officer)
• CSO (Chief Strategy Officer)
• CSO (Chief Sustainability Officer)

Sample strategies:

• Draw the Porter’s value chain and complete each activity
• Draw the value flows between activities from the value chain.

Question 8: Classify the sustainable business model developed by the
company: circular economy, sustainable production, servitisation and sustain-
able consumption.

Source of data:

• CEO (Chief Executive Officer)
• CSO (Chief Strategy Officer)
• CSO (Chief Sustainability Officer)

Sample strategies:

• Draw the flows of inputs and outputs that take part in the business.
• Create an organisational chart of the company that shows the different business

lines and possible sustainable business models within the company (e.g. circular
economy procedures to revalorise waste).

• Whom does the business model supervise?
• What customer segment does the business model target? Is it targeting external

or internal customers?

Question 9: Are eco-friendly products and/or services addressed to a specific
market niche or are they launched to broad customer segments?

Source of data:

• Sales manager
• Product manager

Sample strategies:

• Reports about the market sector.
• News or press notes published in mass media.
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Question 10: How does the company informs or communicates the sustainable
practices to customers, users and other groups of interest?

Source of data:

• Chief of Staff
• CSO (Chief Sustainability Officer)

Sample strategies:

• Identify the channels used to deliver information: videos, seminars, conferences,
online courses, short sessions, etc.

Question 11: Does the company consider the degree of sustainability of its
providers or partners? If does, what are those criteria?

Source of data:

• Purchasing manager
• CSO (Chief Sustainability Officer)

Sample strategies:

• Identify the most key partners and providers of the company.
• Examine what criteria o requirements need to be matched in order to work with

the company. For instance: ISO 14001, EMAS, green certificates, eco certificates,
etc.

Questions about Sustainable Operations.

Checking the company’s operations against these questions will allow to identify
how business processes from the operational level might reduce the environmental
impact.

Question 12: List the products and/or services which incorporate eco-innovative
attributes.

Source of data:

• Product manager
• Product manager assistant
• Catalogue
• Products portfolio

Sample strategies:

• Draw a chart with the products and services managed by business line.
• Retrieve information about eco-innovative technologies and practices developed

for the last three years.
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• Check the eco-innovative practices that have been integrated in the company’s
products or services.

Question 13: What decision-making process or criteria is considered by the
company to invest resources in the development and release of eco-innovative
products / services?

Source of data:

• R&D manager
• Product manager
• Product manager assistant
• Catalogue
• Products portfolio

Sample strategies:

• Retrieve information about eco-innovative technologies and practices developed
for the last three years and identify characteristics which are similar between each
other.

• Identification of the customers’ needs that try to solve the eco-innovative products
/ services.

Question 14: Identify the business areas that create value through sustainable
activities.

Source of data:

• CEO (Chief Executive Officer)
• CSO (Chief Strategy Officer)
• CSO (Chief Sustainability Officer)

Sample strategies:

• Complete the business model canvas (Osterwalder & Pigneur, 2010).
• Complete the triple-layered business model canvas (Joyce & Paquin, 2016).

Question 15: Are the channels to deliver products and services to your customers
sustainable?

Source of data:

• CLO (Chief Logistics Officer)
• CSO (Chief Sustainability Officer)

Sample strategies:

• Identify the channels used to deliver products and services to customers: vehicle
fleet, logistics, shops, offices, stores, etc.
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• Identify which eco-innovations or sustainable practices have been implemented
in each channel. For instance, energy efficiency processes in cooling systems,
eco-innovative trucks, etc.

Question 16: Have the company implemented any measure to reduce the envi-
ronmental impact of its assets? For instance, energy efficiency measures in
offices and production plants, emissions-reduction devices, etc.

Source of data:

• Production Manager
• Chief of Maintenance
• CSO (Chief Sustainability Officer)

Sample strategies:

• Identify the strategic assets of the company. For instance, production centre,
factory, stores, shops, offices, vehicle fleets, fields, etc.

• Examine what environmental improvements have been implemented recently in
the facilities and assets. For instance, acquisitions of eco-innovative production
systems, installation of solar panels, implementation of sustainable architecture
principles in the company’s buildings, etc.

Questions about Sustainable Methodologies.

These questions will show if methodologies designed for implementing sustainable
practices among companies are widely used by managers and which of them are the
most commonly applied.

Question 17: Identify if the company has any green certificate (e.g. ISO 14,001,
EMAS, BREAM, Ecologic label, etc.) or if it is working to achieve one.

Source of data:

• CSO (Chief Sustainability Officer)
• CEO (Chief Executive Officer)

Sample strategies:

• Information retrieved from website.

Question 18: Examine if the company works with any international standard
to report its sustainable practices.

Source of data:

• CEO (Chief Executive Officer)
• CSO (Chief Strategy Officer)
• CSO (Chief Sustainability Officer)
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Sample strategies:
Some of the most common international standards for measuring the implemen-

tation of sustainable practices are:

• GRI (Global Reporting Initiative)
• Rainforest Alliance
• ISO 26000

Question 19: Did the company use any framework or methodology to implement
sustainable practices?

Source of data:

• CSO (Chief Sustainability Officer)

Sample strategies:
Some of the most common sustainable methodologies and frameworks are:

• Triple-Layered Canvas
• Framework for Strategic Sustainable Development
• RESTART
• Shareholder-value framework
• Value Mapping Tool

Questions about the Evolution of the Corporate Sustainability.

This question will classify the company in the stage of the corporate sustainability
evolution and will enlighten the potential practices that might be deployed in order
to move forward to a sustainable business model or a new business platform.

Question 20: According to the different stages of the corporate sustainability
evolution, in which stage does the company fit?

Source of data:

• Sustainability memories of the company.
• CSO (Chief Sustainability Officer)

Sample strategies:

• Classify the company according to the following corporate sustainability stages:

– Compliance
– Sustainable Value Chain
– Eco-innovative practices
– Sustainable Business Model
– New business platforms
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Examining the Relationship Between
Tourism Seasonality and Saturation
for the Greek Prefectures: A Combined
Operational and TALC-Theoretic
Approach

Thomas Krabokoukis, Dimitrios Tsiotas, and Serafeim Polyzos

1 Introduction

Tourism seasonality is a phenomenon referring to the uneven distribution of tourism
demand along the year timeframe, for a given destination (Butler, 2001; Batista e
Silva et al., 2019). This phenomenon has substantial differences between countries
and is rather complex, having both temporal and spatial dimensions (Romao& Saito,
2017; Batista e Silva et al., 2019; Tsiotas et al., 2020). Despite that seasonality affects
almost every destination, it appears more intense in countries with mass tourism,
such as in Mediterranean, where the summer aspects of the tourism product prevail
(Corluka et al., 2016). Seasonality sets all environmental aspects (natural, economic,
cultural, structured, and anthropogenic) under great pressure during peak months,
in which the tourism carrying capacity of destinations is violated (Martin et al.,
2019). This causes tourism companies to face high fixed costs to meet the functional
needs required in the peak season, thereby increasing the average company cost
and reducing its overall profitability (Corluka et al., 2016; Polyzos, 2019). Also, this
phenomenon considerably affects the labor configuration because it offers short-term
employment opportunities and therefore not high levels of specialization, education,
and training (Lee et al., 2008; Polyzos, 2019).

In literature, tourism seasonality is studied by various methodologies depending
on the geographical and socioeconomic framework of the destinations and on the
availability of temporal data (Ferrante et al., 2018; Martin et al., 2019). Temporal
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approaches usually focus on measurement methods of seasonality, while socioeco-
nomic and spatial approaches deal with issues such as over-tourism (Choe et al.,
2019), competitiveness (Liu et al., 2018; Gomez-Vega & Picazo-Tadeo, 2019),
tourism in neighboring areas (Romao et al., 2017), society, economy, and environ-
ment (Ferrante et al., 2018; Batista e Silva et al., 2019; Polyzos, 2019; Tsiotas et al.,
2020). On the one hand, the measurement of seasonality is usually implemented
by examining a particular variable (e.g., overnight stays), at a specific time-unit
(e.g., months), regardless of their temporal pattern (Porhallsdottir & Olafsson, 2017;
Ferrante et al., 2018). Some of the classic seasonalmeasures are the seasonality range
(Karamustafa & Ulama, 2010), seasonality ratio (Polyzos, 2019), and coefficient of
seasonal variation (Tsiotas et al., 2020) provide information on the range of seasonal
factors, over periods, within the year, or on their volatility at a given time-point (De
Cantis et al., 2011; Lo Magno et al., 2017). Some other more composite indicators
that are used are the Gini coefficient and the Theil index (Kulendran &Wong, 2005;
Duro, 2016; Fernandez-Morales et al., 2016; Porhallsdottir & Olafsson, 2017), the
Relative Seasonality Index—RSI (Lo Magno et al., 2017; Ferrante et al., 2018) and
synthetic index DP2 (Martin et al., 2019), which are considered as more effective
and elegant (e.g., they can be decomposed into components) but sometimes are also
more demanding to compute.

On the other hand, tourism seasonality is affected by a combination of natural
(e.g., sea, forests, climate, weather) (Butler, 2001), institutional (e.g., holiday period,
travel patterns, planned cultural events, national days) (Butler, 2001; Lee et al.,
2008; Pegg et al., 2012; Fang & Yin, 2015; Duro & Turrion-Prats, 2019), and other
sociocultural factors (Almeida & Kastenholz, 2019), such as fashion and traditions
(Hylleberg, 1992; Butler, 1994; Ruggieri, 2015; Fernandez-Morales et al., 2016),
religious, cultural, social and sports factors (Lee et al., 2008; Rossello & Sanso,
2017), the type of tourist product (Cuccia & Rizzo, 2011), the market structure
(Fernandez-Morales et al., 2016), the accessibility (Lundtorp et al., 1999), and the
configuration of local economies (Duro & Turrion-Prats, 2019). These factors fairly
create complex interactions between them (Lee et al., 2008; Charles et al., 2013).

In the extent to which tourism is related to regional development, seasonality
can induce economic and social imbalance to regional economies, depending on the
ability of destinations to manage the unevenly distributed tourism demand along the
year timeframe (Polyzos, 2019). Within this framework, tourism seasonality can be
seen as an aspect of the regional problem, which has become the subject of research
formany recent studies (Connell et al., 2015; Corluka et al., 2016; Cisneros-Martinez
et al., 2017; Batista e Silva et al., 2019; Martin et al., 2019). Moreover, seasonality
can further relate to tourism carrying capacity and saturation because according to
the intensity and concentration of tourism demand can induce consequent uneven
pressures in the natural, economic, cultural, and structured environment (Coccosis &
Mexa, 2004; Jurado et al., 2012). However, the relation between tourism seasonality
and tourism saturation has not yet been studied in a comprehensive context (Polyzos,
2019; Tsiotas et al., 2020) because it currently mainly focuses on the qualitative
assessment of this relation.
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Aiming to serve the demand of integration about the quantitative conceptual-
ization of seasonality, this paper aims to quantitatively detect relations between
tourism seasonality and saturation for the case of Greece. This is done by using
classification and linear regression techniques applied to a major set of tourism vari-
ables having regional configuration. In particular, the analysis compares variables
configured by seasonality measures (indices) and by tourism saturation coefficients
computed according to the Tourism Area Life Cycle (TALC) theory. TALC theory
interprets tourism saturation of destinations in terms of the intensity of their tourism
demand (Polyzos et al., 2013), and provides information useful to tourism policy
(Polyzos et al., 2013) because it models evolution of tourist destinations within the
context of product life cycle used in marketing (Butler, 2006; Candela & Figini,
2012). Generally, TALC theory describes that each tourism area passes through
certain stages as the number of visitors increases, which are the exploration, involve-
ment, development, consolidation, stagnation, and the decline (or rejuvenation) stage
(Polyzos et al., 2013). This approach allows determining the level of saturation of
tourist destinations and thus to detect cases capable of further touristic development
(Polyzos et al., 2013).

The study focuses on the case of Greece, which is a coastal country with a
complex geomorphology mixing mountainous, land, coastal, and insular areas, a
major tourism specialization, and a composite tourism product (Kalantzi et al., 2016),
which is diversely distributed along with the various tourism destinations of the
country (Tsiotas, 2017; Polyzos, 2019). In Greece, more than 55 km2 mountainous
areas, more than 16,000 km of coastline and more than 1350 islands, islets, and
rocky islands, of which over 230 are inhabited (Tsiotas, 2017). For the year 2019,
according to the Greek Tourism Confederation (SETE), the overall contribution of
the tourism sector on GDP reached 20.8%, with total foreign arrivals (without the
arrivals from cruises) at 31.3 million visitors and the 56% of these arrivals take place
in July–August–September (Tsiotas et al., 2020). The further purpose of the paper
is to contribute toward integrating the conceptual framework of tourism seasonality
by proposing a quantitative framework for incorporating the spatial and the temporal
aspect in the study of tourism seasonality. The common consideration of tourism
seasonality and saturation is expected to provide an aggregate approximation of the
spatiotemporal conceptualization of the phenomenon.

The remainder of this paper is organized as follows: Sect. 1 is a brief literature
review discussing measurement, temporal, and spatial assessment of tourism season-
ality. Section 2 describes the methodological framework of the study, the available
data, and the variables participating in the analysis. Section 3 presents the results
and discusses them within the context of regional science and tourism development.
Finally, in Sect. 4 conclusions are given.
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2 Methodology and Data

The methodological framework of the study builds on correlation analysis applied to
a pair of regional variables, the first expressing tourism seasonality and the second
expressing tourism saturation. The first variable of tourism seasonality (RSI) is
configured by computing the Relative Seasonality Index (S) proposed by Lo Magno
et al. (2017). This index is defined within the context of the transportation problem
by minimizing the cost of eliminating seasonality by transferring units from high- to
low-season periods (Lo Magno et al., 2017; Ferrante et al., 2018). The mathematical
expression of the RSI is described by the formula:

S(μ, C) =
∑

i∈A

∑
j∈B

ci j xi j/μ · max
i∈M

{∑
j∈M

ci j

}
(1)

where xi is the ith observation of a time-series x (expressing a tourism-variable), μ
is the average value of the available observations, C is the total cost for eliminating
seasonality, A is the set of high-season time periods, B is the set of low-season time
periods, and M is the set of all possible observed time-patterns.

The second variable of tourism saturation (RST ) is configured by computing the
coefficient of Tourism Area Life Cycle (TALC). In general, TALC theory concep-
tualizes a tourism destination as a market specialized to tourism and describes its
evolution as a sequence of stages (exploration, involvement, development, consoli-
dation, stagnation, and decline or rejuvenation) changing as the number of visitors
increase (Polyzos et al., 2013). By using a logistic curve to model the TALC process,
the magnitude of coefficient r(t) expresses the speed at which a tourism destina-
tion reaches saturation. The TALC coefficient of saturation (RST ) can be expressed
through by the formula (Polyzos et al., 2013):

RST (t) = (ln(N (t)) − ln(A))
/

t (2)

whereN(t) is the value of a time-variant variable expressing tourism demand (usually
it refers to the number of visitors) that is defined at time t and A is a fitting coefficient
depending on the starting conditions of the curve.

Both variables RSI = {Si | i = 1, …, 51} and RST = {r(t)i | i = 1, …, 51}
are computed on data referring to the monthly number of overnight stays (including
both foreign and domestic visitors) per Greek prefecture, for the period 1998–2018.
The available data were granted upon request by the Hellenic Statistical Authority
(ELSTAT, 2019) to be used under an exclusive license, for the purpose of this study.
Each variable has length 51, namely including scores corresponding to the 51 Greek
prefectures.

After configuring the available variables RSI and RST, a multi-level correlation
analysis is further applied. At the first level, the scatterplots RST * RSI (Norusis,
2011) of these variables are constructed, where the available 51 cases (prefectures)
are grouped into quadrants (LowSaturation-LowSeasonality, Low–High,High-Low,
and High- High) defined by the average lines per axis. The spatial distribution of the
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grouping is mapped. At the second level, bivariate parametric and non-parametric
coefficients of correlation are computed on the pair of (RST, RSI) variables. Para-
metric computations are made by using the Pearson’s bivariate coefficient of corre-
lation (Norusis, 2011; Devore & Berk, 2012; Walpole et al., 2012), which is defined
as:

rXY = cov(X, Y )√
var(X) · √

var(Y )
(3)

where cov(X, Y ) is the covariance of variables X, Y and
√
var(·) is the sample

standard deviations. Pearson’s coefficient of correlation ranges within the interval
[−1, 1] and detects linear relations when |rXY | → 1 (Devore & Berk, 2012). On
the other hand, non-parametric computations are made by using Kendall’s tau and
Spearman rho rank correlation coefficients (Norusis, 2011; Walpole et al., 2012).
Kendall’s tau correlation coefficient is computed on the number of concordant and
discordant pairs according to the expression (Norusis, 2011):

t = ((number of concordant pairs) − (number of discordant pairs))/

(
n
2

)
(4)

where n is the number of items included in the variable. The Spearman’s correla-
tion coefficient rs is computed on the standard formula of the Pearson’s correlation
coefficient where the rank-variable rnk(x) and rnk(y) with the rank of magnitude
of each element are used instead of the values of variables x, y. Both Kendall’s tau
and Spearman’s rho coefficients of correlation range within the interval [−1, 1],
describing a perfect linear relation (positive or negative) in cases they equal to one.

At the final level of analysis, a sequence of Pearson’s correlation coefficients P =
{r1, r2, …, rn} is computed by excluding from the set of Greek regions outlier cases,
which are defined by variant confidence intervals for the linear regression slope. In
particular, a univariate linear regression model is applied to the pair-set RSI * RST,
of the form (Norusis, 2011; Walpole et al., 2012):

y = bx + c
y=RSI⇒
x=RST

RSI = b · RST + c (5)

where b is the regression coefficient (or slope of the regression line) estimated under
the Ordinary Least Square algorithm (Walpole et al., 2012). Interval estimations of
the regression slope can bemade by using the formula (Norusis, 2011;Walpole et al.,
2012):

ba = b ± t1−a/2,n−2 · sb (6)

where t1−a/2,n−2 is the value of the Student’s t-distribution computed for a% confi-
dence interval (CI) and n–2 degrees of freedom (Walpole et al., 2012). Cases
exceeding the zones defined by the a% confidence intervals for the linear regres-
sion slope, where a = 99, 95, 90, 85, …, 50 are considered as outliers and thus they
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are omitted from the sample. This approach aims to detect the minimum number of
outlier cases so that the correlation r(RSI, RST ) to be considered as high (r > 0.75).

3 Results and Discussion

The results of the first part of the analysis, which builds on correlation scatterplots
RSI * RST, are shown in Fig. 1. In this figure, the relevant map shows the spatial
distribution of the Greek regions according to the quadrant grouping defined by the
RSI and RST average reference lines. As it can be observed, an arc of LL (Low
Saturation-Low Seasonality) cases is configured in the mainland Greece, which is
composed by the prefectures of Rodopi (1), Drama (2), Evros (3), Xanthi (5), Imathia
(7),Kilkis (8), Pella (9), Serres (11),Kozani (13),Grevena (14),Kastoria (15), Florina
(16), Arta (18), Larissa (21), Karditsa (22), Trikala (24), Viotia (26), Evritania (28),
Fokida (29), and Aitoloakarnania (35). A final LL case can be found in the center of
the region of Peloponnesus and it regards the prefecture of Arkadia (37), which is
the one with the least coastline length in this region. According to this map, the LL
behavior seems to be attributed to geographical centrality and tomainland formation.

On the other hand, the pattern of the spatial distribution of the HH (High
Saturation-High Seasonality) cases appears more as a matter of insularity and coastal
morphology of the Greek regions. In particular, the HH prefectures of Kavala
(4), Pieria (10), and Halkidiki (12) are arranged along the coastal forehead of the
metropolitan (with population of over a million people) prefecture of Thessaloniki
(6), similarly to the HH prefectures of Evia (27), Argolida (38), and Korinthia (39),
which are arranged along the coastal forehead of the metropolitan (with population
over 3 million people) prefecture of Attiki (42). In addition, the HH prefectures
of Kerkyra (30), Zakynthos (31), Kefallonia (32), Ilia (36), and Messinia (41) are

Fig. 1 The spatial Greek prefectures according to their seasonality (RSI) and level of saturation
(TALC)
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arranged along the forehead of the Ionian Sea, and the prefectures of Magnessia
(23) and Evia (27) are arranged along the coastal forehead of the central Aegean sea.
Also, aHHbehavior appears for the prefectures of Lesvos (43), Samos (44), Cyclades
(46), Dodecanese (47), which are located at the central and south Aegean, and the
prefectures of Heraklion (48), Lasithi (49), Rethymno (50), and Hania (51), which
are located at the south Aegean. This spatial imbalance of the HH cases complies
with other literature findings (Tsiotas et al., 2020) describing the sea-driven (3S)
configuration of the tourism product in Greece.

Next, the prefectures of Thessaloniki (6), Ioannina (17), Fthiotida (25), Achaia
(34), and Attiki (42) are HL cases described by high saturation but low seasonality.
The spatial pattern configured by these prefectures is rather scattered but they have a
functional similarity due to their central roles in their regions (e.g., the prefecture of
Thessaloniki is the capital region of north Greece, Ioannina is the center of the region
of Epirus, Fthiotida is the center of the region of Sterea Ellada, Achaia is the center
of Peloponnesus, and Attiki is the metropolitan region of the country). Finally, the
prefectures of Thesprotia (19), Preveza (20), Lefkada (33), Lakonia (40), and Chios
(45), are LH cases described by low saturation and high seasonality. The spatial
distribution of these prefectures also configures a scattered pattern in the map and
their common attribute is related to their peripheral location (all these prefectures
are the most distant in their regions).

At the next step, a (parametric and non-parametric) bivariate correlation analysis
is applied to the variables RST and RSI, the results of which are shown in Table 1.
As it can be observed, the correlation between tourism saturation and seasonality is
highly significant (implying that is less than 1% possibility to be a matter of chance)
but the value of coefficient is not very high (ranging between 0.418 and 0.601),
implying not a strong linear relation between the variables.

Within this context, the third part of the analysis attempts to examine which
individual cases can be considered as outliers in the linear relation between tourism
saturation and seasonality. The analysis builds on confidence intervals constructed
for the linear regression slope between these variables and the results are shown in
Fig. 2.

Table 1 Results of the parametric and non-parametric correlation analysis

Formula y-variable: TALC Coefficient (Rst)

Statistics Rst

x-y variable: RSI Pearson’s (r) Corr. Coefficient 0.594**

Sig. (2-tailed) 0.000

N 51

Kendall’s tau (b) Corr. Coefficient 0.418**

Sig. (2-tailed) 0.000

N 51

Spearman’s (ρ) Corr. Coefficient 0.601**

Sig. (2-tailed) 0.000

N 51
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Fig. 2 Gradual confidence intervals (ranging from confidence level a = 50% up to a = 99%) for the
linear regression slope of the bivariate relation between tourism saturation (RST ) and seasonality
(RSI). On the left, the confidence interval bounds are shown per confidence level (%CI) in the RST
* RSI scatterplot. On the right, the diagram shows the gain in the Pearson’s correlation coefficient
per %CI. From the point of 90% CI and so, the correlation coefficient is subjected to diminishing
growth

As it can be observed in Fig. 2, by excluding six outlier prefectures, the Pearson’s
correlation coefficient (r90 = 0.798) grows almost 30% relative to the initial value
(r100 = 0.594). This case (corresponding to 90% CI) is the one with the highest
marginal growth (~18%). After this point (90% CI), the correlation coefficient is
subjected to diminishing growth. Especially, from the point of 65% CI and so the
marginal growth is negative, implying that no more cases should be further omitted.
In detail, the labeled cases that are omitted in each case of confidence level are shown
in Table 2.

According to Table 2, the cases that should be omitted to gain the highest marginal
growth in the correlation coefficient are the prefectures of Thessaloniki (6), Thes-
protia (19), Preveza (20), Kefallonia (32), Lefkada (33), and Attiki (42). In this case,
the correlation coefficient grows from r100 = 0.594 to r90 = 0.798. The prefectures
can be classified into two categories; the first includes the metropolitan prefectures
of Athens and Thessaloniki, which are megacities in terms of population size, for the
scale of Greece (Tsiotas & Polyzos, 2013). As previously shown, these prefectures
belong to the HL class described by high saturation but low seasonality. The second
group includes the coastal prefectures of Thesprotia (19) and Preveza (20) and the
island prefectures of Kefallonia (32) and Lefkada (30), which are all located at the
Ionian Sea (west) side. According to the analysis shown in Fig. 1, all these prefec-
tures belong to the LH quadrant except Kefallonia (32), which belongs to the HH.
Low levels of saturation are probably related to restricted infrastructure capacity and
accessibility of these prefectures that consequently constraints their tourism capacity
(Polyzos, 2019). Overall, by excluding the pair of metropolitan prefectures and these
four prefectures belonging to the Ionian Sea, the correlation between tourism season-
ality and saturation turns to high levels, implying that seasonality is a factor driving
tourism saturation in themajority of theGreek prefectures, which is obviously related
to the sea-driven (3S) configuration of the tourism product in Greece.
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4 Conclusions

This paper examined the relationship between tourism seasonality and tourism satu-
ration. The proposed analysis was built on correlation analysis to classify (into quad-
rants defined by the average lines per axis) the pair of regional variables of the Greek
prefectures, for the period 1998–2018. The resulting four groups (Low Saturation-
Low Seasonality, Low-High, High-Low, and High-High), were examined in terms
of their geographical characteristics. In particular, the LL (Low Saturation-Low
Seasonality) group is configured inmainlandGreece. TheHH (High Saturation-High
Seasonality) cases appear more as a matter of insularity and coastal morphology
of the Greek regions. The other two groups include the fewest regions. The HL
(High Saturation-Low Seasonality) cases have a functional similarity due to their
central roles in their regions,while the common attribute of LH (LowSaturation-High
Seasonality) regions is related to their peripheral location (all these prefectures are
the most distant in their regions). According to the (parametric and non-parametric)
bivariate correlation analysis that was applied, the correlation between tourism satu-
ration and seasonality was found highly significant, but the value of coefficient was
not very high. By excluding the outliers from the linear relation between tourism
saturation and seasonality, the correlation between tourism seasonality and satura-
tion turned to high levels and had the maximummarginal gain. The outliers were the
pair ofmetropolitan prefectures (Attiki, Thessaloniki) and four prefectures belonging
to the Ionian Sea (Thesprotia, Preveza, Kefallonia, Lefkada). The overall analysis
showed that seasonality is a factor driving tourism saturation in the majority of the
Greek prefectures, which is related to the sea-driven (3S) configuration of the tourism
product in Greece.
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See Appendix Table 3.
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Table 3 Numerical results of the TALC coefficients and relative seasonality index (RSI) per Greek
region

Code Prefecture Code Prefecture Code Prefecture Code Prefecture

1 Rodopi 14 Grevena 27 Evia 40 Lakonia

2 Drama 15 Kastoria 28 Evritania 41 Messinia

3 Evros 16 Florina 29 Fokida 42 Attiki

4 Kavala 17 Ioannina 30 Corfu 43 Lesvos

5 Xanthi 18 Arta 31 Zakynthos 44 Samos

6 Thessaloniki 19 Thesprotia 32 Kefallonia 45 Chios

7 Imathia 20 Preveza 33 Lefkada 46 Cyclades

8 Kilkis 21 Larissa 34 Achaia 47 Dodecanese

9 Pella 22 Karditsa 35 Aitoloakarnania 48 Heraklion

10 Pieria 23 Magnessia 36 Ilia 49 Lasithi

11 Serres 24 Trikala 37 Arkadia 50 Rethymno

12 Halkidiki 25 Fthiotida 38 Argolida 51 Hania

13 Kozani 26 Viotia 39 Korinthia
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Sustainable Tourism Development
in the Ionian Islands. The Case of Corfu
Island

Konstantinos Mouratidis

1 Introduction

Tourism has been formally recognized as amajor socio-economic sector and the third
largest export category worldwide. In 2019, international tourist arrivals grew 3.8%
compared to the previous year and destinationsworldwide received around 1.5 billion
arrivals (54 million more than 2018). Taking into consideration that total exports
earnings from international tourism activity reached US$ 1.7 trillion, or almost 5
billion a day on average, in 2018 (UNWTO), it should bementioned that forecasts for
1.6 billion international arrivals andUS$ 2 trillion receipts from international tourism
for 2020maynot be verified due to the pandemic crisis and adverse effects ofCOVID-
19 on tourism industry worldwide. Under these aspects, this manuscript analyzed a
priori the major trends of tourism in Greece, Ionian Islands region, and Corfu Island
over the last decade, and attempts to explore the emergence of sustainable tourism
development for Corfu, based on special interest tourism and alternative tourism
products that should be considered as a key axis of local tourism development,
providing a pattern of tourism development aimed to the balance among the local
community, economy and the environment of the area. The methodology used is the
critical review of the literature and the bibliographic references described more of
an illustration of the topic. Results and discussion conclude this summary reporting
the parameters for sustainable tourism development in Corfu, as the success and
the implementation of sustainable development programs can lead to the protection
of the environment and cultural characteristics of each region and determine the
long-run benefits of the sustainability agenda.
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1.1 Characteristics and Figures of the Tourism Sector
in Greece

Greece remains one of the most mature destinations in Southern Mediterranean
Europe and has reported increased trends both in arrivals, receipts, and overnights
for the period 2015–2018 (Table 1). According to SETE,Greece reached 30.1million
incoming tourists, in 2018 (+10.8% over 2017) and the country’s tourism receipts
were slightly e15.7 billion (+11.7% compared to the previous year). Contrastingly,
the average expenditure per trip decreased from 580e in 2015 to 520e in 2018 and
average expenditure per night reached 89.75e in 2018, 6.5e lower regard to relative
numbers of 2015, while the length of stay fluctuated approximately in same levels.
However, Greek tourism product has to overcome seasonality and unhooked of prin-
ciple model of mass tourism. Regrettably, in 2018, it is estimated that 80.2% of
arrivals and 84.4% of revenues are recorded from April to September, demonstrating
the seasonality of demand and bringing several problems to destinations and accom-
modations. In terms of tourist accommodation establishments, Greece accounts for
almost 38.000 official accommodation facilities (hotels and rented rooms), in 2018,
with a total capacity of approximately 1,275,000 beds on which they recorded 227

Table 1 Data related to Greek tourism demand 2015–2018

2015 2016 2017 2018

Arrivals of incoming
tourists (in millions)

23,599,455 24,799,349 27,194,185 30,122,781

Tourism receipts (in
million Euros)

13,679,194,302 12,749,275,919 14,202,462,080 15,633,185,629

Overnight stays
(Eurozone countries)

82,220,559 84,650,448 92,050,905 103,278,212

Overnight stays
(European and
non-eurozone countries)

50,621,734 56,017,893 57,075,366 60,940,582

Overnight stays
(Non-European
countries)

52,184,852 49,733,478 60,728,886 62,793,178

Overnight stays (Total) 185,027,145 190,401,819 209,855,157 227,011,971

Occupancy (Yearly) 49.1% 50.1% 51.9% 52.7%

Average length of stay
(Days)

7.8 7.7 7.7 7.5

Average expenditure per
night (in Euros)

96.25 90 85.75 89.75

Average expenditure per
trip (in Euros)

580 514 522 520

Source Bank of Greece & INSETE Intelligence, Hellenic Statistical Authority—Author’s Editing
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million overnight stays. Hence, low occupancy rates—especially in off-seasons—
remain a major issue for national tourism policy. In 2018, the highest occupancy rate
was recorded during August (77%) and the lowest during November (19.2%).

According to 2019 Travel & Tourism Competitiveness Index (TTCI), which
is calculated by World Economic Forum (WEF), Greece ranked at 25th position
among 140 countries, 25th based on natural and cultural resources, 13th based on
the prioritization of Travel & Tourism and 18th regard to its tourism service infras-
tructure. Greece’s GDP in current prices, in 2018, amounted to e184,714 million
(+2.5% compared to 2017 recordede180,218 million), while the direct contribution
of tourism to the formation of GDP amounted to 11.7% or almost e21.6 billion.
Taking into account the multiplier benefits of tourism activity, the total (directly and
indirectly) contribution of tourism amounts between e47.4 and e57.1 billion, (i.e.,
ranged between 25.7% and 30.9% ofGDP), displaying the high dependence of Greek
economy on tourism sector. It is indicative that the economy of three island regions
depends to a significant extent on tourism, as the sector’s contribution to regional
GDP amounts to 47.2% in Crete, 71.2% in the Ionian Islands, and 97.1% in South
Aegean. These regions have one of the highest per capitaGDPs in the country, arguing
that tourism leads to an improvement in the living standards of residents. According
to the World Travel & Tourism Council (WTTC), one-quarter of all employment, in
2018, in Greece is based on Tourism (988.6 k jobs), while Greek Tourism outpaced
EU’s regional Travel and Tourism growth rate of 2.4%. Both EU and Greece’s wider
economies grew at a rate of 2%, but the Greek travel sector leads ahead of regional
averages.

The structure of international tourist arrivals and receipts recorded that the vast
majority of incoming tourists came from North and Central European countries (i.e.,
Germany, U.K., France) as those markets considered also “big spenders” of the
national tourism product. Cumulatively, for the years 2015–2018, the share of the
German source market remains steady in the first place, both in arrivals (13.3%)
and receipts (17.6%) of the total market, followed by the UK (10.6% and 14.2%,
respectively). Namely, the French market placed 5th (5.5%) in terms of arrivals and
3rd (7.2%) regarding tourism revenues, followed by the U.S.A (4th) and Italy (5th)
(6.3% and 5.8% respectively) concerning tourism receipts for the same period.

1.2 Characteristics and Figures of the Tourism Sector
in the Ionian Islands and Corfu

Ionian Islands region is one of the thirteen administrative regions of Greece and
consists of a complex of islands divided into five regional units (i.e., Corfu, Ithaca,
Lefkas, Zante, and Cephalonia). Regions population in 2011 was 207,855 (−1.5%
compared to 2001) and its GDP for 2018 was e3270 million, while the GDP per
capita for 2016 was e15,182, which was slightly lower than the national median of
e16,378 for the sameyear. The Ionian Islands considered attractiveworldwide tourist
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Table 2 Data related to Ionian Islands region tourism demand 2016–2019

2016 2017 2018 2019

Total %a Total %a Total %a Total %a

Arrivals of incoming tourists
(in millions)

2457.1 8.7 2966.3 9.6 3162.3 9.1 3047.8 8.3

Tourism receipts (in million
Euros)

1503.6 11.8 1774.9 12.5 1691.1 10.8 1911.2 10.8

Overnight stays (Total) 21,493.2 11.3 24,943.2 11.9 24,761.8 10.9 23,744.4 10.2

Average length of stay
(Days)

8.7 8.4 7.8 7.8

Average expenditure per
night (in Euros)

70 71.2 68.3 80.5

Average expenditure per trip
(in Euros)

611.9 598.4 534.8 627.1

Source Border Research of Bank of Greece, INSETE Intelligence–Author’s Editing
a% of Greece’s Total

destinations and the airports of Corfu, Zante, and Cephalonia recorded 2,644,287
international arrivals for 2019, as well as Corfu airport received 1,457,420 (49.5%
of the region) being 6th airport by several international arrivals nationwide (Table
5). Tourism demand has grown in the Ionian Islands region for 2016–2019, in terms
of international arrivals and tourism revenues, as well as region have reported a
slight decrease trend in overnights stays for the same period. According to Bank of
Greece Border Research, in the Ionian Islands region, the average expenditure per
trip increased from 611.9e in 2016 to 627e in 2019 and average expenditure per
night reached 80.5e in 2019, 10.5e higher regard to relative numbers of 2016, while
the length of stay decreased from 8.7 in 2016 to 7.8 in 2019 (Table 2).

However, the Ionian Islands tourism product is linked with the supply of a single
product, generally sea- and sports-related holidays, and the presence of a primarily
local or domestic tourismmarket. In terms of tourist accommodation establishments,
the Ionian Islands region account for 5242 official accommodation facilities (hotels
and rented rooms), in 2018, with a total capacity of 160,687 beds in which they
recorded 10,231,098 overnight stays (Table 3). In 2018, the occupancy rate of bed
places ranged to 63% for Hotels Establishments of the Ionian Islands region and 65%
for Corfu’s Hotels accommodations. According to SETE, in 2018, the Ionian Islands
region being 6th most visited of thirteen regions of Greece (7.2% of international
arrivals in Greece) and 6th among country’s regions in terms of overnight stays (8.9%
of Greece’s total overnights). Region’s structure of international tourist arrivals and
receipts displayed that the vast majority of incoming tourists originated from North
Europe (i.e., U.K, Germany) and neighbor (i.e., Italy) countries. Cumulatively, for
2016–2019, the share of the U.K market remain steadily in the first place, both in
arrivals (32%) and receipts (36.4%) of the total market, followed by Italy in terms
of arrivals (10.7%) and German in terms of revenues (11%).
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Table 3 Accommodation capacity of Corfu, Ionian Islands Region, and Greece

Hotel capacity Rented rooms
capacity

2015 2016 2017 2018 2019 2018 2019

Corfu Units 400 394 394 402 404 1625 1625

Rooms 23,584 23,772 23,772 24,180 24,691 8233 8233

Beds 44,709 45,139 45,638 46,948 48,139 21,636 21,636

Ionian
Islands

Units 931 930 933 965 980 4277 4254

Rooms 47,631 47,888 48,121 50,066 51,445 25,954 25,816

Beds 91,555 92,350 93,440 98,223 101,405 62,464 62,124

Greece Units 9757 9730 9783 9873 9971 28,074 27,705a

Rooms 406,200 407,146 414,127 425,973 433,689 188,853 186,585a

Beds 784,315 788,553 806,045 835,773 856,347 438,936 433,626a

Source Hellenic Chamber of Hotels & INSETE Intelligence–Author’s Editing
an except rented rooms capacity figures of Western Macedonia Region

Located in Ionian Archipelago, Corfu Island, the 4th biggest (in population size)
and 7th (inland size) among Greek islands and the 13th biggest in the Mediterranean
Sea has already raised its tourism development in a period with undefined orientation
for the country’s tourism policy. Historically, Corfu’s tourism development is based
on two phases; in the first (until 1975), Island attracted tourists of high and medium
incomes and in the second (since 1975) considered a pole of attraction for mass
tourism of medium and low incomes (Tsartas, 1995). In Corfu, the spread of tourism
activity started initially around the historical center of the municipality and northern
side of the island to expand after the 1980s and in the southern (i.e., Kavos) and
eastern coasts (Nisaki-Messonghi) of the island. Corfu’s natural environment (i.e.,
coasts, green areas) and preserved structured environment (i.e., Old city of Corfu,
which, in 2007, was added to UNESCO World Heritage List, following a recom-
mendation by International Council on Monuments and Sites (ICOMOS)) defined
the characteristics of its tourism product, which, unfortunately, until today, cannot
be unhooked from the mass “Sun lust” tourism model and is characterized by high
seasonality, aswell as hospitality services offeredmainly bySmall andMedium-sized
Tourism Enterprises (SMTE) (Table 4).

Studying the period 2015–2018, arrivals and overnights of foreigners and Greek
tourists in Corfu’s hotel accommodations highlighted an increasing trend (Table 5),
while the reported numbers of international and domestic air arrivals (Table 6) present
the seasonal tourism activity of the island and defines that Corfu is still considered as
a summer seaside tourist destination. The international air arrivals for tourist season
(June–September) of 2018 and 2019 represented 78% and 77.4%, respectively of
international air arrivals per each year.

The income per capita is of the highest in the country because the local economy
is dependant on tourism, while Corfu’s tourism development is dominated by Tour
Operators and considered in the stage of stagnation (Pappas, 2005). This dominant
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Table 4 Structure of hotel establishments in Corfu and Ionian Islands 2011–2019

Hotels Ionian Islands Region Corfu

Units Percentage change
(%)

Units Percentage change
(%)2011 2019 2011 2019

5* 23 62 169.5 14 25 78.5

4* 96 157 63.5 50 54 8

3* 203 251 23.6 83 100 20.5

2* 514 437 −15 183 175 −4.3

1* 78 73 −6.4 56 50 −10.7

Total 914 980 7.2 386 404 4.7

Source Hellenic Chamber of Hotels–Author’s Editing

Table 5 Arrivals, overnights, and occupancy in Corfu’s’ hotels establishments

Year 2015 2016 2017 2018

Arrivals of foreigners 695,294 751,222 859,791 865,724

Arrivals of Greeks 75,868 92,324 91,954 101,565

Arrivals (Total) 771,162 843,546 951,745 967,289

Overnights of foreigners 4,193,280 4,660,605 4,949,987 5,036,660

Overnights of Greeks 245,076 304,074 284,455 310,519

Overnights (Total) 4,438,356 4,964,679 5,234,442 5,347,179

Occupancy (%) 62.8 66 66.3 65

Source Hellenic Statistical Authority & INSETE Intelligence–Author’s Editing

Table 6 International and domestic air arrivals in Corfu

2018 2019

Domestic air arrivals (January–December) 165,039 166,553

(June–September) 75,298 73,858

International air arrivals (January–December) 1,502,305 1,457,420

(June–September) 1,173,302 1,127,703

Total air arrivals (January–December) 1,667,344 1,623,973

(June–September) 1,248,600 1,201,561

Source Civil Aviation Authority–Author’s Editing

pattern of tourism development proved to be problematic already from the early
‘80s, as it led to gigantism of the arbitrary construction of rented rooms and environ-
mental pollution from the uncontrolled increase of tourist infrastructures (i.e., hotels,
restaurants, etc.) (Tsartas, 1995). Pappas (2005) emphasized that the uncontrolled
tourist infrastructure combined with the lack of urban and regional planning created
a deterioration of green areas in the city of Corfu and that coastal zone is partially
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polluted. Taking into consideration that Corfu’s tourism development depends on the
availability of natural and/ or anthropogenic resources on the island, several environ-
mental impacts have been emerged, especially during the seasonal- summer period
where the consumption from locals and tourists is maximized, making it imperative
to implement sustainable tourism practices for the development of Corfu tourism
product.

2 Literature Review

2.1 Emergence of Sustainable Tourism Development

By the early 1990s, sustainable tourism was gaining ground among academics and
practitioners to describe the range from the most rudimentary forms of alternative
tourism to the most intensive manifestation of mass tourism. Hence, the idea of
sustainable tourism has emerged as a primary objective of the global tourism sector
since the mid-1990s as international governments and organizations focused their
interest on destinations’ natural and socio-cultural environment (Weaver, 2006). As
a term, sustainable tourism development describes a specific type of tourism devel-
opment that is balanced in the local, social, economic, cultural, and environmental
structure of each tourist destination, while configuring conditions (e.g., services,
infrastructure, etc.) for its continuous feedback, based into principal parameters
displayed in Table 7.

Sustainable development promotes the pattern of tourism development that
respects the destination’s “tourism carrying capacity” (TCC) without any dete-
rioration of its environmental identity (Kalafatis et al., 2003). TCC emerged as
a remarkable scientific concept in the 1970s and 1980s, while practitioners and
scholars proposed several definitions in broader literature (Coccossis & Parpairis,
1992; Chamberlain, 1997; Middleton & Hawkins, 1998; Coccossis & Mexa, 2004).

Table 7 Principal parameters of sustainable tourism development

• Special planning for tourism development aiming the balance among the society, the economy,
and the environment

• Strengthening all measures (local development initiatives, functional interconnections
between different sectors of the economy, research, education, marketing) that contribute to
the feedback processes of the development

• The special institutional framework that will promote sustainable tourism development
processes and local participation

• Promoting measures and policies that contribute to the protection and promotion of the local,
natural, and structured environment

• Using Special and Alternative forms of tourism as a key axis of local tourism development

Source Coccossis et al. (2011), p. 93
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World Tourism Organization (UNWTO, 1981) defined carrying capacity as “the
maximum number of people that may visit a tourist destination at the same time,
without destroying the physical, economic and socio-cultural environment and an
unacceptable decrease in the quality of visitors’ satisfaction”, while this definition
also adopted by MAP’s Priority Actions Programme (PAP). TCC should be consid-
ered more as a strategic tool or index for sustainability, which will demonstrate
the limit of tourism development in destinations to reduce its negative imprints on
natural resources, socio-cultural patterns and land uses in local communities (Miller,
2001; Coccossis & Mexa, 2004). Thus, in the context of integrated and sustainable
development, tourism becoming more and more a crucial factor for the development
of Ionian Islands, as long as it is prior explored from a different perspective and
removed from mimetic reproductions of an unbalanced and not eternally effective
mass tourism model (Kalafatis et al., 2003), which is dominating Greek Tourism
product already from the post-war period and has raised over time the popularity
of country’s island destinations (i.e., Rhodes, Mykonos, Corfu) for massive orga-
nized vacation tourism. Although investigating the assessment of tourism carrying
capacity requires special studies that should take into account qualitative factors (i.e.,
a need for environmental and cultural heritage protection, local customs and tradi-
tions, etc.), a first approach to the issue for Ionian Islands region and Corfu can be
achieved displaying some relevant quantitative indicators (Table 8). Corfu, in 2011,
ranked in 2nd place both in Tourism Function Index (TFI) and Tourism Intensity
Ratio (TIR), while Lefkas recorded the lowest TFI and Cephalonia and Ithaca the
lowest TIR. According to Pearce (1987) classification regarding TFI rates, Ionian
Islands Region, in total, as well as Zante and Corfu are classified in areas where
tourism is considered a key sector for their development, while Lefkas, Cephalonia,
and Ithaca are classified in areas where tourism considered important, but not the
key sector for their development.

Table 8 Tourism carrying capacity index (2011)

Index Ionian
Islands
Region

Corfu Zante Cephalonia
and Ithaca

Lefkas

Tourist Function Index (TFI)
(beds/population × 100)

43 42 71 27 23

Tourism Intensity Ratio (TIR)
(tourist arrivals/population × 100)

561 581 889 302 335

Source Hellenic Chambers of Hotels and I.T.E.P (2016)–Author’s Editing
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2.2 Factors Underlying the Importance of Special Interest
Tourism (S.I.T) and Alternative Tourism Products

By the early 1970s and 1980s, significant changes, which concerned initially tourists’
motivations linked to nature, environment, local traditions, culture, sports, etc.
(Tsartas, 1996;Middleton&Hawkins, 1998) have been recorded in tourism demand,
and structurally ultimately affect the characteristics of tourism development at a local
level and the formulation of alternative development patterns in tourist destinations
(Coccossis & Tsartas, 2019). The monoculture of Greek tourism in the dominant
“sun and sea” vacation model, the limited average length of stay of foreign tourists
in hotel accommodation, and the intense seasonality of demand for the Greek tourist
product, which present high rates of concentration mainly during the summer season
inmature destinations which dominated by the pattern of unsustainable mass tourism
are someof the crucial factors that underlined the need to promote sustainable tourism
development programs. In this context, especially after the ‘80s, the development of
Special Interest Tourism (SIT) and alternative tourism products are used as part of a
two-goal program, on the one hand, offering a greater number of specialized services
that expect the demand of special groups of tourists, and on the other hand, conceptu-
alizing a development model that is balanced in the existing structure, by improving
the pre-existing situation (i.e., destinations with massive organized tourism), or by
forming a new productive structure in the tourism sector where infrastructures and
services of special and alternative forms of tourism will dominate (Tsartas, 2004;
Coccossis & Tsartas, 2019). Hence, Special Interest Tourism andAlternative tourism
considered more relevant forms of engagement with the idea of sustainability and
were conceived to encompass products and activities that were thought to be more
appropriate than conventionalmass tourism (Weaver, 2006). For discussion purposes,
characteristics and criteria that underline Special Interest Tourism and Alternative
tourism as ideal types for sustainable tourism development can be grouped into the
four categories of attractions, accommodation, market type, and tourists’ motivations
and autonomous types of travels.

2.2.1 Attractions

By the early 1990s, destination attractions are in growing demand by non-local
visitors, who recognized natural and man-made attractions as key elements of desti-
nation’s environment which, individually and combined, serve as the primary moti-
vation for holiday tourism visits (Middleton&Hawkins, 1998). According to Tsartas
and Sarantakou (2014), SITmarket assists practitioners to understand that everything
and different things can be a tourism resource if there is a demand, such as cycling
and running tours, wineries tours, and local gastronomy, music festivals, thematic
parks for children, etc. The growth of SIT and alternative tourism market has been
extremely linked with the preference of modern-day visitors for “authentic” cultural,
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historical and natural attractions that are perceived to capture a destinations’ unique
sense of place and allow for interactions between visitors and locals (Weaver, 2006).

2.2.2 Accommodation

Accommodation is, by definition, an integral part of the tourism product and may
not necessarily be part of the environmental attractions or quality of the places in
which it is located (Middleton & Hawkins, 1998). Alternative tourism accommoda-
tions tend to be small-scale facilities (i.e., houses of locals, guesthouses, monasteries
and retreats, tents, youth hostels, dormitories, etc. (Weaver, 2006). In contrast to
the non-local corporate ownership of large hotels and resorts, SIT and alternative
tourism hospitality services are offered mainly by Small and Medium-sized Tourism
Enterprises (SMTE), as those controlled mainly by locals, or by the local community
more generally.

2.2.3 Market Type and Tourists’ Motivations

According to Tsartas and Sarantakou (2014), studying tourists’ motivations assists
to understand the Special Interest Tourismmarket segmentation and thus the demand
for exclusive tourism products. Alternative tourists are free and independent trav-
elers (FITs) who avoid high volume package tour arrangements and prefer to travel
as individuals or in small groups, often in the off-season period, tend to explore more
authentic places than well-known “tourist destinations” (Weaver, 2006). Also, visi-
tors started to avoid themassmarketing system and started seekingmore autonomous
types of travel and preferred choosing individual offbeat places, travel timetable,
accommodation type, travelmeans, prices, and costs, attractions visited, etc. (Tsartas,
1996; Weaver, 2006; Coccossis et al., 2011; Tsartas & Sarantakou, 2014). Thus, a
significant turn both in offer and demand was based on multiple-motive new types of
customers, which expect to satisfy different needs, tourism services, and infrastruc-
tures in the visited destination. In Europe and North America, customers’ interest in
the heritage, social customs, locals’ way of life, and culture of the visited destina-
tion are revealed as principal motivators for international travels and visits to cities,
towns, and rural areas away from traditional beach resorts, while customers’ interest
in particular ecotourism and “green” products express notoriously their attention
in and demand environmental quality (Middleton & Hawkins, 1998). It is worth
mentioning that modern-day tourists, although traveling based on a strong special
motivation, often operate in the destination area multidisciplinary, choosing activi-
ties and services both of different special and alternative tourism, but also services
of conventional mass tourism.
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2.2.4 Autonomous Types of Travels

In contrast to conventional mass tourism products, a key feature of special and alter-
native tourism products is the provision of a significant degree of freedom and ulti-
mately the direct and indirect participation of tourists in the design of the tourist
product (Coccossis et al., 2011). The rapid growth of the Internet has contributed
also heavily to this trend, providing information, different prices, booking options,
determining, in parallel, that the organization of travel is no longer an exclusive
hypothesis for Tour Operators and Travel agencies (Tsartas & Sarantakou, 2014).
Internet and Web sites open up potentially limitless access on a global basis, as
destination information systems bring smaller business into information networks
(Poon, 1993; Middleton & Hawkins, 1998), as the importance of independent travel
and online bookings is increasing and desire for personalization is becoming more
pronounced (i.e., business trip, visiting relatives, etc.) (Guduraš, 2014). The differ-
entiation provided by special and alternative tourism products matches customer
segmentation and promotes destination qualities, as modern-day tourists tend to
be more sophisticated and travel-experienced visitors who customized their travel
arrangements and choose different types of travels during the year.

3 Methodology

The methodology used in the current manuscript is a critical review of the litera-
ture. The author has used a variety of sources and information based on popular
online bibliographic databases (i.e., Science Direct, Research Gate, etc.) and scien-
tific search engines such as Google Scholar. The types of bibliographic sources
included in the manuscript are articles published on scientific books, academic jour-
nals, conference proceedings, thesis, online sites and journals, and several studies
from national and international organizations. In particular, a significant source of
information has been theGreek TourismOrganization and SETE,which both provide
online databases with statistical figures regarding tourism in Greece and its regions.
The selection criteria of these bibliographic references were based on the relevance
to the manuscript’s topic and this survey described more of an illustration of the
topic.

4 Discussion

Taking into consideration that the development of tourist activity in island complexes
and coastal areas is extremely linked to the traditional massive organized vacation
tourism product, the turn to more sustainable development of tourism and more
autonomous patterns of travel has been gaining more and more ground over the last
40 years. Sustainable tourism development should be based on the quality upgrade
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and enrichment of the Greek tourism product through the upgrade of infrastructure
and services related to SIT Market, to build a quality market that will gradually
formulate and contribute to the upgrade of the profile of Greek tourism. The Greek
Ministry of Tourism to diversify the Greek tourism product underlines the signifi-
cance of special interest tourism and alternative tourism products, which allow the
spread of tourist activity throughout the year. Additionally, Greek National Tourism
Organization (GNTO) focused on the quality improvement of tourism infrastructure
and hospitality services and its strategic plans attempt to promote the hospitable
image of Greek tourism worldwide.

In Corfu Island, in particular, the development of tourism up to date has created
mature tourist areas, and/ or many areas have been driven into a crisis because having
exceeded their tourism carrying capacity. Corfu’s tourism development is linear and
one-dimensional along the coasts. The hotels of Corfu are located mainly on its
eastern coasts, from the area of Messonghi to Kouloura, while on the other coasts
of the island there are various zones of tourist development. The over-concentration
of tourism activity in Corfu, since the early ‘70s, following the construction of hotel
infrastructure to serve the rapidly growing demand, which is synonymous with mass
demand for services and infrastructure associated with the dominant 3s model of
tourism development, has been created the first environmental problems and trans-
form specific zones to tourist areas with large hotels (i.e., Palaiokastritsa, Glyfada,
Ermones, Livadi, Benitses, Roda), altering the character of these areas, whilst the
strong presence of Small and Medium-sized Tourism Enterprises providing low to
middle-level hospitality services, is also obvious in other areas (i.e., Kavos, Kassiopi,
Acharavi, etc.). The special planning and implementation of a sustainable tourism
development model, with the participation of all stakeholders (i.e., local authorities,
private and public sector executives, local community, etc.), is the most appropriate
way to formulate a long-term effective strategy, where the promotion of “local-
ity”, as a key parameter of sustainable tourism, will affect positively the boost of
special and alternative tourism products. This trend, consequently, will contribute
to the qualitative upgrade of the image of Corfu’s tourism, to the improvement
of hospitality services provided to local and foreign visitors, and will allow the
diffusion of the benefits of tourism development in the local community. Hence,
sustainable tourism development, using special and alternative forms of tourism
considered the most appropriate model for local tourism development. This type
conceptualizes the key figures of an effective tourism strategy, which based on the
specifics, needs, possibilities, and weaknesses of Corfu’s tourism product can define
the development course of the island and its reintegration into the global tourist
market by providing a complex of high-quality tourism products and services. Prin-
cipal parameters for special planning of sustainable tourismdevelopment inCorfu are
presented in Table 9.
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Table 9 Principal parameters of sustainable tourism development in Corfu

Parameter Implementation axes

Infrastructures • Investments in basic infrastructure (i.e., airports, ports, marinas, roads,
water supply, renewable energy sources, telecommunications, etc.)

• Investments in special infrastructure (i.e., leisure and sports facilities,
hiking trails, cycling, horseback riding, etc.) to improve the quality of life
of locals and visitors and attract high tourist income

• Investments in tourist facilities with special uses (i.e., Hydrotherapy
centers, swimming pools, etc.)

• Upgrading the hospitality infrastructure of the monastic complexes for
overnight and feeding pilgrims and religious tourists

• Upgrading the hospitality infrastructure of the existing farmhouses, ranch,
wineries for overnight and feeding “green” tourists, eco-tourists, wine
tourists, etc.

Environment • Protection and promotion of the natural environment (coasts, mountainous
areas, etc.) and classification of certain areas as “nature reserve” and areas
of “special natural beauty”

• Improving accessibility in these areas (i.e., hiking trails, special routes for
cycling, horseback riding, etc.)

• Protection of terrestrial ecosystems from arbitrary activities (i.e., hunting,
free access of wheeled vehicles, the illegal opening of the road network,
fires, etc.)

• Protection of marine ecosystems from marine pollution due to the use of
the sea as a recipient of domestic and industrial waste

• Solid waste management and problem-solving related to ungoverned and
sprawling residential development

• Protection from aesthetic pollution, either due to a structured space or due
to ways of promoting services (advertisements, buildings, etc.)

Accommodations • Monitoring and controlling the quality of hotels’ accommodation,
operating both on a seasonal and/ or yearly basis

• Institutionalizing a type of catalog/ list that will segment the types of
accommodation (i.e., Hotels, apartments, rooms for rent, camping, etc.), as
those will be subject to an on-site inspection by competent authorities for
their suitability and operation levels

• Investing in a small number of high-quality accommodations in selected
areas (i.e., in mountainous and/or less developed tourist areas of the island)

• Investing in existing types of accommodation to provide more high-quality
products and services

Services • Continuous and quality training programs for employees of the tourism
sector, and public and private sector executives (i.e., participation in
national/ international congresses, conferences, and seminars for the
development of sustainable tourism at national/ international level,
synergies with Ionian University for exploitation the graduates of tourism
studies, etc.)

(continued)
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Table 9 (continued)

Parameter Implementation axes

• Development of new high-quality tourism products and services based on
the use of skills and innovative practices (i.e., maritime and yachting
tourism, cultural tourism, etc.), promoted mainly by modern methods of
marketing

• Upgrading the communication channels and visitors’ information sources
(on-line sources, printed materials, media shows, travelogues, broadcasts,
etc.)

• Organizing a small number of high qualities and international recognition
of cultural, artistic, and sports events throughout the year

Source Author’s Editing

5 Conclusions

The rising volume of Greek tourism is made up of a variety of natural, cultural,
and historical attractions spreading throughout the country’s regions. Corfu Island
is considered a well-known seaside leisure destination that offers sea, sun, Mediter-
ranean climate, as well as a rich multi-cultural heritage and historic and cultural
monuments. The tourism sector is still a pillar of support for the local economy, while
demand for special and alternative tourism products is still growing, but at a slow
pace. For sustainable tourism development, however, several tourism destinations,
such as Corfu, an island that can provide alternative and more sustainable tourism
solutions, besides the traditional unsustainable mass tourism infrastructure, offer
services that delivered modern-day tourists’ expectations and needs for new tourism
products. Taking into consideration the long-run benefits of the sustainability agenda,
a bottom-up approach that involved the different characteristics of those products
can be systemically developed at the local level by elected local governments and
public sector managers who recognized or supported sustainable goals. Neverthe-
less, the general picture about the emergence of sustainable tourism development in
the Corfu Island and Ionian Islands Region could be derived from the present anal-
ysis, which discussed the principal parameters for special planning of sustainable
tourism development on the island. Corfu can be unhooked by the massive pattern
of tourism development and/ or tend to be more competitive into the global tourist
market by providing a complex of high quality special and alternative tourism prod-
ucts and services. As tourism, compared to the other economic sectors, is considered
a dynamic sector of the local economy, local, regional and international stakeholders
should provide, implement and encourage sustainable development programs aiming
at protecting the environmental and historical- cultural characteristics of each region.
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Sustainable Tourism; Vector of the Social
and Solidarity Economy: Case of Region
Souss Massa, South of Morocco

Asma Edaoudi, M’bark Houssas, and Abdelhaq Lahfidi

1 Introduction

Sustainable tourism is defined according to the World Tourism Organization (WTO)
as “tourism that takes full account of its current and future economic, social and
environmental impacts, while meeting the needs of visitors, professionals, and envi-
ronment and host communities”. Sustainable tourism is applicable to all tourist sites
on the condition of respecting the balance between environmental, economic, and
socio-cultural aspects. This ensures the viability of the environments in question.

The notion of sustainable tourism developed since the 1990s. In the year 1992, at
the Rio Summit, the terms of sustainable development and tourism were associated,
but true tourism practice was only mentioned for the first time in 1995, during the
conference Lanzarote Sustainable Tourism World Conference, which defines the
principles of sustainable tourism.

Subsequently, in 1999, the general assembly of the WTO adopted the world code
of ethics for tourism which declined various recommendations to guide the actors of
the territory. It is about promoting sustainability through a balance between environ-
ment, economy, social, and culture (Luciani, 2016). It was only in 2002, at theWorld
Summit on Sustainable Development in Johannesburg that sustainable tourism was
recognized as a management strategy for the protection of natural resources. The
culmination of this recognition takes place 10 years later, in 2012, at the Rio + 20
conference, during which new reflections on the sustainability of economy, gener-
ated by sustainable tourism, were evoked as an instrument of developing the terri-
tory. In addition, in 2004, the principles of sustainable tourism were updated by the
Sustainable Development Committee. Since Cop 21 in Paris, in 2015, sustainable
development and therefore sustainable tourism is no longer just concepts but have
becomemeanings of implementing actions (Ruiz, 2014). The year 2017 is evenmore
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Fig. 1 Evolution frieze of the theory concerning the sustainability to tourism

promising for sustainable tourism because the United Nations declares it the interna-
tional year of sustainable tourism for development. The aim of this proclamation is
to develop sustainable tourism internationally and therefore promote comprehension
between all people, acceptance of different civilizations, and increase the appreci-
ation of the values inherent in various cultures. This year allows “To increase the
contribution of the tourism sector to the pillars of sustainability” and therefore draw
attention to the dimensions and repercussions of this sector, which are often under-
valued. This promotion of tourism sustainability in 2017 follows the declaration at
Rio + 20 conferences that states: well-designed and well-organized tourism can
contribute to dimensions of sustainable development and the creation of jobs and
commercial outlets. “Fig. 1 shows all these thoughts evolving in the direction of
developing a sustainable tourism practice”.

2 Literature Review

2.1 Sustainability and Sustainable Tourism Development

Sustainability is one of the newest degree subjects that attempts to bridge social
science with civic engineering and environmental science with the technology of
the future. As a set of goals sustainability describes the desired conditions of the
environment and the ability of humans to receive benefits directly and indirectly from
it, in the present as well as in the future. As practices and behaviors, sustainability
describes human actions that support and enhance the human well-being derived
through interaction with the environment, and which support the ability of human
society to interact with the environment in ways that discourage the reduced benefits.

Sustainable tourism development has attracted significant attention inmany scien-
tific studies particularly in tourism studies and has been one of the very fast-growing
areas of tourism studies research since the late 1980s. According to Buckley (2012)
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the specific term “sustainable tourism”was first used almost two decades ago. During
the first decade, basic frameworks from backgrounds in tourism, economics, and
environmental management were studied. The second decade yielded a number of
reconceptualization and a series of critiques including Sharpley (2000), Gossling
(2002), Liu (2003), Saarinen (2006), Lane (2009b), and Liu et al. (2013). According
to Bramwell and Lane, the two greatest founders of these concepts in the tourism
industry, sustainable tourism emerged in part as a negative and a reactive concept
in response to the many tourism issues, such as environmental damage and serious
impacts on society and traditional cultures (Bramwell & Lane, 1993). Gradually,
tourism development has been seen as a solution capable of creating positive changes
through the ideas of sustainable tourism. Sustainable tourism has played an impor-
tant role in identifying ways to secure positive benefits, as well as the established
approaches of regulation and development control (Bramwell & Lane, 2012).

There are a large number of definitions of sustainability and sustainable develop-
ment. The best-known definition of sustainable development is “development that
meets the needs of the present without compromising the ability of future generations
to meet their own needs” (WCED, 1987). This definition implies the connections
between economic development, environmental protection, and social equity, each
element reinforcing the other. TheWorldTourismOrganization (WTO, 2001) defined
sustainable development as follows:

Sustainable tourism development meets the needs of present tourists and host regions while
protecting and enhancing opportunities for the future. It is envisaged as leading to manage-
ment of all resources in such a way that economic, social and aesthetic needs can be fulfilled
while maintaining cultural integrity, essential ecological processes, biological diversity and
life support systems.

Liu et al. (2013) highlights the precise definition of “sustainability”, which implies
the significant role of states in preparing a steady progress in life conditions for gener-
ations to come; “sustainable development” is more process-oriented and associated
with managed changes that cause improvement in conditions for those involved in
such development; and “sustainable tourism” is defined as all types of tourism that
are compatible with or contribute to sustainable development. “Sustainable tourism”
requires both the sustainable growth of tourism’s contribution to the economy and
society and the sustainable use of resources and the environment, which will be
gained by a deep understanding and proper management of tourism demand (Liu
et al., 2013). Liu and Seaton (1994) defined tourism development as a dynamic
process of matching tourism resources to the demands and preferences of actual or
potential tourists.

The concept of sustainability is a wide approach everybody is talking about
in a period when environmental problems caused by various human activities are
requiring serious solutions. As it is well known, the concept found its roots in
the United Nations’ 1987 Brundtland Commission Report “Our Common Future”
and even earlier in the 1980s World Conservation Strategy. Starting from a ‘pure’
ecologically-based concept in the 1970s and in the World Conservation Strategy, it
transformed very quickly into a more comprehensive socio-economic approach.
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In essence, sustainable development is a process of change in which the exploitation of
resources, the direction of investments, the orientation of technological development and
institutional change are all in harmony and enhance both current and future potential to meet
human needs and aspirations. (ibid., p. 46)

Sustainable Development, is the development which “meets the needs of the
present without compromising the ability of future generations to meet their own
needs” (Eber, 1992: 1). Thus, some researchers suggest that there may be a symbiotic
relationship between Tourism and the environment (Mathieson&Wall, 1989: 102). It
is also a development that is likely to achieve lasting satisfaction of human needs and
improvement of the quality of human life (Allen, 1980). It helps to meet the needs
of the present generation without compromising the ability of future generations
to meet their own needs (Brundtland Commission, 1987), It continues indefinitely
because it is based on the exploitation of renewable resources and causes insufficient
environmental damage for this to pose an eventual limit (Allaby, 1988).

The basic idea of sustainable development is simple in the context of natural
resources (excluding exhaustibles) and environments: the use made of these inputs
to the development process should be sustainable. through time. If we now apply
the idea to resources, sustainability ought to mean that a given stock of resources—
trees, soil quality, water, and so on—should not decline (Markandya&Pearce, 1988).
The sustainable development concept constitutes a further elaboration of the close
links between economic activity and the conservation of environmental resources.
It implies a partnership between the environment and the economy, within which a
key element is the legacy of environmental resources that is not “unduly” diminished
(OECD, 1990).

Sustainable Tourism, “is the ideal model of Tourism which is able to operate the
system, by creating a profitable and ‘healthy’ environment from theTourism industry,
during the time” (Harrison, 1996: 35–41). The purpose of sustainable tourism is
to make a balance between protecting the environment, establishing social justice,
maintaining cultural integrity and promoting economic benefits and meeting the
needs of the entire population in terms of improved living standers both in the short
and long term (Liu et al., 2013). It has played an important role in identifying ways
to secure positive benefits, as well as the established approaches of regulation and
development control (Bramwell & Lane, 2012). Operates in harmony with the local
environment, community, and culture, so it can become create permanently benefits
and minimize the negative effects of development. Achieving sustainability depends
on a balance of private initiative, economic instruments and regulation, translating
global principles into focused local action, and new public–private sector delivery
mechanisms. This may bear a new and necessary tourism culture that focuses on the
environment as a valid raw subject for sustainable tourism development.

The United Nations’ Environment Programme and World Tourism Organization
say sustainable tourism should:

• Make use of environmental resources in a way that maintains essential ecological
processes and helps to conserve the natural heritage and biodiversity.
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• Respect the authenticity of host communities, conserve the cultural heritage and
traditional values, and contribute to inter-cultural understanding and tolerance.

• Ensure viable, long-term economic operations, providing benefits across the
community—including employment and income-earning opportunities.

2.2 Social and Solidarity Economy

The social and solidarity economy (SSE) is a concept that refers to enterprises
and organizations, in particular cooperatives, mutual benefit societies, associations,
foundations, and social enterprises, which specifically produce goods, services, and
knowledge while pursuing economic and social aims and fostering solidarity.

In recent years, there has been an increasing number of organizations in the
productive and social, and personal services industries that are based on princi-
ples of cooperation, self-management, and free association. Indeed, the expansion of
these kinds of organizations has led to programmes and actions in both the public and
private sectors and consideration of actively promoting them as ameans of generating
income and improving the quality of life (Morais & Bacic, 2009).

The social and solidarity economy (SSE) refers to specific forms of organiza-
tions and enterprises, the most common of which are cooperatives, mutual societies,
associations, community organizations, social enterprises, and some foundations.
The SSE offers many advantages to address social, economic, political, and envi-
ronmental challenges worldwide, including social cohesion, empowerment, and the
recognition of a plural economy (Fonteneau et al., 2010). It is undoubtedly a sector
worth studying in greater depth, bearing in mind its contribution in dealing with the
present socio-economic reality and in creating green jobs, income, social inclusion,
and environmental awareness.

In this context, many programmes aim to combat inequality, reduce poverty and,
as a consequence, improve the standard of living for a large part of the population.

3 Database

The economic contribution of tourism activity inMorocco is certainly important. It is
increasingly considered by senior officials as a strategic sector to support economic
development.Butwhat about the environmental and social costs aswell as for sustain-
able development? The main objective of this article is to explore the aspects that
make tourism a driving force for sustainable development inMorocco and especially
in the region of Souss Massa. Sustainable tourism activity can be transposed to all
tourism activities, it acts on the behavior of consumers and producers in the sector
to ensure respect for the environment and the resources they use. The aim of this
practice is to educate the population to produce and consume sustainably throughout
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the supply and demand chain. Thus, strategies and policies are necessary for all the
actors of the territory.

Due to the existence of problems such as lack of information concerning sustain-
able tourism in the region Souss Massa, and in order not to place any restriction on
our sample, we have tried to develop our own database by combining several sources
of information. Our goal is to have as much information as possible on as many
companies are aware of the importance of sustainability and adopt it as a strategy
in their activities. We took a sample of 25 companies, hotels, council offices, and
public bodies in the region of Souss Massa. We questioned them whether it was
by distributing surveys or establishing interviews, we also used the computerized
database of some public bodies and the annual activity reports of a few companies.

4 Methodology

We adopt here a quantitative and qualitative approach where we have based our
paper on several research works, distributing paper questionnaires, online surveys,
and establishing interviews.

The target population is made up of establishments in Souss Massa whose main
activity is associated with one or other of the following five sectoral groups and
associated with tourism (Fig. 2). In the Fig. 3 the percentage of establishments
survived for companies/corporations is 40%.

Juridical form Establishments survived %

Compagnies/Corporations 10 cc

Individual companies 7 28%

A non-profit organizations 5 20%

corporation partnership) 2 8%

Cooperative 1 4%

Total 25 100%

The survey plan included mixed data collection (web and telephone) and aimed
to complete 10 interviews.

The sample of 25 units was processed in two phases:

Phase 1:

All companies with an email address were invited to answer the questionnaire on
Mars 6 and 7, 2020.

All companies without an email address were included in the telephone collection
from Mars 7, 2020.
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Fig. 2 Establishments by juridical form

Phase 2:

Companies that did not respond to the web component have been added to the
telephone component as of Mars 15, 2020. It was initially known that the desired
number of interviews in the transport sector would be unachievable. It was agreed to
distribute these “missing” interviews to the other sectors.

The original questionnaire was provided by the client, then revised, translated.
The telephone version of the questionnaire was tested with 4 respondents on

February 25 and 26, 2020. Changes made to the questionnaire following the test
were approved by the client. Interviews were conducted in French or Arabic, at the
choice of the respondent. They lasted an average of 20 min on the phone and 15 min
on the web.
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Fig. 3 Region map of Souss-Massa

The data collection was carried out in two ways: telephone collection and web
collection. Like indicated in the board below:

Collection date Response rate (%)

Telephone 7 Mars 2020 20.3

Web 15 Mars 2020 12

The data was first validated in order to eliminate any errors, outliers or other
anomalies. The data was weighted for all eligible and ineligible respondents, by
simple extrapolation to the joint distribution (geographic area and sector).

5 Results

5.1 Sustainable Development Within the Region of Souss
Massa

The region of Souss-Massa is the first seaside resort of Morocco, and it is renowned
for its western atmosphere. It is also the first tourist hub in the country and has the first
fishing port of Morocco. It is bordered to the west by the Atlantic Ocean, to the north
by the region of Marrakech-Safi, East by the Drâa-Tafilalet region, to the south-east
by Algeria, and to the south-west by the region of Guelmim-Oued Noun. The region
is bordered on the north by themountain range of the HighAtlas, following the valley
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of Wadi Souss, it is crossed in the center by the Massa river and the Anti-Atlas, and
bordered on the south by the Drâa River.

It counted in the 2014 census approximately 2,676,847 inhabitants spread over
an area of 30,321 km2. The region is made up of mountain ranges, plains, and
plateaus and surrounded by both the desert and the Atlantic Ocean. It has a park
that is frequented by 46 species of mammals, 40 species of reptiles and amphibians,
and 9 species of fish, more than 275 species of birds observed, and many species
of Lepidoptera. There are 300 species of plants, 13 of which are endemic to the
southwest of Morocco. The biodiversity of the Souss-Massa region is particularly
interesting for the combination of Palearctic and Afro-tropical species but also for a
very interesting endemic compontent.

The pre-Saharan Souss-Massa Region south of the High Atlas Mountains covers
two types of regional destinations, coastal tourism along the Atlantic Ocean (espe-
cially around Agadir) and rural destinations of mountains and valleys south of the
High Atlas. Almost every regional destination in Morocco has seen smaller private
tourism initiatives which tend to focus on sustainability (at least in a broader sense).
However, the RDTR (The Rural TourismDevelopment Network) in the Souss-Massa
Region appears to be the most substantial private initiative in Morocco taking a
sustainable tourism perspective.

A comprehensive study on sustainable tourism activities in the Souss-Massa
Region undertaken between 2012 and 2014 revealed that, among the traditional hotel
sector (mostly run by national and international hotel chains) in the region, only Club
Robinson (owned by the tour operator TUI) had a significant orientation towards the
goals of sustainable development (Boudribili, 2014, p. 69 et seq. & p. 90 et seq.).
Apart from this beach resort, all the other hotels and holiday resorts in the study
fulfilled only the (few) legal requirements concerning the impact of their business
on the environment, avoiding any further commitment to the idea of sustainability.

A second example of good practices in the Souss-Massa Region was an owner-
operated lodge, the Ecolodge Atlas Kasbah. This location focuses on rural tourism
and practises a comprehensive sustainability-oriented approachwith a broad environ-
mental management plan concerning water, energy, and waste management. Apart
from that, social aspects concerning the integration of the local population and
awareness-raising among visitors are included as well, following a broader Corpo-
rate Social Responsibility approach. The sustainability orientation is combinedwith a
high level of quality of the product, includingdifferent activities ranging fromconven-
tional excursions to workshops on traditional crafts (e.g., pottery, soap making).
While the sustainability orientation of Club Robinson limits itself to rather isolated
internal activities, the owner of the Atlas Kasbah can be seen as one of the rare
examples where individual activities make a broader impact.

The owner of the Atlas Kasbah has been one of the key persons since 2011, when a
few tourismprofessionals and academics founded theRDTRwith the encouragement
of the regional council. Its target has been to bring together small tourism stakeholders
in the rural milieu of the region in order to structure and organize the rural tourism
sector, organize and manage all common interests and promote the practices of rural
tourism (promotion, communication, marketing assistance), promote the exchange



210 A. Edaoudi et al.

of good practices, ensure the quality of rural tourism products, participate in the
development of sustainable and responsible rural tourism, and build partnerships
with regional, national and international tourism stakeholders” (RDTR & Afkar,
2013, p. 6, translation A. Kagermeier).

The primary purpose of the network is to strengthen the performance of small
tourism activities by building a network focusing on capacity building and providing
the service orientation necessary to successfully participate in the tourism market—
which is marked by a high degree of competition. Apart from the development and
promotion of the rural tourism product itself, the sustainability orientation has been
an integral part of the RDTR’s mission from the very beginning.

At the same time, a number of marketing activities were started—especially using
internet and social media tools (RDTR & Afkar, 2013), which are easily accessible,
and thus have low barriers to entry and do not result in high monetary costs. In spite
of these various activities, the number of members stagnated, so the optimistic hope
that membership would rise from 70 to an estimated number of 200 by 2013 (RDTR,
2012, p. 4) was never fulfilled.

It is difficult to evaluate the reasons for the stagnation of the members. Perhaps
the focus of the key players exercising leadership in the network has been a little bit
too much oriented towards the representative function of conferences. It also must be
noted that the spatial focal point of the network lies in the immediate surroundings
of Agadir, so perhaps the intensity of interaction decreases significantly with the
distance from the spatial (and functional) core node of the network, even if formally
each of the provinces in the Souss-Massa Region were to send an equal number of
delegates.

In order to strengthen the competitiveness of tourism in the region as well as
the sustainability orientation in 2012, the RDTR began working in cooperation with
the University Ibn-Zohr in Agadir to establish a Charter of Quality and the Envi-
ronment in Tourism (QET). The general meeting agreed on this charter in 2013
(Boudribili, 2014, p. 121). The charter opened the way for a classification scheme
focusing on two core aspects: product quality and sustainability, including clas-
sical environmentally-oriented aspects, as well as attention to human resources, the
local population, raising visitor awareness, and other aspects related to an integrated
understanding of sustainability. Four different grades are possible, ranging from a
“basic” level to an “excellent” level. Two-thirds of the classification points deal with
quality aspects and one-third with sustainability aspects (Boudribili, 2014, p. 124).
The classification scheme has so far been open to RDTR members only (thus func-
tioning as a point of added value for members and with the intention of stimulating
interest in joining the network). Of the 48 RDTR members owning an accommoda-
tion establishment or a restaurant, 44 have been evaluated for classification. Only
two establishments were excluded from the classification outright (Boudribili, 2014,
p. 127), which might be interpreted as a selective interest in the network by those
owners already showing a minimum level of interest in quality and sustainability.

However, it can also be seen as ambivalent if the classification institution and
the classified establishments are in a specific relationship. At the same time, only
14% of the theoretically possible points have to be fulfilled to be classified at the
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basic level (Boudribili, 2014, p. 124). This seems to be a relatively low barrier to
entry, attracting even establishments with rather moderate quality and sustainability
ambitions hoping to further orient their business on issues of sustainability in the
future as a result of an initial basic classification. The process-oriented intention
becomes visible by the fact that only four establishments (among them, of course,
the Ecolodge Atlas Kasbah as the best-ranked accommodation) were classified as
“excellent”, thus signaling to others that future improvements might lead to a higher
classification (Boudribili, 2014, p. 127).

Even if the classification approach of the RDTR started out as quite compelling,
a follow-up visit in 2016 revealed the fact that continuous quality improvement and
a focus on a sustainability approach could not be achieved by the NGO. After the
first classification assessment, no additional repeated surveys have been conducted.
At the same time, the idea of continuous quality and sustainability-oriented training
has also not been realized. A lack of human capacity as well as other interests on
the part of the leading members might be a preliminary explanation for the lack of
continuity in the approach of the RDTR.

6 Conclusions

This paper has presented a review of the literature on sustainable tourism definitions
and its application in the SoussMassa region. This review attempts to create awindow
of opportunity to help researchers’ and practitioners’ efforts and also to meet their
requirements for easy access to sustainable tourism publications. Adding that both
English and French journals are considered in this research work.

This research has some limitations. The limitation is that a part of the data used in
this review is collected fromscholarly journals,which exclude conference proceeding
papers, master’s dissertations, doctoral theses, textbooks, and unpublished working
papers in the Sustainable Tourism literature. This may imply that this review is not
thorough; however, it provides a comprehensive review since the majority of papers
published by scholarly journals are included. Therefore, this paper offers to academic
researchers and practitioners a framework for future research.
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Overtourism and Tourism Carrying
Capacity: A Regional Perspective
for Greece

Sophia Panousi and George Petrakos

1 Introduction

Despite the current health crisis with the outbreak of Covid19 pandemic, world
tourism has recorded unprecedented growth during the last decade. Tourism world-
wide has proven to be one of the world’s highest priority industries and employers.
Its resilience until recently to serious external negative factors helpedmany countries
to overcome the economic crisis minimizing the casualties for their economies.

For decades, the primary rationale in tourism development was increasing the
numbers of tourist arrivals to a destination. Improved living conditions and tech-
nology innovations have been key drivers of the tourismgrowth. Increased disposable
income, wealthier retirees in a very good health made tourism services accessible to
a larger share of the world population. Technological development, the rise of cruise
and low-cost carriers boosted international mobility, whereas product diversification
and innovation transformed a trip into a life-changing experience.

Greece over the last decade has witnessed a striking expansion of its tourist flows.
During the last 10-year period 2010–2019, the number of inbound travelers increased
by 127%, while the number of non-residents’ overnight stays declined by 69%. This
difference can mainly be attributed to the decline of the average duration of stay by
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26%. Finally, at the same period, tourism receipts increased by 89%, while the non-
residents’ expenditure per journey reduced by 17% (Bank of Greece, 2020). Inbound
tourism in Greece, especially at the second half of the current decade, was affected
by the world tourism trend, according to which tourists prefer to take shorter and
more frequent trips.

At regional level in 2019, the three most popular Greek island regions, i.e., Crete,
Ionian Islands, and South Aegean Islands, account for the 42% of inbound tourism
arrivals, corresponding to 52% of the overnight stays and to 60% of total tourism
receipts. Furthermore, these three regions manifest particularly high seasonality. In
Crete, 52% of non-residents’ overnight stays occur at the third quarter of the year,
while the corresponding percentages for the South Aegean Islands and the Ionian
Islands are 62% and 68%, respectively.

During the recent economic crisis that seriously afflicted Greece, tourism sector
has proven to be one of the pillar sectors that helped the Greek economy to mitigate
the negative impacts of the crisis (Petrakos et al., 2020). The beneficial effects of
tourism were even more evident at regional level. Increased volumes of tourists will
further consolidate the role of tourism as a driver of development and diversification
for local and regional economies.

However, the continuous uncontrolled growth of tourism is accompanied by
serious problems affecting regions specialized in leisure industry. Specifically, prob-
lems concerning demographic congestion, high consumption of natural and energy
resources, ecological impacts affecting the landscape, the cultural and historical sites
and even the moral values and customs of the indigenous populations are some of
the emerging factors that degrade and deteriorate the very same assets that attract
visitors.

Today more than ever, the imperative objective of tourist activity stands out:
sustainability. Consequently, copingwith the phenomenon of overtourism and simul-
taneously achieving its sustainable development have created an urging need for
better and more effective planning, development, and management of the tourist
activities. While the direction is set, the viability of tourism development in the long
run depends on the approach that the public and private stakeholders will adopt to
tap opportunities and respond to challenges.

Since the objective of contemporary tourism is sustainability, there is an emerging
need for constructing and evaluating measurable indicators using open data. The
evaluation of those indicators at a regional level will help us to refrain from subjective
conceptions and to develop a better understanding of both overtourism and tourism
sustainability.

The rest of the paper is organized as follows. Section 2 provides the relative
literature review. Section 3 discusses the methodology used for the construction
of the composite indicators and the feasibility of their application to the regional
level. Section 3 presents the results of the analysis using real data for all the 13
Greek regions between 2016 and 2019. Section 4 summarizes the main findings
and conclusions regarding the practical implementation of the proposed indicators
on a regional level as a measurement of tourism intensity of a destination and as a
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useful tool for planning tourism policies toward sustainability. Finally, in Sect. 5, the
references of the paper are listed.

2 Literature Review

The explosive growth that tourism experienced in recent years intensified an old
problem and brought to the center of the academic community the issue of “Over-
tourism.” Overtourism is a new term to describe an old problem, mainly the situation
where too many tourists visit a specific destination at a certain period inflicting nega-
tive impacts of all types on the local community. In other words, we can say that
overtourism is the tourism pressure exerted on a destination.

Tourists overflowing destinations causing all kinds of transformations on the site
have been recorded for well over a century. Complains about mass tourism and the
impact on destination have been recorded in Venice in the mid-nineteenth century
(Butler, 2006). In the 1960s, authors discussed the ways in which tourism negatively
affected destinations causing discomfort and nuisance to locals. Doxey’s irridex
model (1975) is one of the first academic papers in which negative reactions of
local populations have been mentioned against the over flooding numbers of visitors.
Butler’s tourist life cycle (1980) and Pizam’sAttitude-Index (1978) for describing the
social costs to destination communities are some of the fundamental works referring
to the continuing decline in the environmental quality and therefore to the attractive-
ness of many tourist areas. In many cases, these problems have been exacerbated by
the seasonal nature of tourism (Milano et al., 2019).

In the 1980s, discussion regarding the carrying capacity of a destination moved
this debate forward. The concept of carrying capacity evolved from a neo-Malthusian
perspective of resource limitations. The idea was to find the “magical number” of
tourists that can visit a destination without causing serious negative consequences
of any kind (Van der Borg et al., 1996). For many years, carrying capacity became a
popular concept for estimating the negative impacts of tourism. However, the useful-
ness of the proposed indices for measuring the carrying capacity of a destination has
been seriously questioned.AsKoens et al. (2018) observed inRosenow and Pulsipher
(1979), they had coined the term “visitor overkill” to describe threemain causes nega-
tively effecting a destination because of tourism activities. Visitor behavior, timing,
concentration are some of the factors as important as tourism numbers. Saveriades
(2000) advocates that each destination can sustain a specific level of acceptance of
tourist development and use, beyond which further development can result in socio-
cultural deterioration or a decline in the quality of the experience gained by visitors.
While the impact on the physical environment can somehow be measured, it is far
more difficult to measure the impacts on social environment, as it is a subjective
concept, depending on ever-changing individuals, with disparate tolerance levels
and different interests.
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Turning away from the search of an intrinsic and elusive numerical carrying
capacity that is ultimately based on unrealistic assumptions and hidden value judge-
ments, authors suggested alternative approaches by developing planning frame-
works. Such planning frameworks include the Limits of Acceptable Change (LAC)
(McCool, 1989, 1994; Stankey et al., 1985), Visitor Impact Management (Graefe
et al., 1990), Visitor ActivityManagement Planning (VAMP) (Nilsen&Grant, 1998),
and the Tourism Optimization Management Model (TOMM) (Manidis Roberts
Consultants, 1997). These frameworks are decision-making frameworks and not a
scientific theory and this is the major difference from the carrying capacity approach.
The benefit of the debates around impact-based approaches is that the emphasis
has shifted from numbers to one that is based more on perceived benefits and
disadvantages.

From the late 1990s onwards, the emphasis of work on dealing with tourism
impacts shifted toward adopting the notion of a less intervening policy, advocating
the concept of “allowing the market to act as a form of governance” (Hall, 2011).
One of the main flaws of such theories, for which they have been criticized, is that
they put too much responsibilities onto stakeholders who lack the resources or the
knowledge to act in a sustainable way (Koens & Thomas, 2016; Leslie, 2012).

In recent years, the stunning developments in technology, the growth of low-cost
carriers, the influence of social media, as well as the emergence of new inexpensive
accommodation offers through Airbnb and other online platforms have exacerbated
the problem of overtourism, especially in popular and renown destinations. Veiga
et al. (2018) advocate that increased tourism demand has contributed to social and
environmental unsustainability in tourism.They also claim that overtourism is strictly
connected to the problem of mass tourism saturation of many destinations world-
wide, diminishing the quality of life of residents and creating negative experiences
for tourists. Butler (2018) advocates that the uncontrolled growth in the number of
tourists in many destinations has resulted to the rise of anti-tourismmovements from
permanent residents. Furthermore, he distinguishes between the concept of over-
tourism and that of over-crowding, clarifying that overtourism is the situation in
which tourists exert extra burden to local services and facilities and at the same time
become a serious inconvenience for permanent residents. Croce (2018) proposes that
the economic development should take into consideration and prioritize the conser-
vation, preservation, and protection of cultural and natural environment that are the
lifeblood of tourism and ultimately averting tourism from becoming its main cause
of disruption.1

Nevertheless, the development of tourism inevitably induces changes on the social
and environmental character of a destination. Therefore,we believe thatwemust have
reliable and impartial measurements that will help us validate possible processes of
sustainability or unsustainability of a territory. Having as a starting point two indices
proposed by Manera and Valle (2018) for measuring tourism intensity worldwide,
we adapted them so to become applicable to the case of Greek regions, as the authors

1For further reading on implications and future perspectives of overtourism see Cappochi et al.
(2019).
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noted “…the indices and the methodology we have constructed would be equally
applicable to a more regional-scale analysis.”

3 Methodology and Indices Presentation

3.1 Description and Formulation of the Indices

Despite the importance of tourism to national, regional, or local economies, there
is no consensus among researchers on how to define and measure tourism intensity,
as clearly was pointed out in Manera and Valle (2018). They have noticed that
there are not accurate indicators to measure tourism intensity and, above all, there
are no composite indicators for this purpose. Therefore, they proposed two specific
instruments for measuring tourism intensity: The Tourism Intensity Index (TII) and
the Tourism Density Index (TDI). In a preceding study, Manera and Navinés (2018)
provided a tourism intensity index that was then applied to 18 insular economies
throughout the world.

Four variables are used to formulate the TII: (i) the number of tourist arrivals at a
destination, (ii) the destination’s population, (iii) tourism revenues and the GDP of
each country under consideration.

After TII has been calculated, the TDI can be obtained by multiplying the
demographic component of the TII by the population ratio per km2 of the country.

The four variables that formulate those indices were taking values from relative
data published by the World Tourism Organization (UNWTO) and by the World
Bank (WB).

The proposed indices have three basic attributes. Firstly, they introduce in a single
synthetic index, four determining variables that are closer to the economic reality
of the destination in consideration. Secondly, they facilitate their application on
international, national, and regional scale enabling intra-destinations comparisons.
Thirdly, theyuse homogenizeddata, leading tomore robust resultswhichopenupnew
pathways for research, not only in the field of tourism, but also for studying economic
structures (for an interesting intra-regional analysis in Spain, see Pérez-Dacal et al.
(2014).

The initial research hypothesis was that tourism intensity mainly affects insular
economies and by constructing tourism intensity indices research would help
assessing the level of a destination’s sustainability. The results of their analysis
showed that these measurable indicators allowed for country classification free from
subjective conceptions about the phenomenon of sustainability.

As it was mentioned previously, the two proposed indices are the Tourism Inten-
sity Index (TII) and the Tourism Density (TD). For calculating the TII, they used
demographic and economic variables obtained from World Tourism Organization
(WTO) for all countries and not from the Official Statistical Authorities of each
country. This ensured the homogeneity of the variables for drawing up the index.
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They defined the TII as follows:

Tourism Intensity Indexi =
√
√
√
√

Ti
Pi
Tw
Pw

×
TRi
GDPi
TRw
GDPw

× 100

where T is the number of tourists, P is the population, TR is tourism revenues, GDP
is the gross domestic product with subscript (i) for the specific country and (w) for
the world. Although they have used the WTO database as their source, they have
experienced missing values issues for certain countries and years. In order to cope
with this methodological problem, they focused on the trends of the series.

While carrying out the calculation of the TII, they added a new geographical
aspect: The Tourism Density (TD) of each country, defined as the number of tourists
per km2.

TD = Inbound Tourism + Domestic Tourism

Population
× Population

km2

= Inbound Tourism + Domestic Tourism

km2

By multiplying the demographic component of the TII with the population ratio
per km2, the authors produced the Tourism Density Index. Apart from the WTO
database, they derived data regarding the population and the area in km2 for each
country from the World Bank database.

Calculating the two indices for all the countries between 1995 and 2015, they
acquired the ranking of the countries from greater to lower tourism intensity,
according to themean value of TII over the period under consideration. The countries
were classified into four groups according to the magnitude of their TII:

1 Very high TII: mean > 1500

2 High TII: 500 < mean < 1500

3 Medium TII: 100 < mean < 500

4 Low TII: mean < 100

Furthermore, they distinguished between the two components of the TII: the

demographic component
(

Ti
Pi

)

and the economic component
(

TRi
GDPi

)

. The higher the

demographic component, the bigger the tourism pressure exerted on the country.
The higher the economic component, the greater the dependency from tourism of
the country.

Next the authors proceeded to the calculation of the Tourism Density for all
the countries for the same period. Again, they acquired a new classification of all
countries, ranking them according to the magnitude of the mean value of TD for the
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period. The formation of the four groups is now based on the number of tourists per
km2.

1 Very high TD: mean > 10,000 tourists/km2

2 High TD: 1000 < mean < 10,000 tourists/km2

3 Medium TD: 300 < mean < 1000 tourists/km2

4 Low TD: mean < 300 tourists/km2

The findings from their analysis corroborated their initial hypothesis, that island
countries are more susceptible to tourism pressures and much more dependent on
tourism. These classifications can be proven very useful for planning tourism policies
in order to eliminate negative externalities and to boost positive ones.

3.2 Adaptation of the Indices to the Case of Greek Regions

Although the above described indices were originally designed to be used at national
level, they could equally be applicable for regional analysis. In this section, we will
present the adaptations we propose, so these indices could be applied to measure the
tourism intensity in the 13 regions of Greece. Instead of comparing the four major
tourism variables of a country to the corresponding world variables, we compare the
regional variables to the total Greece ones. Also, we have substituted the number of
tourists by the number of overnight stays, since we believe that the later variable is
more robust and better represents the tourism burden of a region.

The demographic (population) and economic (GDP) variables are obtained from
the Hellenic Statistical Authority (EL.STAT.) while tourism revenues and overnight
stays of non-residents are obtained from theBank ofGreece (BoG).Available tourism
regional data from BoG exist for the period from 2016 to 2019.

Having selected the variables and the data sources, the TII is defined as follows:

Tourism Intensity Indexr =
√
√
√
√

Nr
Pr
Ngr

Pgr

×
TRr
GDPr
TRgr

GDPgr

× 100

where N is the number of overnight stays of non-residents, P is the population, TR
is tourism revenues, GDP is the gross domestic product with subscript (r) for the
region and (gr) for the country (Greece).

Regarding the computation of the Tourism Density, we confined our analysis
using only the number of inbound overnight stays, since there are no equivalent data
available in regional level for domestic tourism.2

2Besides, domestic overnight stays in hotels and short-stay rentals in 2018, constituted only 7% of
inbound overnight stays.
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If the demographic component of the TII is multiplied by the population ratio per
km2, the Tourism Density (TD) of the region is obtained.

T D = Inbound Overnight Stays

Population
× Population

km2

= Inbound Overnight Stays

km2

Implementing the TII on regional level for Greece, we defined three groups of
regions according to the mean value of the index for the period 2016–2019.

1 High TII: mean > 100

2 Medium TII: 50 < mean < 100

3 Low TII: mean < 50

Respectively, the three groups of regions according to the mean value of Tourism
Density for the period 2016–2019 are formed as follows:

1 High TD: mean > 1000

2 Medium TD: 500 < mean < 1000

3 Low TD: mean < 500

Next, we have applied the above-mentioned methodology to the Greek regional
data available for the 2016–2019, obtaining the results presented in the following
section.

4 Results

Having defined the contents of the two indices, the calculation of the TII for all
the regions of Greece between 2016 and 2019 is presented below. The regions were
ranked from greater to lower tourism intensity, depending on the mean value of the
indicator over the 4-year period and were classified according to whether they had
a high TII (mean greater than 100), a medium TII (mean greater than 50 and lower
than 100), or a low TII (mean lower than 50) (Table 1).

According to the mean value of TII, the 13 regions of Greece are classified into
three almost equal in number of regions groups. The values and the trends of TII for
the top group over the studied time period are shown in Fig. 1.

We see that the regions in the groupwith the highest TII are themost prominent and
renowned island regions of Greece and the mainland region of Central Macedonia,
where the popular destinations of Chalkidiki are situated.

In Table 2, the evolution of the TII is given for each year of the 4-year period
2016–2019 for the 13 regions of Greece.
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Table 1 Ranking of 13 administrative regions of Greece according to TII mean value

Region TII mean value 2016–2019 TII mean value range

Southern Aegean 741.51 100+

Ionian Islands 611.39 100+

Crete 376.63 100+

Central Macedonia 102.41 100+

Northern Aegean 73.69 50–100

Epirus 62.89 50–100

Eastern Macedonia and Thrace 56.81 50–100

Peloponnese 54.52 50–100

Thessaly 37.20 >50

Attica 34.59 >50

Western Greece 27.11 >50

Central Greece 22.44 >50

Western Macedonia 21.53 >50

Data source BoG, EL.STAT
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Fig. 1 High tourism intensity index evolution

From the four regions with high TII (Table 1), only the index of the Southern
Aegean Region has recorded continuous growth during the 4-year period in
consideration.

In Table 3, the TII components for the first and the last year of the period in
consideration are broken down into their demographic and economic aspects.

The higher the demographic index, the higher the pressure exerted on the region.
Respectively, the highest the economic component of the index, the greater the
dependency on tourism of the region.
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Table 2 Evolution of the tourism intensity index, 2016–2019

Region 2016 2017 2018 2019

Eastern Macedonia and Thrace 54.06 48.76 53.34 71.06

Central Macedonia 102.43 102.81 107.88 96.51

Western Macedonia 26.97 15.32 21.26 22.59

Thessaly 42.35 37.43 34.16 34.86

Epirus 67.96 62.06 60.68 60.88

Ionian Islands 626.02 665.90 579.02 574.64

Western Greece 24.09 23.35 28.81 32.18

Central Greece 19.26 17.75 29.58 23.17

Peloponnese 56.38 47.38 61.89 52.40

Attica 32.52 35.16 34.75 35.94

Northern Aegean 72.12 81.59 76.91 64.14

Southern Aegean 699.42 723.58 760.66 782.39

Crete 415.35 384.68 350.35 356.15

Data source BoG, EL.STAT

Table 3 Basic components of the tourism intensity index, 2016 and 2019

Region 2016 2019
Nr
Pr

TRr
GDPr

(%) Nr
Pr

TRr
GDPr

(%)

Eastern Macedonia and Thrace 8.96 4.2 16.96 6.1

Central Macedonia 19.29 7.0 21.78 8.7

Western Macedonia 5.39 1.7 5.69 1.8

Thessaly 7.02 3.3 6.80 3.7

Epirus 10.75 5.5 11.99 6.3

Ionian Islands 104.26 48.1 116.47 58.0

Western Greece 4.10 1.8 6.91 3.1

Central Greece 3.32 1.4 5.36 2.0

Peloponnese 9.91 4.1 11.26 5.0

Attica 6.55 2.1 9.09 2.9

Northern Aegean 12.50 5.3 13.13 6.4

Southern Aegean 119.47 52.4 154.55 81.0

Crete 62.32 35.4 68.13 38.1

Data source BoG, EL.STAT
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As shown in Table 3, from the demographic point of view, the greatest pressure is
calculated in the regions of Southern Aegean and Ionian Islands for both reference
years. At the economic level, again the region of SouthernAegean reveals the greatest
dependency on tourism followed by the region of Ionian Islands. Moreover, the
dependency on tourism of the Southern Aegean region rises sharply between 2016
and 2019, whereas the corresponding rise of the index for the regions of Ionian Island
and Crete is substantially milder.

Next, we calculate the Tourism Density (TD) for the 13 Administrative regions
of Greece for the same 4-year period and rank the regions based on the mean value
of the indicator. The regions were classified according to the magnitude of the index
into groups with high TD (mean greater than 1000 overnight stays per km2), medium
TD (mean less than 1000 overnight stays per km2 and over 500 overnight stays), and
small TD (mean less than 500 overnight stays per km2).

In contrast to the TII, the three groups include different number of regions. Five
regions fall into the group with the high TD, only two regions fall into the second
group with the medium TD, and six regions fall into the last group with the low TD.

As shown inTable 4, the regions of Ionian Islands and theSouthernAegean occupy
the two first places with the highest TD mean value, only they have interchanged
places compared to those in Table 1. However, the third place is occupied by the
region of Attica, revealing the tourism pressure that this region receives.

In Fig. 2, the evolution of Tourism Density for the period 2016–2019 can be
observed for the five regions of the group with the high TD. The TD for the Ionian
Islands region records a downwards trend from 2018 to 2019, attributable to a 3%

Table 4 Ranking of 13
administrative regions of
Greece according to TD mean
value

Region TD mean value
2016–2019

TD mean value
range

Ionian Islands 10385.43 1000+

Southern Aegean 9182.69 1000+

Attica 8029.84 1000+

Crete 5036.58 1000+

Central Macedonia 2196.70 1000+

Northern Aegean 804.36 500–1000

Eastern Macedonia
and Thrace

501.10 500–1000

Epirus 425.68 >500

Peloponnese 419.09 >500

Thessaly 371.30 >500

Western Greece 314.06 >500

Central Greece 177.94 >500

Western Macedonia 143.95 >500

Data source BoG, EL.STAT
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Fig. 2 High tourism density index evolution

decline of overnight stays in 2019 in relation to 2018. The same but less eminent
trend is also reflected in the evolution of the TD of the other four regions.

In Table 5, the evolution of the TD is given for each year of the 4-year period
2016–2019 for the 13 regions of Greece.

The island regions of Greece record the highest TD, since over 50% of total
overnight stays are realized into these regions. The regions with the highest
percentage changes of TD are the emerging regions that are newly discovered by
tourists.

Table 5 Evolution of the tourism density index, 2016–2019

Region 2016 2017 2018 2019 % change 2019/16

Eastern Macedonia and
Thrace

382.38 382.86 520.80 718.36 88

Central Macedonia 1931.31 2168.01 2518.08 2169.38 12

Western Macedonia 156.09 90.87 168.06 160.80 3

Thessaly 364.80 358.09 414.04 348.27 −5

Epirus 393.56 395.87 478.39 434.91 11

Ionian Islands 9316.51 10812.14 11120.75 10292.33 10

Western Greece 241.56 248.33 367.18 399.15 65

Central Greece 118.66 129.44 272.15 191.52 61

Peloponnese 371.87 336.58 550.47 417.45 12

Attica 6504.36 7730.28 8948.80 8935.92 37

Northern Aegean 640.82 838.69 981.38 756.54 18

Southern Aegean 7566.42 8741.96 10363.98 10058.40 33

Crete 4723.79 4830.94 5402.50 5189.08 10

Data source BoG, EL.STAT
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5 Conclusions

The primary objective of sustainable tourism development concerns enhancing the
welfare of those affected by it, ensuring the preservation of the local community’s
cultural and natural heritage, as well as the perceptions of tourists.

It is very important being able to estimate the tourism burden exerted on a desti-
nation, as it can affect the well-being of both residents and tourists. The compound
Tourism Intensity Index consisting of four determining variables: the GDP, tourism
revenues, the population, and the number of overnight stays are a very efficient and
useful tool for tourism analysis. Despite its descriptive character, the TII enables clas-
sifying a destination according to its magnitude, a fact that can be proved very useful
when it comes to determining the type of policies necessary to eliminate negative
externalities and promote the positive ones. The TII is complemented by the Tourism
Density. Both methodologies lead to different rankings that can be used accordingly
by decision makers for tourism policy planning.

The insular regions of Greece recorded the highest TII and TD, a conclusion in
line with the results of Manera and Valle for the island economies worldwide. The
tourism dependency of these regions has recorded remarkable increase in 2019 in
respect to 2016, rendering them more vulnerable to tourism turmoil.3

Furthermore, the percentage changes of TD in 2019 over 2016 reveal the emerging
regions of Greece. The higher the change, the higher the recognition of the new
destination.

The changes in the tourism sector in a globalized world are overwhelming. The
tourist numbers rise rapidly, seriously affecting countries, nations, regions specialized
in leisure industry. Problemsof demographic congestion, high consumptionof natural
and energy resources, environmental and cultural impacts arise by the day and greater
immense, forcing policymakers to take urgent actions to avert and, if possible, invert
the negative impacts.

The proposed indices are impartial and unbiased and can be a very useful tool for
designing tourism policies aiming at correcting externalities because of advancing of
mass tourism and therefore ensure the environmental sustainability of a destination.
Implementing a management strategy that specifically identifies these conditions
and establishes explicit standards of quality will be more efficacious than relying
on numerical carrying capacities. It behoves all stakeholders involved in tourism
industry to admit the existence of the problem of overtourism and take proper actions
before permanently damaging tourism, before, as they say, “killing the goose that
lays the golden eggs.”

If you cannot measure it, you cannot manage it, and the indices presented in this
paper help us measure tourism intensity and density. However, we must be aware
that measurement is always partial and cannot constitute the be-all and end-all of
knowledge of the phenomena investigated. The pursuit of constructing other indices
is constant and continuous in the research community.

3The current pandemic had much more severe repercussions on the tourism of the island regions of
Greece.
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Tourism Transportation Services
Provided on the Principle of Sharing
Economy

Radka Marčeková, L’ubica Šebová, Kristína Pompurová,
and Ivana Šimočková

1 Introduction

One of the new forms of the transportation services is the offer, which works on
the principle of sharing economy and allows passengers to use vacancies in various
means of transportations (most often cars) that would not otherwise be occupied,
travel cheaper, faster and more environmentally friendly.

We understand the sharing economy as a system in which the equity or services
are shared by private persons, resp. as a business model that is applied on the basis
of sharing existing resources free of charge or for a consideration and usually via the
Internet.

2 Literature Review

According to the Brinke (1999), the transportation is the ensemble of transportation
services that result in purposeful movement of people, goods and energy in space and
time. Transportation services are one of the most important components of tourism
if we assume that every visitor needs to get to the destination at time (Horner &
Swarbrooke, 2003).

As experts agree that without the possibility of accessibility, tourism cannot take
place (Prideaux, 2000, In Van Truong & Shimzut, 2017), we must understand acces-
sibility in a broader context, not only as transport accessibility of the destination (and
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its quality, speed, reliability and affordability), but also as a possibility of transporta-
tion directly in the destination, which influences the choice of tourism destination
(Boopen, 2005 in Van Troung & Shimizu, 2017).

Quality transportation infrastructure is not only remedy for the future development
of the destination, but it is a key factor in motivating visitors to the destination and
thus contributes to increasing competitiveness and the development of tourism in the
destination (Borovská, 2019).

Transportation has a significant impact on tourism demand, affecting tourism
revenues, relative prices of goods and services and of course, the availability of
destinations (Khadaroo & Seetanah, 2007). The provision of transportation services
is also subject to external factors that we cannot influence and that significantly affect
its quality (weather, insufficient airport capacity, etc.).

Transportation must also develop sustainably. Reckless development of trans-
portation and transportation services can be a threat to the destination, especially
in terms of limited capacity, increasing the level of competitiveness of destina-
tions, environmental problems (Vaněček, 2008) and also limited human resources
(Navickas and Malakauskaite, 2009, In Khan et al., 2017).

The digital age on the threshold of the fourth industrial revolution also brings with
it new forms of economy and thus an extension of the existing forms of flexible work,
which are also reflected in transportation. The phenomenon is the sharing economy,
which has expanded especially in recent years (Barancová, 2017).

Numerous authors (Allen & Berg, 2014; Botsman, 2015; Botsman & Rogers,
2011; Dervojeda et al., 2013 and others) define the sharing economy as an economic
systemof decentralizednetworks andmarketswhich allows the value of unused assets
to be used by interconnecting needs and resources in a way that omits traditional
intermediaries.

Acquier, Daudigeos and Pinkse (2017) explain that this is a rapidly expanding
system of services in the open market, often provided by private individuals on
the basis of existing demand and on the principle of temporary use of assets. The
difference compared to the traditional economy is that while in traditional markets
consumers buy the products they subsequently own, in the sharing economy, suppliers
temporarily share their assets with consumers, either for free or for consideration,
which can be financial or non-financial (Dervojeda et al., 2013; Ikkala & Lampinen,
2015; Hamari et al., 2016; Juul, 2017; Ranjbari et al., 2018). It is possible to share
almost anything for the pre-agreed time, for example, tangible assets, services, skills,
competencies.

The most frequently applied model of the sharing economy is so-called the peer-
to-peer model (P2P, Fig. 1), in which individuals offer and request products, and
another subject, the online platform, acts as an intermediary between them (Rifkin,
2015; Tussyadiah and Personen, 2015).

A further application of the model is real sharing and commercial sharing (B2C)
(Codagnone & Martens, 2016; Analysis of the sharing economy in an environment
of the SMEs, 2018). The platforms of genuine sharing of goods and services include
platforms on the principle of individuals in a particular community of people who
put it into practice in the form of non-financial performance. Commercial (B2C)
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Source: Demary, 2014. 

demand platform supply

Fig. 1 Model of shared economy (P2P). Source Demary, 2014

sharing includes activities in the field of sharing economy provided by businesses
for financial reward.

Although the sharing economy is understood in the presence as the newmodel and
is often discussed (after entering the English term sharing economy into Google’s
search engine on July 27th, 2020, 950,000,000 search resultswere found), its roots are
in history. However, the trend is considered to be the emergence of online platforms
that mediate the sharing of property and services not only in the local but also in the
global market among individuals who do not know each other, do not live in the same
city, in the same state or on the same continent (Kostakis & Bauwens, 2014). Online
platforms act on the market as intermediaries who earn a commission for mediation.
The sharing economy has significantly changed the value chain (Demary, 2014 in
Roblek et al., 2016). It has a positive but also a negative impact on the tourism. On
the one hand, it provides easy access to a wide range of services, which are often of
better quality and affordability than their traditional equivalents; on the other hand,
it provides scope for unfair competition, reduces employment security (based on
non-payment of health and social insurance), avoids taxes and, according to some
authors, poses a threat to safety, health and hygiene standards (Goudin, 2016) and
does not contribute to tax into the state budget.

The most frequently used modes of transport based on the principle of sharing
economy can include carsharing, carpooling, ridesharing, lift-sharing, bikesharing,
motorcyclesharing and, at present, more alternative options of the sharing of parking
spaces, the use of boats, catamarans and other vessels (boat-sharing) and the joint
use of private aircraft (flightsharing) or helicopters (helisharing). Themost important
role in tourism is played by the joint use of cars and rides in them and subsequently
the joint use of bicycles.

The subject of joint use can be not only tangible assets, the “rental” of a vehicle
without a driver, but also a service that is directly linked to the participation of the
owner/lessor of the vehicle (usually the driver). In the article, we will continue to
focus only on the common use of the seats in cars as part of transportation services,
as we consider them important for tourism.

Transportation services intermediaries in a sharing economy are platforms that are
the basis in the digital economy for creating new values, and at the same time, they
represent a virtual space (market) where “sellers” and “buyers” meet (Accenture,
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2016). According to Chovanculiak (2018), platforms “sell” transaction cost reduc-
tions. They effectively connect demand with supply and create the possibility of
direct payments. According to the European Commission (2016), the platforms help
to connect providers willing to lease their assets with users who are interested in the
temporary use of these assets. Dervojeda et al. (2013) state that service providers in
the sharing economy temporarily provide their assets/resources to users free of charge
or for a fee. In the article, we identify with the mentioned authors and understand
the importance of the sharing economy in this context.

3 Methodology

The research object of the paper is the supply of the transportation services in the
tourism. The subject of paper is the sharing economy and its application in tourism.

The aim of the paper is to analyze the public’s awareness of transport services
provided on the principle of sharing economy, their usage andmotivation of potential
providers of such services.

To achieve the goal of the paper, we set two research questions:

Q1:Whatmotivates and demotivates potential providers of transportation services
to use and provide platforms operating on the principle of the sharing economy?
Q3: What needs to be changed in Slovakia in order to expand the possibilities of
offering transportation services in tourism on the principle of sharing economy?

The acquisition of primary data is based on the questionnaire survey method. We
have distributed the questionnaire in printed but also in electronic form. Electronic
distribution has taken place through direct e-mails to foreign contacts with a request
for further distribution on social network site Facebook in groups “Foreigners in
Bratislava”, distribution through own contacts (January–March 2019) and electroni-
cally through Matej Bel University in Banská Bystrica students, who carried out the
survey in their surroundings and family environment (January–June 2020). Ques-
tionnaires distribution ran mostly online because of the pandemic situation due to
the disease Covid-19 and strict quarantine measures in Slovakia. The questionnaire
was prepared in two language versions (English and Slovak version), divided into
several sections.

In the first part of the questionnaire, we have found out information about the
number of motor vehicles in the respondent’s household, frequency and reason for
their use. We were interested in how the respondents perceive the amount of costs
related to the operation of their own motor vehicle and whether they plan to buy a
new one in the future.

The second part of the questionnaire related to the awareness about sharing
economy among respondents, third part was aimed at identifying the motivations,
whichwould affect respondents in the phase of deciding to becomeproviders of trans-
portation services. In the case of respondents who have already used such transport
services, we tried to find out what are the biggest benefits of providing these services



Tourism Transportation Services Provided on the Principle … 235

for them. The last part of the questionnaire examined socio-demographic data of
respondents (age, sex, social status, country/region). The results of the questionnaire
survey were processed using a spreadsheet program MS Excel.

In the article, we use theoretical methods of scientific work such as abstraction,
content-causal analysis, synthesis, induction and deduction, method of comparison
and analogy.

The basic sample for the primary survey is individuals older than 18 years from
Slovakia and abroad. The research sample on the demand side is individuals over
the age of 18, willing to participate in the survey, selected by an accessible selection
(727 respondents).

When processing the paper, we use theoretical research methods, sociological
methods of data collection and exploratory statistics, as well as correlation analysis
in their processing.

We use exploratory statistics to express absolute and relative abundances when
evaluating a questionnaire survey and correlation analysis (calculation of the degree
of tightness of the dependence of monitored variables) to determine the dependence
between themonitored variables.We are finding out a relationship between the age of
respondents and awareness of the sharing economy, between the age of respondents
and the use of transportation services in the sharing economy and between the age
of respondents and the potential interest in providing transportation services on the
principle of sharing economy in the future. The reason for detecting dependencies
between variables is the assumption that in Slovakia, where research was mostly
conducted, the sharing economy is only in the initial phase of development and its
awareness, as well as its use and interest in using, respectively, providing of such
services is affected by the age of the population.

We consider for important to determine the impact (direct or indirect impact)
and its intensity (strong, average, weak impact), or to identify variables that are
not affected. To verify the agreement of the detected state and the assumption (we
always examine the assumption that the characters A and B are independent) we use
the method of Spearman’s nonparametric correlation coefficient, which also verifies
the degree of intensity of the dependence of the examined characters. We verify
the dependence of the variables using the statistical software IBM SPSS Statistics,
version 25. In the case of the detected influence, we verify whether it is a direct or
indirect influence and we determine its strength (strong, average, weak). Spearman’s
coefficient of rank correlation confirms (or rejects) the dependence of the observed
features and proves the strength of their dependence. It can range fromnegative values
−1 to positive +1. A value of −1 represents the highest negative and a value of +
1 represents the highest positive dependence. If the dependence coefficient ranges
from 0 to 0.3, we speak of a weak dependence, in the interval from 0.3 to 0.6, we
speak about medium dependence, and in the interval from 0.6 to 1.0, we say about
strong dependence.
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4 Results

Transport services based on the principle of economy of joint use are represented
by many platforms that enable interconnection between providers and users of these
services. Internationally the platformsLyft andDidi aremostly common. In the paper,
we devote ourselves to the analysis of the platforms BlaBlaCar, Uber and Bolt, which
belong to the most widespread and most used in Europe and are available also in
Slovakia (Table 1).

4.1 Awareness of the Transportation Services
on the Principle of Sharing economy and Their Use

Awareness of transportation services provided on the principle of sharing economy
and the motivation of potential providers of transportation services were examined
by a questionnaire survey. All graphs and tables were created based on the results
of the survey and show the situation in Slovakia and abroad. We reached together
320 people during the period from January 18th to March 12th, 2019, by the ques-
tionnaire survey, with 268 respondents who completed the questionnaire, of which
166 respondents completed the questionnaire in Slovak version and 102 respondents
completed the questionnaire in English version. The return rate of the questionnaires
in the mentioned period reached 83.75%. The survey then continued in the period
from March 1st to June 30th, 2020, exclusively online. A total of 727 respondents
took part in the survey, of which 625 were citizens of the Slovak Republic and 102
were respondents from abroad. Of the total number of respondents, 63.5% were
women and 36.5% were men. There is a disparity in the participation of Slovak
women who were more willing to participate in the survey than men, the proportion
of men and women from abroad was balanced (Table 2).

We can confirm that the survey was mostly interesting for the young and middle
generation, for who the use of new ways of transportation is simple and attractive
(Table 3).

Table 1 Indicators comparison of the examined platforms

Platform Number of users
(mil)

Number of
conductors (mil)

Number of
countries

Average driving
time (km)

BlaBlaCar 70 0.1 22 300

Bolt 25 0.5 30 0.2

Uber 75 3 65 8

Note 1—The BlaBlaCar platform does not differentiate users and service providers in the statistics,
2—The Bolt platform does not record statistics on the average driving distance
Source Own elaboration based on www.blablacar.com, www.uber.com, www.bolt.com, 2019

http://www.blablacar.com
http://www.uber.com
http://www.bolt.com
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Table 2 Gender of respondents

Sex Slovakia Abroad

Absolute number Relative number (in %) Absolute number Relative number (in %)

Women 412 56.7 50 7.0

Men 213 29.3 52 7.0

Total 625 86.0 102 14.0

Source Own elaboration, 2020

Table 3 Age structure of respondents

Age group Slovakia Abroad

Absolute number Relative number
(in %)

Absolute number Relative number
(in %)

18–25 years 223 35.7 31 30.4

26–35 years 99 15.8 31 30.4

36–45 years 92 14.7 16 15.7

46–55 years 113 18.1 17 16.7

56–65 years 50 8.0 5 4.9

66 years and older 48 7.7 2 1.9

Total 625 100 102 100

Source Own elaboration, 2020

In terms of social status, employed respondents predominated. The group created
48.13% of all respondents (Table 4). Almost a third of the respondents were students,
self-employed and entrepreneurs made up 11.19% of respondents and other groups
were pensioners, the unemployed and mothers on maternity leave (8.21%).

The survey covered respondents from all regions of Slovakia, the English version
was filled by respondents fromGermany (19), Austria (12), Slovakians living abroad
(11), respondents fromFrance (6), Poland (6), Czech Republic (5), Spain (5),Mexico
(4),Vietnam (4), England (2), El Salvador (2),Ghana (2), Portugal (2), Italy (2),Azer-
baijan (1), Bulgaria (1), Denmark (1), Netherlands (1), Kazakhstan (1), Colombia
(1), Latvia (1), Hungary (1), Moldova (1), Russia (1), Scotland (1), Tunisia (1),
Turkey (1), Ukraine (1), USA (1) and Venezuela (1). The number of respondents is
not sufficient to evaluate the differences in the context of respondents’ nationality,
but it is interesting to compare the opinions of a group of foreign respondents as a
whole with the opinions of domestic respondents.

In the first question of the questionnaire, we found out how many cars the respon-
dents own in the household, after deducting company cars. The survey involved 536
respondents who own at least one motor vehicle (Table 5).

Other questions were intended only for the owners of at least one car, therefore
only 536 respondents answered them (including 469 domestic and 67 foreign respon-
dents). From the results of the survey, we have found out that 48.6% of domestic
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Table 4 Social status of respondents

Status Slovakia Abroad

Absolute number Relative number
(in %)

Absolute number Relative number
(in %)

Employed 289 46.2 54 52.9

Unemployed 12 1.9 5 4.9

On
maternity/parental
leave

18 2.9 0 0

Student 177 28.3 24 23.5

Retiree 71 11.4 4 3.9

Other
(self-employed,
entrepreneur)

58 9.3 15 14.7

Total 625 100 102 100

Source Own processing, 2020

Table 5 Number of cars owned by respondents

Number of cars Slovakia Abroad

Absolute number Relative number
(in %)

Absolute number Relative number
(in %)

One 313 50.1 33 32.3

Two 116 18.5 27 26.5

Three or more 40 6.4 7 6.9

No 156 25.0 35 34.3

Total
number/share of
respondents

625 100 102 100

Source Own elaboration, 2020

respondents and 50.8% of foreign respondents use the car on daily basis (Table 6).
Frequent use of the cars could be an incentive to create a project similar to BlaBla-
Lines (www.blablalines, 2019), which has been operating successfully in France for
more than three years.

In the next question, we have found out what the main reason for using a car is
(Table 7). 11.5% of domestic and 9% of foreign respondents use the car especially
for long distances outside the place of permanent/temporary residence, which can
be understood as the potential for the sharing economy in transport (BlaBlaCar).

Similarly, we can perceive more than potentially the high percentage of people
who need to go towork every day by car. Parking in the cities is an increasing problem
and driving via transportation platforms could help solve this problem with fewer
cars on the roads and their better exploitation.

http://www.blablalines
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Table 6 Frequency of use of the car by its owner

Frequency Slovakia Abroad

Absolute number Relative number
(in %)

Absolute number Relative number
(in %)

Daily 228 48.6 34 50.8

Several times a
week

163 34.8 22 32.7

Occasionally (at
least once a
month)

44 9.4 6 9.0

Exceptionally (at
least once a year)

34 7.2 5 7.5

Total
number/share of
respondents

469 100 67 100

Source Own elaboration, 2020

Table 7 The main reason for using the car

The reason Slovakia Abroad

Absolute number Relative number
(in %)

Absolute number Relative number
(in %)

Journey to/from
work

174 37.1 37 55.2

Shopping 73 15.6 13 19.4

Free time 136 29.0 10 14.9

Long distances 54 11.5 6 9.0

Other 32 6.8 1 1.5

Total 469 100 67 100

Source Own elaboration, 2020

The following question concerned the average annual costs for operating and
maintaining a car. We found out how these costs perceived by car owners (Table 8).
Wewere slightly surprised by the perception of costs in 61% of domestic respondents
and almost 63% of foreign respondents, who perceive the costs for operating the
vehicle as average high. We can state that for some of the respondents, the car is still
a luxury. Transport services in a sharing economy allow service providers to share
operating costs, in particular fuel costs, and for respondents who considered the costs
to be high, this could in future reduce cost perception to at least a reasonable cost
level.

We also examined whether drivers usually travel alone or with other passengers
(Table 9). We found that almost half of the domestic respondents usually travel with
at least one passenger. We can state that this is a positive result, as at least one other
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Table 8 Perception of the average annual costs for operating a car

Costs Slovakia Abroad

Absolute number Relative number
(in %)

Absolute number Relative number
(in %)

High 174 37.1 20 29.8

Reasonable 286 61.0 42 62.7

Low 9 1.9 5 7.5

Total
number/share of
respondents

469 100 67 100

Source Own elaboration, 2020

Table 9 The average number of people in cars

Number of
persons

Slovakia Abroad

Absolute number Relative number
(in %)

Absolute number Relative number
(in %)

Alone 170 36.2 25 37.3

With one
passenger

223 47.5 28 41.8

With two or
more passengers

76 16.3 14 20.9

Total
number/share of
respondents

469 100 67 100

Source Own elaboration, 2020

place besides the driver is usually used in the cars of the respondents. We assume
that our survey involved 384 respondents (53%) aged 18 to 35 years, who can be
characterized as drivers who usually do not have a family of their own yet and usually
travel only in the company of a partner.

We consider the answers on the following question in the survey to be crucial,
because the ownership of a motor vehicle is a basic precondition for the provision
of transportation services in the sharing economy. The question was answered by
the respondents who did not own any motor vehicle at the time of the survey (156
domestic and 35 foreign respondents). We asked them if they planned to buy a car
in the future (Table 10). We perceive positively the answers of respondents from
Slovakia, where 25% of respondents plan to buy a vehicle, 35.3% consider buying
depending on the financial situation. Nearly 40% of domestic respondents were not
considering the car purchase. This finding can be attributed to the number of students
who participated in the survey. It is generally known that students in Slovakia usually
do not have enough funds to buy a vehicle while studying at university. Another
important factor is that students in Slovakia have the opportunity to travel by train
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Table 10 Planning a car purchase in the future

Plan Slovakia Abroad

Absolute number Relative number
(in %)

Absolute number Relative number
(in %)

Yes, I plan to 39 25 12 34.3

Maybe,
depending on the
financial situation

55 35.3 14 40.0

No, I do not plan
to

62 39.7 9 25.7

Total
number/share of
respondents

156 100 35 100

Source Own elaboration, 2020

for free, so their need to own a car is more a question of comfort or building their
own image.

In the questionnaire, we asked respondents if they knew the concept of sharing
economy (Table 11). Given the age structure of the respondents, we conclude that
the awareness of the sharing economy is not high enough. We assumed that the
age groups in younger and middle productive age know this concept, respectively,
they even use some of the services that are part of the sharing economy. Foreign
respondents have a much higher awareness than domestic respondents.

We were interested whether the respondents heard about the concepts of
carsharing, carpooling, which indicate sharing of the car or places in them. In a
comprehensive way, we can say that about half of the respondents knew the terms
and understood their meaning.

Table 11 Awareness of the sharing economy

Plan Slovakia Abroad

Absolute number Relative number
(in %)

Absolute number Relative number
(in %)

I know the
concept

229 36.6 68 66.6

I heard the term,
but I do not
understand it

219 35 17 16.7

I do not know the
term

177 28.4 17 16.7

Total
number/share of
respondents

625 100 102 100

Source Own elaboration, 2020
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Table 12 Usage of the transportation platforms

Usage Slovakia Abroad

Absolute number Relative number
(in %)

Absolute number Relative number
(in %)

Yes, I use it as a
user (passenger)

196 31.4 60 58.8

Yes, I use it as a
driver

12 1.9 3 2.9

Yes, I use both
(the user and the
driver)

21 3.4 5 4.9

No, I do not 237 37.9 23 22.5

No, I do not use
it, but I plan to
use it

159 25.4 11 10.9

Total
number/share of
respondents

625 100 102 100

Source Own elaboration, 2020

The following question in the second part of the questionnaire examined in more
detail whether the respondents had ever used the ride via the Uber, Taxify, BlaBlaCar
platforms (Table 12).We focused only on these three platforms providing carsharing,
which are the most known in Slovakia.

Another question examined the perception of the greatest benefits for users who
have ever used platform for ridesharing. Out of the total number of 625 domestic and
102 foreign respondents, 297 respondents have already tried transportation services
on the principle of the sharing economy (Table 13). We conveniently evaluate the
question in absolute terms and rank the advantages in the table in descending order
from those that were evaluated with the highest number of points in the category
“most important” and “very important”.

The respondents saw the greatest importance of the sharing economy in saving
money (270 respondents appointed this factor as the most important or important)
and in saving time (239 respondents perceive it as the most important or important).
At present, a person is forced to use his time as efficiently as possible, as evidenced
by the results of the survey. Financial benefits, time reduction and flexible travel
are crucial factors in deciding whether to use public transportation services in the
city, long-distance bus or railway lines or carsharing. Users see potential advantages
of ridesharing in the possibility of traveling at such time and place, where public
transportation is not available.

It is interesting to observe that respondents usually do not primarily use transporta-
tion services in the sharing economy due to the development of social ties and new
contacts, just as they are not primarily motivated to learn about the local authentic
culture when choosing the sort of transport.
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Table 13 The advantages of the transportation services on the principle of sharing economy from
the perspective of platform users

Benefits The most
important

Important Moderately
important

Less important Not important

Saving money 173 97 23 3 1

Save time when
traveling

111 128 42 9 7

Possibility to
travel outside the
reach of public
transportation

123 109 57 6 2

An ecological
way of transport

104 94 62 28 9

Possibility of
social life (zero
tolerance of
alcohol for
drivers in
Slovakia)

89 94 91 19 4

Greater
credibility than
the classic taxi
service

82 98 92 20 5

Opportunity to
develop social
ties

61 112 69 36 1

Possibility to get
new contacts

72 89 76 34 26

Authenticity of
local culture

43 115 78 42 19

Source Own elaboration, 2020

4.2 Motivation of Potential Providers of Transportation
Service on the Principle of Sharing Economy

In the next part of the survey, we were interested in the potential of providing trans-
portation services in the sharing economy. We asked respondents if they were inter-
ested in providing services in this way in the future. The question was aimed on all
respondents who have not so far used the transportation services on the principle
of sharing economy, or they plan to use them in the future (396 domestic and 34
foreign respondents). We found out that more than half of the respondents might be
interested in providing such services under certain conditions (Table 14).

We asked all 396 domestic and 34 foreign respondents what would motivate them
to become providers of transportation services on the principle of sharing economy.
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Table 14 Interest in providing transportation services in the sharing economy in the future

Interest Slovakia Abroad

Absolute number Relative number
(in %)

Absolute number Relative number
(in %)

Yes, I am
interested

109 27.5 15 44.1

No, I’m not
interested

162 40.9 10 29.4

Perhaps 125 31.6 9 26.5

Source Own elaboration, 2020

We rank the answers according to the degree of the highest agreement with the stated
statements in descending order and present them in absolute terms (Table 15).

We foundout that themostmotivatingwas the possibility of gainingfinancial profit
(364 respondents strongly agreed or agreed). Other important motivating factors
are more efficient car usage (308 respondents strongly agreed or agreed) and the

Table 15 Incentive factors for potential transportation service providers on the principle of sharing
economy

Motivation I strongly agree I agree I do not know I do not agree I strongly
disagree

Possibility of
gaining financial
profit

228 136 53 9 4

More efficient use
of the car

137 171 118 2 2

Allocation of car
operating costs

143 162 121 3 1

Opportunity to
gain new
experience

135 161 64 27 43

The possibility of
developing
communication
skills

123 152 104 24 27

Helping others
who do not own a
car

118 141 138 25 8

Possibility to use
free time
effectively

112 139 127 29 23

Opportunity to
meet new people

114 129 93 56 38

Source Own elaboration, 2020
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distribution of costs for the operation of the vehicle, withwhich up to 305 respondents
expressed their consent. Financial motivating factors are therefore a priority.

The survey confirmed that for some respondents, all the factors offered are a
potential motivation for providing transportation services on the principle of sharing
economy. However, if we focused on the statements with which the greatest number
of respondents expressed disapproval, these are by the large number of respondents
the statements that represent discomfort in leaving their own comfort zone: the oppor-
tunity to meet new people, the opportunity to gain new experiences, develop commu-
nication skills, but also the opportunity to use free time effectively. The connection
between these statements of the respondents is probably to be found in considering
the diversity of human characters (Stelmack & Stalikas, 1991).

In the next question,we focused on examining the demotivating factors for respon-
dents’ decision regarding the provision of transportation services in the sharing
economy. As in the previous question, this concerned respondents who stated that
they would be potentially interested in providing such services (430 respondents).
The answers are part of Table 16, expressed in absolute and relative numbers in
descending order of importance. As the respondent also had the opportunity to mark
3 answers at the same time, the resulting number of answers exceeds the total number
of respondents.

As the survey was conducted during the pandemic situation related to Covid-19
and part of it took place during the period of strict quarantine in Slovakia, we were
interested in how the respondents perceive the potential impact of a pandemic on the
development of the sharing economy. The question of how the current epidemiolog-
ical situation in theworld affects supply anddemand for services provided on the prin-
ciple of sharing economy was answered by 459 respondents (online responds). We
found out that up to 266 respondents (58%) are convinced that interest in providing

Table 16 Disadvantages of providing transportation services on the principle of sharing economy
from the point of view of potential providers

Disadvantages Absolute number Relative number (in %)

Loss of privacy 300 69.8

Impairment of car 265 61.6

Concerns about own safety 200 46.5

Insufficient legislative protection 132 30.7

The need to adapt to the customers 113 26.3

Lack of time and flexibility 90 20.9

Stress from contact with strangers 74 17.2

Stress from communication with customers 37 8.6

Other (customer liability concerns, lack of
information)

2 0.5

Note Respondents had the opportunity to mark more than one answer at a time, so the relative
number exceeds 100
Source Own elaboration, 2020
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these services will decline due to the epidemiological situation. Another 93 respon-
dents (20.3%) believe that the interest in using these services will decrease because
they perceive the situation sensitively and lose interest in services, the use of which
they do not perceive as sufficiently safe. On the other hand, exactly 100 respon-
dents (21.7%) think that the situation will gradually calm down and transportation
services, which are part of the sharing economy, will maintain a growing trend, as
they allow individualization of customer requirements. Given the lower number of
people who come to mutual personal contact by providing these services compared
to using the services of public transportation, the transportation services provided on
the principle of the sharing economy are perceived as a safer alternative.

4.3 The Impact of the Age Category of Individuals
on the Awareness, Use and Interest in the Provision
of Transportation Services in the Sharing Economy

We have found out the relationship between age of respondents and other variables.
Spearman’s rank correlation coefficient confirmed in the researched period a weak
indirect relationship between the age of respondents, and the awareness of the sharing
economy (Table 17).

The result can be interpreted aswith a higher age of respondents increases the like-
lihood of their lower awareness of transportation services provided on the principle of
sharing economy. Many individuals in the older productive or in the post-productive
age probably do not have sufficient information about the possibilities of services
that they can use, they do not know the concept of sharing economy, or they heard
already the term, but did not know its closer meaning.

Spearman’s rank correlation coefficient also confirmed in the researched period
moderately strong indirect correlation between the age of respondents and the use
of transportation services on the principle of sharing economy (Table 18).

Table 17 Matrix of the correlation coefficient of age and awareness of individuals about
transportation services on the principle of sharing economy

Researched variables Age

Awareness of transportation services on the principle of sharing economy −0.228

Source Own elaboration according to the results of IBM SPSS Statistics, version 25, 2020

Table 18 Matrix of the
correlation coefficient of age
and the use of transportation
platforms in the sharing
economy

Researched variables Age

Use of transportation platforms −0.315

Source Own elaboration according to the results of IBM SPSS
Statistics, version 25, 2020
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Table 19 Matrix of the correlation coefficient of age and interest in providing transportation
services in the sharing economy

Researched variables Age

Interest in providing transportation services in the sharing economy −0.428

Source Own elaboration according to the results of IBM SPSS Statistics, version 25, 2020

This means that the older the respondents are, the less likely they use the available
transportation platforms, either as passengers or as service providers.

At the same time, Spearman’s rank correlation coefficient confirmed amoderately
indirect relationship between the age of respondents and their interest in providing
transport services on the principle of sharing economy (Table 19).

The result can be interpreted that the decrease in the age of respondents in the
survey also decreased interest in providing transportation services based on the prin-
ciple of sharing economy. The factors we have identified as themost important (espe-
cially financial motivation) were not so important for respondents in older productive
age as for respondents in younger productive age.

5 Conclusion

The results of the questionnaire survey confirmed some of the expectations we
obtained after processing the theoretical basis concerning the supply of the transporta-
tion services in tourism in the sharing economy. From the survey results, the strongest
incentives for potential transportation service providers are financial motives—the
possibility of financial profit, possibility of more efficient use of cars and the possi-
bility of sharing the car operational costs. At the same time, however, the survey
revealed several respondents who considered the new social contacts to be demoti-
vating and perceived them as disadvantages of providing such services. This finding
can be considered as partly contradictory, because it does not correspond with the
basic characteristics of sharing economy (European Parliament, 2007, Dervojeda
et al., 2013; European Commission, 2016; Barancová, 2017; Stevenson, 2017) which
speaks about temporary use of assets by individuals, which is mediated through
information technologies and is based on the need to survive and maintain social
contacts. The results of questionnaire survey have in fact found out that commu-
nication and meeting new people were not sufficiently motivating for the potential
service providers.

From the results of the survey, we observe that the awareness of the sharing
economy in Slovakia is not yet high enough. Respondents hesitate also about the
possibility to try the services. In particular, domestic respondents still prefer owner-
ship rather than sharing and are hesitant mainly due to a lack of trust in service
providers and security considerations.
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We see the potential for tourism mainly in the offer of transportation services
when traveling within the city (Uber, Bolt). Using this method of traveling is easy
for tourists thanks to information technologies that allow online payment by credit
card. Long-distance traveling (BlaBlaCar) remains a typical example of the sharing
economy.

Cities not only in Slovakia need to be aware of the importance of the sharing
economy in the present time and what its contribution can be in the future, in order to
be able tomake themost of it. A crucial element is a step needed to be done by the state
that would allow or at least simplify the business in the field of sharing economy.
Likewise, the authorities that make up the country’s tourism policy must respond
quickly to the current situation and create an appropriate legislative framework that
can use shared services on behalf of tourism and increase the confidence of providers
but also users of transportation services on the principle of sharing economy.

Today, cities attract more and more people not only because of the job oppor-
tunities, but also because of better opportunities for social life. In terms of higher
concentration of the population and the number of goods that these inhabitants own,
platforms represent an effective solution for the problems of the cities how to fight
the deteriorating traffic situation or lack of the parking spaces.
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Vaněček, D. (2008). Logistics. Jihočeská Univerzita, Ekonomická fakulta, 2008. ISBN 978-80-
7394-085-0.

Van Truong, N., & Shimizu, T. (2017). The effect of transportation on tourism promotion: Litera-
ture review on application of the computable general equilibrium (CGE) model. Transportation
ResearchProcedia [online].2017, 3096–3115 [cit. 2019–02–11]. https://linkinghub.elsevier.com/
retrieve/pii/S2352146517306439.

https://doi.org/10.13140/RG.2.1.3000.2165
https://www.researchgate.net/publication/301612962_Complexity_of_a_sharing_economy_for_tourism_and_hospitality
https://www.sbagency.sk/sites/default/files/6_analyza_zdielanej_ekonomiky_v_prostredi_msp.pdf
https://linkinghub.elsevier.com/retrieve/pii/019188699190111N
https://doi.org/10.1177/0047287515608505
https://linkinghub.elsevier.com/retrieve/pii/S2352146517306439


Integration of Sustainable Practices
in Firms: The Specifics of the Tourism,
Leisure and Hospitality Sectors

Inés Díez Martínez and Ángel Peiró Signes

1 Introduction

Historically, tourism and related activities have had a great impact on societal and
natural environments. From exploiting the potential of different areas and creating
new infrastructure to the development of new services and leisure alternatives, this
sector has been changing landscapes and producing high energy, waste and water
footprint all around the world.

Currently, many sustainable practices are put in place to reduce this footprint.
Some of these practices involve infrastructure changes such as reshaping facilities
with the use of eco-design of the integration of water-efficient technologies. Other
initiatives are related to the improvement of current processes, reducing a compa-
nies’ footprint through the integration of locally sourced ingredients or the improve-
ment of the recyclability of products. Finally, brand-new business models that have
sustainability in their core are also arising, such as the development of new activities
attractive to responsible tourists.

This paper will investigate and examine existing approaches and trends related to
sustainable models in firms, focusing on the identification of sustainable practices
applied in firms related to the tourism, leisure and hospitality sectors.

2 Background

To perform research and improve the understanding of the development and integra-
tion of sustainable practices, it is worthy to first take a step back and look into the
meaning of sustainable development.
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Sustainable development is often described using the definition from the 1987
BrundtlandCommissionReport, where it is described as the “development thatmeets
the needs of the present without compromising the ability of future generations to
meet their own needs” (Roostaie et al, 2019). Within the context of this definition,
it is also commonly accepted that sustainability has three main dimensions, which
are environment, social and economic (Strezov et al., 2016; Torugsa et al., 2013;
Hansmannet al., 2012).Consequently, a sustainable businessmodel or practicewould
also be expected to target the same objectives and dimensions to be aligned with
sustainability principles, considering environmental, social and economic matters.
As shown in Fig. 1 and described by Irsan and Utama (2019), these dimensions
interrelate, and it is when the combination of all is achieved that we could consider a
system to be sustainable. When these dimensions are all integrated, they would make
a business model sustainable, which can be defined as bearable, viable and equitable
(Slocum, 2015).

Starting with the environmental dimension, by itself, it refers to all the aspects
related to ecologic matters, such as the use of resources, emissions and biodiversity.
These shall be combinedwith the social and economic dimensions to achieve sustain-
ability. As discussed by Barile et al. (2018), when looking into the social aspect, a
practice that integrates environmental and social aspects could be considered “bear-
able”. By all means, when the environmental dimension is interlinked with the social
aspect, the outcome is the creation of policies to ensure environmental justice and
conservation. Following Fig. 1 and moving clockwise to the social dimension, this
dimension covers aspects related to human rights, labor conditions and social inclu-
sion. Thus, when interrelated with the economic dimension, the result is “equitable”,
referring to fair trade, business ethics and workers benefits (Irsan & Utama, 2019).
Finally, the third pillar, economic, is focused on revenue and profit generation, growth

Environmental Social

Economic

Sustainability

- Resource use: water 
consumption, energy 
consumption and 
sources 

- Emissions, pollution and 
waste

- Biodiversity and land 
use

- Human rights and 
fairness

- Labour conditions, 
health and safety

- Social inclusion and 
value

- Revenue generation
- Productivity
- Competitiveness

Bearable

Viable Equitable

Fig. 1 Three dimensions of sustainability ( adapted from Irsan and Utama (2019), Barile et al.
(2018) and Slocum (2015))
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and productivity and competitiveness including cost-saving initiatives. Closing the
circle, a sustainable practice should also be “viable”, which is obtained when as per
the combination of the economic and environmental pillars (Irsan & Utama, 2019).
“Viable” would refer to elements such as energy efficiency, incentives/subsidies for
the use of greener technology and renewable fuels, etc. An outline of these three
pillars and their interactions is shown in Fig. 1.

To summarize, a sustainable business model or practice would be expected
to target as much as possible these dimensions alongside the combined products
obtained when these three pillars interact. As discussed by Nicholas and Thapa
(2010) these pillars are not meant to be mutually exclusive but the opposite, they
would be expected to have a synergistic effect and be mutually reinforcing.

3 Methodology

Once the main characteristics of what would be the framework of a sustainable
business model are understood, it is possible to proceed and investigate what would
be their integration in the framework of the tourism, leisure and hospitality industry.
To perform this investigation, this paper performs a systematic analysis of the existing
literature. This study conducted this type of review since it is a rigorous standalone
review in which the methodological approach could be followed by others interested
in the topic. Additionally, a systematic review has an exhaustive scope in which a
high volume of documents can be processed, to ensure that all pertinent material is
included (Okoli, 2015; Reim et al., 2015).

Consequently, a systematic review would be an appropriate method to examine
sources that consolidate a high volume of information such as research databases.
Accordingly, a database was selected to perform the review. In this case, the chosen
database is Scopus (www.scopus.com). As analyzed byAksnes and Sivertsen (2019),
and Aghaei Chadegani et al. (2013), Scopus can be considered as a suitable option,
since this database would be able to provide comprehensive coverage of the world’s
scientific and scholarly literature.

The objective of the search is focused on understanding the integration of sustain-
able business models from the tourism, leisure and hospitality sector. In Scopus, the
category of “Tourism, Leisure and Hospitality” is under the research area “Business,
Management and Accounting”, therefore we would limit the search to this category.
As per the search string, it would include the term sustainability along with the
three pillars discussed in the previous section as follows: SUBJAREA(BUSI) ALL
(“SUSTAINABILITY”) AND title-abs-key (*sustainability* OR *sustainable* OR
*environment* or *social* or *economic*). The output of this search was 80,614
documents. The high volume of results evidenced the need to fine-tune the search
and ensure its focus on the tourism, leisure and hospitality sectors. The methodology
followed to refine the search consists of the three steps proposed by Reim et al.
(2015), which are indicated in Fig. 2.

http://www.scopus.com
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1.1. Identification of 
publications and 

application of 
practical screening

1.2. Application of a 
theoretical screening 

criteria
1.3. Final filter and 
reference analysis

Fig. 2 Methodology steps followed to refine results

3.1 Identification of Publications and Application
of Practical Screening

To filter the high volume of results to find those relevant for the screening, the first
step would be to identify results that are linked to the industry of the research, in this
case, “Tourism, leisure and hospitality”. By doing so, we have limited the results to
those journals that are most relevant under this category.

Tofind themost relevant journals, the Scimago (www.scimagojr.com) rankingwas
used, and the top 5 journals, with the highest SJR ranking in 2019, in the “Tourism,
Leisure and Hospitality Management” category were selected. This step is focused
on the identification of publications to ensure the quality of the review, in this case
by aiming at those journals that would be the most relevant to the scope of the search.
The top 5 journals for the category are shown in Table 1.

Additionally, since the focus is on understanding the latest state of the art, within
this framework, articles older than 2017 will not be reviewed to keep the focus
on the most recent studies. The final research string considering the above was:
SUBJAREA(BUSI) ALL (“SUSTAINABILITY”) AND title-abs-key(*sustainability*
OR *sustainable* OR *environment* or *social* or *economic*) AND (LIMIT-TO
( DOCTYPE,"ar”)) AND (LIMIT-TO (PUBYEAR,2020) OR LIMIT-TO (PUBYEAR,
2019) OR LIMIT-TO (PUBYEAR, 2018) OR LIMIT-TO (PUBYEAR,2017)) AND
(LIMIT-TO (EXACTSRCTITLE, “Tourism Management”) OR LIMIT-TO (EXACT-
SRCTITLE, “Annals Of Tourism Research”) OR LIMIT-TO (EXACTSRCTITLE,
“International Journal Of Hospitality Management”) OR LIMIT-TO (EXACTSRC-
TITLE, “International Journal Of Contemporary Hospitality Management”) OR
LIMIT-TO (EXACTSRCTITLE, “Journal Of Travel Research”)).

Table 1 Journals selected for the systematic review

Rank Source id Title SJR SJR Quartile H index

1 16547 Tourism Management 3068 Q1 179

2 14813 Journal of Travel Research 3014 Q1 122

3 30718 Annals of Travel Research 2228 Q1 158

4 28686 International Journal of Hospitality
Management

2217 Q1 106

5 144742 International Journal of Contemporary
Hospitality Management

2203 Q1 76

http://www.scimagojr.com
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3.2 Application of a Theoretical Screening Criteria

Since the objective of the review is focused on sustainable business models, articles
would need to target practices including one or several sustainability dimensions, or
ideally, all of them. For articles to be included in the analysis, the abstract needed to
provide insights about the articles, by meeting the criteria below:

1. Articles need to describe eco-innovation and sustainable development practices
and business models within the hospitality, tourism and leisure firms, including
best practices in this field.

2. Articles need to address how a given practice addresses the sustainability dimen-
sions, the sustainable challenge to overcome and how the practice in place is
providing a solution for the sustainable challenge.

3. Articles need to include information about the specifics of the type of compa-
nies for which these business models are applied (e.g., region, company size
(medium/small family-owned hotels and hostels and/or chain-brand hotels,
etc.)) in order to provide insights of how a given practice is implemented.

3.3 Final Filter and Reference Analysis

In this final stage, those articles that met the inclusion criteria defined above were
downloaded and read to perform an analysis of their content.

A summary of the overall process is described in Fig. 3.

Potential documents identified
80614

Articles selected for screening
45

Studies included in the qualitative 
synthesis

Pre-selection of articles
484

Documents that do not meet the 
relevance criteria (step 1)

Articles that do not meet the screening 
criteria (step 2)

Fig. 3 Flow diagram of the review steps
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4 Results and Discussion

Once the methodology is specified, the list of selected articles to be included in the
qualitative synthesis is shown in Table 2.

Additionally, Table 3 provides an overview of the distribution of results per
journal. As evidenced in Table 3, all the journals defined during step 1 of the method-
ology have been found relevant, since articles were selected across the five different
journals with valuable information concerning the search. Results also show that the
journal with the highest ranking, “Tourism Management” is also the journal where
more results that were relevant to sustainability practices have been found.

Overall, among the different journals and papers presented above, several business
models and practices to improve sustainability in the industries are discussed. The
most relevant sustainable practices found through the articles selected are displayed
in Table 4. Sustainable practices have been classified according to the main pillar or
combination of pillars that they address.

The main business practices seem to have a focus on either environmental or
social pillar, with economic aspect acting as a positive reinforcement to strengthen
the integration of the practice within the firm. On the environmental side, there seem
to be two main objectives: either the creation of a more environmentally friendly
service as proposed by Ballantyne et al. (2018), Huang and Liu (2017), Lee and
Jan, (2018) and Lucrezi et al. (2017); or, as discussed by Abaeian et al. (2019),
Anastasiadou and Vettese (2019), Cha et al. (2018) Gössling et al. (2019), or the
improvement in the efficiency of the resource use (e.g., for energy and water) along
with waste reduction.

With the focus on creating an environmentally friendly service, practices
commonly target the learning experience of the visitor. As discussed by Ballantyne
et al. (2018), this is done by using a values-based approach to visitor interpretation,
which refers to the integration of environmental learning and values, promoting self-
reflection of visitors, which inmany cases is poor and shows a need for environmental
education. Its added value is that it promotes environmental learning and enhances
the post-visit environmental behavior of visitors. This practice could be established
for different company types and sectors, from the case of wildlife tourism, zoos and
aquariums (Ballantyne et al., 2018) to scuba diving tourism (Lucrezi et al., 2017).
Additionally, environmentally friendly services could also be targeted through the
community, as discussed by Batle et al. (2018) by collaborating with the commu-
nity addressing environmental issues together, an idea also supported by Batle et al.
(2018), Ertuna et al. (2019), Raub andMartin-Rios (2019) and Hang et al. (2020) and
connecting with locals farms and promoting environmentally friendly agricultural
methods.

Regarding the improvement of efficiency in the resource use, articles propose
using alternative energy systems (Batle et al., 2018) and reducing energy and water
consumption (Abaeian et al., 2019; Cha et al., 2018). A clear example is a case
described by Cha et al. (2018), related to private clubs, where maintaining golf
courses is an activity that often exceeds the required water and chemicals. Energy
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Table 2 List of selected articles

Author (year) Title

Abaeian et al. (2019) Motivations of undertaking CSR initiatives by
independent hotels: a holistic approach

Agapito (2020) The senses in tourism design: a bibliometric
review

Akbar and Tracogna (2018) The sharing economy and the future of the
hotel industry: transaction cost theory and
platform economics

Alderighi and Gaggero (2019) Flight availability and international tourism
flows

Aleshinloye et al. (2020) The influence of place attachment on social
distance: examining mediating effects of
emotional solidarity and the moderating role of
interaction

Anastasiadou and Vettese (2019) “From souvenirs to 3D printed souvenirs”.
Exploring the capabilities of additive
manufacturing technologies in (re)-framing
tourist souvenirs

Arbogast et al. (2020) Using social design to visualize outcomes of
sustainable tourism planning: a multiphase,
transdisciplinary approach

Asmelash and Kumar (2019) Assessing progress of tourism sustainability:
Developing and validating sustainability
indicators

Avila-Foucat and Rodríguez-Robayo (2018) Determinants of livelihood diversification: The
case wildlife tourism in four coastal
communities in Oaxaca, Mexico

Ballantyne et al. (2018) Visitors’ values and environmental learning
outcomes at wildlife attractions: Implications
for interpretive practice

Batle et al. (2018) Environmental management best practices:
Towards social innovation

Bertella (2020) Re-thinking sustainability and food in tourism

Bianchi (2018) The political economy of tourism development:
A critical review

Boley and Woosnam (2021) Going global or going local? Why travelers
choose franchise and independent
accommodations

Cabral and Chiappetta Jabbour (2020) Understanding the human side of green
hospitality management

Camilleri and Neuhofer (2017) Value co-creation and co-destruction in the
Airbnb sharing economy

(continued)
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Table 2 (continued)

Author (year) Title

Cantele and Cassia (2020) Sustainability implementation in restaurants: A
comprehensive model of drivers, barriers, and
competitiveness-mediated effects on firm
performance

Cha et al. (2018) Adoption of sustainable business practices in
the private club industry from GMs and COOs’
perspectives

Chan et al. (2020) What hinders hotels’ adoption of environmental
technologies: A quantitative study

Chen (2019) Hotel chain affiliation as an environmental
performance strategy for luxury hotels

Chi et al. (2020) Wellness hotel: Conceptualization, scale
development and validation

Craig and Feng (2018) A temporal and spatial analysis of climate
change, weather events and tourism businesses

Cui et al. (2020) Moral Effects of Physical Cleansing and
Pro-environmental Hotel Choices

Dogru et al. (2019) Climate change: Vulnerability and resilience of
tourism and the entire economy

Dolnicar (2020) Designing for more environmentally friendly
tourism

Ertuna et al. (2019) Diffusion of sustainability and CSR discourse
in hospitality industry: Dynamics of local
context

Garay et al. (2019) Sustainability-oriented innovation in tourism:
An analysis based on the decomposed theory of
planned behavior

Gerdt et al. (2019) The relationship between sustainability and
customer satisfaction in hospitality: An
explorative investigation using eWOM as a
data source

Gössling et al. (2019) Towel reuse in hotels: Importance of normative
appeal designs

Horng et al. (2017) Developing a sustainable service innovation
framework for the hospitality industry

Huang and Liu (2017) Moderating and mediating roles of
environmental concern and ecotourism
experience for revisit intention

Jones and Wynn (2019) The circular economy, natural capital and
resilience in tourism and hospitality

(continued)
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Table 2 (continued)

Author (year) Title

Khatter et al. (2019) Analysis of hotels’ environmentally sustainable
policies and practices: Sustainability and
corporate social responsibility in hospitality
and tourism

Lee and Jan (2018) Ecotourism behavior of nature-based tourists:
An integrative framework

Lithgow et al. (2019) Exploring the co-occurrence between coastal
squeeze and coastal tourism in a changing
climate and its consequences

Lucrezi et al. (2017) Scuba diving tourism systems and
sustainability: Perceptions by the scuba diving
industry in two Marine Protected Areas

Martinez-Martinez et al. (2019) Knowledge agents as drivers of environmental
sustainability and business performance in the
hospitality sector

Ng et al. (2017) Seeking tourism sustainability–A case study of
Tioman Island, Malaysia

Pulido-Fernández and Cárdenas-García (2020) Analyzing the bidirectional relationship
between tourism growth and economic
development

Raub and Martin-Rios (2019) “Think sustainable, act local”–a
stakeholder-filter-model for translating SDGs
into sustainability initiatives with local impact

Schliephack and Dickinson (2017) Tourists’ representations of coastal managed
realignment as a climate change adaptation
strategy

Su et al. (2019) Livelihood sustainability in a rural tourism
destination—Hetu Town, Anhui Province,
China

Vogt et al. (2020) Designing for quality of life and sustainability

Zhang and Zhang (2018) Perception of small tourism enterprises in Lao
PDR regarding social sustainability under the
influence of social network

Zhang et al. (2020) Sociocultural Sustainability and the Formation
of Social Capital from Community-based
Tourism

efficiency is also proving to be relevant to the branding value of operators as discussed
by Chen (2019). In this aspect, is it also key to increase the knowledge inside the
organization, gearing toward making smart environmental choices, with initiatives
such as green training (Chan et al., 2020; Cabral & Chiappetta Jabbour, 2020) and
create knowledge agents within the organization (Martinez-Martinez et al., 2019).

On the social side, initiatives are predominantly focused on either the local
communities and/or thefirms’ staff.With the focus on the local communities, research
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Table 3 Articles selected
grouped by journal

Journal Number of articles selected

Tourism Management 15

International Journal of
Hospitality Management

9

International Journal of
Contemporary Hospitality
Management

8

Journal of Travel Research 7

Annals of Travel Research 6

proposes engaging with the well-being of local communities as described by Vogt
et al. (2020) and increasing the employment of residents (Zhang & Zhang, 2018).
This last initiative is also proposed with a special focus on those unemployed or
less fortunate within the community (Abaeian et al., 2019). Also, Su et al. (2019)
propose to merge tourismwith other income sources to increase the whole livelihood
of the community. With the focus on the staff, initiatives such as the ones described
above are directly linked with the employment of locals and helping those in need
within the community. Finally, firms also could integrate initiatives to increase the
well-being of the employees (Abaeian et al., 2019).

5 Conclusion

Sustainability considerations are key in the development of newpractices and innova-
tion for those firms belonging to the tourism, leisure and hospitality sectors. Sustain-
ability practices are put in place in firms of all sizes and services, as well as regions
all around the world.

Sustainability is integrated into practices that consider and create synergies
between its three dimensions; environmental, social and economic. Practices related
to environmentally friendly services and products, resource efficiency and sustain-
able management. Furthermore, many companies are opting for educating clients
and visitors on eco-friendly values, which has proven to be an efficient method
and advisable practice to change perspectives and influence eco-friendly conducts,
encouraging a more sustainable society.

Additionally, practices often consider the well-being of society as well as the local
communities. Often, practices promote the interaction between firms and locals,
encouraging employment and communications between the two parties. Further-
more, there are practices where the social side is focused on the well-being of staff.
They do so by improving the working conditions of those who are employed by the
firms. Besides, companies also promote internal change through green training of
employees and similar initiatives.
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Table 4 Sustainable practices found during the research

Sustainable practice Source Environmental Social Economic

Adapt outdoor tourism to
long-term weather conditions
and weather events

Craig and Feng (2018) X X

Adopt a managed
realignment to address
coastal change (i.e., erosion)

Schliephack and
Dickinson (2017)

X X

Adopt families with no jobs
and invite people less
fortunate at the community

(Abaeian et al., 2019) X

Building social networks and
the provision of training and
employment of locals

Zhang, and Zhang
(2018)

X

Collect rainwater for reuse Abaeian et al. (2019) X X

Connect with local farms and
ecological and slow food
associations

Batle et al. (2018) X X X

Create an experimental
agricultural program and use
alternative agricultural
methods

Batle et al. (2018) X X

Create the role of knowledge
agent within the firm

Martinez-Martinez
et al. (2019)

X

Designing places that yield
high quality of life (QOL) for
residents

Vogt et al. (2020) X

Engage with the local
community (e.g., to address
ecological ans social issues
through community and local
venues)

Batle et al. (2018)
Raub and Martin-Rios
(2019)
Zhang et al. (2020)

X X

Have a home-grown herb
garden

Abaeian et al. (2019) X

Integrate environmental
and/or social learning and
values, promoting
self-reflection of visitors

Ballantyne et al. (2018)
Huang and Liu (2017)
Lee and Jan (2018)
Lucrezi et al. (2017)

X X

Merge tourism with other
income sources, enhancing
overall livelihood
sustainability

Su et al. (2019) X X

Motivate consumers to
engage in pro-environmental
travel choices through
physical cleansing

Cui et al. (2020) X

(continued)
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Table 4 (continued)

Sustainable practice Source Environmental Social Economic

Organize activities to
improve staff’s well-being

Abaeian et al. (2019) X

Perform green training Cabral and Chiappetta
Jabbour (2020)
Chan et al. (2020)

X

Provide newspaper only
upon request

Abaeian et al. (2019) X X

Recover traditional
harvesting and hunting
methods

Batle et al. (2018) X X

Recycle cooking oil Abaeian et al. (2019) X X

Reduce chemicals alongside
allergies/reactions in staff
members and clients

Cha et al. (2018) X X

Reduce food waste (reduce
stock, donate excess food,
etc.)

Cha et al. (2018) X X X

Reduce water usage with
flow regulators and low flow
alternatives

Abaeian et al. (2019)
Cha et al. (2018)

X X

Reduce water usage with the
reuse of towels and bed linen

Abaeian et al. (2019)
Gössling et al. (2019)

X X

Use alternative
energy-saving systems (e.g.,
light on a timer, motion
sensors, etc.)

Abaeian et al. (2019)
Batle et al. (2018)
Cha et al. (2018)
Chen, (2019)

X X

Use recycled materials and
products (e.g., recycled
furniture, toilet paper, etc.)

Abaeian et al. (2019) X

Overall, research shows a wide variety of best practices that could be put in
place to improve the sustainability performance of those firms that are linked to the
hospitality, leisure and tourist sectors. In most cases, either the environmental and/or
social pillars are addressed. However, research shows that there is limited discussion
on the economic pillar of sustainability, which could be typically addressed through
cost-saving initiatives within the scope of the practices found.
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Trending World Changes



Environmentally Friendly Tourists In
Morocco

Charef Kenza and D. M. Bark Houssas

1 Introduction

The travel and tourism industry is placed among the largest industries in the world.
However, the degrading effects of tourism have become a big concern and need
to be addressed quickly. From this perspective, the concept of sustainable tourism
has emerged to reduce the negative effects of tourism activities, which has become
almost universally accepted as a desirable and politically appropriate approach to
tourism development. The ecological sustainability of tourism has been researched
on a larger scale. The central aim of sustainable tourism research has been to identify
how an economically capable tourism industry can be developed and maintained at
a destination while minimizing environmental impacts and in so doing, preserve the
destination’s natural and cultural resources for both residents and future generations
of tourists.

Many procedures to expand the ecological sustainability of destinations have been
proposed by researchers, and they address the supply side of tourism. Supply-side
measures take the tourists as given and try to modify their behavior once at their
destinations.

Examples are regulations imposed on businesses and initiatives to educate tourists
and stimulate pro-environmental behavior. This research work seeks to study the
progress of research on ecofriendly tourists by conducting structured examination
of peer reviewed journal articles in recent years and to identify the key disci-
plines, journals, articles, and authors. It investigates the current situation of what
tourist behavior can be considered as sustainable and little consensus about who
environment-friendly tourists are. This study reviews theoretical and empirical
studies by tourism researchers and explores work done on environmentally friendly
behavior. Throughout this paper, we will use the term EFTs to describe tourists
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with a low environmental footprint at the destination. The term ecotourist refers to a
subgroup of EFTs that engages in “responsible travel that conserves natural environs”
(The International Ecotourism Society, 2002).

2 Literature Review

2.1 The Brief Review of Sustainable Tourism Development

Sustainable tourism development has attracted significant attention in many scien-
tific studies particularly in tourism studies and has been one of the very fast-growing
areas of tourism studies research since the late 1980s. There are many definitions of
sustainability and sustainable development. The best-known definition of sustainable
development is “development that meets the needs of the present without compro-
mising the ability of future generations to meet their own needs” (WCED, 1987).
This definition implies the connections between economic development, environ-
mental protection, and social equity, each element reinforcing the other. The World
Tourism Organization (WTO, 2001) defined sustainable development as follows:

Sustainable tourism development meets the needs of present tourists and host regions while
protecting and enhancing opportunities for the future. It is envisaged as leading to manage-
ment of all resources in such a way that economic, social and aesthetic needs can be fulfilled
while maintaining cultural integrity, essential ecological processes, biological diversity and
life support systems.

Kotler et al. (2010) define sustainable tourism as a concept of tourismmanagement
that anticipates the problems that can occur when the operating capacity of tourist
destinations is exceeded. This capacity is estimated in relationship to the environ-
mental impacts. Williams and Shaw (1998) explain that sustainable or sustainable
development meets the needs of the present without compromising the ability of
future generations to meet their needs. Middleton (1998) defines sustainable tourism
as the accomplishment of a combination of number and type of tourists, the effect
of accumulation of activities in a given destination and the actions to maintain the
businesses can continue in the foreseeable future without damaging the quality of the
environment in which these activities are based. Collin (2002) argues that sustain-
ability can only be achieved with an appropriate number of tourists and a destination
capacity.

Frey and George (2009) classified sustainable tourism as follows:

• Responsible tourism:According to Spenceley et al. (2002), it consists in delivering
better holiday experiences to tourists and good business opportunities to enjoy a
better quality of life by increasing socio-economic benefits and improving the
management of natural resources.

• Ethical tourism: Weeden (2001) determines that ethical tourism goes beyond
the three principles of sustainability; tourists and tourism service providers must
assume their moral responsibility.
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• Cultural tourism: Tourism that respects the cultural and human heritage of places
and people.

• Alternative tourism: According to Krippendorf (1987), alternative tourists seek
to distance themselves as much as possible from mass tourists; they must have a
unique and authentic tourist experience with interaction with the local population
and the environment.

2.2 Sustainable Development

Sustainable development is a new concept of development that focuses on meeting
the needs of the present generation, without compromising the needs of future gener-
ations. The assumption on which sustainable development is based is that the quality
of the environment is better if preserved by economic management (Bauernhansl
et al., 2012; Farid, 2011). Sustainable development involves the interaction of three
or more dimensions: an economic, social, and environmental dimension. Concrete
actions relating to one ormore dimensionsmust be implemented in order to guarantee
sustainable growth. One of the first initiatives to study the future of humanity was
the Meadows report, which considered five factors: exponential population growth,
exponential growth in the need for food, exponential growth in industry and pollu-
tion, industry and the exponential decrease in non-regenerable natural resources,
(Duguleana, 2002; Lampa et al., 2013). From the equations formulated, future
extrapolations were made (based on data up to 1970) on the future of humanity.
The report was very pessimistic and stated that our civilization will not survive
beyond 2050. Then, there were improvements on various input parameters: food,
mineral reserves, reduction of pollution, and reduction population growth (Sinclair,
2011; Zaccai, 2012). Then, research began to move toward complementary analysis,
located between economic growth and the environment. The concept of “steady
state economics,” introduced by Professors Daly and Cobb, constitutes an element
of further consolidation of the concept of sustainable development.

In their work “For the Common good” (1989), these authors advance the idea
according to which the company must be directed toward the systems which are
based on renewable energies and natural resources, without forcing the economic
development and, therefore, without destroying the resources of the environment.
The Rio de Janeiro Declaration (June 1992), signed at the Conference on Environ-
ment and Development, includes 27 principles for sustainable development and an
action plan known asAgenda 21 (Teodosiu andBârjoveanu, 2011). This plan includes
principles which concern the acceleration of sustainable development in developing
countries, the fight against poverty, the control of demographic dynamics, the health
of populations, the integration of the environment in decision making, the atmo-
sphere, planning, and management of resources (Peng et al., 2011; Sedlacek, 2013).
Berca (2001) considers that “this controversial concept of sustainable development,
in itself, whatever the definition and whatever its name, corresponds to an objective
reality of the evolution of the living world on our planet.”
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Sustainable development represents the change in a lifestyle, of behaviors which
avoid various destructive actions for the environment, but which have an obvious
importance on the social and economic environment (Sinclair, 2011, Munitlak
Ivanovic et al., 2009).

The desire to discover the effective method in order to achieve sustainable devel-
opment according to the sectors of activity is an illusion because sustainability is
only possible if it is present in all areas of human activity; therefore, the action of
ensuring the sustainability of one activitymay be incompatiblewith the sustainability
of another activity (Heikkurinen and Bonnedahl, 2013).

The concept of sustainable development has evolved and now covers three
perspectives: economic, social, and ecological.

• The economic approach is based on the concept of the maximum flow of income
which can be generated by the maintenance of the stock of values (or capital)
which produced these benefits.

• The ecological approach to sustainable development has in mind the biological
and physical stability of systems. The viability of subsystems is of increasing
importance because these subsystems are essential to the stability of the entire
system. A key aspect is biological diversity (Bon, 2009; Van Der Yeught, 2009).

• The social and cultural approach seeks to maintain the stability of social and
cultural systems, including through the reduction of destructive conflicts.

We can observe that sustainable development is based on reasonable manage-
ment and equity in the process of distributing the benefits that result from the use of
resources. Tourism has to choose, like any other entity, strategies which allow the
realization of its gains thanks to available resources, taking into account the oppor-
tunities as well as the threats which concern the modifications of the environment
(Lijing et al., 2011; Hunter 1997; Inskeep, 1994). The tourism industry was one of
the first to adopt the Agenda 21 in 1996, the 20’s witnessed the evolution of the
code of ethics. Tourism development must be based on the criteria of sustainability,
which implies that tourismmust be ecological in the long term, economically sustain-
able, socially equitable, and ethical for local authorities (Cahndralal, 2010; Buckley,
2012).

2.3 Stakeholders in Sustainable Tourism

With the increasing economic importance of tourism, given the employment it gener-
ates and the fact that tourism business activity is conducted in places that belong
to local society, these businesses owe society, the natural environment, and other
elements in the surroundings, a certain responsibility, which is where stakeholder
theory comes into play (Aguera, 2013). The concept of “stakeholders” gained wide
acceptance with Freeman’s (1984) book “Strategic Management: A Stakeholder
Approach,” a fact that is widely recognized by researchers (Donaldson and Preston,
1995;Mitchell et al., 1997; Jawahar andMcLaughlin, 2001). Stakeholders in tourism,
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generally refer to those groups or individuals who are associated with tourism devel-
opment initiatives and therefore can affect or are affected by the decisions and
activities concerning those initiatives (Waligo et al., 2013).

The most popular definition of a stakeholder is the one presented by Freeman
1984 “A stakeholder is an individual or a group of individuals who can affect or be
affected by the achievement of organizational goals.” This vision of the company as
a field of cohesion between different actors is found both in stakeholder theory and
in the resource-based theory.

Wernerfelt (1984) was the first one to put out a factor of company profitability that
is other than the products. He presented in his article in 1984 a first formulation of
the resource-based theory. Indeed, each company has its own resources which gives
it a competitive advantage. Barney (1991) develops the theory and wants to make
it more operational. It sets up criteria that make a resource a permanent competi-
tive advantage: first of all, a resource that creates value, a resource that cannot be
imitated, and finally cannot be substituted. Subsequently, Maradok (2001) proposes
an operational way for the selection and exploitation of resources.

3 Methodology

The presented research aims at understanding past and current research, creating
some direction for future studies, and therefore advancing the application of sustain-
able development in the tourism industry. For this reason, it was decided to investi-
gate as many articles as possible in order to discover several areas of the sustainable
tourism domain, which was necessary to ensure the reliability and representative-
ness of the results. It also should be noted here that the number of citations and the
popularity of publishers are the most significant criteria for publication selection to
clarify the authenticity of them. A descriptive bibliography study was conducted.
Journal articles with a high impact on the scientific community were downloaded
from different online databases: ProQuest, Cairn, and Sciences direct. All articles
published after 2000 were included in the review if they contained either a definition,
an operationalization, or an empirical profile of EFTs. Based on these criteria, 29
articles were selected.

This literature review was undertaken in four steps: First collecting the evidence
and information contained in each article and then coding reviewed articles with
respect to the information contained there, data entry, and last analysis. Content
analysis is adopted to identify categories and produce descriptive information on the
content of previous research (Silverman, 1997). The scholarly papers are sorted by
year of publication, publication journal, subject area, authors’ nationality, and region
of focus. It is believed that these aspects can provide information on theorical and
empirical studies done by tourism researchers on environmentally friendly behavior.
Moreover, it is expected that such an analysis uncovers the potential gaps in the
literature and identifies future research opportunities.
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Table 1 Definition of EFT’s Definitional feature Percentage of articles (%)

Natural location 57

Cultural interactions 25

Conservation of nature 12

Protection of nature 6

4 Definitions, Operationalization and Descriptions of EFTs

4.1 Definitions of EFTs

Eight definitions of EFTs were identified. The following table combines those eight
factors ordered by the percentage of articles that used each of the listed components
as part of their definition. Definitions regarding nature were frequently included
with almost two thirds of all articles using this as a characteristic. The second most
common feature was “cultural interactions,” and “conservation of nature” is only
mentioned in 12% of the articles and protection of nature’ by 6% of the studies
included nature protection in their definition, leaving 25% which do not include any
aspect of nature protection as part of their definition. All articles indicated, either
explicitly or implicitly, that ecological sustainability or protection was an important
element of the study. The same goes for the definitional component “Learning about
nature” which is the second most frequently used.

The prominence of nature-based definitions is a result of the dominance of
ecotourism studies in terms of the demand-side or customer-oriented view of
ecologically sustainable tourism.

Research into EFTs in other than nature-based contexts is needed to learn more
about the personal trait of environmentally friendly behavior which may help all
sustainable tourism destinations, not only those offering their natural assets as the
main tourist attraction (Table 1).

4.2 Operationalization of EFTs

The operationalization of EFTs is the most important item for the purpose of eval-
uating the state of knowledge because it provides an insight of what was measured
empirically. The significant impact of different Operationalizations of a concept has
been demonstrated by Tao, Eagles and Smith (2004).

59% of the studies included an empirical research; they all aimed at profiling
EFTs, either by describing the EFT sample under study or by comparing it to a
reference group. The most common means by which EFTs were reviewed were
to distribute a questionnaire through ecotourism operators (Khan, 2003; Wight,
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1996). This approach considers that all tourists that choose ecotourism operators
are environmentally friendly in their behavior.

Another group of researchers used respondents’ expressed interest in nature-
based or ecotourism activities as the selection criterion. Activities were general, for
example, interest in traveling to a destination for the purpose of outdoor recreation
(Pennington-Gray & Ker Stetter, 2002) or wanting to undertake a trip to increase
understanding and appreciation of nature (Blamey & Braithwaite, 1997). This
approach is limited by the fact that they implicitly assume that an interest in outdoor
recreation and wanting to understand nature are indicative of pro-environmental
behavior.

Eagles (1992) used members of organizations with pro-environmental aims as
distributors for the surveys. This operational approach clearly orientates respondents
toward pro-environmental attitudes to begin with. Tao et al. (2004) compared profiles
of visitors to a national park in Taiwan, who perceived themselves as ecotourists,
with thosewhocompliedwith three criteria (learning about nature,wilderness setting,
and spending a substantial proportion of the trip in the park), finding significantly
different results. They raised a concern about cumulative knowledge of EFTs, in
fact no cumulative knowledge about EFTs can develop if each study uses either a
different or unknown rule for empirical measurement.

4.3 Characteristics of EFTs

The bibliography study produced 14 characteristics used to outline EFTs. These
characteristics fall into four categories: socio-demographic factors, behavior-related
characteristics, travel motivations, and other characteristics. Table 2 below gives a
summary of EFT’s characteristics. As can be seen, the only characteristic that has
been studied repeatedly is the tourist’s level of education. Almost half of the studies
incorporated age and a third of all studies included interest in learning and income.

While the results regarding to income, education, and interest in learning have
been consistent across the studies, pointing to higher educated touristswith an interest
in learning and higher income levels, the results with respect to age are contradic-
tory: five studies concluded that EFTs are middle aged, and two studies come to the
conclusion that they are older tourists. “Environmental concern” was examined as a

Table 2 Operationalization
of EFTs

Characteristics of EFTs Percentage (%)

Higher/tertiary education 50

High income 31

Age 45

Environmental concern 19

High environmental awareness 13
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potentially useful characteristic of EFTs in only three studies. Similarly, “environ-
mental awareness” was investigated in only two studies, each of which concluded
that this was an important characteristic. Health concerns, physical activity, adven-
ture seeking, occupation, and willingness to forget comfort were only investigated by
one study each. It is evident from the analysis of EFT characteristics, derived from
previous research, that only a few characteristics have been studied extensively.

4.4 Sustainable Tourist Behavior in Morocco

This article aimed to present a typology of ecofriendly behavior in Morocco to
understand the share of Moroccan consumers interested in this new way of traveling.
Sustainable tourism in Morocco operates as follows: regular services open to all, for
example, the use of labor and local products or respect to traditions. The offer of
solidarity, fair trade, or ecotourism holidays primarily concerns markets for foreign
tourists and is offered by agencies specializing in this niche, it emerges that sustain-
able tourism remains a marginal concept in our society; it lacks the credibility of
professional actors, a price policy for sustainable travelers and tourists’ awareness
of environmental benefits.

Also, the concept of regional identity appears to be a particularly important and
useful indicator. Carrus et al. (2005) found regional identity to play a major role in
environmental behavior. The tourism implications of these findings essentially put
forward the hypothesis that environmentally friendly behavior will decrease with
lower levels of regional identification by tourists.

Sustainable tourism appears to be a key factor for the success territorial develop-
ment. From mass tourism to sustainable tourism, Morocco is now being built as a
global tourist destination that integrates its regions by enhancing all its geographic
and historical wealth. Sustainable development offers the possibility to advance a
territory with new practices. These consider both economic imperatives, but also
respect local populations while seeking to minimize the effect on the environment.

5 Conclusion

The point of this study was to evaluate the state of knowledge about EFTs in order
to provide destination management with an additional tool to reduce the ecological
impact of the tourism industry without necessarily sacrificing tourism revenues. The
state of knowledge was assessed by reviewing definitions, operationalizations, and
empirical profiles of EFTs as well as investigating the value of contributions outside
the field of tourism research.

The methods used to operationalize EFTs revealed different approaches to
measure EFTs. They have several limitations which suggest that further research
into this market segment is necessary. First, the study of EFTs has typically focused
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on ecotourism, assuming that individuals who take an interest in nature impact the
environment to a lesser extent than other tourists.
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Tourism and Contact Tracing Apps
in the COVID-19 Era
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1 Introduction

In the era of the COVID-19 pandemic, it is well known that personal hygiene and
wearing a mask are the two best strategies to stop the spread. To facilitate these
basic strategies, health authorities around the world have also adopted mass testing
and contact tracing. Contact tracing (World Health Organization, 2020) comes into
play right after a case has been confirmed. This process is usually carried out in a
non-digital way. People, known as contact tracers, interview a confirmed case and
then communicate with all persons identified by them as close contacts during the
past few days. Classic old-school contact tracing has been around for a long time and
is fairly easy to implement in small or rural areas. In these areas, everybody knows
everybody else, and it is easy for someone infected by the virus to identify everyone
that he or she has come in contact with during the past few days. Things tend to be
more complex in large cities, because it is not easy for someone to identify people
that they have come in contact with. There are hundreds of potential contacts who
they do not know and cannot identify. Contact tracing in tourism destinations faces
a similar, if not more complex, situation. The process can become a nightmare even
in small tourism destinations. These destinations, usually islands, have more tourists
than residents during the summer. Tourists continuously move around and remain at
a tourist destination for about 6–7 days on average. How can classic contact tracing
be carried out in an area where no one knows anyone, and people constantly arrive
and leave? This situation is the exact opposite of the bubble concept (McLaws, 2020)
that provides some kind of health certainty when complemented with testing. It is

A. Konidaris (B) · O. Stellatou · S. E. Polykalas
Digital Media and Communication Department, Ionian University, Kefalonia, Greece
e-mail: konidaris@ionio.gr

V. Katsoni
Tourism Management Department, University of West Attica, Athens, Greece

© The Author(s), under exclusive license to Springer Nature Switzerland AG 2021
V. Katsoni and C. van Zyl (eds.), Culture and Tourism in a Smart, Globalized,
and Sustainable World, Springer Proceedings in Business and Economics,
https://doi.org/10.1007/978-3-030-72469-6_18

279

http://crossmark.crossref.org/dialog/?doi=10.1007/978-3-030-72469-6_18&domain=pdf
mailto:konidaris@ionio.gr
https://doi.org/10.1007/978-3-030-72469-6_18


280 A. Konidaris et al.

obvious that tourism destinations are the ideal setting for digital contact tracing. The
development and the deployment of Contact Tracing Apps (CTAs henceforward) has
been a rocky road. The lack of regulation and global standards, the different devel-
opment and data handling approaches adopted, the fragmented and country-centered
app development approaches and some development failures have not enabled CTAs
to really take off.

The only coherent and global initiative in the field of CTAs is the development of
the Exposure Notifications System API by tech giants Google and Apple (Google,
2020). The API that was introduced in the end ofMay 2020 provides a base on which
decentralized CTAs can be developed. Decentralized are Apps that do not require the
storage of personal user data on servers, thus substantially limiting data protection
concerns. Even though the two tech giants developed an API that works on both
Android and iOS devices, several countries and US states are still very reluctant to
adopt it. Currently, several CTAs have been developed by different countries. Only
a fragment of these apps uses the API provided by Google/Apple. Most of them
cannot interconnect and exchange data. Users are still very reluctant to download
them. This grim situation is far from what tourism would require.

In this paper, we argue that the development of a pan-European or even global
decentralized and open-source contact tracing app would be a very effective tool for
stopping the spread of the coronavirus while at the same time keeping tourism alive.

2 Related Work

Coronavirus disease 2019 (COVID-19), caused by severe acute respiratory
syndrome–coronavirus 2 (SARS-CoV-2), has the clear potential for a long-lasting
global pandemic, high fatality rates, and incapacitated health systems. Until vaccines
are widely available, the only available infection prevention approaches are case
isolation, contact tracing and quarantine, physical distancing, decontamination, and
hygiene measures. (Ferretti et al., 2020).

According to Ozturk et al. (2020), Yu et al. (2020) and Ferretti et al. (2020) (as
cited in Rizzo, 2020) the SARS-CoV-2 pandemic will be remembered as the first to
be tackled “technologically”: in a fewmonths, the major social networks have imple-
mented information centers on the disease and neural networks, supercomputers and
mathematical models have been developed for various purposes, including detection
of COVID-19 cases, rapid screening of drugs, and contact tracing.

The importance of contact tracing has been particularly emphasized by theWorld’s
Health Organization Director-General in March (as cited in Salathé et al., 2020) by
saying “You cannot fight a fire blindfolded. And we cannot stop this pandemic if we
do not know who is infected.

Use of technology as a means of mass surveillance has been successfully demon-
strated in some countries that responded well to the pandemic (Sen-Crowe et al.,
2020). Health professionals have long considered conventional mapping, and more
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recently geographic information systems (GIS), as critical tools in tracking and
combating contagion (Boulos & Geraghty, 2020).

A recent study by Nuzzo et al. (2020) concluded that wide adoption of digital
contact tracing can mitigate infection spread similar to universal shelter-in-place,
but with considerably fewer individuals isolated. It was reported in literature that
as long as the tracing delay is distinctively shorter than the latency period resp. the
infectious period, it seems to be better to put effort in the detection of more contacts
or index cases. (Muller et al., 2016). Access to testing should therefore be optimized,
and mobile app technology might reduce delays in the contact tracing process and
optimize contact tracing coverage (Kretzschmar et al., 2020).

Four categories of applications (apps) are being proposed for digital contact
tracing. Technical specifications aside, they vary from one another by the degree
of invasiveness in terms of privacy (Sinha et al., 2020). Data first or privacy first?
Different approaches developed by different governments and corporations cover
a wide range of the possible spectrum. (Fahey et al., 2020). It is notable that the
most strong data first approaches have been adopted by South Korea and Taiwan as
well as China, Iran and Quatar, while both France and the UK have also resisted the
privacy first approach (O’Neill et al., 2020 as cited in Fahey, 2020). According to
Rowe (2020) in France, as in many countries, the idea of building a mobile app that
would inform a smartphone user if she/he crossed the way of contagious individ-
uals has led the French government to add this protection method to the traditional
contact tracing method by human investigation. In Asia, such apps have been seen
as a successful part of the tracing and testing suppression strategy, but in Europe and
elsewhere, privacy considerations are seen as vital. A particular issue for the UK is
that, unlike most other European countries, it initially chose to go with a centralized
design. The UK’s choice of architecture has since been revisited so that contact alerts
are only set off by actual positive testing—but this design choice may also yet be
rolled back or reconsidered once more. Interestingly, Norway, which also chose to
go with a centralized architecture and added collection of location data, has now
been told by its privacy regulator that this design is not legally acceptable, as of June
2020 (Darbyshire, 2020). Germany deployed technological solutions, including an
anonymized and decentralized contact tracing app (Reintjes, 2020).

As the contact tracing applications are developing there are several ethical and
practical issues, such as privacy, questions about efficacy, lower user adoption rates,
and concern by some public health experts that mobile apps might distract resources
from the core work of conventional contact tracing (Ivers et al., 2020). According
to Parker et al. (2020), a profoundly important ethical question presented by this
technology relates to the problem of how and whether societies can find ways to
benefit from the potential of algorithmic approaches to improve public and individual
health, while also ensuring that the legacy of the deployment of these technologies
does not impact negatively on future generations.

Researchers at the University of Oxford released a report (University of Oxford,
2020) that found that 60% of the population in the UKwould need to install a contact
tracing app in order for it to be effective. Another possible problem is that app users
may troll the system by falsely claiming symptoms and their trace will be difficult
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as decentralized apps only store anonymous data temporarily, without collecting
location. Also, range of Bluetooth can vary greatly depending on how people hold
their phones, and whether they are indoors or outdoors. People in different rooms
could be unnecessarily flagged as having had contact.

A further potential issue is the quality of the data. Researchers have reported
that many apps being considered would record contacts only every 5 min, which
might mean infectious contacts are missed. Other key issues include the level of trust
between citizens and governments, how privacy is preserved, whether apps are kept
voluntary and how to also protect people who might not be able to install an app—a
group that is likely to include many vulnerable older people (Vaughan, 2020). This is
also highlighted by Rizzo (2020) as these apps would have a greater epidemiologic
importance for older subjects, who are however less inclined to technology and more
suspicious on a leak of personal data.

3 The Current State of Contact Tracing Apps

CTAs for smartphones have emerged as a significant technological solution with
potential to aid the fight against COVID-19. From the beginning, CTA development
has not taken travel into account. Every CTA has been implemented for use inside
a country by its citizens. This can be viewed as somewhat logical when considering
the time frame when these apps were designed. It was a time of lockdown when
air travel had been restricted and tourism was not even considered. Even so, CTA
development did not consider the foreseeable future and the world ended up with the
situation depicted in the following table. It shows the fragmented and independent
approaches taken by countries around the world (Council of Europe, 2020).

Table 1 clearly reveals the proprietary approach to CTAs taken by countries world-
wide during the summer of 2020. There were 86 apps already implemented and only
11 used the Exposure Notification System API. In addition, only 30 apps were open-
source. This particular snapshot of the state of CTAs shows that at the moment it is
extremely difficult to use CTAs for travel purposes.

Even though it is obvious that contact tracing only works when tackled uniformly,
almost every country tried to develop its own proprietary CTA.

Recently there have been initiatives to somewhat resolve the lack of interoper-
ability in the European Union (European Commission, 2020). Even so, these initia-
tives are not yet operable. They are only a set of guidelines that have a long way to
go until apps become interoperable in the EU.

Table 1 Current state of CTAs around the world

Countries developing
apps

Total apps related to
COVID-19

Apps using
Google/Apple API

Apps provided under an
open-source license

44 86 11 30
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Table 2 Survey
demographics

Gender %

Men 60

Women 39.1

Other 0.9

Total 100

Age %

18–25 16.5

26–35 21.7

36–45 47

46–55 7

Over 55 7.8

Total 100

Education %

Secondary 8.7

Graduate 59.1

Postgraduate/Doctorate 32.2

Total 100

4 Research Methodology

We conducted an electronic survey among 542 Greek residents between 3/7/2020
and 21/7/2020, based on voluntary sampling, in order to determine the level of
knowledge, the attitude and willingness to install CTAs should they be available. We
then compare our results to similar survey results in other countries. In our study,
we are particularly interested in the relation between CTA usage and tourism. In
Table 2, we present the demographic breakdown of the respondents, and in Table 5,
we present our results in a way that shows which demographic group has the most
positive view about contact tracing apps.

The demographic data of our study are shown in Table 2.

5 Preliminary Results

In this section, we present our initial findings of the survey based on the respondent’s
answers. From these results, we extract further user grouping information that we
then use for the creation of Table 2.
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5.1 Relation of Respondents to Tourism

47.9% of respondents live on Greek islands and thus are in some way related to
tourism. Also 43.6% of respondents consider their occupation either directly or
indirectly related to tourism.

5.2 Knowledge of CTAs

Only 41% said they know what CTAs are. 27.3% answered that they do not know
what CTAs are and the rest (31.6%) are not sure.

5.3 Personal Data Privacy

One of the most important and controversial issues of CTAs is that of personal
data handling and protection. We asked if respondents generally considered personal
data protection before installing apps on their smartphones. 53.8% answered that
they always or usually pay attention to how an app handles personal data. On the
other hand, 24.8% of respondents said they never or that they usually don’t pay any
attention to how apps handle data. 21.4% were unsure.

5.4 Willingness to Learn More About CTAs

79.5% of respondents said they would welcome more information on how CTAs and
the Google/Apple API work. It is obvious that respondents needmore information on
how CTAs work and how the Google/Apple Exposure Notification System handles
data.

5.5 CTA Usefulness in Stopping the Spread and Health
Assurance

48.7%believe that CTAs can play an important role in stopping the spread ofCOVID-
19. 41% are not sure and 10.3% believe that CTAs cannot play a role in stopping the
spread.

On theother hand, a lotmore people (64.1%) think thatCTAscanplay an important
role in the reassurance of residents on health safety in areas of the country that are
considered tourist resorts.
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5.6 CTA Installation When Traveling Abroad

51.3%of respondentswould install aCTA if itwas an optional recommendationwhile
traveling to another country. 35.1% are not sure if they would install the optional app
and 13.7% would not install the App.

5.7 Necessity of a CTA in Greece

Even without adequate information on how CTAs work, the majority of respondents
(66.7%) said that Greece should develop a CTA for the COVID-19 virus. Only 7.7%
reject the idea and 25.6% are unsure.

5.8 Intention to Install a CTA in Greece

While 66.7% of respondents think a CTA should be developed in Greece, only 42.7%
are positive they would install the app should it exist. 11.1% would not install the
App. 37.6%would probably install the CTA (coming to an intent to install of 80.3%).
The rest are unsure. There was no significant variance between those living on islands
to those living in large cities. Positive answers were equally distributed.

6 Comparison to Other Countries

In this section, we compare our results in Greece to similar surveys in other countries.
The comparison is made on whether a country should implement a CTA and whether
citizens would install a CTA should it be available in the country.

6.1 Favorability Toward Developing a CTA in the Country

As shown in Table 3, 66.7% of respondents in Greece are in favor of the development
of a CTA. This result is very close to the survey (Survation-Open Knowledge Foun-
dation, 2020) that found the favorability to be 65% in the UK. The UK survey was

Table 3 Favorability toward
developing a CTA in the
country (UK results from
Survation—Open Knowledge
Foundation, 2020)

Greece 66.7%

UK 65%
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conducted in May 2020 about 2 months prior to ours. It is obvious that citizens are
not opposed to the development of a CTA in their country. Two out of three citizens
are favorable.

6.2 Intent to Install a CTA if Available

As shown in Table 4, the question of developing a CTA is a lot different than actually
installing the CTA. In the UK the intent to install is 12% lower than favorability in
developing. In Greece, we found only 42.7% very likely to install a CTA should it be
available but also 37.6% likely to install. If these percentages were to be added we
would be looking at 80.3% of respondents in Greece leaning favorably toward CTA
installation. This of course is an extraordinary result that needs to be looked at by the
Greek health authorities. It is also extraordinary when compared to other countries
where the installation intent is between 47% (in Germany) and 57% (in Singapore).

In any case, respondents in Greece show that the existence of a CTA would be
welcomed and would be installed by the majority of respondents.

7 Analysis of Favorability Toward CTAs

In Table 5, we present the positive opinions expressed in our survey by the demo-
graphic groups identified. The goal of the table is to depict which respondent demo-
graphic has the most positive views about CTAs and that is why we have called
it the “Positive Response Table”. We also calculated averages and standard devia-
tion of user responses. High averages imply high adoption of CTAs. Low standard
deviation values imply high consensus on a matter. Table rows provide percentages
of positive answers to questions about CTAs. Table columns provide percentages
of positive answers to questions within specific demographic groups. High aver-
ages in rows show positive responses to questions on CTA acceptance and adoption.
Low standard deviations in rows show consensus in answers among different demo-
graphic groups. High averages in columns show high general acceptance of CTAs
among specific demographic groups. Low standard deviation in table columns shows

Table 4 Intent to install a
CTA if available (McCarthy
(2020), Roper (2020),
Opinium (2020),
Martelli-Banégas (2020), Ho
(2020))

UK 53%

FRANCE 49%

GREECE 80.3% (42.7 Very Likely—37.6% Likely)

SINGAPORE 57%

GERMANY 47%

USA 50%
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high consistency in answers about CTAs within a specific demographic group. The
positive response table enabled us to arrive to the following important conclusions:

1. The user demographic with the most positive view and acceptance of contact
tracing apps is the group of people with the most knowledge about the apps
(74.6% positive average responses) followed by users concerned about data
privacy (65.1% on average) and users occupied in the tourism sector (60.8% on
average).
Key Takeaways 1: Users that have been educated on how CTAs work as well
as data privacy issues are more favorable to CTA use. Respondents working
in the Tourism sector are among those with high acceptance of CTAs. On the
other hand, people that live in tourist destinations do not seem to realize the
importance of CTAs as much (only 51,1% positive views on average) and are
the demographic group that are most consistent in all their answers.

2. Users that live in tourist destinations, those that have received only basic
education and those aged 18–35 hold the least favorable views on CTAs.
Key Takeaways 2: It is obvious that we have an oxymoron here, since users that
work in the tourism sector are favorable to contact tracing apps and those that live
in tourist destinations are less reluctant to adopt them. This could be due to the
timeof the survey.At the time (late July 2020)Greecehadopened to tourismonly
for 20–25 days and COVID-19 numbers were very low throughout the country.
Users working in the tourism sector had already realized the importance of
CTAs but those just living in tourist areas had not yet realized their importance
since coronavirus cases were still very few in their areas.

3. The user groups that were not consistent in their responses about CTAs (high
standard deviation in their responses) were those with basic education, those
aged 18–35 and those concerned about data privacy.
Key takeaways 3: These results show that young users, not highly educated
that are concerned about data privacy tend to be the demographic groups that a
most unsure about the adoption of CTAs.

4. The issue concerning CTAs that finds the most target groups in favor are the
usefulness of a contact tracing app for Greece (66.7% positive responses on
average), and that contact tracing apps can provide a sense of health safety in
tourist areas (64.1% on average).
Key takeaways 4: Most demographic groups sense the usefulness of CTAs in
Greece and their importance for health safety in the country. Less consensus
among target groups can be found when asked to install a CTA on their smart-
phones and the significance of CTAs in reducing the spread. These are issues
where demographic groups are split.

5. The basic issue that user groups do not have a consistent opinion on is whether
they would install a CTA should it be a recommendation when traveling abroad.
Key takeaways 5: It is obvious that the issue of installing a CTA is very
confusing to the user groups and there is still no wide consensus on this issue.
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8 Recommendations Based on the Analysis

In order to summarize our research in Greece, we provide the following recommen-
dations to some key research questions:

1. What should a country do to increase the number of people that would
install a CTA?
Recommendation: Countries need to educate citizens, so they know exactly
what CTAs are and how they work. It is obvious, based on our research, that citi-
zens tend to adopt CTAs based on the level of knowledge about them. The more
they know the easier it is for citizens to adopt and install CTAs. Furthermore,
citizens seem to be eager to acquire more information about CTAs.

2. Should Greece create a CTA?
Recommendation:Greeks show a wide acceptance of the idea that the country
should create a CTA. Almost 67% of respondents in our survey agree that the
country should create a CTA. Based on the above, Greece should implement a
CTA.

3. What demographic groups are more reluctant to adopt a CTA in Greece?
Recommendation:Young citizens aged18–35with basic education are the least
favorable demographic group toward CTA implementation and adoption. These
are the most reluctant citizens and they are the first that need to be educated in
order to ensure high adoption of a CTA should it be implemented.

4. What is the issue about CTAs on which citizens are most skeptical?
Recommendation: It is obviously the issuewhether CTAs can play a significant
role in reducing the COVID-19 spread. We observe that most demographic
groups are still not completely convinced about the significance of CTAs in
the battle against COVID-19. It would be a good idea to inform and educate
users through case studies of CTA implementations in other countries and their
results.

5. Are people living or working in Greek tourist destinations convinced that
CTAs can be beneficial?
Recommendation: Both demographic groups are favorable to the adoption of
CTAs. The group that is more favorable is people working in the tourism sector.
We propose educating citizens in tourist areas about the benefits of installing
CTAs for their own well-being but also for the well-being of the destination.

9 Proposals for the Google/Apple Exposure Notification
API

The Google/Apple Exposure notification API (Google, 2020) is a decentralized
implementation that enables users to be directly notified on their smartphones when
they have come in close contact with someone that later tested positive for COVID-
19. It is not in the scope of this paper to analyze the Google/Apple API. We refer to
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this API only as an excellent base on which a Travel CTA can be implemented. Since
the API is globally available to almost all smartphones on the planet it would be an
excellent solution for a borderless CTA implementation. In this section, we propose
an addition to the API in order for it to become more effective for Tourism.

9.1 Proposal 1

The API itself or the CTA built upon the API should be fed information by a central
information database that contains travel destination-specific coronavirus informa-
tion. Once a user is notified that they could be infected they should also be notified of
where the closest testing center is at that destination. This “after notification” infor-
mation is essential to a traveler at a foreign destination. It is also absolutely vital that
this information is provided through the CTA, on the spot, so that the user does not
need to interact with anybody prior to his/her test. This central information database
can be maintained by the World Tourism Organization (UNWTO) and updated by
local destination tourism and health authorities.

9.2 Proposal 2

Our second recommendation for the Google/Apple API is the addition of a feature
that will enable the API to be locally trained about its accuracy. A basic problem
of the API is that it largely depends on the quality of the smartphone Bluetooth
signal and thus sometimes does not provide accurate notifications. This means that
some notifications issued may be false. The API can also provide slightly different
results on smartphones from different vendors. We propose that users will be able
to inform the CTA whether the “possibly infected” notification that they received
was actually true or false. This can be done by connecting the CTA with rapid test
results. The new Abbott rapid test, for example, provides a QR code that when
scanned by an Abbott App provides proof of testing and proof of health. If the CTA
could scan such QR codes, then it would be informed that a user was not actually
infected even though the API issued a notification. This proposal may lead someone
to think that its implementation could compromise personal privacy or even the
decentralized nature of the API. This is not true. We do not propose that any data
leave the user’s smartphone. We only propose an additional local (on the smartphone
itself)mechanism throughwhichusers can inform theirCTAwhether the notifications
received were valid or not. If this is made possible then every user’s smartphone can
be self-trained to provide accurate notifications after an initial training period of
possible mistakes.
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10 Benefits of Digital Contact Tracing for Tourism

Travel is inherently bound to mobility. When we travel, we usually move away from
our residence, we are mobile for a long time, we meet a lot of people and visit a lot
of crowded places. The definition of travel itself (Goeldner et al., 2006) contains the
notion of mobility.

Tourism and travel can surely benefit from CTAs, but not in the way that they
are implemented today. Tourism needs borderless CTAs as opposed to country-
specific CTAs. Contact tracing needs to be globally enabled for it to work in Tourism
and Travel. The current state of CTAs does not make them useful for Tourism. We
propose the implementation of a pan-European or even Global CTA especially for
Travel purposes. This means that every time someone needs to travel to another
country, he/she will be able to use this CTA. The app will enable borderless contact
tracing. This application can be easily implemented by using the globally avail-
able Google/Apple notification API. If a Travel specific borderless CTA was imple-
mented, Travel and Tourism would largely benefit. Especially if the aforementioned
recommendations were included in the CTA. The main benefits would be:

1. Contact tracing would be enabled on a global scale with all the benefits that this
would bring to the reduction of COVID-19 cases.

2. Travelers would feel some health assurance at the destination since they would
be notified and guided by the CTA.

3. Health information and alerts would be easily conveyed to travelers through the
CTA.

4. Many people already infected but not showing symptoms would not travel to
destinations.

5. Travelers returning from destinations would not be required to quarantine at all
or the quarantine period would be significantly reduced.

Therewould also be significant psychological benefits for travelers and destination
residents. In the end, a CTA adopted bymost travelers and residents would contribute
to the avoidance of future lockdowns and preventive measure applications.

11 Conclusions

In this paper, we have presented the close connection between CTAs and Tourism.
We have presented the current fragmented and country-specific approach that the
implementation of CTAs has adopted today. This approach is not in favor of the re-
ignition of tourismworldwide. The fear of COVID-19 has stoppedmillions of people
from traveling. The existence of a worldwide decentralized, open-source CTA and
its wide adoption would surely benefit tourism and play the role of a reassuring
measure for potential tourists. Our survey in Greece has provided a lot of insights on
how countries should approach different demographic groups in order to convince
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them that CTAs are useful. We also concluded that most users are already in favor
of CTAs in general but also in favor of CTA roll out in Greek tourist destinations.
Greece should develop a CTA because the wide majority of citizens is in favor, and
there is a high possibility that it would be installed by citizens. Finally, in this paper,
we conclude that as in many other aspects of life, knowledge is very powerful. The
most favorable demographic group to CTAs in our survey were people with good
knowledge of what CTAs accomplish and how they work.
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Tourism Customer Attitudes During
the COVID-19 Crisis

Ivanka Vasenska and Blagovesta Koyundzhiyska-Davidkova

1 Introduction

At the end of 2019 and the beginning of 2020, the data of the global economic
scholars and in particular those of the World Tourism Organization (WTO, 2020),
demonstrated a bright development of the tourism sector. However, the world of the
economy was disrupted by an unnatural disaster COVID-19 (Mostafanezhad, 2020).
Consequently, the tourism sector was among the first and the most effected economic
sectors and shattered by this disaster. Therefore, the authors were provoked to elabo-
rate a research regarding Bulgarian tourism customer attitudes during the COVID-19
crisis.Moreover, the aimof the report is to establish towhat extend tourism customers
in Bulgaria are willing to keep their travel patterns comparing their established atti-
tudes towards their new perception following the unfolding crisis. For this reason,
we have prepared and conveyed a survey questionnaire conducted among 121 indi-
vidual respondents. Following the global trend among economic researchers for
digitalized analysis implementation on a global level, the authors decided to provide
a new perspective towards survey statistical analysis. Furthermore, the elaborations
are made by the computer language Python and a Web-based interactive computing
environment for creating documents—Jupyter Notebook.2020

At the beginning, for the rest of the world the first 2019 cases of the SARS-CoV-2,
officially reported by the Chinese government to the World Health Organization–
WHO, (2020) on December 31, 2019, was only a local outbreak, similarly to the
SARS-CoVepidemic started inAsia during 2002 (WorldHealthOrganization, 2020).
Nonetheless, this outbreak, causing the COVID-19 virus, turned out to be the biggest
pandemic since the Spanish flu and AIDS. Infected travellers carried the virus abroad
to locations such as Toronto in Canada, HongKong, Singapore, Taiwan andVietnam.
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These locations recorded the highest numbers, but there were isolated cases found
elsewhere in 29 countries altogether. Following this, there was a common pattern
of reaction among official institutions and private enterprises which included the
gathering and communication of information,marketing aimed at reassurance, efforts
to sell to domestic markets, price cutting, a search for cost savings and greater
efficiency, rationalization, capacity reduction and staff redundancies. Unfortunately,
today we observe a different case scenario, and the epidemic of COVID-19 became
a pandemic. What is more, a few voices of global leaders were raised seeking to
lay accusations towards WHO for delayed pandemic announcement. Thus, in our
opinion, this delay had reflected global governance decisions towards respective
measures curbing COVID-19 outbreak. At the same time, the opinion of Kristalina
Georgieva, the Director of International Monetary Fund (IMF), follows a conference
call of G20 Finance Ministers and Central Bank Governors that there should not
be “trade-off between saving lives and saving livelihoods”. She continued with the
very punctual statement: “this is a false dilemma … given that this is a pandemic
crisis, victory against the virus and the protection of human health are necessary
for economic recovery” (International Monetary Fund, 2020). Following the above
statement, in response to the rapid spread of the Coronavirus (COVID-19), with ten
thousands of deaths and intensive-care hospitalizations, a large number of regions
and countries have been put under lockdown by their respective governments. Policy
makers are confronted in this situation with the problem of balancing public health
considerations, with the economic costs of a persistent lockdown (Gros et al., 2020).

2 Literature Review

In scientific literature, there is no unified definition of what crisis should consist of.
On one side, Marshal Sahlins (1972) describes how crises may be revelatory as they
may lay bare the structural contradictions of the modes of production that can no
longer be ignored. On the other hand, Keown-McMullan (1997) define the crisis as a
triggering event causing significant change or having the potential to cause significant
change, the perceived inability to copewith this change and a threat to the existence of
organizations.However, according toHermann (1972) andHenderson (2007), a crisis
includes unexpectedness, urgency and danger, yet they all have unique characteristics
in generally. While Roitman (2013) highlights how crisis narratives also produce
meaning and initiate critique of a given condition. Observers on the COVID-19 crisis
have addressed its potentially transformational role. Thomas Friedman (2020), for
instance, suggested that “There is the world B.C.—Before Corona—and the world
A.C.—After Corona”. At the same time, economists downplay the pandemic as a
purely natural event that has originated outside of the economic system and, thus,
has nothing to do with economic structures (Nowlin, 2017). Afar from the immediate
health crisis, COVID-19 is basically a crisis of economized societies rooted in the
growth-paradigm (Ötsch, 2020). Moreover, governments worldwide reacted to the
crisis based on prognoses GDP shortfalls and steep increases in unemployment with
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“rescue packages” and “shock therapies” on an unprecedented scale (Gretzel et al.,
2020).

One additional point of view on crises is that they are precipitated by catalysts
powerful enough to undermine structures and modes of operation, with repercus-
sions for the profitability of commercial ventures which might even be destroyed
(Shrivastava & Mitroff, 1987). Lives and individual and all stakeholders’ reputa-
tions may be put in peril, thereby eroding people morale. Participants are taken by
surprise and have little time to make difficult decisions in an atmosphere of tension
and instability. Crises also reach a crucial point when change, for the better or worse,
is unavoidable, and the experience may prove beneficial for people and organizations
(Prideaux, 2003).

For Selbst (1978), the nature of the crisis can be explained as “any act or omis-
sion which hinders the development of (organizational) functions of acceptable
approaches for achieving the objectives of the organization or its viability or evalu-
ation …” In this definition, which will be discussed more fully in detail below, there
are two dimensions of the crisis situation, explaining the differences between crisis
and disaster and the consequences of these two situations concerning the activities of
organizations and communities. One of which, according to Faulkner (2001), relates
to relevant events associated with the organization and sees them as a result of its
operation. The second dimension relates to the fact that the event in question must
have detrimental or negative impacts on the organization as a whole or on individ-
uals in it. Precisely that arises particularity in linguistic and convocational aspect.
Moreover, researchers as Selbst (1978) were stressing mainly on the negative and
destructive consequences of such event, without observing it as a turning point or
opportunity.On the other hand, Faulkner (2001) has pointed out that it should be given
another definition of crisis, which Fink (1986) mentioned—in Webster’s dictionary,
which rather refers to events with an effect of “turning point for better or worse”.
Namely in this context, it has been observed transforming connotations in relation
to crises and disasters, and each event in the context of a particular situation leads
to a potential positive and negative consequences. In terms of the conceptual basis
and terminology apparatus that statement made by Faulkner (2001) draws attention.
It is a result of his collaboration with Russell on the topic of turbulence (Faulkner
& Russell, 2001), chaos and complexity may be perceived as context of which the
crisis can arise. Whereupon, the crisis may be interpreted as consequence of failure
of governance rather than cause of external factors.

According to the World Tourism Organization (2013), the crisis is an unexpected
event that affects trust that travellers have towards the destination and hinders its
normal development and functioning.AsnotedbyRitchie et al. (2004), over the years,
a number of authors have been trying to formulate a definition of crisis which assists
its understanding. In their research paper of “Crisis Communication and Recovery
for the Tourism Industry: Lessons from the 2001 Foot and Mouth Disease Outbreak
in the United Kingdom”, they have presented basic definitions according to which
the crisis is “a disorder that affects physical system as a whole and threatens its main
manifestations; its subjective sense of self, its existential core”.
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In this regard, the measures recommended by the World Health Organization
(WHO), (2020) and implemented by the governments of the countries affected by
COVID-19 to maintain social distance are of a great importance for the protection
of the physical self of the human individuals. Social distancing interventions can be
effective against epidemics but are potentially detrimental for the economy. Busi-
nesses that rely heavily on face-to-face communication or close physical proximity
when producing a product or providing a service are particularly vulnerable (Koren
& Peto, 2020). Consequently, during crisis, in order to achieve higher efficiency and
create competitive advantages, tourism businesses should use marketing as the main
tool to identify market opportunities (Kyurova, 2013). On the other hand, the tourism
industry is one of the most sensitive, susceptible and vulnerable industries to crisis
(Santana, 2004). It is strongly affected by crisis events resulting in negative tourist
perceptions (Pforr & Hosie, 2009). Moreover, it has been one of the major bene-
ficiaries of the wealth created by these revolutions and by 2019 generated 10.3%
of global GDP (The World Travel & Tourism Council (WTTC), 2020a, b), with
year-on-year growth only briefly interrupted by crisis events such as SARS, the 9/11
terrorist attack on the USA and the Global Financial Crisis of 2007/08. Recovery
occurred within a neoliberal global economic production system where continued
economic growth was viewed as more important than the long-term impacts on the
global environment. However, recovery from COVID-19 (caused by severe acute
respiratory syndrome 2 (SARS-CoV-2)) is unlikely to follow the pattern of earlier
post-crisis recovery (Prideaux et al., 2020). Regarding Bulgarian tourism industry
data, WTTC reports 10.8% contribution to the country’s GDP, which is with−2.5%
for the previous period (The World Travel & Tourism Council (WTTC), 2020a, b).

The tourism industry is acknowledged to be exposed to crises or disasters (Cró
& Martins, 2017). This is because tourism is impacted by many external factors,
including political instability, economic conditions, the environment and weather
(Okumus et al., 2005). The susceptibility of tourism industries has also been recog-
nized by industry bodies and agencies. As a result, a number of reports, templates
and toolkits to help industry prepare and respond to crises and disasters have been
published (Ritchie & Jiang, 2019). Wherefore, the tourism industry’s relative imma-
turity and dramatic expansion are noteworthy. Tourism has a long history, but modern
mass tourism and the industry which supports it date from after the Second World
War. International arrivals rose from 25 million in 1950 to 760 million by 2004,
although geographical imbalances persist and most tourists and their spending circu-
late within the developed world (World Tourism Organization (WTO), 2005). The
World Tourism Organization (WTO) predicts that there will be 1.6 billion inter-
national tourists in 2020 (World Tourism Organization (WTO), 1999) and domestic
tourism, estimated to be 10 times greater in volume, must not be overlooked (Weaver
& Lawton, 2002). Growth has been fuelled by behavioural approach that includes
both sociological phycological aspects (Kliestikova et al., 2019a, b), new product
development, aggressive marketing and intense global competition.

Globalization of tourist markets has increased over recent years (Levitt, 1983),
contributing to the escalation of global risks. Tourism is viewed as one of the activities
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most susceptible to global risk factors (Ritchie, 2004). Tourism, especially interna-
tional tourism, is highly sensitive to safety and security issues (Pizam & Mansfeld,
1996). It is one of the activities most liable to changes in the world stage that may
producemodifications in tourist behaviour (Coshall, 2003;Dimanche&Leptic, 1999;
Levantis & Gani, 2000; Pizam & Mansfeld, 1996). Safety concerns strongly influ-
ence tourists’ decision-making processes (Beirman, 2002; Crompton & Ankomah,
1993; Fesenmaier, 1988; Moutinho, 2000; Woodside & King, 2001; Woodside &
Lysonski, 1989). Travellers select destinations that best match their needs, offer the
most benefits and have the lowest possible costs or risks. If a tourist feels insecure
or threatened at a specific destination, an overall negative impression is likely to
result (George, 2003). Consequently, destinations perceived as being safer may be
preferred, and those perceived as risky or unsafe may be rejected (Beirman, 2002;
Gu & Martin, 1992; Mansfeld, 1996; Sönmez, 1998).

Looking to the future, the WTO was not alone in its optimistic forecasts, and
analysts concur that tourists demonstrate considerable resilience in the face of
setbacks. Any downturns ahead for whatever reason, including crises, were discern to
quickly overpass. However, there is also an appreciation that tourists can be fickle in
their decision-making and behaviour (Henderson, 2007). Bauer (1967)was one of the
first to suggest that customer attitudes are an act of risk, because any individual action
of consumption is associated with uncertainty, implying unanticipated and possibly
unpleasant consequences. In this concept, risk may be related to latent, rather than
actual, individual or sets of conditions which can become crises if realized and of
sufficient gravity. Hence, risk assessment is a key factor when planning for crisis,
involving the anticipation of what might go wrong and identification of the reasons
for divergences from expectations (Henderson, 2007). Most researchers have studied
perceived risk, rather than objective or real risk, because ultimately, perceived risk
determines behaviours (Bauer, 1967; Budesco & Wallstein, 1985). Several studies
analyse the concept of perceived risk in tourism (Bodosca et al., 2014; Moutinho,
1987; Rohel & Fesenmaier, 1992). In the tourism context, risk is defined as the
uncertainty experienced by tourists during the purchasing and consumption process
of travel services and destination choice (Tsaur et al., 1997). Risk is also identified
as a fundamental concern of international travellers (Yavas, 1990). However, the past
several decades of study on risk perception reveal difficulties in operationalizing this
concept (Rohel & Fesenmaier, 1992; Jacoby & Kaplan, 1972; Kaplan et al., 1974)
suggest a multi-attribute model of risk, where several product attributes are judged
separately by each customer. When the customer perceives a failure in one of the
product attributes, this leads to a generalized feeling of loss. Kliestikova et al. (2019a,
b) evaluate except the product attributes also benefits, imageries and attitudes.

According to Henderson (2007), however, there are fundamental differences
between tourist products and other customer goods which induce the probability
of crisis. Tourism industry has to transport people to the primary place of consump-
tion, to accommodate and entertain them upon arrival, and therefore, the transport
itself is one phase of production. These visits could be spoiled, and tourist safety
could be compromised by variety of issues which could or could not be by culpability
of those making the travel arrangements. The examples can be numerous and include
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transport accidents, hotel fires, street riots and multiple force majeure consequences
which may result in travellers’ victimization by criminals. Destinations where there
are doubts about safety and security are near to a crisis of a tarnished image, official
warnings against travel and a decline in visitors (Henderson, 2007).

It is necessary to remark that theCoronavirus (COVID-19) pandemic has triggered
an unprecedented crisis in the tourism economy, given the immediate and immense
shock to the sector. On a global scale, all tourism enterprises were forced to close
for operation, and their staff were laid off. Moreover, all stakeholders in tourism
industry had to respondwith intensifiedmarketing, price discounting and cost cutting,
and several businesses demanded assistance from government in order to alleviate
their financial pickle. Revised OECD estimates on the COVID-19 impact point to
60% decline in international tourism in 2020 (The Organisation for Economic Co-
operation and Development (OECD), 2020). This could rise to 80% if recovery is
delayed until December. International tourism within specific geographic regions,
for example, the European Union, is expected to rebound first. Hotels, restaurants
and attractions were among the first to swallow the bitter reality. Domestic tourism,
which accounts for around 75% of the tourism economy in OECD countries, is
expected to recover more quickly, similarly to already observed previous aftershock
crisis waives. It offers the main chance for driving recovery, particularly in countries,
regions and cities where the sector supports many jobs and businesses. In a similar
vein, calls for global unity among tourism actors have proliferated from the UNWTO
(2020) Global Tourism Crisis Committee which calls for a collective response to not
only recover, but “grow back better” to all stakeholders in global tourism.

As summarized above, many articles are related with the effects of the global
crisis on tourism industry in the scientific literature. Although the presented study is
similar to them in some perspectives, but still, it offers a different point of view in
terms of used methods and inferred analyses.

3 Methodology

The current study aims to establish Bulgarian tourists’ attitudes towards travelling
before and after the COVID-19 crisis. The assessment of Bulgarian travellers is based
on results of a survey questionnaire conducted among 121 individual respondents for
the period March–May 2020. For the data processing, statistical methods are imple-
mented through computer language Python in a Web-based interactive computing
environment for creating documents—Jupyter Notebook.

Statistical methods such as arithmetic mean “average” of data, sample standard
deviation of data, single mode “most common value” of discrete or nominal data and
median “middle value” of data are used for the analysis and evaluation of the results of
the survey. The average value in its essence is a generalizing numerical characteristic
of qualitatively homogeneous aggregates. It expresses the general, typicalmeaning of
a given feature of the population as a whole. The average value represents the regular
in the population and shows the central trend in it (Hikolova, 2013).When using the
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standard deviation, it is established to what extent each possible result differs from
the expected mean value, using the root mean square value as the form of averaging
(Koleva &Kacabova, 2016). The most common value is the meaning of the feature
in which there is the greatest concentration of units or how often a given meaning of
the feature participates in the population. In the middle value, the population has to
be arranged in ascending or descending order of N units (Hikolova, 2013).

In the assembly, summarization and analysis of empirical data, it is inevitable to
use the tools provided by the statistical methodology (Lambova, 2003). Quantitative
features are directly observable and allow unambiguous reflection through a numer-
ical relational system, the operation of which consists in the registration of numer-
ical quantities using appropriate measuring instruments, while qualitative features
are in fact characterized by meanings which cannot be primarily measured. Through
a number system, therefore they cannot be registered directly through measuring
instruments as they represent verbal categories. For this reason, we should choose a
scale to help us accurately represent our qualitative traits in quantitative.

The scale we apply in questionnaires research is the Likert scale, which is a type
of psychometric scale often applied in psychological surveys. It was developed and
named by organizational psychologist Rensis Likert in 1932 (Likert, 1932). One of
themost widely applied tools in psychological research is self-disclosure inventories.
Participants are required to state their level of agreement according a 5-point scale.
Such scale is often applied to assess personality, attitudes and behaviour. In order to
develop a questionnaire survey and data process, the conventional Likert scale usually
has the following format: from “complete disagreement” to “complete agreement”.

4 Results

COVID-19 has illustrated the fragility of life, but the same understanding has yet to
be applied to addressing tourism industry. Several recent studies (Scott et al., 2010;
Perriman et al., 2010) have shown that the preferences and the attitude of tourists
after the crisis have changed. The tendency is to make use of the Internet tools and
digitalized sources in order to avoid person-to-person contact complying with the
forced self-isolating measures, thus limiting virus contamination risk.

The impact of pandemic COVID-19 shocks has reflected in the global tourism
industry and has generated some considerable turbulence. The “new normal” has
influenced to great extension the customer behaviourworldwide, and their confidence
is changing on a daily basis. Consequently, themain differences can be seen in income
disposal, the duration of the vacation, buying more private labels, entertaining at
home more frequently or eating out and meeting with relatives and friends in a small
percentage.

In connection with a more complete and accurate disclosure of the problem, we
believe that it is necessary to outline the profile of respondents in terms of their
gender, age, education, occupation and personal income.
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The results of the survey show that the number of female respondents prevails—
79.3%. As regards to the age range of participants, it was found that the biggest
share of respondents (38.8%) is of age between 30 and 39 years old. It is worth
to notice that the shares of participants at the age of 40–49 and up to 29 are also
quite considerable. The majority of respondents have a higher degree (70.2%). The
people interviewed followed a variety of occupations, the most of which state that
they are employees (48.2%). As evident from Fig. 1, the biggest percentage of the
respondents has personal income from 561 to 999 BGN (Fig. 1).

Of a high importance for the survey analysis is the residential status of the respon-
dents due to the fact that from 13 March the Bulgarian government declared state
of emergency and all Bulgarian citizen were obliged to keep strict self-isolation. It

Fig. 1 Profile of respondents by gender, age, education, occupation and personal income. Source
author’s own survey; less than 1% do not appear on the figure
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Fig. 2 Residence during COVID-19. Source author’s own survey

can be observed from Fig. 2 that the biggest part of the interviewed residence during
COVID-19 complies with their permanent residence (82.1%) which can lead us to
the conclusion that the Bulgarian citizens travelled less and thus limited COVID-
19 spreading risk. This can be confirmed by the highest percentage of respondents
(77.7%) self-isolating in towns.

Questions with strong significance which are aiming to determine to what degree
tourism customer attitudes before the COVID-19 have changed during the crisis.
According to the respondents replies, applying estimations with Python via Jupyter
Notebook, we calculated arithmetic mean “average” of data.

As evident from Fig. 3, the participant’s attitudes towards the activities during the
self-isolation according to the mean comparisons demonstrate that they miss being
with relatives and friends the most. At the meantime, the mean value shows that their
free movement is with high estimation.

Of interest are the questions related to the frequency of travel before and after
COVID-19 (Fig. 4).

Regarding the frequency of travel, the results of the survey show that the COVID-
19 factor has discouraged the respondents and they are hesitant in making travel
decisions at this stage. This statement is confirmed by the registered responses of
respondents who do not intend to travel at this stage, would wait to see what future
measures will be taken or would travel at a given opportunity. On the other hand, the
share of respondents who would take a trip for tourism once a month is not small,
despite COVID-19 (17.9%).

Fig. 3 Mean of customer attitudes before and during the COVID-19. Source author’s own
calculation
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Fig. 4 Travel frequency before and after the COVID-19. Source author’s own survey

We should mention the next couple of questions concerning the type of tourism
undertaken before and after the COVID-19, visualized on Fig. 5.

In connection to the type of tourism undertaken by the interviewed, it can be
observed an increase of the share that is willing to undertake sea, mountain and
alternative tourism. While, some of the interviewed are hesitant to undertake any
type of tourism at this stage or to travel at all.

As regards to the destination choice (Fig. 6), research results demonstrate, oppo-
site to the expected shit, the respondents state that they are willing to travel to far
destinations.

The interviewed preferences about vacation booking after COVID-19 can lead
us to the assumption that they consider that it is less risky to use Internet, online
agencies, applications and reserving by phone (Fig. 7).

Overall, the results of the research reveal that tourists attitudes slightly change
during and after COVID-19 crisis. Their choices regarding tourism have changed by

Fig. 5 Type of tourism undertaken before and after the COVID-19. Source author’s own survey
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Fig. 6 Most visited destinations before and after the COVID-19. Source author’s own survey

Fig. 7 Vacation booking before and after the COVID-19. Source author’s own survey

the COVID-19 factor, and in our opinion, this is a direct consequence of the risks
arising by dangerous exposure on that same factor.Moreover, such slight changes can
be explained by the fact that no matter of residence, class, social status and religion
people’s health and safety stays first and economic measures should come second.
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5 Conclusion

COVID-19 will reshape tourism as we previously knew it. Post-COVID-19 recovery
of the tourism industry will be tied in the short term to the rate of global economic
recovery (Prideaux et al., 2020). Yet, while there are reasons to be hopeful, who
will benefit from this restructuring is still an unsettled question. There are currently
more than hundred articles addressing what COVID-19 means for tourism.Many are
focusing on the impacts of COVID-19 on the industry as well as how tourism can be
reimagined and enacted in more sustainable and resilient ways.

All tourism industry stakeholders have to consider the personal characteristics
of its customers, because they influence risk perception and their decision-making
processes, such as income, travel motivations, previous contact with risks and nation-
ality (Seabra et al., 2013). Also, earnings management is proven to be well used in
Bulgaria, especially in the last 10 years (Durana et al., 2020) and will be more than
necessary to prevent risks of bankruptcies in the industry. Elaborations on the issue
strike also live the impression that disasters and crises could be considered as a cata-
lyst for positive change in the destination. Moreover, among them stands out the
topic of the potential created by risk or crisis for positive change through orienta-
tion towards sustainable development, product repositioning or for better respond.
In this connection, Faulkner (2001) highlights crises and risks ability to act as a
turning point for destinations and businesses. Furthermore, in our opinion, all tourism
industry stakeholders should consider their strategies under the condition of risk and
crisis in order to obtain efficient long-term results, better sustainable management
for retaining customers and employees in the shifting conditions of economic, social
and business environment.
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Solo Female Travelers as a New Trend
in Tourism Destinations

Lubica Sebova, Kristina Pompurova, Radka Marcekova,
and Alica Albertova

1 Introduction

Thedemand in tourism is characterizedby several new trends in present time.Tourism
demand is strongly influenced by demographic, environmental, technological
changes and changes in the values of society and lifestyle (Alejziak, 2007). One of
the new trends of the twenty-first century is independent travel, which is also signifi-
cantly expanding among women. Women are increasingly emancipated, longing for
rest, relax but also for discovery and adventure. The usual stereotype of travelingwith
the whole family ceases to apply in Slovakia as well, and the demand for women’s
trips or traveling alone is growing, sometimes even without the company of another
person. In terms of participation in tourism, many women travel abroad, due to the
usual opinion about better services and their lower prices.

In order for Slovakia to become attractive destination for emerging market
segments, which include solo female travelers, it is necessary to know the motives
and needs of women. The study of demand represents a starting point for the creation
of desired products, which can stimulate an increase in the independent participation
of women in tourism in Slovakia. Making the supply of products in Slovakia more
attractive can thus reduce the tendency to prefer visiting destinations abroad.

The expected benefit of the paper is an increase in awareness of the mentioned
segment and its requirements in Slovakia, which may have a positive impact on the
participation of the segment of solo female travelers in domestic and inbound tourism
in Slovakia especially after Coronavirus crisis.
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2 Literature Review

Women’s participation in outdoor leisure activities was limited before 1950. Since
then, however, the proportion of working and childless women has been
increasing. Women are becoming more independent and are more likely to engage
in outdoor recreational activities, such as traveling (Marzuki et al., 2012). As a result
of these societal changes, women spend more and more time without their parents,
partners, children and other family responsibilities (Franzi &DeCarlo, 2018). Today,
women are increasingly active in participating in tourism,with a variety of opportuni-
ties, resources and possibilities for spending their spare time. They are thus consid-
ered as an influential market segment within the tourism sector (Wilson & Little,
2005). They increasingly travel alone, with their girlfriends, sisters and daughters,
as opposed to traveling with family (Franzi & DeCarlo, 2018).

Solo traveling women are an increasingly important segment of tourism. This fact
manifests itself as a growing trend of independent travel, especially among female
tourism visitors (Ministry of Transport and Construction of the Slovak Republic,
2019). However, they cannot be considered as a completely separate segment, as
they can also be part of a new segment of active seniors, millennials, “singles” and
“dinkies” or the middle class, it means other segments that create new trends in
tourism through their participation in tourism.

According to Booking.com (2014), independent travel is on the rise, with most
individual passengers being women. There are several approaches to the concept of
independent or solo travel (Jafari et al., 2016). According to Cargill (2009), it is not
a travel without company in the sense of moving from one place to another. He says
that it is an individual participation in tourism, when a person spends a significant
amount of time without direct company at the place where he has traveled.

Today, women have greater opportunities for acceptance in the society, traveling
and related financial security. Nevertheless, compared to men, they continue to face
several restrictions affecting participation in tourism, which result from their greater
vulnerability (Junek et al., 2006). In terms of independent travel of women, therefore,
we do not see the independent, individual participation of women in tourism liter-
ally. Concerns about one’s own safety, language barrier, poor orientation in space and
other aspects determine the usual perceptions of women’s independent travel. It can
be an initial phase that takes place independently—individual decision-making and
purchase of the trip (product, service), followed by mutual acquaintance and joint
experience of several participants of the trip (consumers of the product, service) at
the destination (www.women-traveling.com).

Another type of women’s independent travel is jointly planned and realized partic-
ipation in tourism, where there are two women in a mutual family or friendly rela-
tionship (Fiala, 2017). Even in this case, the condition of traveling without several
family members or a male partner remains.

Thanks to traveling without a partner, women enjoy their independence, a break
from everyday worries and feel more confident. This is a new phenomenon that is

http://www.women-traveling.com
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expected to remain in tourism (Kow, 2017; Booking.com, 2014; Wilson & Little,
2005).

Gucik et al. (2010, pp. 109–110) talk about changing “the social status of women
who become independent, do not plan a family and travel more and more”. Junek
et al. (2006) add to the mentioned societal changes that more women are currently
divorcing.Gucik et al. (2010) emphasize the high proportion ofwomen in the segment
of business travelers and consider it necessary to create a suitable product for this
segment.

In terms of travel for pleasure, women are more adventurous than men
(Davidson &McKercher; Swarbrooke et al. in Wilson & Little, 2005) and incline to
eco-tourism (Weaver in Wilson & Little, 2005).

Women who currently take part in independent tourism on their own come from
different age groups. There is a significant increase in demand among visitors over
the age of 50, with this segment being made up mainly of women. Some of them are
interested in an easier form of adventurous experience, and many women in this and
younger age categories prefer exotic destinations (African safaris) and seek cultural
experiences.

Service providers are also responding to the women’s demand, with a rapid
increase in the number of travel agencies focusing exclusively on female clients
in countries such as the USA and Canada (Junek et al., 2006).

Women can now create a clear and consistent picture of their needs for safety,
comfort, power and pampering. Thanks to this knowledge, for example, hotel
managers (as well as other service providers) have an excellent opportunity to
offer women more than just standard hotel equipment. Today, they can provide this
dynamic and growing market segment with an experience that is better than their
original expectations (expanded product) (Brownell, 2011).

According to Qu et al. (In Truong et al., 2018), identifying the characteristic
and unique elements of a destination supply is the first step in creating a marketing
strategy that can encourage visitors to choose a destination. According to Gucik
et al. (2010), however, it is important to realize that a destination cannot offer every-
thing to everyone, but it is more efficient to aim on what a selected target group of
customers expects, whose needs and wishes they want and can satisfy.

Borovsky et al. (2008) understand the product of tourism in a broader and narrower
sense, when the product in a broader sense is considered to be the destination and its
overall impact on the visitor. In the narrower sense, these are the products satisfying
the partial needs of visitors, which are a condition for their basic needs fulfillment
such as accommodation and meals. The destination can be described as a product,
while the product is composed of many sub-products (Jakubiková, 2006). From
the point of view of the product of the destination, it is necessary to emphasize the
importance ofmarket segmentation (Mariani et al., 2014).Masip (2006) speaks about
value creation at the destination, which can be determined by specialization through
the creation of products focused on specific market segments.
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3 Methodology

The subject of the research is solo female travelers, whose travel represents a new
trend in tourism. The paper contains an analysis of the requirements and preferences
of women in terms of independent travel and a comparison of the current range of
products for this segment in Slovakia and abroad.

We are looking for answers to following research questions:

Q1: What are the specifics of the solo female travelers’ segment?
Q2:What are the requirements and preferences of women in terms of independent
traveling?
Q3: What tourism products are desired by solo female travelers in Slovakia?

We use secondary and primary sources by paper processing. Secondary sources
are mostly from the literature from domestic and foreign authors. By the definition
and characteristics of the solo female travelers’ segment, the resources are mainly
from foreign online publications and articles, as reflecting the current state of research
problems.

In the context of primary research, we realized questionnaire survey, which helped
us to find out the demand of women in the context of their independent traveling
in the Slovak Republic. The questions in the questionnaire focused on preferences,
motives, requirements for the offer of destination products, experience with traveling
abroad, perceived shortcomings in measures related to tourism and other aspects in
the context of women’s independent participation in tourism in Slovakia (Motusova,
2019).

The questionnaire contained 16 questions. The questionnaire was compiled in the
Slovak language, as our goal was to obtain answers from women who are of Slovak
origin or live in Slovakia or know its tourism offer thanks to traditional cultural
and historical relationships (and at the same time speak Slovak). We created the
questionnaire using the online tool Survio and distributed it through social networks,
by e-mails and in person (to the women older than 60 years). We obtained 355
answers in total. The survey was realized in the period from January to February
2019. For the data processing obtained from the questionnaire survey, we used MS
Excel software and SPSS statistics. The results are clarified in the tables.

When elaborating the paper, we used selected mathematical-statistical
methods and theoretical methods of research. The theoretical methods of
research were methods of abstraction, analysis and synthesis and induction and
deduction. We used also the method of comparison when comparing the offer and
measures of destinations abroad and in Slovakia.
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4 Results

Destinations abroad and in Slovakia respond to the needs and requirements of the
segment ofwomen traveling alone in differentways. The offer of individual providers
of products and services, which in aggregate represents the secondary supply of the
destination, does not always satisfy the demand of individual travelers. Therefore, it is
necessary to know specific preferences of solo female travelers, which we researched
through questionnaire survey, which points to the current demand of solo female
travelers in Slovakia.

At present, women’s interest in various types of tourism and related products
and services oriented to this way of participating in tourism is growing. Based on
the results of the questionnaire survey, we found out that almost half (48.2%) of
respondents are between 22 and 26 years old. This is a category of women belonging
to the so-called Generation Y—currently and in the near future a significant market
segment, to which it will be necessary to pay adequate attention. The next most
numerous age group in our survey was women aged 18–21 years (15.5%), then aged
27–35 (13.8%) and 36–49 (13.8%) years. 7.6% of respondents are 50–60 years old,
and the remaining 1.1% of respondents are 61 years of age or older.

In terms of social status, 46% of respondents stated that they were employed,
27.4% were students and 21.5% were studying and working at the same time. The
other respondents were unemployed (2%), housewives or on maternity leave (1.7%),
and 1.4% of women were retired.

We also surveyed the highest level of education achieved, with 57.5% of respon-
dents having a university degree, 39.7% having a full secondary education and only
2.8% having lower education. Given the number of our respondents belonging to the
generation of millennials, the above-mentioned socio-demographic structure reflects
the fact that this generation belongs to the highly educated, which can be reflected
in the expectation and search for sophisticated products.

The first question of the questionnaire asked how often women participate in
tourism on their own. Although as we already stated in the theoretical background
the joint participation of two women in tourism can be considered as independent
travel of women, there is no strict quantitative definition of the concept of solo female
travelers. Therefore, with regard to the Slovak practice, we chose as a maximum in
the questions of the questionnaire up to three women to qualify for the condition of
solo travelers, and it means our respondent was traveling alone or was accompanied
by maximum of two women.

Based on the results of the questionnaire survey, we processed a table (Table
1), which informs about how often the respondents participate in tourism alone or
in the company of no more than two women. We found out that the largest share
of women (35.2%) indicated option 2–3 times a year, and option 4 and more times
were chosen by 32.4% of respondents. 16.3% of respondents travel individually only
one a year, and 16.1% of women do not travel solo. This is also the group which
can be approached to start traveling independently by ensuring suitable conditions
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Table 1 Frequency structure of women’s independent travel

Frequency/year 1 time 2–3 times 4 and more times I do not travel alone

Number of answers 58 125 115 57

Share in total number in% 16.3 35.2 32.4 16.1

Source Own elaboration, 2019

Table 2 Frequency structure
of independent travel of
women in Slovakia

Frequency/year 0–1 times 2–3 times 4 and more times

Number of
answers

127 115 48

Share in total
number in %

43.8 39.7 16.5

Source Own elaboration, 2019

and creating the desired products. When completing the questionnaire, this group of
women was to continue with 12th question.

The aim of the second question was to find out how often women independently
participate in tourism in Slovakia. The structure of the answers is recorded in Table 2.
From 290 relevant answers, we could find out that most respondents (43.8%) partic-
ipate on tourism in Slovakia independently 0–1 time a year and 39.7% participate
on tourism in Slovakia 2–3 times a year.

We also asked our respondents if they preferred traveling abroad to traveling in
Slovakia by their solo travels. Based on a comparison of the number of answers
obtained (“yes” or “no”), we can assess that most respondents (77.1%) would prefer
to travel abroad. The group of women who expressed the largest preference to travel
abroad was between the age of 22 and 26 years. These negative findings represent the
basis for a more detailed analysis of the perception of the shortcomings of Slovakia’s
supply focused on a selected market segment.

It is obvious that supply in foreign countries is very attractive formany respondents
and therefore in the next question we focused on specific aspects that respondents
perceive as the benefits of traveling outside Slovakia. Here are four basic answer
options. 55.3 % of responses show that the rest of the world is preferred because of
the variety of choices concerning the offer, while a much lower share of the overall
responses indicated a higher quality of services (18.4%), other (individual) response
(15.6%), better prices (7%) and good experience of friends (3.7%). Up to 38 respon-
dents used the free space to write their own answer, which was a significant contri-
bution to our research. Based on prepared possibilities as well as individual answers,
we can deduce that the tourism offer abroad is attractive for respondents mainly
due to the desire to get to know something new what they have not already seen,
experienced or cannot find in Slovakia (differences in the primary offer). In addition,
women are increasingly longing for adventure, which they associate with possible
experiences from visiting abroad. We also connect the tendencies to travel solo
abroad with the possibilities that people have today in terms of transportation (cheap
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Table 3 Number of nights usually spent in accommodation facility in Slovakia during an individual
trip

Number of nights 1–2 3–4 5–6 7 and more I do not travel alone in
Slovakia

Number of answers 195 49 8 3 39

Share in total number in % 66.3 16.7 2.7 1.0 13.3

Source Own elaboration, 2019

air tickets, building transport infrastructure, free movement of people, etc.). Based
on the answers, the challenge for Slovakia as a destination remains to improve the
quality of services provided. However, we evaluate positively that the respondents do
not consider the prices of tourism products and services to be the basic difference
between Slovakia and foreign countries.

If the respondents travel alone, we were interested how many nights they used
to spend in an accommodation facility in Slovakia. After excluding six irrelevant
answers, we collected 294 answers, from which we conclude that the respondents
usually spend a weekend (66.3%) or an extended weekend (16.7%) in the accommo-
dation facility. Only 13.3% of the answers indicate that the respondents do not travel
individually in Slovakia. This is the number that could be reduced by creating rele-
vant products associated with the introduction of support measures for solo women’s
travel in Slovakia. We have summarized the results in Table 3.

Since tourism is significantly affected by seasonality, we were interested in which
time of the year women most often travel independently in Slovakia. With this ques-
tion, we also wanted to find out the potential for increasing participation in tourism
during the off-season (spring, autumn) in Slovakia through individual women’s
trips. Respondents could have chosen only one option. It turned out that summer
is the most attractive period of time for traveling for respondents (36.9%) in terms
of independent travel in Slovakia, but we consider the fact that 35.2% of answers
show an inclination to year-round travel as a positive result. Respondents travel at
least in the fall (5.7%), spring (4.7%) and in winter (4.4%). 13.1% of respondents do
not travel in the sense of solo traveling. As a significant proportion of respondents
travel throughout the year, we consider women’s independent travel to be a possible
determinant of the development of off-season tourism products in the country and
a way to reduce fluctuations in the frequency of participation in tourism.

The subject of the seventh question was the preferred types of tourism by the
selected segment in Slovakia. Each respondent could indicate up to two answer
options or even enter her own answer. We interpret the results using a table (Table
4). The largest number of respondents chose cultural tourism (32.1%), followed by
sports and adventure tourism (22.6%), health tourism (20.9%) and business tourism
(13.4%).Thirty-nine respondents donot travel alone inSlovakia, andwealso received
some individual answers concerning visiting family and acquaintances and shopping
tourism. Despite the dominance of the choice of cultural tourism (visit to cultural
and pilgrimage monuments, museums and galleries, organized events, etc.), we state
that women in Slovakia are becoming more and more brave and adventurous. Many
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Table 4 Types of tourism in
which self-employed women
most often participate in
Slovakia

Type of tourism Number of answers Share of total
responses in %

Sports/adventure 91 22.6

Commercial 54 13.4

Health/wellness 84 20.9

Cultural 129 32.1

I do not travel alone
in Slovakia

39 9.7

Other: Shopping
tourism

2 0.5

Visit of family and
friends

3 0.8

Source Own elaboration, 2019

continue to look for rest, spa and wellness care, which we combine with Slovakia’s
excellent potential for providing services of this kind and at the same time with
the work and other workload of today’s women and the health problems of older
women.

In the next question, we were asking about the motivation and reasons for solo
traveling. Almost half of the respondents (49.3%) identified discovery and knowl-
edge for their main motivation, and 23% of the answers indicate a desire to get rid
of everyday stereotypes. These data agree with the identified preference for sports,
adventure and activities related to cultural tourism. To the reasons belong also the rest
from work (11.1%), rest from home duties (6.8%), further currently working duties
(6.4%) and other reasons (3.4%). According to our findings women often cannot find
a company and so travel solo.

Many aspects can influence the (potential) visitor when choosing a destination
or the services provided in it, not only for the purpose of independent participation
in tourism. In our survey, we gave women space to identify a maximum of the two
factors that most influence their choice of destination (or its product). Despite the
fact that none of the offered answers was significantly dominant among the respon-
dents, most of the answers received the option related to the unique offer of the
destination (29.1%). This was followed by a good price (23.7%), reviews published
on the Internet (19.4%), recommendations from friends (14.3%), previous personal
experience (9.6%), personalized answers (3%), and the least are respondents influ-
enced by advertising (0.9%). Other responses included decision-making based on
the availability of cost-effective airline tickets, knowledge of the place and the fact
that it is a place not yet visited by the person.

As we mentioned earlier, most respondents prefer independent participation in
tourism abroad, not in Slovakia. Our research was focused on improving products
and conditions for solo female travelers in Slovakia, so we used the tenth question
to find out why the women do not travel alone in Slovakia as much as they would
like. Respondents were able to indicate a maximum of two options, and the results
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Table 5 Reasons for not participating in independent travel in Slovakia

The answer Number of answers Share in total number in %

An uninteresting offer for me 38 9.8

High prices for similar services compared to
abroad

98 25.2

Security risks 28 7.2

I do not have time 36 9.3

I am satisfied, I travel as much as I wish 84 21.6

The time and money that I can afford to use
for the holiday, I use for the holiday with
family or partner

99 25.4

Other 6 1.5

Source Own elaboration, 2019

are shown in table (Table 5). 25.4% of all marked answers represent the fact that
many respondents with a certain free time fund and financial resources use them
as a priority for holidays spent with family or partner. Independent travel is thus in
the background. The similar result (25.2% of responses) relates to the perception of
the price level in Slovakia, which was perceived for the same or similar services by
the respondents as higher compared to abroad. 21.6% of responses were fromwomen
who are satisfiedwith howmuch they travel independently in the country. Less times,
respondents chose options related to the uninterestingness of the Slovak offer (9.8%),
lack of time (9.3%), security risks of solo travel (discomfort in public transport, on
the streets, etc.—7.2%) and other answers (1.5%).

In the next question, the solo female travelers had to rank the aspects of the offer for
this segment in Slovakia from the most important to the least important according to
them.We have identified seven basic aspects. We found out that the complex product
and all services pre-arranged (accommodation, meals, transportation, program) was
most often placed in the first place by the respondents. It means that thework of travel
agencies is still important today, as well as the creation of packages of services, for
example, in accommodation facilities. The second most relevant aspect was most
often considered to be the possibility of electronic and Internet participation in the
creation of the service, and the third was the advantageous price. The fourth most
important aspect for the respondents was most often identified as the aspect related
to the possibility of being addressed—to hear about the product through engaging
advertising or another tool of marketing communication. Attention of the service
provider to the individual relationship with the customer through adapting the offer
to the individual requirements so the customer can feel exceptional is on the fifth
place. Respondents mostly identified the existence of a brand as the least important
factor of the offer, to which they could automatically return thanks to the proven
quality and the exclusive focus on female clients (existence of a women’s hotel or
travel agency).



320 L. Sebova et al.

In addition to the questions addressed to women, who are already solo travelers,
we focused in the 12th and 13th questions of the questionnaire survey on the potential
demand of women who are not yet individually traveling. We asked these respon-
dents to rank six aspects, from the one that would motivate them the most to travel
independently, to the least motivating. The survey has shown that a larger and more
interesting range of products and services for single women would motivate many
of respondents the most. The second biggest motivator was most often considered to
be lower prices of products and services aimed at female clients, as the third biggest
motivator most respondents described the reduction of safety risks associated with,
for example, discomfort in public transport, on the streets, etc. This was followed
by aspects related to more free time, funds set aside for holidays and, finally, the
requirement for more time for the possibility of self-regeneration or arranging a
women’s stay, business trip or trip provided (paid for) by the employer. Based on
these results, we believe that the creation of interesting products at adequate prices
would create such an offer for women traveling in Slovakia, which would convince
women who usually use their time and funds only for other types of participation
in tourism. The challenge remains to reduce the perceived discomfort or fear that
makes women prefer to travel with a male or at least a larger group of people (family,
friends).

At the same time, wewanted to get information fromwomenwho do not yet travel
alone, about the type of tourism that would be the most attractive to them if they
decided to travel individually. The 54 answers show that almost half (44.4%) of the
respondents would prefer a certain form of health tourism (wellness). The slightly
lower response rate (24%) speaks about the attractiveness of sports and adventure
activities. Cultural tourism would be primarily chosen by 16.6% of respondents,
business by 13%, and one respondent (1.9%) gave the answer “recreation”.

5 Conclusion

Through the results of a questionnaire survey, we responded to all stated research
questions.We foundout that our female respondents tend to participate independently
in tourism, usually several times a year abroad and in Slovakia. However, most
women prefer to visit destinations abroad. This is attractive for them, especially
in terms of a unique primary offer, a more diverse range of products and services,
while the relevant aspects influencing the decision to participate in tourism include a
favorable price offer and reviewsmediating the experience of other customers.When
respondents travel solo in Slovakia, they most often look for activities related to
cultural tourism. However, there is also considerable interest in sports, adventure
and health tourism, because as we have found out, women like to discover, recognize
and look for forms of escape from the stereotype. The existence of a complex product,
electronic and Internet participation in the creation of the service and the price are
the three most important aspects of the tourism offer for respondents.
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This knowledge should be applied by analyzing the products and conditions that
women currently have. In present time in Slovakia, the accommodation packages
of accommodation facilities that are aimed at female clients are mostly focused on
women’s wellness and beauty rides. The advantage of these products is their complex
nature and the frequent possibility of creating online reservations, which is in line
with the demand of our respondents. We consider the weak diversity of these pack-
ages to be a shortcoming in terms of the dominant focus on providing beauty and SPA
procedures. Another negativity for the overall image of Slovakia as a destination for
solo female travelers may be the primary focus of providers of accommodation pack-
ages on the offer of accommodation in double rooms. For a single woman traveling
alone, this can represent undesirable financial costs associated with occupying a
room by only one person or choosing a single room at mostly disproportionately
high prices.

Solo female travelers from our research travel mostly all year round or as a
matter of priority in the summer, so the provision of occasional packages is not
sufficient. However, the offer is often aimed at more solvent clients and at least two
customers traveling together. The challenge thus remains the attractiveness and adap-
tation of product packages for lower income groups of women as well as for women
traveling without any company.

In Central Europe, we find many creative modifications of SPA and wellness
packages as well as packages with cultural and sports elements. There are interesting
activities of some Czech tour operators, who significantly specialize their products to
satisfy the demand of female customers. Although we have found some interesting
products for solo female travelers in the offer of travel agencies in Slovakia, these
products do not support domestic tourism but, on the contrary, the departure of
women abroad. In the analysis of service providers abroad, we also encountered
the application of customization, where the female customer is allowed to partially
adapt the service provided to her own ideas and wishes.

There are also many organized events abroad aimed on the women. There are also
already some in Slovakia, but potential still exists. The challenge is also to offer the
desired comfort and safety in transportation for solo female travelers in Slovakia, and
the positive example is in rail transport in the neighboring Czech Republic, Austria or
Germany. Especially for younger respondents, who have limited financial resources,
but still want to travel, it can be attractive, safe and at the same time economically
advantageous to stay in women’s hostels. There is no such type of accommodation
in Slovakia, so we could learn from the examples from other countries.
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Strategic Hotel Management
in the “Hostile” International
Environment

Ioannis Rossidis, Dimitrios Belias, and Labros Vasiliadis

1 Introduction

An important aspect of management today is how the organizations will be able to
tackle with the various challenges and issues which can be found on their external
environment. This means that organizations must be able to plan and develop a
strategywhich will allow them to respond on those challenges. This is very important
if we consider that the environmentwhere organizations today operate tend to be even
more fragile and uncertain. Of course, strategy supposed to be the ability to respond
in an effective way upon those uncertainties, but what we see with emerging crises,
such as the case of the COVID-19, some crises are not easy to be predicted and even
worst the organizations have to face a dead-end. Indeed, for organizations today,
drawing up the right strategy can be the difference between the survival and failure
of an organization. An important element is the fact that for many years the strategy
has been the subject of analysis by large organizations. But now the strategy is used
in any kind of organization, whether it is a multinational company or a cultural
organization (Thompson et al., 2012). In any case, the value of the strategy is that it
allows an organization to combine its resources to produce competitive advantages
that will allow it to perform better than the competition, and therefore to have a
competitive advantage (Ansoff et al., 2018).

The concept of strategicmanagement is used on almost all forms of organizational
operations, including the tourist industry. Indeed, tourism is a fragile industrywhich is
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often vulnerable on changeswhich happen on the external environment. For example,
a financial crisis or an serious political crisis (including terrorism) is affecting the
operation of tourist businesses; especially of Hotels (El-Said & Elmakkawy, 2017).
Such an example is the case of COVID-19where tourism in a global scale has stopped
its operations, while even if a destination is open for tourists, the hotels must be able
to tackle serious issues such as the drop on demand and what to do if one of their
guests is found positive on COVID-19. This is just an example of how the hotels are
in a very fragile situation and they have to be able to adjust their strategies so to say
competitive (González-Rodríguez et al., 2018).

The subject of this paper is to examine the perspectives of using effective strategic
management in the hotel industry in order to overcome the extended difficulties of
the hostile international environment. The current paper has a significant value due
of the fact that it is important to understand how hotels can react in a very hostile
international environment and to emergewith some strategieswhichwill help them to
get out of any crisis that theyhave to face.Having inmind the latest developmentswith
the case of COVID-19, it is important to note that we need to better understand how
hotels shall draw their strategy in such a hostile environment. This is a researchwhich
is a literature review. The authors have made a wide research on online databases
such as EBSCO and SCOPUS by using related keywords. Special attentionwas given
so to include the latest updates.

2 Literature Review

2.1 Definition of Corporate Strategy

Businesses focus on three levels of strategy. The first level of strategy is called
corporate or business strategy and is related to the corporate vision and mission of
the company and the achievement of synergies so that with the available resources
of the business unit, actions be carried out that will create value for the company
itself. In this way, the company can gain the opportunity with its corporate vision
and mission to focus on its desired plan for the future, focusing on the products and
services it wants to promote and bringing its image to the attention of those interested
(Ansoff et al., 2018).

The corporate vision and the mission of the company are key elements for the
corporate strategy and based on them the strategy called business unit strategy is
applied in the second level and is related to the competition of the company, the
achievement of competitive advantage and the exploitation of business opportunities
for the development of new products and services and the allocation of resources
within the business unit.

At the third level, one can find the operational strategy which is related to the
way in which the unit or organization effectively implements the strategies selected
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at the previous two levels so that in combination with the resources and procedures
followed to be able to achieve its business vision (Ansoff et al., 2018).

The business strategy or corporate strategy concerns the entire business unit and
aims to create efficient synergies that will benefit the business. The corporate strategy
should aim at the optimal coordination of all actions so that the business unit achieves
the highest possible performance. The corporate strategy is related to the effort made
by the business unit to expand the resources it uses and its fundamental capabilities
in order to achieve a competitive advantage that will make it unique compared to its
competitors. The corporate strategy therefore defines the broader field in which the
company operates and is determined by the management itself which decides where
it is appropriate to focus more so that the most efficient way of allocating resources
creates the aforementioned synergies within the business unit.

The corporate strategy is a delicate handling process that involves themanagement
of the business unit and includes the initiatives such as the supply of raw materials
to hotels as well as the product and service line provided to the customer in order to
lead the business unit to be able to make critical decisions to achieve organizational
goals. That is why the corporate strategy should be taken into account and in line
with the individual strategies followed by the business unit so that all strategies as
a whole benefit its corporate strategy and can support it at the business unit level
(Diffley et al., 2018).

Thus if, for example, a hotel business is having trouble providing its indi-
vidual services, this could jeopardize its broader business strategy and therefore
the malfunction should be taken into account and the management should coordi-
nate the individual departments so that it is not driven in a business strategic crisis
(González-Rodríguez et al., 2018).

2.2 Generic Strategies

As mentioned above, there are three levels of strategy formation, the business-
corporate level, the level of the business unit strategy with the competitive strategies
to achieve competitive advantage and the level of the individual functions of the
business unit. In order to analyze the competitive strategies, the concept of compet-
itive advantage should be presented where the company competes with the other
companies in the context of activities provided in the same market and can supply
the same consumers so that he eventually chooses on of the two companies. This
makes the business able to achieve greater efficiency, something that will lead it to a
competitive advantage (Köseoglu et al., 2016).

Based on Porter’s generic strategies, there are two main types of competitive
advantagewithwhich the hotel can increase its profits, either by reducing its operating
costs or by increasing its total revenue. Cost leadership, on the one hand, is the
ability to produce and supply products at the lowest possible cost in the market, and
diversification is the product’s supply in such a way that the hotel provides unique
features that consumers are willing to pay more for in order to acquire them.
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Thus, the hotel should take into account the specific two categories of competitive
advantage and make its final decisions based on the dominant choices regarding the
strategy to be followed, whether it is a strategic cost leadership strategy, a differenti-
ation strategy or a focus strategy with differentiation or with cost leadership (El-Said
& ElMakkawy, 2017).

All three options when adopted by a company have the effect of bringing the busi-
ness closer to the other companies in a different way, especially given the organiza-
tional structure and the skills it is called upon to develop. Thus, in order to formulate
the appropriate strategy, the business unit should start its strategy by answering the
questions as to who are the consumers to whom it is addressed, i.e., its scope and
what are the needs of consumers, i.e., what are the unique capabilities that it must
develop.

In order for the company to develop a competitive advantage, this can be done
through the development of superior quality or the improvement of efficiency and
innovation as well as the response to consumer needs. In order for the company
to succeed in the above-mentioned areas, it must make decisions about the skills it
intends to develop but also about the way in which it will organize and correlate
the specific skills. The ability to develop superior quality as well as innovation and
meeting the needs of consumers are realized through the adoption of the differen-
tiation strategy. On the other hand, the development of efficiency also leads to a
competitive advantage through the cost leadership strategy (Köseoglu et al., 2016).

Initially for the cost leadership strategy, it is a systematic effort on the part of
companies to maintain the cost of producing and selling products and services at a
lower price than the competitors in order to achieve a competitive advantage. This
is a strategy that is suitable for those companies that provide services in a market
seeking to reduce costs while due to the large size of the target market the availability
of low-cost products can create excess capacity and automated production processes
(Köseoglu et al., 2018).

However, it is important to note that a cost leadership process cannot ignore
differentiation as if the company’s product is considered equal to the competitors its
price will have to be much lower to reveal its cost advantage.

As for the differentiation strategy, it applies to those companies that aim to gain
a competitive advantage through the uniqueness of the products and services they
provide to the customer. The specific advantage created by the production and distri-
bution of products and services, is perceived by consumers as something qualitative
and at the same time unique. The differentiation strategy is adopted by companies
that price their services higher than the market price due to the difference in quality
compared to competitors. Of course, the price is much higher than the cost of the
cost leader examined in the previous paragraph.

Businesses that implement a differentiation strategy have high prices on their
products and services, but consumers are willing to pay for the difference in price,
believing that the product they are buying is also a symbol of prestige. Therefore,
companies that implement this strategy gain a competitive advantage by offering
unique products that have unparalleled quality in relation to the quality of their
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competitors and at the same time fall into innovative elements that meet higher
consumer needs (Moutinho & Vargas-Sanchez, 2018).

In the case of hotels where the variation focuses on the quality of customer service,
these services should be of a high standard even after the customer service is provided.
Thus, the hotel should achieve a difference in its services and even in its accom-
panying features. This means, for example, that in addition to the main services
provided to the customer, there should be high-level cleaning services as well as
customer service support services by telephone.

At the same time, the hotel must understand the importance of diversifying the
services it provides and be able to apply it to all dimensions of the services provided
to the customer so that it cannot be copied by competitors. However, emphasis should
be placed on the final price of the hotel product provided to the customer, but there
should be no reduction in costs to the detriment of quality but strictly only to serve the
customer. Thus, differentiation should lead the hotel to great functionality through
improved performance and innovation with the addition of hotel features that the
customer will choose when he closes the service package he wants (Lasserre, 2017).

In the focus strategy, however, the company can choose elements from the differ-
entiation strategy but also from the cost leadership strategy, focusing on customer
satisfaction on the one hand and on market satisfaction on the other, which is their
main difference.

In order for the company to achieve the implementation of the focus strategy, it
must use the data it has gathered for each target market and have some peculiarities
that will make the consumer choose it over the competitors. Therefore, the focus
strategy can be on the one hand, a low-cost strategy or a diversification strategy
that will address a specific market segment that will meet its needs by choosing the
highest quality.

2.3 Schools of Thought on Strategic Management

Strategicmanagement has been in the field of culture for a fewyears now.The strategy
is a point of reference for the whole organization, from its base to the highest levels
of its leadership. In any case, the executives of an organization should be aware of
the resources they have and have in their hands in combination with the changes in
the external environment, so that they can design a plan that will give answers to
the challenges and opportunities it creates the environment. The ultimate goal of the
strategy is to create a competitive advantage. This means that an organization will
be able to organize a strategy that will allow it to outperform its competitors. This
performance can be achieved in three ways. The first is through the diversification
strategy, where an organization produces a competitive advantage by differing from
thewhole competition, or through the cost leadership strategywhere the organization
becomes more competitive by having the lowest cost while a third strategy is that
of focus, where an organization focuses—through differentiation or cost leadership
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(Gassmann et al., 2016). In each case, the organization must choose which strategy
to approach with competitive advantages that can ensure its viability.

As far as contemporary organizations are concerned, McKiernan (2017) refers to
four models that an organization who operates in a very competitive environment
can adopt. The first model is the classic school. In this case, the strategy is designed
by the top management of the organization. The main goal is the financial viability
of the organization through profit maximization. Any design is detailed and rational.
Hence, this is a traditional model where the organizations are trying to optimize
their operations and at the same time to maximize their potential to generate profit.
This actually the classic school of thought, which is that an organization aims into
producing profits.

The second model is the evolutionary thinking. In this case, this model refers
to the fact that contemporary companies are not in a stable environment but on the
contrary the environment is constantly changing. This means that an organization
cannot have a stable strategy, as in the classical school, but a strategy that is constantly
changing so that it can adapt to the changes in the environment (McKiernan, 2017).
Indeed, the previous model had a key weakness which was that it regarded the envi-
ronment as being stable. However, it must be understood that today’s organizations
have to operate in a very difficult and fragile environment, therefore strategy—to
a large extent—is the response of organizations towards changes in a very hostile
environment. This school of thought comes closer to the case of contemporary hotel
management, since the hotels are operating on most of the cases in an international
hostile environment (Yoshikuni & Albertin, 2018).

The third model is the procedural approach. In this case, the strategy is not the
result of planning by the top executives of the organization. Instead, it is a process
involving executives and employees from all levels of the organization with the
goal of having a strategy that is acceptable to all audiences, including employees
(Gassmann et al., 2016). This is another approach where the decisions are made not
form the top executives and managers. Instead, the decision making is a process of
generating ideas which starts from the bottom and goes up to the upper layers of
the hierarchy. According to Collis (2016) this is a strategy which is often used from
startups and high-tech organizations. This is due of the fact that those organizations
have an important pool of experts and employeeswhohavehigh skills andknowledge;
therefore, it is important for the top management to consult them before taking any
decision. On the contrary, the traditional models claimed that the upper layers must
take the decisions. However, things have changed. Today’s employees are flexible
and they have the ability to generate new ideas, innovations and changes which lead
into the sustainable competitive advantage that their companies are looking for.

Finally, the systemic approach perceives the organization as an open system.
This means that it is in constant interaction with the elements of the environment
such as the social, political, cultural and economic environment. This means that
an organization follows in each case a different strategic approach from that of its
competitors due to the peculiarities that develop in its environment (McKiernan,
2017). The open systems approach fits with the operation of a hotel in a hostile
environment. In this case, the members of the organization are able to understand
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the changes made on the environment and to adjust the organization’s settings upon
those changes. Such a case can be on the accommodation industry. The hotels are part
of the wider environment not only of the tourist industry, but also of the destination.
Their strategy to a large extent depends on the ability of the destination to become
more competitive while the strategy of the hotel depends on what happens on the
destination. Hence, a hotel is not a “stand-alone” organization but rather it is part
of the wider environment where the hotel interacts with its environment (Okumus
et al., 2019).

In recent years, organizations have been moving towards a systemic and proce-
dural approach. The procedural approach allows the creation of a flexible strategy
which is accepted by the whole organization while the systemic one allows the orga-
nization to be integrated in the changes that exist in the environment and to take
advantage of any opportunities presented but also to be able to successfully respond
to resulting changes.

2.4 Strategic Management in Hotels

Strategic management is often involved with strategy even though they are two sepa-
rate concepts. However, the two concepts have a similar name but a different purpose.
Strategy on the one hand is a comprehensive plan to achieve organizational goals
while strategic management is a continuous management process that aims to formu-
late the appropriate strategy to approach the right business opportunities that will lead
the hotel to further profitability (Rothaermel, 2016).

It is a fact that with the right use of strategicmanagement, some hotels can become
successful compared to their competitors, something that makes them automatically
lucky. This may be due to the appropriate mix of products and services they provide
but in other cases this is not enough. However, all hotels that use the appropriate
strategic management are interested in the stakeholders related to the hotels. These
bodies are groups of people who influence and are influenced by the hotel and have
an excellent relationship with it. Thus, a successful implementation of the strategic
management process allows the company to analyze and learn from its external
environment by setting long-term and short-term goals and formulating its strategy
in such a way as to satisfy key stakeholders (Lasserre, 2017).

The strategic management process helps companies recognize what they want to
achieve and how to achieve results that are valuable. The importance of this chal-
lenge is greater today than ever before. The globalized economy, an economy in
which products or services flow freely between nations, is constantly pushing busi-
nesses to becomemore competitive. Thus, companieswith increased competitiveness
must offer products or services that have greater value to customers, thereby gaining
competitive advantage that is reflected in profits above the industry average (Ansoff
et al., 2018).
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3 Methodology

The methodology used in the present paper is the critical review of the literature.
The sources of relevant literature investigation derived from popular online bibli-

ographic databases, such as Science Direct, Emerald, EBSCO host and scientific
search engines such as Google Scholar and Scirus. General search engines such as
Google have also been examined.

The types of bibliographic sources included in the research are articles published
on scientific journals, books, conference proceedings, company papers and studies,
white papers, online sites and online journals. The selection criteria of these literature
sources were based on the relevance to the topic of the paper, and this research is not
exhaustive.

4 Discussion—Strategic Hotel Management
in the “Hostile” International Environment

It is important to understand the environment where hotels operate today. The hotel
industry is a very sensitive industry on changes which may occur on the macro-
environment. An example is the 9/11 where suddenly the airliners stopped their
flights and the whole industry went off for a couple of weeks. The outcome was
that a significant number of tourist businesses, mostly associated with flights, went
bankrupt or they had to merge or downsize. On this case, we have sudden changes
on the environment that a tourist company will have to accept and take its measures
(Valente & dos Anjos, 2017).

From the above, it is understood that a crucial issue on the strategic management
of hotels is how to deal with a crisis and to adjust. Whether if this is a change on
consumer behavior or a change in the tax system, on all cases a hotel must convince
its stakeholders that it is able to cope with those changes and to continue serving
its customers. Of course, implement such strategies and dealing with a crisis is not
an easy task. According to Köseoglu et al. (2018) many hotels have to face several
barriers such as their limited resources, the resistance from the employees on changes
but also the fact that on many cases a hostile environment means that the fate of the
hotel is not on the hands of its decision makers but on the hands of someone else.
At this case we can refer on the example of COVID-19 where the countries had to
shut down their economies. This is a case where the measures included not only a
halt on international travel but also the closure of hotels, while often hotels are on
the spotlight of mass media as being the place where an outbreak may take place.
For example, Hoefer et al. (2020) have examined the case of COVID-19 outbreak
in Spain where the first outbreak occurred to a hotel in Tenerife which had tourists
from Italy. The hotel went into a quarantine for 14 days and this was a decision
taken not from the management of the hotel but from the government. Therefore,
this is justifying the fact that on such cases the hotel is losing its ability to control
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its management and the decisions taken. Instead, it has to follow the guidelines and
orders given from the government. The same happened with other hotels in the area
of Tenerife which had to go into a quarantine, while at the same time many bookings
were cancelled or postponed.

Overall, in tourism shocks is not something rare. Instead, it is something which
happens frequently and it must be taken as part of the strategy. On many cases,
destinations and hotels are affected from extreme events such as terrorist attacks,
bushfires or cyclones. This means that the hotel management must be ready to take
decisions and adjust its strategy into such situations (Ritchie & Jiang, 2019). One of
those shocks is the COVID-19 according to Dolnicar and Zare (2020) has affected
the strategy of the hotels in three different ways. The first one is the overall economic
shock where according to UNWTO (2020) the tourist arrivals are expected to drop
by 20 to 30%, though it is too early to claim if this is argument is valid or not since it
seems that the drop on arrivals can be even worst. The second impact is the reduction
on the global economic growth. Businesses have closed down or they have shut down
for few weeks or months. This has resulted not only in a deep recession but also in
an increase in unemployment and uncertainty in the markets. This surely affects the
behaviour of tourists who are discouraged from travelling—especially abroad—not
only because of the restriction and the fear that theymay get sick but also because they
may not have the financial ability to travel. Finally, the third shock is the structural
changes made on the industry and changes on how the hotels operate. An example
are the hygiene protocols for COVID-19 that result in more bureaucracy and higher
costs (Dolnicar & Zare, 2020).

Hence, at this point, the management of the hotel will have to decide on which
strategic decisions to make. From the findings of the above paragraph, it is already
mentioned the fact that in such emergencies the hotel is losing its autonomy on
the decision-making process. The lockdown and the use of special measures such as
social distancing, hygiene protocols and the use only of the 50% of the capacity of the
hotel are decisionswhich are imposed from the government leading into a very hostile
environment, while on other hand the intermediaries—mostly the tour operators—
are out of business or they are pressing for re-negotiation of the contracts. Surely,
this is a very hostile environment for a hotel. At this case, the strategic approach of
the hotel can be to downsize, which is to reduce the use of resources including its
human resources or to try to re-focus its strategy aiming into new segments or trying
to create a turnover culture (Abo-Murad & Abdullah, 2019).

The research made from Laws and Priedeaux (2017) and Giannopoulou (2019)
refers on several ways that a hotel can choose so to maintain its competitiveness in
a time of crisis. Those include the following strategies:

• Downsizing: This is about reducing the resources used. On many cases, this may
include the staff layoff in order to reduce the salary costs and overall the operation
costs

• Change on markets: Since the targeted markets are in a crisis, the hotel can turn
its focus into other segments. On some cases, a crisis can be a good reason for
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re-positioning the hotel upon the market. Also, the hotel can focus also on special
markets such as conferences, events, etc.

• Price offers: This is a situationwhere the hotel can use an effective pricing strategy
where it will try to maintain the interest of its customers. For example, it can offer
an extra day for free on loyal customers or to try to make reductions so to increase
demand.

• Expansionof tourist period. This concernsmostly destinations such as inGreece,
where there is the limitation of the tourist period. At this case, the hotel can seek
ways to expand the tourist period.

• To shut down the operations for a short period of time. During the crisis of the
COVID-19, it was noticed that several hotels have close down, while from what
it is noticed from the market several large hotels will remain closed during 2020
so to avoid either the high costs of taking measures such as social distancing,
employing extra personnel for the implementation of the safety protocols, etc. or
because the management regards 2020 as a lost season.

The current crisis of COVID-19 has created a new reality. Since it is an ongoing
crisis and there are not so many researches, it is not easy to conclude on which is
the most effective strategy to deal with such situation. Bagnera et al. (2020) have
remarked that most of the large hotel chains closed their hotels and they are waiting
to see what will happen next, often without having a certain strategy on their mind. It
is just that the management of the hotel is in a “stuck in the middle situation” where
they are not sure what it may happen on the next day. The current strategy used is to
shot down the hotels and wait for when the market will open again or to operate the
hotels on the minimum resources, including available rooms.

5 Conclusion

The hotel industry is very sensitive on the crisis, and it has high uncertainty. On
this case, there is a number of strategies that a hotel can adopt so to cope with the
uncertainties and the crises made from a hostile international environment. What is
more important on this paper is that there is a field where future research will have
a significant impact. This is how the hotels can respond on the COVID-19 crisis.
This is an ongoing phenomenon, and we still are not sure on which strategy can be
the most effective. For this reason, there is a recommendation for a future research
which will be on how hotels have dealt with the COVID-19 crisis. This can include
a qualitative research along with a case study approach, which will produce useful
results and insights.
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Strategic Human Resource Management
in the International Hospitality Industry.
An Extensive Literature Review

Ioannis Rossidis, Dimitrios Belias, and Labros Vasiliadis

1 Introduction

The contemporary, highly competitive business environment has rendered the
strategic orientation of organizations imperative and thus shifting towards the consol-
idation of strategicmanagement. Strategicmanagement is a key factor in a company’s
survival as it provides the guidance needed to accomplish its mission and vision,
determining the right conditions for developing competitive advantages by under-
standing and identifying opportunities, weaknesses, and threats (Papadakis, 2016).
The multidimensional value of management strategy refers to the efficient use of
resources, the creation of competitive advantages, reduction of uncertainty, creation
of a general management discipline, and setting of standards regarding the final
results. Strategic management is intended to support organizations on many levels,
as it contributes decisively to unity in the direction of administrative action, aiming
to achieve specific goals (Kreitner, 2009). In recent years, a differentiated approach
has emerged, combining aspects of human resource management strategy and
management.

Modern businesses are called upon to deal with a highly competitive environment
that is governed by intense change and high uncertainty. These conditions render
the adoption of a strategic orientation by incorporating strategic management prin-
ciples, increasingly paramount. Strategic management theories have recognized the
importance of internal functions, organizational structure, and, of course, how to
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use resources as potentially significant sources of competitive advantage. In recent
years, the strategic dimension has tended to be transferred to human resourcemanage-
ment as one of the most crucial factors in achieving strategic goals. The partnership
between management strategy and human resources management can lead to high
efficiency and effectiveness of the business as the prospect of employees working
to attain strategic goals, is formed. Of particular interest is the value of strategic
management in the highly competitive tourism industry and in particular in the hotel
industry. The peculiarity of the hotel industry is that the final product produced by
the hotels refers to the service experiences, which largely depend on the result of
the work of the employees and the general interaction with the customers (Tracey,
2014). Therefore the quality of services provided and customer satisfaction (which
results from the services received) and ultimately the efficiency and competitive-
ness of hotel businesses, depends to a large extent on the performance of human
resources (Baum, 2015). Based on this view, it becomes clear that hotel compa-
nies have a strong interest in finding the administrative tools that will help push
employees to meet their strategic goals. The importance of the human factor in
fulfilling the mission and approaching the vision led to the development of human
resource management strategy with emphasis on hospitality industry. This approach
refers to identifying the right strategies that will stimulate the utilization of the human
factor in such a way that will ultimately spur the formation of competitive advantages
between hotel companies (Madera et al., 2017). Thus, human resource management
strategy in the hospitality industry undertakes the exploration of strategic tools that
will bring high levels of efficiency and competitiveness (Buller & McEvoy, 2012).
At this point, it should be noted that although strategic human resource management
is an indisputable necessity for modern organizations, in the hotel industry (although
one of the most competitive sectors—due to its globalized dimension), it has not
yet attracted the attention and commitment to its promotion (both in practice and
in theory/academia) (Kaufman, 2012). The strategic dimension of human resource
management in the hotel industry can be introduced in any of the individual func-
tions of HR management (attraction, selection, training, development, leadership,
motivation, communication, maintenance, performance management, etc.) based on
improving the company’s performance.

2 Literature Review

2.1 Definition of Strategic Human Resource Management

Strategic Human Resource Management (SHRM) has emerged in the 1980s.
According to Wright and McMahan (1992, p. 298): SHRM can be defined as “the
design of planned facilities and human resources activities. In order to allow the
company to achieve its goals”. The analysis of this definition brings up four key
aspects of its conceptual dimension (Altarawneh & Aldehayyat, 2010).
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1. It focuses on the human factor as the key to developing competitive advantage.
2. The individual functions of human resource management are the required

administrative tools through which the company can claim competitive advan-
tage.

3. The strategic plan determines how the human resource management will be
aligned with the company’s strategic goals.

4. Human resources integrated into a defined administrative and organizational
framework act in order to achieve strategic goals.

Currently, literature defines SHRM as an ongoing effort to align human resource
management policies with its business strategy (Boxall et al., 2007). Through these
approaches, human capital is upgraded to the decisive factor in the success of a
business. Its overall purpose is to create a clear target for the use of the human factor
in order to serve the strategic needs of the company (Hall et al., 2009).

Strategic Human Resources Management focuses on the relationship between a
company’sHRMsystems and a company’s performance (Huselid&Becker, 2010).A
significant number of studies in recent years highlight the impact of theHRMstrategy
on corporate performance (Combs et al., 2006; Paauwe, 2009). Adapting the func-
tions of human resource management in the direction defined by strategic planning
can help achieve significant competitive advantages. In particular, this adjustment
may refer to the following (Huselid & Becker, 2010; Rossidis et al., 2020, Aspridis
et al., 2018):

• Attracting and selecting the right staff to help serve specific strategic missions
• Formulation of incentive policies and remuneration systems that link employees’

personal benefit to the organization’s strategic goals
• Formationof focused communication andother policies in order to clarify the form

and importance of the company’s strategy, to strengthen organizational commit-
ment, to deal with possible resistance to change, to strengthen the dynamics of
teams, etc.

• Laying the foundation of strategically targeted organizational culture with an
emphasis on serving the goals of organizations

• Development of training and development strategies in order for employees to
cultivate the skills/knowledge/training they need in order to serve the strategic
plans of the companies

• Cultivate leading executives who will instill the company’s vision in employees
and inspire them to better serve the goals of the organization

• Maintaining and supporting employees who are considered important in
promoting competitive advantages

• Management of employee performance in order to ensure the required perfor-
mance that will lead to the fulfillment of strategic objectives

• Utilization of individual and organizational knowledge in order to develop
competitive advantages.



340 I. Rossidis et al.

2.2 Structure of Strategic Human Resource Management

As mentioned above, the human resources strategy and management partnership can
contribute to particularly high levels of efficiency, effectiveness, and competitiveness,
since this approach adjusts the way staff is managed to meet strategic goals. The
bibliographic analysis identified seven key areas of SHRM configuration: (1) an
analysis of the need for human resourcemanagement strategy and its adaptation to the
administrative system, (2) a shift from commitment to human resource management
to human utilization, fulfilling the objectives of the organization, (3) processing the
elements that govern the human resources of the organization and the structure of
the HR system, (4) expanding the scope of application of SHRM in all operations
of the company, (5) activating HR to the direction of the strategic objectives, (6)
measurement of SHRM results and (7) evaluation of methodological issues.

Careful research on HRM issues led to the distinction between micro (func-
tional) andmacro (strategic) areas (Huselid&Becker, 2010).Until recently, scientific
research in human resource management focused on the impact of HRM practices
on employees at each level. On the other hand, the modern approach of human
resource management strategy examined the impact of HRM practices/methods on
human resources at the macroeconomic level in relation to the performance of the
organization (Wright & Boswell, 2002). Research into human resource management
strategy examines HRM’s functions in comparison to the organization’s financial and
business results (market share, quality indicators, revenue/expenditure, profitability,
etc.).

According to Gannon et al. (2015), the analysis of the theory of human resource
management strategy can be carried out through the elaboration of three basic
approaches.

i. The first approach investigates the case of best-practice management strategy
in which organizations try to create competitive advantages by developing
“high-performance” human resource management practices (Pfeffer, 1998).
This approach, however, presents the disadvantage that it is particularly difficult
to agree on the type and content of high-performance HRM practices. The
question, therefore, arises as to which HRM practice can be considered high
performance; From business to business, from industry to industry, and from
country to country, the definition of high-performance HRM practices can vary
considerably (Kaufman, 2014). It is a fact, of course, that through systematic
investigation and analysis, practices have been conceived which under certain
conditions can be defined as high efficient (since of course they are analyzed
for a specific species, industry, country, etc.) (Boxall & Purcell, 2011).

ii. The second approach of human resource management strategy refers to the
analysis of strategies that best suit each case given that business positions
and strategies are the ones that determine human resource management poli-
cies. Under the “best fit” approach, a number of models and theories have
been developed linking the formulated strategy to the applied HRM practices,
taking on strategic features. In this case, however, there are disadvantages as
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there is excessive attention to the external environment and in the effort to
create competitive advantages, tending to present great similarities with other
companies in the industry, practicing the same process of analysis and strategy
(Boxall & Purcell, 2011).

iii. The third approach is based on the effort to develop a competitive advantage
by leveraging valuable, rare, non-substitute (human) resources (Morris et al.,
2006). According to this approach, employees themselves can be the source
of competitive advantage (Marchington et al., 2003). Human resources can
be a valuable asset, creating added value to organizations. A prerequisite is
the existence of the required strategic orientation for their utilization. In this
context, this approach is embellished and richly enriched by the collaboration
of modern management disciplines such as Knowledge Management, Talent
Management, Organizational Learning, etc.

Through the analysis that has been presented, it appears that each of the above
approaches has value (but also individual delays)which can significantly contribute to
the improvement of business performance. In their practical application, companies
usually avoid using such an approach. They usually resort to combination options that
have elements from more than one approach (most often from all three approaches).

2.3 Implementation of Strategic Human Resource
Management in Hospitality Industry

A current trend in modern business is the transition of human resource management
to management with a more strategic dimension, a trend which is gradually observed
in the companies in the hospitality industry. Employee development with a view
to providing a high level of service (and therefore achieving the objectives of the
hosting business) requires culture-oriented training in the expectations of visitors,
appropriate recruitment process, organizational commitment. The strategic manage-
ment of human resources in hosting companies aims to shape employees with a
focus on problem-solving, the development of common values, the pursuit of orga-
nizational goals, the coexistence with the demands of the company, etc. The modern
approaches of human resource management undertake the creation of psychological
bonds; the satisfaction of employees’ expectations; their fair treatment; the selec-
tion of the most suitable for each job; the targeted training and development of
employees by providing them with all the necessary knowledge for the successful
execution of their duties; the formation of appropriate communication channels in
order to convey timely and correct messages and information both from top to bottom
and from bottom to top, ultimately looking forward to the formation of dedicated
employees who will be committed to fulfilling the strategic goals (Taylor & Finley,
2008). Orientation in strategic management helps to formulate a comprehensive
program to maximize hospitality.
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According to Graham and Lennon (2002), strategic HRM greatly affects corpo-
rate performance. Their research explored the impact of human and social capital
on workers’ behavior. Their research led to the conclusion that the strategic role of
human resourcemanagement influences customer behavior throughvariousHR func-
tions, such as incentive andpayroll policies, targeted education/training, development
programs, and staff selection practices. Respectively, according to the research of
Úbeda-García et al. (2013), targeting Spanish hotels, the hotels that applied human
resource management strategy practices (focusing on adapting human resource
management policies to their strategic targets) presented higher performance results
compared to hotels choosing not to adopt similar practices. Karatepe (2013) exam-
ined the effect of HRM practices on work performance and customer service at
a similar level. His research found that HRM practices (education, empowerment,
incentive and pay policies, employee participation) affected work performance and
customer service. According to the study by Altarawneh and Aldehayyat (2010) the
strategic management of human resources in the hotel industry in Jordan is based
on the following aspects: clearly defined HRM strategic plans, strategic role for HR
managers, topmanagement commitment and support, linemanager support and part-
nerships, cost-effectiveness evaluation, organizational culture, environmental scan-
ning. The practice of the HRM strategy deals with the Porter theory model in an
effort to develop a competitive advantage. In SHRM, competitive advantage will be
achieved by pushing employees to develop specific behaviors appropriate to each
competing strategy. The relevant literature identified that the model, strategy, and
policy of human resource management are fueled and developed by environmental
forces. In this context, the corporate competitive strategy should be aligned with
human resource management policy.

In the context of human resource management strategy, human resources are
aligned with business strategies. According to Kearns (2004), human resources can
be divided into two categories, one in which employees are considered resources and
one in which employees can be seen as a source of competitive advantage. In the
second case, human resources management becomes a strategic partner responsible
for getting the maximum value from employees. According to this approach, the
human element is a determining factor in the fulfillment of strategic goals.

3 Methodology

Themethodology used in the present paper is the thorough literature review, followed
by its critical analysis. The sources of literature review derived from high-quality
scientific journals, books, conference proceedings, business reports, etc. The authors
have used a variety of sources based on their accessibility provided by the affiliated
institutions. The selection criteria of these literature sources were based on the rele-
vance to the topic of the paper, the date of the publishing (focusing on the most recent
research), and the validity of the bibliographic sources.
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4 Discussion—The Added Value of Strategic Human
Resources Management

The growing intensity of competition in the hotel industry outlines the need to
implement a human resource management strategy. This perspective is based on
the fact that the high performance of HRM practices is strongly correlated with
corporate performance in the hospitality industry. The HRM practices presented
above, refer to human resource management policies designed to pursue and achieve
specific strategic objectives. Under these circumstances, human resource manage-
ment strategy tends to be an integral part of a comprehensive business strategy. The
intensification of the use of SHRM practices in the hospitality industry is identi-
fied by a number of administrative actions in this direction, such as focusing on
the correlation between work objectives/requirements and employee skills, effective
management of diverse human resources (with different ages, educational back-
ground, professional experience, nationality, etc.), the development of incentive and
communication policies in order to push employees to achieve strategic goals, etc.
(Combs et al., 2006). According to Harvey et al. (2000) strategic human resource
management systems can “become firm strategic resources that expand the range of
corporate strategic choices leading to a sustained competitive advantage”.

Themodern analysis of human resource strategic management is characterized by
new ideas andpractices that reinforce the emerging theoretical framework.According
to Hall et al. (2009) the knowledge formed by the thorough review in this field in
recent years focuses on the following:

• Highlight the strong correlation between human resource management and
corporate performance.

• Focus on the conditions that must be in place to adopt SHRM and the particular
impact of the external environment.

• Emphasis on the development of strategies at the level of human resources.
• Concern for the implementation of strategies at the level of human resource

management; the practical use of the human factor for the implementation of
strategic objectives.

• Utilization of individual and organizational knowledge to formulate better human
resource management strategies aiming at developing competitive advantages.

• Focus on modern issues of human resources through which added value can
be developed (e.g. administration of diverse human resources, utilization of
individual talents/skills, etc.).

Despite the fact that many studies have been done on SHRM in recent years, there
are still several areas that need significant research. Particularly controversial is the
issue of measuring and evaluating the results of SHRM. The issue of determining
the expected in relation to the results achieved raises the issue. A business can create
HR policies that may seem to fit its strategic goals. However, the implementation
method may not be able to lead to the desired results, according to their intended
purpose. Another issue is that some companies are developingmultiple strategies in a
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large number of business units, making it quite difficult to develop consistent human
resource management strategies. Finally, a particularly topical issue (as mentioned
above) is the partnership of knowledge management principles with human resource
management strategy, focusing on human capital and trying to extract (through orga-
nizational learning mechanisms) elements of knowledge, experience, know-how,
information, etc. with the aim of better strategic utilization of the human factor
(Rossidis & Belias, 2020).

5 Conclusion

This article focuses on the bibliographic analysis of published studies on HRM
strategy in the hospitality and tourism industry (Myers, 2013) presenting the way
and contemporary practices by which the strategic dimension of human resource
management can contribute to the fulfillment of strategic plans and therefore directly
or indirectly influence business performance. The literature was examined through
content analysis by identifying and examining related research topics. Through this
study, the importance of human resource management strategy for the competitive-
ness of hosting companies was presented, linking modern human resource manage-
ment practices to the effort to achieve strategic goals. Companies in the hospitality
and tourism industry operating in a highly competitive environment are oriented
towards the constant search for competitive advantages in order to gain competitive
advantages. Focusing on the strategic management of the human factor can help
provide better quality services by rendering it easier for businesses to respond to
their role, thus increasing their business turnout. The strategic utilization of human
resources as developed through the range of theories, creates the prospect of devel-
opment of the hospitality industry, aiming at achieving higher levels of efficiency
and effectiveness.
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From Mass Tourism and Mass Culture
to Sustainable Tourism
in the Post-covid19 Era: The Case
of Mykonos

Konstantinos Skagias, Labros Vasiliadis, Dimitrios Belias,
and Papademetriou Christos

1 Introduction

Oneof thekey issues that tourismhas to face in the twenty-first century is the impact of
mass tourism and how it affects destinations. Indeed, the concept of mass tourism has
helpedmany communities to overcome their financial problems, but in the long run it
can create several problems, including a disruption on the way that local people live
and a negative impact on the social and cultural values of the destination (Nukoo &
Gursoy, 2017). The opportunities and threats which derive frommass tourism depend
on how the destination perceives tourism and what resources it has. For example,
Lundberg&Ziakas (2018) refer to the case of destinations such asMykonos and Ibiza
where mass tourism is related toh mass culture. Those destinations developed their
destination image during the past years based in a number of assets including large
parties and gatherings which had a tremendous impact on mass culture. Nonetheless,
this image is many cases does not represent the reality of a destination. Destinations
likeMykonos have become the “mecca” ofmass culture, with emphasis given on rave
and music culture, something which shifts away from the image of the destination
from the reality of its beautiful beaches, the hospitality of locals, etc. The same
happens with other popular destinations, like Goa and Ibiza (Rowe, 2006). Of course,
this raises many questions as far as it concerns how those destinations shall develop
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in the future. For example, many Greek destinations have shifted from mass tourism
to sustainable and alternative tourism with success (Belias et al., 2018). However,
in the case of Mykonos the destination’s brand name is associated with luxurious
lifestyle, parties, and with mass culture. Hence, changing this image means that it
may change the tourist product offer of Mykonos and its attraction on the segments
that it has already attracted with its offerings.

The current situation with the Covid19 crisis has resulted in the fact that the
summer of 2020 and overall the future of tourism is uncertain. Though that it is
early to make conclusions, there is evidence that Greece will hardly have the 20% of
tourism inflows compared to 2019. Surely, this means that the whole tourist concept
must change but also that this is the time for somedestinations to re-brand themselves.
The packed beaches and nightclubs will not be part of the 2020s tourist offer, which
means that tourist destinations may have to shift away from mass tourism and mass
culture, into a more elegant and niche marketed product. For this reason, the aim of
this paper is to discuss how a popular destination, such asMykonos, can shift away—
due to the Covid19 crisis—from the model of mass tourism into a sustainable model;
hence to contribute to the academia by investigating a topic which will be the focus
of many upcoming researches.

This is a literature review. Hence, the paper will rely on publications that were
retrieved from EBSCO, SCOPUS, etc. The authors used keywords such as “mass
tourism and Mykonos”. Emphasis was given on using the most recent publications
and the ones which were from valid journals.

2 Literature Review

2.1 The Mass Tourism Model

In recent decades, Greece has undergone a significant change in its tourism. This
has led scientists to explore the particular features and capabilities that the country
presents by supporting mass tourism. Thus there is interest in the way tourism is
developed, which lies in the fact that tourism is an important sector of the economy
that contributes greatly to economic growth and employment (Claver-Cortés et al.,
2007). This means that tourism is a sector that is considered a locomotive for the
Greek economy, something that makes it highly important for the data of Greece. The
trends that tourism follows in Greece show differences in relation to other countries
as over the years they are called to meet the needs of visitors who know Greece
closely (Belias et al., 2017; Garau-Vadell et al., 2018).

The continuous development of tourism in developed and developing countries
according to Hernández et al., (2016) is something that makes it an integral part of
the Greek tourism product and international specialization. Naturally, Greece, like
any other country, organizes its own strategy to highlight their place in order to attract
more visitors (Belias et al., 2017). However, there are some problems that arise and
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which limit tourism development such as seasonality and some extraordinary events
such asCovid-9 that has now appeared andwhich has significantly reduced the tourist
product which was expected for the year 2020–2021.

The flourishing of Greek tourism began in 1960 with the main reasons leading
the first tourists in Greece being the archeological sites of Greece combined with the
possibility of rest for a few days near the Greek coast. Already at that time, interme-
diaries in Europe had begun to look for some destinations alternatively, compared
to Spain due to the difficulties that existed in the prices and quality of the product
provided, and thus the tourist product of Greece emerged. Greece is a very attractive
tourist destination for the summer months due to its rich natural resources and the
combination of sun and sea, however, there are some issues that need to be addressed
in order to further develop tourism (Moussa, 2017; Harisson and Sharpley, 2017).

Hence tourism according to Jovicic (2016) plays a leading role in the develop-
ment process, contributing to the total income and employment and the attractive
elements that the tourist product has, based on which tourism is promoted, are the
natural beauties, the landscapes, the prices of products and services, museums and
monuments as well as the natural and cultural environment.

Also, the main elements of Greek tourism are the natural peculiarities that Greece
has as well as the low prices that its entertainment has while its weakness is the
sports sector and often the hotel comfort. On the other hand, Greece compared to
other Mediterranean countries is the first in terms of entertainment, although the
tourist product it offers in entertainment is not the best possible. However, Greece
lags behind other competing Mediterranean countries in terms of infrastructure and
does not have a good position in terms of railways and air transport (Belias et al.,
2017).

After the war, the rise of Europe and Greece with the gradual increase in family
income saw an increase in living standards and the establishment of a holiday and
the development of transport and communication, something that led the peoples
of Central Europe to Greece’s shores, something that made the tourist product of
Greece widely known. Thus, the institution of organized vacations was developed
and mass tourism was created (Hernández et al., 2016). Mass tourism during the
post-war period was the main model of tourism development which for many years
did not allow the creation of other tourism standards. The model of mass tourism is
associatedwith the development of popular tourist destinations to this day, despite the
fact that alternative tourism is being promoted today. The concept of mass tourism is
associated with activities that offer western-style amenities and simple activities and
as a form of tourism is characterized by the sun and the sea (Harrison & Sharpley,
2017).

The response to this tourism model depends on how each country handles the
organized tourist packages offered. These tourist packages are created and promoted
by international travel agencies that direct the demand to specific tourist destinations.
Most travel agencies come from Europe and the United Kingdom as well as France
and Germany and are a dynamic business. Destinations that invest in mass tourism
often have negative effects due to the concentration of infrastructure and tourists
in a specific area where the bearing capacity has been exceeded (Brondoni, 2016).



350 K. Skagias et al.

Thus, mass tourism appears aggressive towards other wealth-producing resources
and causes changes in the natural and structured environment, as a result of which
the good morals of the societies living in a country are offended. In addition, a major
problem caused by mass tourism is the seasonality that is in demand, whether it
is summer or winter. The areas that adopt this specific tourism model are places
that have rich environmental and cultural resources, but which are gradually being
transformed into destinations with a specific advertising image both domestically
and internationally (Claver-Cortés et al., 2007).

Tourism shows its preference in some areas and not in all. Thus, some tourist
destinations literally “sink” in the summer, while other places are ignored. The result
of this picture is that inequalities are created in the distribution of national income by
region. Excessive, one-sided devotion to a certain type of activity carries too many
risks, especially when it comes to the economy (Martínez-Garcia et al., 2017). Thus,
in tourism, the tourist destinations that are based exclusively or mainly on tourism
are endangered.

Another area affected by tourism is society in a broad context. Tourism according
to Brondoni (2016) helps to keep the population in the urban centers, to bring the
peoples closer, to discover new cultures and additional cultural activities. If tourism
had not developed in Greece, many of the existing monuments and archeological
sites would have been lost. Tourism is very important for many regions. It also is
especially important for remote areas and areas of Greece with a long tradition, such
as in Karpathos.

More to that, economic growth, which is directly and indirectly due to tourism,
reducing unemployment has contributed to the reduction of social phenomena due to
it, such as immigration, crime, drugs, etc. (Jovicic, 2016). With tourism, mainly the
outgoing people approach each other through the constant contact of the inhabitants
of the tourist places with the visitors who come from other countries or regions. They
understand that everyone is a member of a larger community.

Tourism contributes positively to rising inflation (rising prices and goods). It is
known that where there is increased demand in relation to supply, the prices of goods
and services increase, however, having adverse effects on the living standards of
residents, especially in the case of mass tourism (Garau-Vadell et al., 2018). Equally
unfavorable is the rise in the value of land. The increased prices due to increased taxes
and duties reduce the demand for Greek tourism, thus preventing Europeans from
choosing Greece for their holidays and reducing the competitiveness that burdens
Greek tourism the most.

2.2 Mass Culture

The western world, characterized by abundance, is a world in which mass culture
has emerged. Mass culture, which is linked to the elimination of popular rural and
traditional urban culture, has marginalized authentic art and popular culture and
has been constructed in a way that fills the free time of modern man according to
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Brantlinger (2016). At the same time, mass culture has affected the way man work,
and has affected tourism as a whole. The genesis of mass culture has been associated
with capitalism since the late nineteenth century until the early twentieth century,
when the tendency to maintain established things emerged (Aramberri, 2017).

The protagonists of today’s division of power and property have invented mass
culture to exercise control over people’s consciousness. The products of this culture
are goods that are imposed through advertising, shaping the aesthetic standards that
are not related to aesthetics but to economic and industrial interests and the stock
market. Thus the imposition of the aesthetics of mass culture has affected culture
as a whole as it has affected the world in general by overriding classical values.
A key feature of mass culture is standardization. Standardization lies in the endless
repetition of the same issues and techniques and significantly influences innovation in
culture while highlighting specific fashions that are shamelessly exploited elements
of popular culture that are brutally detached from their original contexts (Aramberri,
2017). This diversity according to Raitz (2001) which is false and shows that this
culture cannot exist without an attack on the people, is a sign of modernity. It is
essentially a falsification of individualization that is achieved through the excessive
use of consumption and which depends on technology and consumerism in general.
The standardization, however, concerns not only the products of mass culture but
also the reactions of the individual himself to this culture. Thus the individual is
influenced by the comments and criticisms presented by newspapers, magazines,
radio, and television and which are imposed by interpreting reality in a very specific
way.

Mass culture is associated with the industrial mass lifestyle and the distribution
of cultural products as well as the urbanization and consumerism that have imposed
uniformity and standardization on social life and human behavior. In this way, the
masses adapt to a new reality, something that creates incalculable damage to civiliza-
tion. In essence, mass culture is the idea of a particular culture that is produced by the
masses and consumed by the masses with specific centers that follow, as mentioned
above, one-way transmissions despite the need for communication between producer
and recipient, resulting in a degraded culture (Butcher, 2003).

As Brantlinger (2016) claims, mass culture is associated to a quantitative determi-
nation, that is, a culture that is consumed by many and is addressed to many, which
in turn has a qualitative definition, stating an inferior and degraded culture. Mass
culture, which is the result of the industrialization of Western society according to
the views of its conservative critics, is responsible for the erosion of moral values and
the undermining of social hierarchy. On the other hand, the leftist critique considers
that mass culture is separated from popular culture and has a purely commercial
character with low quality being a product of cultural imperialism. However, there
is also the pluralistic approach in which mass culture is the popular culture that is
addressed to everyone as a whole and meets the needs of people today.

Thusmass culture is linked to industry and industrial culturewhich in turn is linked
to technology. Millions of people are involved in this mass culture, which means that
some production processes are necessary due to the needs that must be met by the
goods that are sold. Technology in mass culture is gaining strength over society, a
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force of the economically stronger (Brondoni, 2016). Technological rationality is the
rationality of domination today with a compelling character of an alienated society.
So cars, movies, and theater today have the level of mass culture that is constantly
being promoted. In fact, mass culture is characterized by the international interests in
which the liberated business systemhasmoved. Everything today is being rebuiltwith
new constructions similar to those presented in trade fairs, which praises technical
progress and requires the individual to consume in order to acquire this new product
(Harrison & Sharpley, 2017).

In this culture, the person is constantly consuming. The goal of imperialism is for
the individual to constantly work to consume. The individual receives mortgages as
well as consumer loans which he will spend on his vacation or on consumer goods
acquiring specific products against the price imposed by the monopoly of capitalism,
feeling that it is a unit against the absolute power of capital (Butcher, 2003).

The person in capitalism according to Chaney, (2002) seeks work and pleasure in
a well-organized complex of fancy products that give the person the belief that he has
a real identity while in fact his identity is completely false. Under the monopoly of
capitalism, the lines ofmass culture are all the same. Themanwho is inmass culture is
the same as everyone else in amonopoly and is left to his own deviceswithout seeking
the truth further away. Thus, in this power, cinema and art are not recommended as
art forms but as a business which must justify the garbage, it deliberately produces.

2.3 From Mass Culture and Mass Tourism to Sustainable
Tourism

As noted in the introduction of this paper, mass tourism is often associated with
mass culture. For example, Ibiza built its brand image based on the large raves and
music gatherings of the 90s, while it was the key destinations of hippies during the
late 60s and 70s and till today its brand image is heavily related with pop and rave
music, clubbing and parties (Miternique, 2018). The same happenswith Berlinwhere
its annual rave parade and the large clubs have attracted a huge volume of tourists
(Garcia, 2016). Hence, there are well-known destinations which have relied on mass
culture—on most cases on huge raves and clubbing culture—so to promote tourism.
However, this model of mass tourism has been subject of criticism.

Sarantakou (2020) has examined the case of some popular Greek destinations,
includingMykonos. The sudden increase of tourist inflows has created several oppor-
tunities for the local societies along with welfare but it has raised questions about
the sustainability of those destinations. For example, Mykonos is portrayed as a
luxurious—lifestyle destination well-known for its nightlife. This brand image has
alienated the traditional tourists of the island but also many potential tourists, such
as families and middle-income tourists, who consider Mykonos as a very expensive
destination and also not a destination for relaxing holidays but rather as a destination
for partying and lifestyle. Of course, this is away from the truth and the reality of
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Mykonos.Nonetheless, it is important to note that tourists are consuming experiences
and images, hence the perceptions about the destination image will have a crucial
role when a tourist will take his/her decisions (Boavida-Portugal et al., 2017).

During the past decades, the case of sustainable tourism has been developed, as
a way to ensure that tourism development can co-exist along with the natural envi-
ronment and the culture of a destination. One of the negative consequences of mass
tourism was the negative impact on the local societies and on natural environment.
The outcome is a market segment of tourists who respect the physical environment
and they are enjoying their co-existence with the local society (Belias et al., 2017).
The outcome is the model of sustainable tourism is a very successful way of tourist
developmentwhich grantswith value the destinations and it respects the local culture.
Hence, a destination can create wealth without relying either on the hordes of mass
tourists or on mass culture. Such as an example is provided from Pozoukidou et al.
(2017) who refer to the case of Syros which has used its intangible cultural elements
so to promote its tourism, including the opera festival which happens every two years
and the rebetiko music heritage. Those are just some of the elements that shape the
tourist offering of the island. The outcome is that it has become a popular destination
for high-end tourists while at the same time it is accessible tomiddle-income tourists.
Syros is an example of how high culture can become a mean of tourist development
in a sustainable way.

After having made the necessary investigation, it is essential to examine how the
Covid-19 crisis can affect the way that destinations are marketed in relation with
sustainable tourism. This will happen in the next chapter by examining the case of
Mykonos.

3 Methodology

The methodology used in the present paper is the critical review of the literature.
The sources of relevant literature investigation derived from popular online bibli-

ographic databases, such as Science Direct, Emerald, EBSCO host, and scientific
search engines such as Google Scholar and Scirus. General search engines such as
Google have also been examined.

The types of bibliographic sources included in the research are articles published
on scientific journals, books, conference proceedings, company papers and studies,
white papers, online sites, and online journals. The selection criteria of these literature
sources were based on the relevance to the topic of the paper and this research is not
exhaustive.
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4 Discussion—The Case of Mykonos in the Post-covid19
Era

Tourism development inGreece has decisively influenced some of the elements of the
social structure that are considered representative of stability such as social relations
and the participation of residents in activities that highlighted the cultural peculiarities
of an area. Unrestrained and unplanned tourism development has brought about a
sharp urbanization of these societies. In fact, in surveys conducted in Serifos and
Ios, the inhabitants of these islands reported that (a) economic interests, as a result of
mass tourism, caused envy and competition among the inhabitants and (b) the lack
of old intimacy and solidarity had negative consequences. consequences for social
cohesion (Tsartas, 2010).

The result is that in recent years, these societies have increasingly sought an
alternative model of economic development that respects their cultural heritage. In
many cases, the societies themselves turned against mass tourism and shifted their
focus to the milder forms of tourism and in many cases to cultural tourism. Turning
to cultural tourism has many benefits, especially in areas with significant cultural
capital. First of all, the residents themselves, as connoisseurs of their tradition and
culture, are able to understand and adapt the tourist packages of their areas in order
to focus on their cultural richness. Also, cultural tourism has as a point of reference
tourists who have not only high incomes but also a high level of education which
allows them not only to be able to immediately understand the cultural wealth of a
destination but also to respect it (Lesli, 2010). One of the main problems of mass
tourism is that these tourists often not only do not respect or understand the value of
the culture that a destination has but often also engage in acts such as the destruction
of monuments or generally behaviors that show ignorance and arrogance. In relation
to the culture of a destination.

The impact on the cohesion of the local community is also significant. The fact
that cultural tourism activities are carried out in a way that respects the political
heritage of a place, results in a reduction in tensions within society and a significant
acceptance of tourism by the local community. Also, cultural tourism significantly
helps to increase the knowledge that the inhabitants of a society have about the
cultural heritage of their place (Sigala, 2019). Miller’s (2001) research showed that
in all areas where cultural tourism developed, there was an increase in the activities
and interest of young people in the cultural goods of their place. So it is considered
that cultural tourism has only to offer positively to a destination that will decide to
turn to this form of development.

In the case ofMykonos, the examined islandhas developed its destinationbranding
based on a luxurious profilewhich includes elements ofmass culture such as clubbing
culture and a lifestyle-nightlife which attracts the interest of many young persons
but also of the elite. However, there is a question on whether this is sustainable and
what can be the impact of COVID-19 crisis.

Regarding the case of COVID-19, it is too early to make conclusions. What we
know from our experience is that tourism in Greece and elsewhere will face a very
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difficult and dramatic year, maybe the worst ever. Researches such as Gössling et al.,
(2020) and Karim et al. (2020) along with the report made from UNTWO (2010)
indicate not only a dramatic loss on tourist inflows all over the world but also that for
some destinations this maymean that the whole tourist year can be lost. Mykonos has
already suffered from the dramatic reduction of tourism demand, while a key issue is
how mass tourist can exist with the measures against COVID-19. An example is that
as soon as Mykonos opened for inbound tourists from Greece, one of the first news
which circulated on national but also on international media was a number of parties
which took place resulted in the closure of a very popular and high-profile night
club due of violations of COVID-19 measures, while this has damaged the profile of
the island. According to the Greek chamber of tourist professionals (SETE, 2020),
which is the largest in Greece, claims that it is very important to focus on how to
protect the brand image and the reputation of Greece in the post-covid era. It is
easily understood, based on SETE (2020)s interview and on Renaud (2020), that
there two key issues that destinations such as Mykonos would have to consider for
the future. The first one, that is, the reputation will have a crucial role, where the
tourists will prefer to make their holidays on destinations where they feel secure and
safe from Covid-19. This does not mean only to have limited or not cases of Covid-
19—actually it is expected that all of the well-known tourist destinations will face
cases of Covid-19—but also that the destination has taken the necessary measures
so to protect the tourist. The second issue is that for 2020 and probably 2021 the
destinations must not rely on mass tourism. Actually, there may not be mass tourism
at all till 2022.

From the above, it is understood that a destination such as Mykonos for the
upcoming months, even years, can not rely on mass tourism and on massive parties
and clubbing culture. In order to survive and to stay with competition, it is necessary
to change the way that it understands howMykonos can develop. If we consider that
the future of tourism is about less tourists who seek a sustainable and safe destination,
then Mykonos and its tourist businesses would have to adjust. This requires to focus
on a sustainable touristmodelwhichwill not rely on endless parties—somethingwith
the Covid-19 is too risky for the tourists and for the reputation of the destination—
but rather on a quite and tranquil beaches and focus on high culture which it may be
music concerts or cultural exhibitions.

Of course, the abovemodelmaymean less tourists but not necessarily less income.
Instead, it can attract both families and high-end tourists but at the same time to
avoid the hordes of party-goers and of those who are coming only for the club
culture. Surely, this will result in major changes on the current businesses but still,
Mykonoswill have to change itsmindset and to becomea safe haven and an affordable
destination for the tourist who will struggle with the economic impact of the covid
19 crisis. Hence, Mykonos and its tourist businesses must change their mindset so
to make a tourist marketing offer which will include the following:

• Develop with emphasis on quality
• Focus on tourist segments that will respect the natural beauties and the culture of

the destination
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• Comply with Covid-19 regulations such as on social distancing
• Shift the destination brand from a mass tourist destination to a sustainable one.
• Adjust the prices on the current financial situation so as to make it affordable for

everyone
• Shift from clubbing culture into a high culture with a focus on art exhibitions.

The above are some of the initiatives thatMykonos can take so to change its tourist
product features which will help her to adjust into the post-covid19 era.

5 Conclusions and Recommendations

The paper examined the case ofMykonos and it needs to do so to retain its competitive
advantage in the post-covid19 tourist industry. The key conclusion of this paper is that
the covid-19 crisis is a good chance to reconsider the tourist product of the island.
This will include a shift from mass tourism and mass culture into a sustainable
tourist destination which will focus on high culture and safety for the tourists. For
this reason, the local authorities along with the tourist professionals must take a
number of decisions so to change the profile of Mykonoς and to make it sustainable
for the future.

It is also important to remark the lack of such research, which is reasonable since
the covid 19 crisis is an ongoing phenomenon. For this reason, the author suggests a
future research with a case study in a selected destination, such as Mykonos, which
will monitor the progress made and which policies—practices were implemented.
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Smart Analysis of Volatility Visualization
as a Tool of Financial and Tourism Risk
Management

Ani Stoykova and Mariya Paskaleva

1 Introduction

Risk affects the investment decisions of economic agents, especially when its size
and manifestations deviate from their expectations. This idea is promoted in Hayek
(1945), Keynes (1936), Akerlof and Shiller (2010) studies under the title “animal
spirits”. Nowadays, animal spirits describe the psychological and emotional factors
that drive investors to take action when faced with high levels of volatility in the
capital markets.

Many researchers claim that capital markets are a tool for measuring capital
dynamics in the country (Ang&Longstaff, 2011).On the other hand, sovereign credit
instruments are affected by systematic credit risk. According to the Portfolio Theory,
the asset value can be calculated as a payment of the asset value, with a discount using
the appropriate stochastic discount factor (SCF). All necessary adjustments to asset
pricing must be included in the SDF. According to the Capital Asset Pricing Model
(CAPM) (Bodie et al., 2010), SDF is connected with an increase in the marginal
utility of consumption and is expressed as a linear function of a group of risk factors.

The tourism industry can be considered as an important sector for accelerating
economic growth, increasing efficiency, and economic recovery. The tourism sector
is influenced by risk factors and the effect of these factors is included in the returns of
tourism listed companies. According to Keller and Bieger (2010) supply-side trends
influence largely the tourism phenomenon. Additionally, supply-side trends accel-
erate the structural change of tourism-related industries and tourismdestinations. The
development of the financial markets leads to the formation of investment potentials
for specific forms of tourism infrastructure. The emergence of leasing facilities has
pushed investment in cruise ships and airplanes.
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According to financial risk management theories, the Efficient market hypothesis
(EMH) is of primary importance because it can also be considered as an element in
building an Early Warning System for an upcoming financial crisis. After the global
financial crisis of 2008, the following question was raised: “Do unusual levels of
financial market volatility imply an increased likelihood of a subsequent financial
crisis?” (Danielsson et al., 2016). Volatility is important for option traders because it
affects options prices. Generally, higher volatility makes options more valuable, and
vice versa.

There are two types of volatility: realized and implied. Realized volatility reflects
the historical price and fluctuations of the asset. Implied volatility is always forward-
looking. It is the expected volatility from now until the option’s expiration. The
volatility index (VIX) is one of the most popular measurement tools for stock
market volatility. VIX measures the 30-day volatility implied by the S&P 500 stock
index option prices. Market risk can be low when volatility is low. However, low
volatility could be a catalyst for market participants to take on more risk, making
the financial system more fragile. This is defined as a phenomenon known as the
instability/volatility paradox (volatility paradox).

In this article, we aim to examine the stockmarket dynamics of Bulgaria (SOFIX),
France (CAC 40), Germany (DAX), The United Kingdom (FTSE 100), Belgium
(BEL-20), Bulgaria (SOFIX), Romania (BET), Greece (ATHEX20), Portugal (PSI-
20), Ireland (ISEQ-20), Spain (IBEX35), and USA (S&P 500) on one hand and
the dynamics of GEPU, VIX, and S&P 500 on the other hand. We observe the
performance of S&P 500, Stoxx 600, and Stoxx Europe 600 Travel and Leisure
price index. The analyzed period is 2003–1016. The results show that studied stock
indices tend to move synchronously during the examined period. We register a high
level of volatility for the period 2007–2011. The first major bottom of VIX is in
December 2007. We can conclude that there is a strong correlation between VIX,
GEPU, and S&P500 measuring “investor risk appetite”. GEPU fluctuates around
consistently high levels since mid-2011 until the beginning of 2013. The dynamics
of GEPU and VIX are not synchronized for the period 2013–2016. In the crisis
period, travel and leisure stock performance is lower because of increasing global
uncertainty.

2 Literature Review

Ang andLongstaff (2011) find thatU.S. systemic sovereign credit risk is highly corre-
lated with European systemic credit risk. They prove that both are strongly related to
financial market variables such as stock returns. What is more, U.S. systemic credit
risk is significantly negatively related to changes in the VIX index. Thus, as markets
become more volatile, the credit risk of the U.S. Treasury improves.

Whaley (2000) analyzes the relation between stock market returns and changes
in VIX, the relationship is asymmetric (e.g. Fleming et al., 1995; Giot, 2005). Also,
Whaley (2000) proves that VIX is more a barometer of investors’ fear (investor
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sentiment) of the downside risk and it is a barometer of investors’ excitement (or
greed) in a market rally.

Shaikh and Padhi (2015) examine implied volatility as the investor fear gauge
or/and forward-looking expectation of future stockmarket volatility within emerging
markets setting-India VIX. The results show that VIX is the gauge of investor fear,
wherein the expected stock market volatility rises when the given market is declined.
It is also proven that expected volatility is being an unbiased estimate of the actual
return volatility (30-calendar days); hence, during the market turmoil VIX likely to
be biased.

Here,we have to note that the volatility of capitalmarkets has a direction.Volatility
falls when markets rise and volatility rises as markets fall. The relationship has the
following direction—from the capital market to volatility, and not vice versa. Low
volatility usually reflects an extended bull market. In other words, volatility is a
lagging indicator. Additionally, bear markets follow bull markets. Consequently, the
longer the bull market, the higher the risk of a bear market and the simultaneous
increase in volatility. These asymmetric relationships between volatility and stock
return are empirically proven (Bates, 2000; Bollerslev & Zhou, 2006; Dennis et al.,
2006; Ederington&Guan, 2010; Frijns et al., 2010; Giot, 2005; Schwert, 1989, 1990;
Kownatzki, 2006; Moghaddam et al., 2019).

A systematic basis for the asymmetric relationship between implied volatility and
stock market returns was first provided by Schwert (1989, 1990) and Fleming et al.
(1995),whofinda significant negative and asymmetric relationshipbetweenvolatility
and stock returns. Crisis periods often precede periods of unusually low volatility.
Baker et al. (2016) andGulen and Ion (2016) prove that high stock volatility is related
to high political uncertainty, reduced investment, production, and employment.

Simeonov (2020) concludes that the global financial crisis of 2008 has a
significant and lasting negative impact only on the price component of the stock
exchange profiles, while the stock exchange activity of the studied exchanges remains
completely unaffected. Albulescu (2020) search for the effect of official announce-
ments regarding new cases of infection and death ratio of COVID-19 on the financial
markets volatility index (VIX). Their results show that: the spread of coronavirus
increases the financial volatility. The persistence of COVID-19 might generate a
new episode of international financial stress.

Baker et al. (2016) develop a simple, transparent, scalablemethod for constructing
newspaper-based Equity Market Volatility (EMV) trackers. Implementing the
method using eleven major U.S. newspapers, our EMV tracker moves closely with
the VIX and with realized volatility on the S&P 500. Their results reveal Mone-
tary Policy and Tax Policy to be the most important policy-related sources of stock
market volatility, followed by our aggregated Regulation category. The contribution
of specific policy categories to stock market volatility fluctuates markedly over time.
Hedström et al. (2020) find that the geopolitical risk has no impact on either the
return or volatility spillovers for 10 emerging capital markets. However, the general
stock market risk (VIX) is connected to individual market volatilities.

Mora and Sethapramote (2019) examine the spillover effects of global financial
uncertainty (VIX index), the Global Economic Policy Uncertainty (GEPU) index,
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and other global risk factors, i.e. oil prices and gold prices, on the Stock Exchange of
Thailand (SET). The empirical results show that both GEPU and VIX indices have
significant impacts on the returns of the stock market in Thailand before 2010. After
2010, the effects of GEPU on the stock return are not statistically significant. Yu et al.
(2018) investigate howGlobal Economic PolicyUncertainty (GEPU) drives the long-
run components of volatilities and correlations in crude oil and U.S. industry-level
stock markets. They find that GEPU is positively related to the long-run volatility of
Financials and Consumer Discretionary industries.

Saffet et al. (2019) prove that the change in VIX index had permanent causal
relationship towards the changes in the tourism indices of China, Denmark, Greece,
Italia, Spain, Swedish, Turkey, and the UK, but the causality towards the changes in
the index of Finland was found to be temporary. In addition, they find that there was
a long-term relationship between the variables and that the increase in VIX caused
a decrease in the return of tourism indices.

3 Methodology and Data

In this study, we explore eleven EU Member States—France, Germany, The United
Kingdom, Belgium, Bulgaria, Romania, Greece, Portugal, Ireland, Italy, and Spain,
and the USA. The variables that we use, represent the capital market indexes for
these countries: France (CAC 40), Germany (DAX), The United Kingdom (FTSE
100), Belgium (BEL-20), Bulgaria (SOFIX), Romania (BET), Greece (ATHEX20),
Portugal (PSI-20), Ireland (ISEQ-20), Italy (FTSEMIB), Spain (IBEX35), and the
performance of S&P500, StoxxEurope 600 andStoxxEurope 600Travel andLeisure
(SXTP). The proxy for the tourism industry is the Stoxx Europe 600 Travel and
Leisure Price index. We choose the EU countries listed above based on the following
criteria: countries with a developed capital market, the values of which CDS during
the crisis of 2008 has not suffered significant changes (UK, Germany, France, and
Belgium); countries with relatively developing capital markets (emerging markets),
which CDS spreads grow immediately after the crisis, but their values gradually
decrease during the debt crisis (Bulgaria, Romania); countries with emerging capital
markets which CDS spread reaches peak values—“problem countries” (distressed
countries) (Greece, Portugal, Ireland, Italy, and Spain). A country’s index data is
obtained from the internet sources of their capital markets. The date is with monthly
frequency. The explored period is March 2003–June 2016. We divide the explored
period of two sub-periods: Period 1–crisis period (March 2003–September 2011)
and Period 2 (September 2011–June 2016). The division above was made based on
the peak values of VIX and GEPU in 2011, which were significantly higher than in
2008.

The data used in this study is the following: monthly values of the studied stock
indices, VIX, GEPU for the period 03.03.2003–01.07.2016 and we calculate the
return of these variables:
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rt = ln

(
Pt
Pt−1

)
(1)

where:

rt the return of the explored variable at time t;
P It the value of the variable at time t;
P It−1 the value of the variable at time t1.

Using the natural logarithm of price ratios corresponds to the financial and math-
ematical aspect since they cannot take negative values and must be log-normally
distributed. By calculating return in this way, we examine the gradual change of
stock index values, VIX values, and GEPU values over two adjacent periods t and
t − 1, rather than their specific values. We should make a note here that the Euro-
pean capital markets close several hours before the U.S. market closes, and therefore
they can reflect the dynamics of the VIX to the last and include it in the value of
their indices, namely, the closing values are those used in this study. The US market
continues to operate and accumulate information content, and after the European
markets have closed.

We use Global Economic Policy Uncertainty Index (GEPU). The GEPU Index
is a GDP-weighted average of national EPU indices for 21 countries: Australia,
Brazil, Canada, Chile, China, Colombia, France, Germany, Greece, India, Ireland,
Italy, Japan, Mexico, the Netherlands, Russia, South Korea, Spain, Sweden, the
United Kingdom, and the United States. Each national EPU index reflects the relative
frequency of own-country newspaper articles that contain a trio of terms about the
economy (E), policy (P), and uncertainty (U). In other words, each monthly national
EPU index value is proportional to the share of own-country newspaper articles that
discuss economic policy uncertainty in that month.

To examine the dynamics of GEPU and stock volatility, we use the volatility index
(VIX). VIX is a popular measure of the stock market’s expectation of volatility based
on S&P 500 index options. It is calculated and disseminated on a real-time basis
by the CBOE (Chicago Board Options Exchange) and is often referred to as the
fear index or fear gauge. Low VIX values do not necessarily indicate that there is
impending financial stress. A high level of VIX suggests more fear. Volatility often
measured as the standard deviation of historical returns and it is used as a proxy for
risk (Markowitz, 1952).

In 1993ChicagoBoardOptions Exchange (CBOE) introduces the volatility index,
also known as VIX. After the recent 2008 financial crisis, financial media regu-
larly report on VIX dynamics along with stock market indices dynamics. Whaley
(1993) suggests that the VIX provided a “reliable estimate of expected short-term
market volatility. Additionally, Whaley (2009) argues that the main attraction was its
forward-looking nature, “measuring volatility that investors expect to see”. We can
assume that VIX is the investors’ sentiment index and it is the barometer of future
stock market risk. In general, VIX is constructed using observed option prices. The
market participant buys call/put options to hedge/trade the volatility, and the same
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observed option price is used to derive VIX in real-time (Shaikh & Padhi, 2015).
Additionally, Whaley (2000) points out that a high level of VIX is observed due to
the high degree of market turmoil.

The STOXX Europe 600, also called STOXX 600 (SXXP), is a stock index of
European stocks designed by STOXX Ltd. This index has a fixed number of 600
components representing large, mid, and small capitalization companies among 17
European countries, covering approximately 90% of the free-float market capital-
ization of the European stock market (not limited to the Eurozone). The countries
that make up the index are the United Kingdom (comprising around 27% of the
index), France, Germany, and Switzerland (accounting for around 15% of the index
each), as well as Austria, Belgium, Denmark, Finland, Ireland, Italy, Luxembourg,
the Netherlands, Norway, Poland, Portugal, Spain, and Sweden. The STOXX Super-
sector indices, including Stoxx Europe 600 Travel and Leisure price index, track
supersectors of the relevant benchmark index. There are 19 supersectors according to
the Industry Classification Benchmark (ICB). Companies are categorized according
to their primary source of revenue. The supersector of travel and leisure is also
available.

In order to test the impact of financial crisis on the tourism industry, we divide the
explored period of three sub-periods: pre-crisis period 03.03.2003–29.12.2006; crisis
period (02.01.2007–28.12.2012) and post-crisis period 03.01.2013–30.06.2016).
The financial crisis had a negative impact on the stock markets, investors’ risk
behavior, and tourism industry. This is proved by the drop in their average annu-
alized returns. Post-crisis period is characterized by a slow recovery, but the values
of the explored indices are lower than the values in the pre-crisis period. We should
focus our attention on the fact thatVIX andGEPU—the globalmeasures of economic
and investment uncertainty increase their values in crisis period. The investors’ deci-
sions for their investments and stock portfolio is in accordance with risk and returns.
The increasing global economic uncertainty corresponds to a decrease in the tourism
development (Table 1).

Table 1 Descriptive statistics on tourism, market returns, VIX, and GEPU (Source Authors’
calculations)

Pre-crisis period Crisis period Post-crisis period

Index Average
return (%)

Standard
deviation
(%)

Average
return (%)

Standard
deviation
(%)

Average
return (%)

Standard
deviation
(%)

S&P 500 5.21 18.01 3.85 12.85 4.15 13.85

Stoxx Europe
600

4.09 15.24 3.21 12.05 4.08 11.56

Stoxx Europe
600 Travel
and Leisure

4.98 15.03 2.95 11.59 4.25 14.89

VIX 4.18 14.58 7.21 25.12 5.28 15.23

GEPU 4.07 14.28 6.18 20.17 5.86 16.46
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4 Analysis and Results

Figure 1 shows that studied stock indices tend to move synchronously and the only
exception of this market co-movement is Belgian BEL 20. Our findings reconfirm the
analysis made by Peneva (2020). All examined stock indices, except for the Belgian
index, reach peak values before 2007 with a subsequent decrease in their values after
that. This co-movement of stock indices must be related to identical external shocks
to which the studied economies are subjected (Gerunov, 2014). However, the VIX
index still significantly affects the return and volatility of the examined stock market.

Figure 2 presents the dynamics of S&P 500 and VIX for the period 2003–2016.
We establish a high level of volatility for the period 2007–2011. We register the
first major bottom of VIX is just before the start of the global financial crisis of
2008 (December 2007). VIX registered very low values during Period 2, which is
characterized by low volatility. This low volatility is considered a prerequisite for the
upcoming financial crisis by several economists and analysts. Considering the above
analysis, the studied sub-periods are defined as a period of high volatility-Period 1
and a period of long-term low volatility-Period 2.

Predicting crises is inherently challenging because these are rare events and data
is often not enough. Huang et al. (2019) believe that data (news) related to investor
behavior can be useful to researchers and policymakers for multiple applications.
First, the fact that investor sentiment indices tend to spike and/or trends up ahead of
financial crises (e.g., Brazil 1999) or periods of severe economic stress (e.g., Turkey
2018) suggests that “news-based” indicators could potentially improve performance
of traditional forecasting models. Second, this investor sentiment dataset could be
used to examine potential similarities and/or differences in cross country business and

Fig. 1 Dynamics of stock indices for the period 2003–2016 (Source Authors’ elaboration)
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Fig. 2 Dynamics of S&P 500 i VIX for the period 2003–2016 (Source Authors’ elaboration)

customer sentiment, and subsequent economic outcomes, when there are common
global shocks.

The outlook for the economy and investment markets is uncertain, given the huge
political changes we are seeing. Also, most assets are expensive and are most likely
priced to offer sub-normal potential returns. History shows us that periods of crisis
often precede periods of unusually lowvolatility. This is reconfirmed by the dynamics
of VIX and GEPU, shown in Fig. 3 for the examined period 2003–2016.

GEPU index rapidly increases as a response to the US invasion of Iraq in 2003;
the global financial crisis of 2008; the Europeanmigrant crisis and fear about China’s
economy at the end of 2015; and The Brexit referendum in June 2016. GEPU fluc-
tuates around consistently high levels since mid-2011 until the beginning of 2013.
This period is characterized by recurring debt and banking crises in the Eurozone,
intense battles over fiscal and health policy in the United States, and the transition to
General leadership in China. The average value of GEPU index is 60% higher during
the period July 2011–August 2016 than in the previous fourteen years period. What
is more, the average value of GEPU index in July 2011 is 22% higher than in 2008–
2009, when policymakers faced the worst economic crisis since the Great Depression
of the 1930s. These results suggest that policy-related issues have become a major
source of economic uncertainty in recent years.

Figure 3 shows two high values for VIX, coinciding with the mortgage crisis
in 2008, and instability in the US in 2011. VIX dynamics present cyclical periods
of small and large changes with irregular intervals. Sudden upward spikes of VIX
are followed by a relatively slow return to the average value. The maximum values
of VIX appear to be approximately the same as relative market lows, indicating a
negative correlation between the S&P 500. Low values of VIX does not necessarily
mean that severe financial stress is unlikely to occur.
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Fig. 3 Dynamics of GEPU and VIX for the period 2003–2016 (Source Authors’ elaboration)

We can make two important remarks here. First, there is historically a strong
relationship between the two variables—GEPU and VIX. Second, the dynamics
of GEPU and VIX are not synchronized for the period 2013–2016. Figure 3 can be
used to target the vulnerability of capital markets, given that based on suchmeasures,
capital markets do not reflect deteriorating conditions. However, like understanding
the relationship between equity markets and volatility, the question of causality is
important. GEPU index is based on the relative frequency of newspaper articles
containing the terms “economy”, “politics” and “uncertainty”, i.e. it reflects the
mood of the General audience, but does not show us definitely what caused this
feeling. Comparing Figs. 1 and 3, in the period 2006–2007, we can point out that
the studied stock indexes, except for BEL 20, register peak values and low volatility,
registered by the dynamics of VIX and GEPU.

Figure 4 reveals the relationship between VIX, GEPU, and S&P500. We can
conclude that there is a strong correlation between VIX and S&P500, which in most
cases move “against each other” (Fig. 4). What is more, we also register a strong
correlation between VIX, GEPU, and S&P500 measuring “investor risk appetite”.

5 Conclusion

During periods of high volatility, financial markets are relatively more efficient.
Volatility falls when markets rise and rise as markets fall. This paper focuses on
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Fig. 4 3-D visualization of
relationship between 3-D
VIX, GEPU and S&P500
(Source Authors’
calculations based on IBM
Watson Studio)

examining the dynamics of European capital markets, S&P 500, GEPU, and VIX.
The analyzed period is 2003–1016. The results show that studied stock indices tend
to move synchronously during the examined period. We can conclude that there is
a strong correlation between VIX, GEPU, and S&P500 measuring “investor risk
appetite”. GEPU fluctuates around consistently high levels since mid-2011 until the
beginning of 2013. The dynamics of GEPU and VIX are not synchronized for the
period 2013–2016.

During periods of high volatility, financial markets are relatively more efficient.
Volatility falls when markets rise and rise as markets fall. It was also shown that the
expected volatility is an objective assessment of the actual volatility of earnings and,
therefore, during themarket turmoil,VIX is likely to react hastily,which in turn corre-
lates with investor nervousness and brings potential profit to the options seller. Long
periodswith lowvolatility can further reduce correlations, contributing to further risk.
This pro-cyclical behavior increases investors ‘risk of losing a systematic shockwhen
spikes in volatility and correlations in asset returns return to historical levels. Low
volatility correlated with poor market performance can directly affect market risk.
During this period, investors underestimate the likelihood of a possible upcoming
spike in volatility and financial distress. The tourism sector is accepted as a funda-
mental industry for economic growth. We prove that during unstable period—crisis
period—travel and leisure stock performance lower because of increasing global
uncertainty. We established that the European tourism industry recovers quickly
during post-crisis period.
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The Productivity Puzzle in Cultural
Tourism at Regional Level

Eleonora Santos, Inês Lisboa, Jacinta Moreira, and Neuza Ribeiro

1 Introduction

Tourism is an important driver of economic growth via tax revenues, infrastructure
development and job creation (Pulido-Fernández et al., 2013). As a result, tourism is
regarded as a priority area within the scope of the research and innovation strategy for
smart specialization (RIS3) in Portugal (Ramos&Rosa, 2018;Marques et al., 2019).
In addition, European regions highly specialized in tourism have been reported as
havingmore difficulties to return to a growth path after negative external shocks from
international crisis (Milio, 2014). This issue is echoed in the spatial distribution of
the clusters relating tourism firms’ performance to productivity (Romão & Nijkamp,
2019).

Productivity is linked to the notion of efficiency that translates into firms getting
the most from their scarce resources. Thus, increased efficiency can lead to higher
economic growth (Hall & Williams, 2019).

However, regional disparities in productivity greatly challenge the overall regional
equity. As a result, a primary concern for policymakers is how to balance produc-
tivity growth which can be achieved, to some extent, by promoting tourism. In this
context, because human capital is related to the implementation of competitive strate-
gies based on differentiation (Úbeda-García et al., 2014; Yang & Cai, 2015), labour
productivity can be seen as a relevant indicator of tourism competitiveness (Cvelbar
et al., 2016).

In a territory such as Portugal, which combines the diversity of natural resources,
with a unique architectural heritage and a mild climate, cultural tourism activities
can be important catalysts for the social development and recovery of regions weak-
ened from the social and economic point of view. Cultural tourism is increasingly
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understood as an instrument for preserving cultural heritage. Though, the dynamics
of tourism is characterized by a heterogeneous spatial distribution that concentrates
around clusters of regions (Kang et al., 2014; Majewska, 2015). Yet, Guedes and
Jiménez (2015) suggest that organized tourist programs based on cultural heritage
break reduce to some extent the asymmetry of the spatiality of the Portuguese tourism
model that historically was concentrated around the Algarve.

Previous research for Portugal (Santos, 2020) suggests that firms operating in
cultural tourism activities have higher average profits, make a more efficient usage
of investors’ funds and display a better liquidity position. However, the analysis
across business cycles indicates that these firms are more vulnerable to periods of
crisis and expansion than the remaining tourism firms. Also, the analysis for larger
firms shows that cultural tourism firms display better financial structures.

In the last two decades of the XX century, the great importance of tourism on local
and national economies has been acknowledged (Church et al., 2000). Nevertheless,
the increasingly policy awareness has not been accompanied by research on the orga-
nizational and structure aspects of the supply side of tourism. Three major reasons
can explain the lack of research in this field: first, because the tourism industry has
specificities, the theoretical framework has been relatively isolated frommainstream
economic geography; second, the fragmentation of the production and the fact that
tourism activities fall into several sectors (such as transport, retailing and catering)
creates major difficulties regarding the collection and systematization of secondary
statistics, which have not been compensated by primary data collection at firm level.

This paper fills the gap by using secondary data at firm level to calculate the
spatial distribution of labour productivity in Portugal and to compare it with that of
the distribution of changes in tourism demand (guests) across NUTS II regions.

In what follows, Sect. 2 presents the empirical literature. Section 3 describes and
analyses the trends in spatial distribution of tourism productivity, and Sect. 4 provides
the concluding remarks.

2 Literature Review, Capitalize the First Letter of Every
Word in the Title

This paper relates to two strands of literature: Cultural tourism and the supply side
(production) of Tourism. Concerning the topic of cultural tourism, several authors
created various definitions of cultural tourism, among which Richards’s definition
(2002, 2007) is one of the most popular, describing cultural tourism as the movement
of people towards cultural attractions, somewhere other than their usual place of
residence, in order to find information and knowledge to fulfil their own cultural
demands.

Cultural tourism firms are a sustainable pro-poor tourism initiative by engaging
local communities in various tourism activities and allowing them to earn an income
from tourism (Anderson, 2015). Thus, cultural tourism is a key tourism typology
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incorporated in worldwide national and regional policies. Its popularity among poli-
cymakers is due mainly to the potential to attract high-quality, high-spending tourists
and at the same time provide economic support for culture (Richards, 2018). For
example, Gomes et al. (2006) in their analysis of cultural and artistic entities in
Portugal denote that, by and large, regional tourism entities invest on cultural tourism
due to their local development potential. The importance of cultural tourism is also
associatedwith its potential in reducing rigid seasonal cycles, since it has the potential
to increase the positive effects of tourism development at the regional level (Bonet,
2003; Cuccia & Rizzo, 2011; Figini & Vici, 2012). In this context, areas far from
the main tourist routes or that do not have the traditional resources to seduce tourists
(beach and surf, monuments and other symbolic attractions) have the potential to
attract tourists and develop economically via the conservation and restoration of
their cultural heritage (European Commission, 1995 in Bonet, 2003).

In previous studies, it was generally assumed that cultural attractions appeal more
to higher socio-economic groups with higher cultural capital. Accordingly, most
cultural tourists are regarded and described as “up-scaled” (mature aged with high
education and high income earnings) and female (Craik, 2002). This is corroborated
by the research of ATLAS (2007), showing that the average consumption of cultural
tourists is 10% higher than the average consumption of leisure tourists. However, this
basic profile of cultural tourists does not seem to reflect the progressively diversified
group of cultural tourist attractions (e.g. art galleries, opera, amusement parks, history
museums,music concerts, etc.) alongwith the changing cultural tastes in post-modern
society (Bryson, 1996; DiMaggio &Mukhtar, 2004; Kim et al., 2007). Furthermore,
not all visitors are cultural tourists, and the motivation among cultural tourists is
very different. The average cultural tourist looks for a mix of cultural activities,
entertainment and relaxation, and not only for the traditional “high culture” products
(Jovicic, 2016).

In recent years, cultural tourism activities have become increasingly important
for visited regions given its economic implications, and therefore, different forms
of tourism have grown in popularity and have captured practitioners’ interest (Bell
et al., 2007). This recognition creates opportunities to extend the existing knowledge
about the impacts of tourism activities by approaching these activities from a supply
perspective. Understanding and researching in tourism is critical to destinations’
and businesses’ marketing strategy tourism management and tourism sustainable
development. Accordingly, this paper focuses on the supply side (production) of
tourism.

In the last two decades of the XX century, the great importance of tourism on local
and national economies has been acknowledged (Church et al., 2000). Nevertheless,
the increasingly policy awareness has not been accompanied by research on the
organizational and structure aspects of the supply side of tourism.

Two major reasons can explain the lack of research in this field: first, because
tourism industry has specificities, the theoretical framework has been relatively
isolated from mainstream economic geography; second, the fragmentation of the
production and the fact that tourism activities fall into several sectors (such as trans-
port, retailing and catering) creates major difficulties regarding the collection and
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systematization of secondary statistics, which have not been compensated by primary
data collection at firm level. For this reason, recently most of supply side research on
tourism use surveys and questionnaires. For example, Lundberg and Fredman (2012)
provide an exploratory analysis of business success factors and constraints among
nature-based tourism entrepreneurs in Sweden. Data collected in 2009 include ”life-
history” interviews, a telephone survey of 176 entrepreneurs and follow-up critical
incident interviews. The results show that internal factors are more common for
business success, while external factors dominate among the constraints. Among
the 26 success items studied, management, access to natural resources and lifestyle
are considered the most important. Low profitability, lack of capital, regulations,
infrastructure and taxes are given the highest weights among the constraints.

Rauken et al. (2010) study the effects of weather changes on small- and medium-
sized enterprises (SMEs) in the tourism and hospitality industry as perceived by firms
in two coastal areas in Norway. The data are derived from two-stage semi-structured
interviews with industry representatives. Results indicate that weather and weather
changes do not stand out as being amajor concern among the respondents, although it
is acknowledged that some types of weather, notably precipitation and low visibility,
can negatively affect businesses. At the same time, the operators are familiar with
combining outdoor ‘recreation and unpredictable weather’, meaning that the weather
is just not “bad enough” to be concerned with, especially given tourist expectations
of weather in these locations.

Fredman et al. (2012) investigate to what extent nature-based tourism compa-
nies in Sweden depend upon natural environments and facilities, open access and
exclusive rights to natural resources. They use a mixed method approach, including
qualitative data from interviews and quantitative data from a subsequent telephone
survey to 11 nature-based tourism companies in Sweden. Findings suggest that open
access is much more important than exclusive rights, while naturalness and facilities
represent important attributes.

Kastenholz et al. (2012) scrutinize the rural tourism experience offered by a small
village in Central Portugal. Based on interviews, the authors analyse the experience
of tourists and residents, the interactions between different stakeholders, impacts and
marketing implications.Different stakeholderswere interviewed, including four local
supply agents, during March and April 2011. Supply agents identified constraints to
local development, namely the decrease of population, the bureaucracy involved in
investing in tourism and the lack of investment, particularly regarding stores offering
local products. These agents confirm that the village’s tourist demand is mostly
domestic, composed largely of same-day visitors, although international tourists
also stand out. They identify nature, local heritage and the paragliding festivals as
the tourists’ main motivations.

Wang and Lyons (2012) use a qualitative approach to examine the values that
underpin commercial adventure tourism supply. A sample of 21 commercial adven-
ture tour operators in national parks in New South Wales (NSW), in Australia, was
selected from three distinct regions representing the diversity of operational and
geographical characteristics of adventure tourism supply. In-depth interviews were
conducted that explored not only the business approaches that managers took but
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also their personal histories and experiences in protected areas. The results highlight
that while business-related values dominate decision-making among operators, they
are tempered by personal values associated with conservation and recreation.

Jones et al. (2015) attempt to identify the critical success factors that have
shaped the Napa Valley rise and growth and its unique competitiveness in both
the domestic and global marketplaces for wine tourism destinations. The selection
of interviewed participants was based on their organizational experiences and exper-
tise as well as recommendations from industry leaders. A 12-question, open-ended
survey instrument for qualitative interviews was designed. Semi-structured inter-
views were conducted from August 2012 to January 2013 with ten suppliers of
the Napa wine tourism experience. Findings reveal an aligned marketing effort and
strategic partnerships among suppliers.

Shan andMarn (2013) examine and identify the major critical success factors that
are crucial in the successful development of the tourism industry of Penang Island.
Interview questions were built upon the theory as proposed by Baker (1998). The
interview sessions have been carried out through face-to-face interviews with qual-
ified managerial-level local authority and stakeholders from the five major compo-
nents of tourism suppliers proposed by Gunn and Vars. The respondents were free to
provide insights, opinions and comments that are relevant to the area of the research
topic that is deemed informative for the researcher. The findings suggest that the
authority and relevant stakeholders in the industry should provide greater emphasis
and effort in developing competence and strengths in the seven identified factors in
order to improve overall destination competitiveness locally as well as globally.

McNicol and Rettie (2018) present results of commercial tour operator’s perspec-
tives of environmental supply in two Canadian Rocky Mountain national parks.
They use a four-stage mixed methodology including one-on-one field interviews
and surveys targeting commercial tour guiding businesses operating within Banff
and Jasper national parks, in 2011–2015. Each interview included formal ques-
tions, ranging from a description of the types of activities included during tours
to actual or perceived limitations placed on operations due to managers’ consid-
erations about environmental supply. Results reflect 17 randomly sampled formal
interviews and 41 completed online surveys with representatives of tour companies
operating within Banff or Jasper national parks. They conclude that tour operators
must supply quality visitor experienceswhile operatingwithin a different policy envi-
ronment than required by other tourism operators providing guided tours outside of
park boundaries.

3 Trends in Spatial Distribution of Tourism Productivity
in Portugal, 2015–2018

According to the data from the Tourism Satellite Account (TSA), released by the
National Statistics Institute (INE), tourism consumption in the territory and economy
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reached 29.8 million euros, which represented an increase in nominal terms of 7.7%
relative to the previous year. The estimated consumption of tourism in 2018 repre-
sented 14.6% of the Gross Domestic Product (GDP) and 8% of the Gross Value
Added (GVA).

The Gross Value Added by Tourism (VABGT) reached 14.1 million euros and
increased by 8.0% in nominal terms, while the GVA of the national economy grew
only 4.0%.

In 2017, tourism employed 413,567 individuals, representing 9.0% of the national
employment, increasing 8.7%, against the increase at national level (3.4%). More-
over, the TSA data for 2017 show that tourism contributes to 21.7% of the total
national exports of services. The highest share of tourists’ expenses comes from
restaurants (26.9%), accommodation (25.7%) and in transport (21.3%).

Figure 1 shows the growth rate of tourism demand (%) across PortugueseNUTS II
regions. In 2015, the regions with major increases in touristic demand were Azores,
Centre and Alentejo. In 2016, the Islands registered the highest rate followed by
the central region; while in 2017, the Centre region showed the highest increase in
terms of number of guests, followed by Azores and Alentejo. Finally, in 2018, the
regions of Azores and North, followed by Alentejo, show higher rates of growth of
touristic demand,measured by the number of guests. These facts show the differences
regarding tourism demand among regions, calling the need to better understand the
impact of productivity at a regional context.

Using panel data from SABI database and the National Tourism Registry, the
sample to calculate labour productivity comprises 2866 firms operating in cultural
tourism over a period of 4 years (2015–2018), in a total of 11,464 observations (see
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Table 1 Regional
distribution of firms in the
sample

Region # firms % in total

North 616 21

Centre 191 7

Lisbon 1489 52

Alentejo 105 4

Algarve 260 9

Azores 84 3

Madeira 121 4

Source Authors’ calculations

Table A1 in the appendix for basic statistics). The number of employees and turnover
are provided by SABI financial reports. Labour productivity is calculated as the ratio
between turnover and the number of employees.

On the basis of data published in SABI, the regional distribution of firms and its
share on total number of firms in the sample is calculated and listed in Table 1. Thus,
there is a dominance of Lisbon region regarding the number of cultural tourism firms
(52%) followed by the Northern region (21%). This is not surprising bearing in mind
that Lisbon is the capital and Porto is the second most important city in Portugal.
The Islands (Azores and Madeira) capture only 7% of cultural tourism firms.

Table 2 exhibits the annual average turnover by region. The highest average
turnover is shown in firms in Algarve, followed by the Northern region and Madeira.
The central region displays the lowest values of average turnover, but also only 7%
of firms over the total sample.

According to Fig. 2, during the period from 2016 till 2018, there was a declining
trend regarding the average turnover in all regions. The exceptions are the regions
of Azores, Alentejo and Madeira in 2016–2017 and the Northern region in 2016.
A possible explanation lies in the higher growth rates of tourism demand in these
regions, measured by changes in the number of guests.

Regarding the annual average number of employees (see Table 3), the Algarve
region shows the higher value of five employees, followed by the Northern region
with four employees. The regions of Lisbon, Alentejo and Centre have an average
of two employees by cultural tourism firm. In the Islands, cultural tourism firm has,
on average, three employees.

Table 2 Annual average turnover by NUTS II regions

Year North Centre Lisbon Alentejo Algarve Azores Madeira

2015 239 109 140 98 292 97 117

2016 255 98 128 108 296 112 123

2017 240 88 111 113 290 130 128

2018 220 83 102 103 250 122 118

Source Authors’ calculations
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Table 3 Annual average employment by region

Year North Centre Lisbon Alentejo Algarve Azores Madeira

2015 4 3 2 2 5 2 3

2016 4 2 2 2 5 3 3

2017 4 2 2 2 5 3 3

2018 4 2 2 2 5 3 3

Source Authors’ calculations

According to Table 4, the average labour productivity increased by 1.6% in 2016
and by 2.1% in 2017. However, it declined in 2018 by nearly 4%.

Table 5 shows the regional distribution of average labour productivity. The average
labour productivity is similar across regions; notwithstanding, the maximum values
are very uneven. The Lisbon region displays the highest values for the maximum
labour productivity, followed by Azores. In the case of Lisbon, the maximum labour
productivity is expected due to the higher number of firms located in the region;
however, in Azores, the maximum labour productivity may be related to other factors
such as the growth rate of tourism demand (measured by the number of guests) in
2015–2018. The Northern region ranks in third place but with a maximum labour
productivity that is less than 1/3 of those recorded by Lisbon and Alentejo. Cultural
tourism firms that exhibit higher values of labour productivity operate in amusement
and recreational activities. Regarding average labour productivity, the regions of

Table 4 Average labour
productivity and annual
growth rate, 2015–2018

Year Average labour productivity Annual growth rate

2016 41.6 1.6

2017 42.5 2.1

2018 40.8 −3.9

Source Authors’ calculation on Stata 13.0
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Table 5 Average and maximum labour productivity, by NUTS II regions, 2015–2018

Region Average labour productivity Maximum labour productivity

North 38 522

Centre 38 494

Lisbon 45 1818

Alentejo 40 284

Algarve 34 474

Azores 44 1704

Madeira 40 371

Source Authors’ calculation on Stata 13.0
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Lisbon and Azores show the highest values, and Algarve displays the lowest value
in 2015–2018.

As expected, regional inequality of maximum labour productivity in cultural
tourism firms is shown to bemuch greater than for that of average labour productivity
across NUTS II regions.

Crossing data on changes of tourism demand (measured by the growth rates of the
number of guests) and changes in average labour productivity by region (Fig. 3), it
appears that both variables change in same direction in 2016 in the Centre, Alentejo
and the Islands. However, in 2017 only in the region of Azores, both variables change
in same direction; while in 2018 that happens only for the Northern region of the
country. Thus, these results as well those of Pearson correlation show that there is no
correlation between changes in tourism demand and labour productivity. As a result,
policies designed to attract tourists to certain regions would probably fall short on
contributing to increase firms’ productivity.
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Regarding the implications for tourismmanagement, in some Portuguese regions,
if cultural tourism managers want to increase the labour productivity, they should
reduce the number of employees. In particular in the Northern and Algarve regions,
firms report the higher levels of average turnover but not the higher levels of labour
productivity because they maintain high levels of employment as well. The case
of Algarve is a major source of concern since it records the lowest average labour
productivity, even though cultural tourism firms exhibit the highest levels of average
turnover. Thus, if cultural tourismfirms in theAlgarve regions pursuit levels of labour
productivity similar to those recorded in Lisbon and Azores, they must reduce the
personnel in nearly half to keep the number of workers in 2–3 individuals.

4 Conclusion and Policy Implications

Productivitymeasurement in tourism has been raising increasing interest in academia
and recognized as critically important, since it is an important indicator for under-
standing the strengths and weaknesses of the tourism sector. This paper adopts a
regional view in order to follow an exploratory analysis of the productivity of tourism
firms in Portugal. The specific focus is upon understanding the regional distribution
of labour productivity among cultural tourism firms.

This research is innovative for four reasons: first, it contributes to the literature of
tourism from the supply side; secondly, by using firm level data from SABI database,
it helps to fill the gap regarding the collection and use of tourism secondary data at
firm level; thirdly, it calculates the labour productivity for a special type of tourism,
the cultural tourism. Calculating productivity of tourism industry causes difficulties
related to data collection and systematization; fourthly, it focuses on all regions of
Portugal contrary to the tradition of focusing only one ad hoc region, usually one
with greater tourist influx, without regional comparisons and, hence, with no prac-
tical implications for regional policy. Indeed, research on tourism would gain from
regional asymmetries analysis especially regarding productivity. This is so because
productivity is a notion closely related to competitiveness and living standards of
local communities. In this context, cultural tourism is a type of tourism that can
potentially mitigate the regional asymmetries towards income. In fact, resources in
cultural tourism are more democratic, in the sense that, unlike other types of tourism,
such as nautical, it is not limited to a region’s specific natural resource.

Results indicate that, while in many advanced economies, tourism is increasingly
becoming a knowledge-based activity, in Portugal, it is clearly a place-based activity.
The pattern of distribution of productivity across NUTS II regions shows that current
firms’ performance is not associated to the dynamics of neighbouring regions but to
the resources and conditions available in each region.

Thus, results can increase the knowledge of tourism managers, not only because
results show that more employees do not mean more productivity, but also conclu-
sions are different from those of advanced economies in tourism. Indeed, the results
provide insights when it comes to design the priorities of tourist development for



The Productivity Puzzle in Cultural Tourism at Regional Level 381

different regions. Tourism management includes a reduction of employment in
cultural tourism firms located in the Northern and Southern (Algarve) regions of
Portugal since in these regions the higher levels of average turnover are beingobtained
with resource to a higher number of (apparently) unproductive personnel. Hence,
this paper suggests a trade-off between employment and firms’ efficiency, which is
uncovered by the results on the spatial distribution of labour productivity. However,
at macro level, government and local authorities should evaluate the gains and costs
of such measures in terms of regional competitiveness and regional employment.

As stated by Ferreira (2010), cultural policies in Portugal have changed from
strategies based in infrastructures, subsidization of artistic production and the promo-
tion of equal opportunities to measures supporting cultural and creative businesses,
linking subsidies and incentives and encouraging the use of culture, as an element
of regional identity and a factor of regional differentiation.

Tourism industry has different challenges regarding productivity, and it is often
reported as having low productivity when compared to other industries. Accordingly,
cultural strategies have consisted in some cases of precarious forms of labour. Finally,
by identifying the areas where tourismmanagement needs to be improved, this paper
provides suggestions on measures to increase regional productivity and thus regional
competitiveness. National and regional tourism planning needs to be carried out
because tourism makes a significant contribution to the sustainable economic devel-
opment of regions. By helping the local community to increase employment and
income, preserve historical and cultural monuments, strengthen local identity and the
establishedwayof life, cultural tourismplays a key role in economic and sociocultural
sustainability.
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Capital Structure Determinants of Greek
Hotels: The Impact of the Greek Debt
Crisis

Panagiotis E. Dimitropoulos and Konstantinos Koronios

1 Introduction

The debates on capital structure have lasted for six decades since the irrelevance
propositions provided by Modigliani and Miller’s (1958) claiming that the cost
of capital is independent of a firm’s capital structure, which is conducted without
considering the effects of tax, bankruptcy cost, and agency cost. Considering the
divergence and conflict of interests among shareholders, managers, and creditors,
Myers’ (1984) introducing agency cost into the trade-off theory and predicting an
optimal capital structure where the tax benefits of increased leverage are offset by
the corresponding bankruptcy costs and agency costs. Nevertheless, pecking order
theory argues that firms prefer to use internal resources such as retained earnings
to finance their investment rather than issue debt, and equity financing might be the
last choice (Myers, 1977; Myers & Majluf, 1984). Similar to the conflicts between
theoretical studies, the empirical findings are also contradictory, supporting either
trade-off theory or pecking order theory or even both of them (Psillaki & Daskalakis,
2009; Kyriazopoulos, 2017; Chatzinas & Papadopoulos, 2018).

The onset of Greek debt crisis can be traced to the US sub-prime crisis in 2007
(Arghyrou & Tsoukalas, 2011). Wickens (2017) attributes this crisis to discretionary
policy and the failure of tax revenues to match expenditures, while Tsoukis et al.
(2017) find that the rapid rise in costs, loss of competitiveness, rise in consumption,
decline in savings, the government budget deficits, demographic changes, and the
unsustainable public funding of the pension system all are the causes of the crisis.
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Greece is severely suffered in this crisis, having its rating in 2015 dropped to B-
(S&P), Caa3 (Moody’s), CCC (Fitch). Moreover, its GDP shrank about 25% over
the period of 2010–2015, accompanied with nearly 25% unemployment (roughly
60% youth unemployment) and high ratios of debt to GDP, which were 177% for
public and 142% for foreign debt. Also, the capital market was frozen and bank
lending mitigated, facts that affected the capital structure of Greek firms (Chatzinas
& Papadopoulos, 2018). Furthermore, the Gini coefficient of Greece climbed to
approximately 0.34–0.345 in 2013, with the increase of relative poverty rate from
nearly 0.12–0.15 (Economides et al., 2017; Tsoukis et al., 2017).

The Greek hotel industry remains an important pillar for economic development
since it is considered as the “hard” industry of the Greek economy. According to
Dimitropoulos (2018) and Dimitropoulos et al. (2019), hotels’ long-term liabilities
increased during the crisis period and several hotel firms faced significant problems in
raising financing from various sources. This fact has a significant effect on the hotel’s
capital structure decisions and their ability to finance daily operations and future
investment projects. Pacheco and Tavares (2017) argue that the intensive fixed assets
structure of hotel firms may influence their capital structure because of the enhanced
fixed costs they face and their volatile revenue streams they generate. This may lead
hotels to utilizemore internal sources of capital instead of lending but on the contrary,
the fact that their capital is invested on fixed assets that could be collateralized for
assessing bank lending, they could resolve to external financing. Maçãs Nunes and
Serrasqueiro (2017) corroborate the above arguments by documenting that external
financing is even more difficult for small- and medium-sized hotels due to their
high volatility of financial results. This fact could have major importance for hotels
especially during times of financial frictions.

This paper aims to investigate the firm-specific determinants of capital structure of
Greek non-listed hotel firms before and after the period of debt crisis. In addition, this
paper intends to study whether the firm-specific determinates of capital structure and
their effects on leverage will differ across those two sub-periods. The first motivation
of this paper is the special macroeconomic environment of Greece during the period
of crisis, since several studies find that the macroeconomic factors such as economic
crisis could affect firm’s capital structure (Daskalakis et al., 2017; McNamara et al.,
2017; Ahsan et al., 2016). Greece might suffer the most severe consequences of this
crisis compared to other Eurozone countries and the period of 2010–2016 seems to
be the most severe time for the Greek economy. The lack of literature is also the
motivation of this paper, for the reason that most of the previous studies focus on
firms in UK or the USA and seldom consider Greece.

Furthermore, studies published on theGreek business setting either investigate the
behaviors of small- andmedium-sized enterprises (SMEs) or select a different period
of time, most of which do not focus on firm-specific factors (Noulas and Genimakis,
2011; Balios et al., 2016). Moreover, the current study extends the previous work by
Chatzinas and Papadopoulos (2018) and Kyriazopoulos (2017) by including a largest
sample (almost the majority) of non-listed, non-financial corporations in Greece and
not focusing only on listed firms as the previously mentioned studies. Moreover,
we include a large sample period even before the US financial crisis of 2007–2008,
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and thus, we are able to extract more efficient inferences regarding the impact of
firm-specific determinants on the capital structure. Finally, this is the first study in
the Greek hotel industry that tries to assess the impact of the sovereign debt crisis on
the capital structure decisions of hotels.

This paper has five sections. A detailed literature review of the determinants of
capital structure including both theoretical researches and empirical studies will be
provided in the following section followed by the research design and data selection
explained in Sect. 3. The results and discussions will be demonstrated and analyzed
in Sect. 4. Finally, an overall conclusion will be summarized in the last section.

2 Literature Review and Testable Hypothesis

There are several empirical researches that focused on the determinants of capital
structure. Kayo and Kimura (2011) study the hierarchical determinants of capital
structure after analyzing the effects of time-level, firm-level, industry-level, and
country-level determinants of leverage, finding that 78% of firm leverage can be
explained by time-level and firm-level factors. Also, Psillaki and Daskalakis (2009)
claim that it is not country-specific but firm-specific factors that explain the differ-
ences in leverage choices. Thus, this paperwill focus on thefirm-level determinants of
capital structure. Following previous studies by Chen (2004), Balios et al. (2016) and
Moradi and Paulet (2015), size, growth opportunities, profitability, earning volatility,
asset tangibility, non-debt tax shields and tax are selected as the possible leverage
determinants in the Greek hotel business setting.

2.1 Size

A positive relationship between firm size and leverage is expected since large firms
are considered to be more diversified and less likely to go bankrupt resulting in lower
bankruptcy cost (Ozkan, 2001). At the same time, the transaction costs associated
with debt issuing in large firms are expected to be lower compared to other firms.
Thus, according to the trade-off theory, large firms might have a high leverage level
(Jensen & Meckling, 1976; Myers, 1984), which complies with several empirical
researches (Psillaki & Daskalakis, 2009; Abor & Biekpe, 2009). However, large
firms may also prefer to issue shares because of their low information asymmetry,
considering the pecking order theory, whichmay result in a low leverage level (Rajan
& Zingales, 1995). This opinion is supported by Titman and Wessels’ (1988) empir-
ical evidence. Nevertheless, small sized firms are more vulnerable during times of
financial turmoil. According to Hoang et al. (2018), smaller firms during crisis are
not able to finance their operations from external sources and they resort more often
to internal financing. So based on the above discussion, it is expected that firms’ size
will have a positive impact on total and long-term debt during the crisis period.
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H1: During the crisis period, firm size is positively associated with total and long-
term debt.

2.2 Growth Opportunities

The theoretical predictions about the relationship between growth opportunities and
leverage are conflicting. According to the trade-off theory, firms with growth poten-
tials are riskier since they have a higher bankruptcy cost and agency cost of debt,
and thus, they might find it difficult to finance operations through debt and thus tend
to have lower leverage (Myers 1977, 1984). Nevertheless, the pecking order theory
suggests a positive relationship between growth opportunities and leverage (Myers&
Majluf, 1984). Yang et al. (2010) and Rajagopal (2011) argue that both negative and
positive relationship exist between growth potential and leverage. Of course, during
times of financial distress and recession growth is deteriorated and those firms that
have growth potential could use that as a potential signal to gain access to financial
markets. Hoang et al. (2018) provide evidence of a positive association between
debt and growth opportunities during crisis. However, the opposite association could
also be true since firms with high growth opportunities may be perceived as riskier
and thus they can choose to re-pay a part of their debt obligations during crisis and
finance their operations from internally generated funds (Daskalakis et al., 2017). So
the second research hypothesis is stated in the null form.

H2: During the crisis period, growth opportunities will be associated with total and
long-term debt.

2.3 Profitability

The relationships between profitability and leverage under different theories are
conflicting. There might be a positive relationship between the variables according
to the trade-off theory. Firms with high profitability are expected to have more
capacity to benefit from the tax shield of debt because of their high profit and
the corresponding low bankruptcy cost (Jensen & Meckling, 1976; Myers, 1984).
However, the pecking order theory predicts a negative relationship between prof-
itability and leverage (Myers & Majluf, 1984). Firms with high profitability seems
to have adequate retained earnings to meet their investment needs, and thus, they will
probably prefer financing through internal sources rather than seek external financing
due to latter’s high information costs and transaction costs (Myers, 1984; Myers &
Majluf, 1984). Especially, during crisis periods profitability is restrained by market
recession and decreased demand, making it even more difficult for firms to obtain
external financing (Hoang et al., 2018; Daskalakis et al., 2017) and finance their
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operations through long-term debt. In consequence, firm’s profitability is expected
to be negatively associated with firm leverage:

H3: During the crisis period, profitability will be negatively associated with total
and long-term debt.

2.4 Earning Volatility

Earning volatility refers to the risk and uncertainty of the future income streams of the
firm (i.e., the higher the earning volatility, the riskier the firm is). The trade-off theory
suggests a negative relationship between earning volatility and leverage since firms
with high earning volatility are expected to be more likely to go bankrupt and thus
have a high cost of financial distress, which forcing the firms to reduce their debt level
(Bradley et al., 1984; Myers, 1984). Specifically, during crisis periods riskier firms
may be more inclined to transfer their risk to external finance providers so they tend
to borrow more (Daskalakis et al., 2017). Nevertheless, the majority of the previous
works find a negative relationship between earning volatility and leverage (Banerjee
et al., 2004; Kim et al., 2006; Psillaki & Daskalakis, 2009; Rajagopal, 2011; Choi &
Richardson, 2016). Thus, fourth research hypothesis is stated as follows:

H4: During the crisis period, earnings volatility will be associated with total and
long-term debt.

2.5 Asset Tangibility

Asset tangibility seems to be positively related to debt according to the trade-off
theory since tangible assets can be used as collateral for creditors to borrow or issue
debt (Miller, 1977; Myers, 1984). During crisis periods, the information asymmetry
between borrowers and lenders increases and so tangible assets are more crucial
for receiving external financing. Hoang et al., (2018) provide evidence of a positive
impact of tangible assets on total and long-term leverage during the crisis period in
France. The positive relationship is supported by several studies, such as Hovakimian
et al., (2001), de Jong et al. (2008), Frank andGoyal (2003),Yang et al. (2010).Hence,
based on the above discussion we state the fifth research hypothesis as follows:

H5: During the crisis period, asset tangibility will be positively associated with total
and long-term debt.
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2.6 Non-debt Tax Shields

Non-debt tax shields mainly refer to certain items with tax deductibility, such as
depreciation, amortization, investment tax credits, and research and development
expenses. Non-debt tax shields can be seen as the substitutes for tax deductibility
of debt since these items have been deducted before calculating the taxable income,
which means that they can also reduce firms’ taxable income like debt (DeAngelo &
Masulis, 1980). Consequently, according to the trade-off theory, firms having large
non-debt tax shields might have lower leverage due to the remaining relatively less
deductible tax shields (Modigliani & Miller, 1963; Myers, 1984). A recent study by
Daskalakis et al. (2017) in Greece pointed to a negative impact of NDTS on long-
term debt during the Greek crisis period because on that period firms’ tax burden
increased (due to enhanced tax rates) and profits decrease and thus NDTS were
the only alternative in order to reduce their taxable income and their tax burden.
Consequently, a negative relationship between a firm’s non-debt tax shields level
and its leverage level is predicted according to the following hypothesis:

H6: During the crisis period, net debt tax shields will be negatively associated with
total and long-term debt.

2.7 Taxation

According to the trade-off theory, there might be a positive relationship between
taxes and leverage since firms paying large corporate taxes are motivated to issue
more debt to take advantage of the benefit of tax deductibility of debt (Modigliani &
Miller, 1963; Myers, 1984). However, both the tax rate and profitability should be
considered on the basis of the pecking order theory. If firms face a high corporate
tax rate (aka, during the Greek crisis period), the retained earnings might be less
and firms are forced to issue debt to meet their investment needs, which indicates
a positive relationship between tax and debt level (Myers & Majluf, 1984). While
the high corporate taxes might also represent a high profitability, which suggests a
negative relationship between the variables (Myers & Majluf, 1984; Cespedes et al.,
2010), therefore, the final research hypothesis is stated as follows:

H7:During the crisis period, income taxeswill be associatedwith total and long-term
debt.
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3 Data Selection and Research Design

The sample of this study includes all private, non-listed hotel corporations registered
in the Greek chamber of trade during the period 2003–2016. All data were extracted
from ICAPdatabase.We collected data fromfirms’ annual financial statementswhich
closed their fiscal year on December and have full financial data for at least four
consecutive years. This procedure resulted in a usable unbalanced sample of 120
hotel firms summing up to 362 firm-year observations.

Following previous empirical studies (Chen, 2004; de Jong et al., 2008; Psillaki
& Daskalakis, 2009; Kayo & Kimura, 2011; Balios et al., 2016; Moradi & Paulet,
2015), two dependent variables are employed in the study. Total leverage (TLEV)
and long-term leverage (LLEV) are utilized as the proxies of firm’s capital structure.
Total leverage (TLEV) is defined as the ratio of the book value of long-term debt
plus interest-bearing short-term debt to the book value of total assets. This study also
adopts long-term leverage (LLEV) to research the relationship between long-term
leverage level and the determinants of capital structure. The natural logarithm of total
assets is assigned as a proxy for the size of the firm (SIZE) since the transformation of
natural logarithm might scale down the amount of total assets. Growth opportunities
(GROWTH) is defined as the annual percentage change in the book value of total
assets which is also adopted by Moradi and Paulet (2015). Profitability (PROF) is
measured as the ratio of earnings before interest and tax (EBIT) to the book value of
total assets. The standard deviation of the first difference in the ratio of EBIT to the
book value of total assets is employed as the proxy for earning volatility (EVOL).

The ratio of the book value of fixed assets to the book value of total assets is
adopted as the proxy for asset tangibility (TANG). Non-debt tax shields (NDTS) is
defined as the ratio of the book value of depreciation and amortization to the book
value of total assets. The firm’s tax level (TAX) is considered as the ratio of the book
value of total income taxes to the book value of total assets (Huang & Song, 2006).

Complyingwithmost of the previous studies on capital structure, panel datawill be
estimated through the ordinary least squares (OLS) andmultivariate linear regression
model to investigate the firm-specific determinates’ impact on firm’s capital structure
decision. The basic regression model can be specified as follows:

LEVi t = β0 + β1SIZEi t + β2GROWi t + β3PROFi t + β4EVOLi t

+ β5TANGi t + β6NDTSi t + β7TAXi t + eit (1)

where i denotes the firm dimension and t denotes the time dimension. The dependent
variable LEV (including TLEVit and LLEVit) represents the leverage level of the
ith firm in tth year, βk is the regression coefficient for the kth independent variable,
SIZE, GROWTH, PROF, EVOL, TANG, NDTS, and TAX, represent the size, grow
opportunities, profitability, earnings volatility, asset tangibility, non-debt tax shields,
and tax level of thefirm i duringperiod t, respectively, εi,t denotes the error term for the
ith firm in t year. Model (1) will be estimated by random effect since the Breusch and
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PaganLagrangianmultiplier test for randomeffects produced a highly significant chi-
square value suggesting that random effects is the most efficient estimation method.

4 Empirical Results

The descriptive statistics of the sample variables are demonstrated in Table 1. As can
be seen in the table, the average total leverage level (TLEV) of the Greek hotel firms
is about 36% and seems to have decreased after the crisis period (2010–2016) up to
34.6%. This means that more than one-third of the firms’ assets are financed through
debt. However, total leverage (TLEV) increased after the crisis to 28.3% form 25.4%
before the crisis. This might mainly due to the debt crisis in Greece which increases
the needs of financing, and those needs are expected to be covered by external funds.
In terms of the independent variables, the average GROWTH and PROF are−23.1%
and −38.8%, respectively, for the whole period, and after the crisis, both variables
were significantly deteriorated. Finally,NDTShas increased after the crisis indicating
that the sample firms reported higher levels of depreciations. The rest of the variable
do not present significant fluctuations between the two sub-periods. The Pearson
correlations results of the sample variables are shown in Table 2. As seen in the
table, TLEV seems to have a negative and significant relationship to GROWTH,
PROF, NDTS, and TAX, while LLEV was positively associated with NDTS. The
rest of the correlation coefficients are highly significant and with economic meaning.
In order to examine the multicollinearity among the independent variables for the
total sample, the variance inflation factors (VIFs) have been performed and the results
of VIF for every variables is less than 3, which indicates that there might not be sever
multicollinearity among the explanatory variables. Meanwhile, the result of Durbin-
Watson test is around 2, meaning autocorrelation in this regression model might
be not significant. The model is also tested for heteroscedasticity through plotting
method and the outcomes together with the residual statistics show a satisfactory
result.

The regression results from the estimation of model (1) using the TLEV and
LLEV as the dependent variables are demonstrated in Tables 3 and 4. The only
significant independent variables were GROWTH, TANG, NDTS, and TAX. Specif-
ically, GROWTH produced a negative and significant coefficient for the crisis period
on both TLEV and LLEV. These findings verify H2 and suggest that high growth
opportunities firms may be perceived as riskier, and thus, they can choose to re-pay a
part of their debt obligations during crisis and finance their operations from internally
generated funds (Daskalakis et al., 2017). Moreover, TANG produced a positive and
significant impact on TLEV and LLEV for both sub-periods yielding support to H5.
Firms with high asset tangibility might borrow more, resulting in TANG’s positive
influence on LLEV and TLEV. This result supports the trade-off theory and agency
cost theory and complies with the previous studies of Frank and Goyal (2003), Yang
et al. (2010), Kyriazopoulos (2017). Furthermore, a negative and significant statis-
tical relationship betweenNDTS, LLEV, andTLEV is evidenced for thewhole period
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and also before and after the crisis. This result leads us to accept H6 and complies
with the expectation of the trade-off theory, claiming that non-debt tax shields can
negatively affect the firms leverage level since they can be seen as the substitutes for
tax deductibility of debt, which might result in relatively less deductible tax shields
remaining for debt (Myers, 1984). Finally, TAX is negatively related to TLEV but
marginally significant at the 10% level. This finding is consistent with the prediction
of trade-off theory, focusing on the full utilization of debt’s tax deductibility and the
expectation of pecking order theory, claiming the possible external financing need
caused by the reduce of retained earnings with the increase of tax level (Myers &
Majluf, 1984). This result yields support to H7. The rest of the independent vari-
ables were insignificant within conventional levels so H1, H3, H4, and H5 were not
supported.

5 Conclusion

This paper studies the possible hotel firm-specific determinants of capital structure
during the pre- and post-debt crisis periods. A multivariate panel regression model
is employed using a panel dataset of 8529 Greek firms during the period of 2003–
2016. The results indicate that asset tangibility is directly and positively related
to total leverage and long-term leverage during the pre- and post-crisis periods,
while growth opportunities, non-debt tax shields and tax payments are negatively
and significantly impacting total and long-term leverage during the crisis period.
This study has important implications for regulators and investors since it extends our
understanding regarding the behavior ofGreekhotel corporations andhow they adjust
their financing needs before and during a period of financial turmoil. Regulators
could use the findings of the current study in order to adjust state policies (tax policy,
financing policy, etc.) for assisting firms to access financing in difficult times, while
investors should consider the differential impact of capital structure determinants
during troubled times when receiving their financing and investment decisions.

Nevertheless, it should be noted that this paper has some limitations. Firstly, since
the data used in this study are all at book value extracted from financial statements,
if firms utilize off-balance sheet financing instruments, the capital structure might be
influenced and such effects might be difficult to recognize. Meanwhile, this paper is
bounded by the inherent drawbacks existing in any regression analysis such as param-
eter instability. For future research, empirical studies can focus on the determinants
of firm-specific capital structure of Greek small and very small hotel firms and their
effects on leverage during such period of debt crisis. Furthermore, having studied the
relationship between capital structure and its firm-specific determinants, the future
researchers are expected to study how to achieve optimal capital structure. Finally, it
will be also interesting to consider the ownership structure of hotels (family owner-
ship or dispersed ownership) and how it affects capital structure decisions under a
volatile financial environment.
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Human Resource Empowerment
and Employees’ Job Satisfaction
in a Public Tourism Organization: The
Case of Greek Ministry of Tourism

Alkistis Papaioannou, George Baroutas, Ioulia Poulaki, Georgia Yfantidou,
and Alexia Noutsou

1 Introduction

Human resource empowerment has been the focus of various researches and studies
and has been defined in various ways. Among these, it has been reported as the
transfer of decision-making and responsibility from managers to employees as well
as the support of employees in order to become more effective in their work (Byham
& Cox, 1989).

Overall, we can consider that empowerment of human resources is the process
of encouraging and rewarding the initiative of employees. A basic condition is that
these employees are willing and able to take on and handle additional responsibility
and power, as well as they are able to make good decisions and execute them effec-
tively (Chelladurai, 1999). It essentially consists of processes, methods, tools and
techniques that have been developed in the context of human resource development,
motivation, job planning and delegation (Kriemadis & Papaioannou, 2006).

Human resource empowerment has been defined as the process that allows
employees to make decisions and take responsibility for their actions (Kriemadis &
Papaioannou, 2006). Human resource empowerment is considered as a vital strategy
for service success and improvement (Sarason, 1992) and the critical role of empow-
erment in promoting staff effectiveness has been highlighted in the literature (Blase
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& Blase, 1996; Crow & Pounder, 2000; Wilson & Coolican, 1996; Papaioannou
et al., 2009; Papaioannou et al., 2012). The most important benefits of its imple-
mentation in the workplace, as presented by the literature (Papaioannou et al.,
2009), are the following: increased productivity, increased organizational perfor-
mance, improved service quality and customer satisfaction, increased employee
loyalty, increased work/organizational commitment, increased employee satisfac-
tion, increased employee motivation and efficiency and increased trust between
employees and management.

Moreover, in the service sector should be the most in need of the Human resource
empowerment as both the customers and the employees are involved the same time
in the production of the service (Alabar & Abubakar, 2013).

Regarding the job satisfaction of the human resources, the literature has (Hoppock,
1935) defined it as the combination of psychological, physical and environmental
conditions that lead the individual to express satisfaction with his job. According to
(Spector, 1985), it is identified with the degree of fulfillment of the individual’s needs
in the workplace as well as with the fulfillment of his goals, while (Wright & Davis,
2003) have stated that satisfaction concerns the evaluation of the individual as to
what he is seeking from his job and what he is ultimately receiving. (Wright, 2006)
concluded that job satisfaction became the most widely used behavioral measure for
organizational research.

Job satisfaction has been the subject of research for many experts (Koustelios,
2001) from different sciences in the field of organizational and industrial psychology,
as well as it is considered one of the most popular fields and the most frequently
researched variable (Wright, 2006). Despite the different approaches, everyone
agrees that this is a multidimensional conceptual construction which is influenced in
various ways by many individual elements (Koustelios, 2001).

One of the most commonly used definitions of job satisfaction defines it in terms
of how people feel about their job and its various aspects (Spector, 1985, 1997) and
has to do with the extent to which people like it or dislike it. A widely accepted
definition, according to Baron (1986), could be the following which defines it as “the
positive and negative attitudes of the individual, about his job” (Koustelios, 2001).

In conclusion, job satisfaction is a very important variable, as it has consequences
for both the employee and the organization on a larger scale, and is certainly an
important part of the overall satisfaction that a person receives in his life.

Empirical research on human resource empowerment and job satisfaction has
been conducted in the field of service sector, where employees empowerment is
usually associated with their participation in decision making and their increased
professional satisfaction (Rinehart & Short, 1994; Rice & Schneider, 1994; Wu &
Short, 1996; Cypert, 2009; Papaioannou, 2009; Bogler & Nir, 2010, Papaioannou
et al., 2017a, b).

Nevertheless, research regarding human resource empowerment and job satisfac-
tion of employees in a Greek public tourism organization is still limited.

The primary objectives of this research were: (a) to determine the extent to which
human resource empowerment is applied to the Greek Ministry of Tourism, (b) to
examine the extent to which the employees’ job satisfaction was existed in this public



Human Resource Empowerment and Employees’ Job Satisfaction … 405

tourism organization and (c) to investigate the relationship between human resource
empowerment and employees’ job satisfaction.

2 Literature Review

Regarding human resource empowerment in the tourism sector Al-Ababneh et al.
(2017) examined the effect of empowerment on job satisfaction in five-star hotels in
Jordan. The results pointed out that human resource empowerment had significant
effects on job satisfaction.

Furthermore, in an additionally studywas investigated the influences ofmanagers’
and supervisors’ commitment and satisfaction through high-commitment HR prac-
tices on organizational performance in the hospitality industry in Spain. The findings
proposed that managers’ commitment and satisfaction did not lead to improved orga-
nizational performance, while supervisors’ commitment and satisfaction led to better
economic outcomes. In conclusion, it seems that the use of high-commitment HR
practices is essential in order to improve their employees’ commitment and job satis-
faction in the hospitality industry which possibly results in better customer service,
allowing hotels to ensure improved economic outcomes (Domínguez-Falcón et al.,
2016).

In addition, one more study placed under investigation the effect of employee
empowerment on employee satisfaction and service quality, and the influence of
employee satisfaction on service quality, in 20 different financial institutions in
Bangladesh. The results revealed that employee satisfaction and service quality
significantly be supported by employees empowerment, and satisfied employees
delivered improved service quality (Ukil & Ullah, 2016).

Accordingly, in an additional study were investigated the impact of employee
empowerment, training and teamwork on job satisfaction in higher education sector
in northern Malaysia using an online survey. The results indicated that employee
empowerment and training as well as teamwork had an important impact on job
satisfaction (Hanayshaa & Tahir, 2016).

Furthermore, one more study placed under investigation human resource empow-
erment and job satisfaction in sport divisions of the Higher Military Educational
Institutions (HMEI) and higher schools of Armed Forces (SF) in Greece. The find-
ings pointed out that human resource empowerment was implemented in a small
extent by the sport divisions of HMEI and schools of SF, while the overall job satis-
faction of employees was above average. Also there were found significantly positive
correlations among the key factors of human resource empowerment and physical
education employees’ job satisfaction (Kaniadakis et al., 2017).

In another study was investigated the causal relationships among employee
empowerment, ethical climate, organizational support, top management commit-
ment and employee job satisfaction in companies of South Africa. The findings of
this study showed that all the above mentioned variables had a favorable effect on
job satisfaction (Chinomona et al., 2017).
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In addition, in another study was examined the degree to which the empowerment
of human resources is applied in the secondary education, and the correlation between
the human resource empowerment and employees’ job satisfaction. The results of the
research showed that the empowerment of human resources is applied to a large extent
in the secondary education, while positive and important correlations were found
between the empowerment of human resources and the employees’ job satisfaction
(Papaioannou et al., 2017a, b).

Moreover, in an additional study was explored the relationship between employee
empowerment and job satisfaction in the urban Malaysian context. The findings
supported that employee empowerment positively affects the job satisfaction, while
there were found important dissimilarities in employee empowerment and job satis-
faction between higher and lower echelons of the organizational hierarchy (Idris
et al., 2018).

In conclusion, the finding that empowered employees enjoy high job satisfaction
is common in a large number of studies. From the very first attempts to understand
employee behavior to the most recent human resource studies, the results supported
the same conclusion. A review of the Greek and World literature have shown that
the empowerment of human resources leads to an increase in job satisfaction in the
service sector such as: the educational sector, the service sector, the banking sector,
and the hospitality industry.

3 Methodology

Sample

The research was addressed to all full-time staff of the Central Service of the Greek
Ministry of Tourism (250 people were employed during the time of the research
according to the Human Resources Director of the Greek Ministry of Tourism) and
involved 250 experienced managers and employees who were the most knowledge-
able regarding personnel management issues and who can respond as accurately as
possible. Responses were received from 142 managers and employees of the afore-
mentioned organizationwith a 56.8% response rate. They all had full time experience.
According to the findings of this research 35% of the participants were males and
65% were females with a mean age of 52 (sd = 7). The educational level of the
participants was grouped into three categories: 52.4% had post graduate level educa-
tion, 33.3% had university level education, and 14.3% had elementary/high school
education. 40% of the participants were managers and 60% of the participants were
heads of divisions. By reference to the work experience of the research participants,
69.6% had over 15 years, 24.8% had ten to fifteen years, 3.2% had seven to ten years
and 2.4% had three to seven years work experience.
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Questionnaires

For the purpose of this study two questionnaires, were used: (a) the questionnaire of
human resource empowerment (developed by Vogt & Murrell, 1990 and modified
and simplified by Kriemadis, 2011; Papaioannou, 2011) using a five point Likert
scale and (b) the questionnaire of employees’ job satisfaction (developed by Warr
et al., 1979), using a seven point Likert scale. The scales regarding human resource
empowerment represented three different managerial styles which were: (a) The
“empowering style” of management: the manager has a managerial style that reflects
themanagerwho creates and shares power, (b) The “middle-ground style” ofmanage-
ment: combines the two styles of controlling and empowering in equal proportions
and (c)The “controlling style” ofmanagement: themanager is concernedwith control
or seldom shares, creates or empowers subordinates. The questionnaire included six
units based on the following key factors of human resource empowerment:

“Management—information/communication system skills”.
“Decision-making and action-taking skills”.
“Project-planning, organizing, and system-integration skills”.
“System-evaluation and internal-control skills”.
“Leadership, motivation, and reward-systems skills”.
“Selection, placement, and development of people skills”.

The next section of the questionnaire, which refers to employees’ job satisfac-
tion, included the following 10 closed-ended questions: (a) “Physical working condi-
tions”, (b) “Freedom to choose your own method of working”, (c) “Your colleagues
and fellow workers”, (d) “Recognition you get for good work”, (e) “Amount of
responsibility you are given”, (f) “Your remuneration”, (g) “Opportunity to use your
abilities”, (h) “Your hours of work”, (i) “Amount of variety in your job”, (j) “Taking
everything into consideration, how do you feel about your job” and (k) “Overall
employees’ job satisfaction”.

The final part of the questionnaire included 4 questions in relation to demographic
characteristics of the respondents such as: the gender of the research participants,
the educational level of the participants, the position of responsibility and the work
experience of the respondents.

The content validity of the questionnaire was determined by a panel of experts
consisting of academics and practitioners in human resource management and
tourism management research. The reliability of the scale was found to be α =
0.88.

Procedure

In cooperationwith theHumanResourcesDirector of theGreekMinistry of Tourism,
questionnaires were distributed to the Central Service of the Ministry of Tourism,
both in hard copy and in electronic form, using the capabilities provided by the
google forms service. The employees of the Ministry of Tourism participated in the
research voluntarily, while the completion of the questionnaire was anonymous. The
time required to complete the questionnaire was approximately 10 min.
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Data Analysis

Standard descriptive statistics including mean, percentages and standard deviation
were used to answer the first and second research question. Data were also exam-
ined for normality, using normal probability plots and theKolmogorov–Smirnov test.
Sincewere indicated serious deviations of normality (p<0.05), non-parametric statis-
tical tests of Spearman’s rho, Mann Whitney and Kruskal Wallis were performed.
Research questions three was answered by using Spearman Correlation, using SPSS
software (version 22).

4 Results

Data of the managers and heads of divisions’ responses were analyzed to gather
information specific to the extent to which human resource empowerment is applied
to theGreekMinistry of Tourism. From the analysis it is shown that themanagers and
heads of divisions used 61.7% “empowering style”, 12.2% “controlling style” and
26.1% “middle-ground style” (combines the two styles of controlling and empow-
ering in equal proportions) in two key factors of human resource empowerment:
(a) “Decision-making and action-taking skills” and (b) “Leadership, motivation, and
reward-systems skills”. Furthermore, they used 61.9% “empowering style”, 22.5%
“middle-ground style” and 15.6% “controlling style” in the key factor: “Selection,
placement, and development of people skills”.

In relation to the key factor “system-evaluation and internal-control skills” the
managers and heads of divisions used 60.7% “empowering style”, 24.5% “middle-
ground style” and 14.8% “controlling style”. Moreover, concerning the key factor:
“Total for all managerial functions” they used 60.1% “empowering style”, 33.5%
“middle-ground style” and 6.4% “controlling style”. Concerning the key factor
“Project-planning, organizing, and system-integration skills”, the managers and
heads of divisions used 60% “empowering style”, 25.5% “middle-ground style”,
and 14.5% “controlling style”. Finally, in the key factor “Management—informa-
tion/communication system skills”, the managers and heads of divisions used 59.2%
“empowering style”, 26.9% “middle-ground style” and 13.9% “controlling style”
(Fig. 1).

Table 1 shows that the overall managers’ and heads of divisions’ job satisfaction
in the Greek Ministry of Tourism was above average (M = 4.43, TA = 1.18). More
analytically, 76.9% of managers and heads of divisions were at least little satisfied
with their colleagues and fellow workers, 62.7% were satisfied with their hours of
work, 61.9% were satisfied with the amount of responsibility they are given, 58.0%
were satisfied with the freedom to choose their own method of working, 57.1% were
satisfied with their physical working conditions, 53.9% were satisfied with how they
feel about their job, 53.1% were satisfied with the recognition they get for good
work, 49.2% were satisfied with the amount of variety in their job, 46.9% were
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satisfied with the opportunity to use their abilities and 26.9% were satisfied with
their remuneration.

The results of the study indicated that there were significant and positive rela-
tionships between all the factors of human resource empowerment (Total for all
managerial functions) and managers’ and heads of divisions’ job satisfaction in the
Greek Ministry of Tourism, as shown in the Table 2. More specifically, the results
showed that the human resource empowerment had a significant and positive relation-
ship with: (a) “Physical working conditions” (r = 0.372, p= 0.002), (b) “Freedom to
choose your own method of working”, (r = 0.557, p= 0.000), (c) “Your colleagues
and fellowworkers” (r= 0.368, p= 0.002), (d) “Recognition you get for goodwork”
(r = 0.500, p = 0.000), (e) “Amount of responsibility you are given” (r = 0.496, p
= 0.000), (g) “Opportunity to use your abilities” (r = 0.400, p = 0.000), (h) “Your
hours of work” (r = 0.289, p = 0.023), (i) “Amount of variety in your job” (r =
0.442, p = 0.000), (j) “Taking everything into consideration how do you feel about
your job” (r = 0.598, p= 0.000) and (k) “Overall employees’ job satisfaction” (r =
0.545, p= 0.000). On the contrary, there was no significant relationship between all
the factors of human resource empowerment (“Total for all managerial functions”)
and the parameter of managers’ and heads of divisions’ job satisfaction: (f) “Your
remuneration” (r = 0.148, p = 0.107) (Table 2).
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5 Conclusion

Based on the findings of this study the human resource empowerment process is
applied to a mediocre extent by the Greek Ministry of Tourism (60%). This consists
a unique and original finding since there is no related supporting literature.

These findings suggested that the managers of the Greek Ministry of Tourism
were partially aware of newmanagement techniques such as teamworking, devolved
management, performance appraisals, etc. At the same time, the top management of
the Ministry induced the human resources to some extent to set an example and to
collaborate with each other. Also, the availability of non-confidential information to
people was limited. In addition the managers in the organization had partly knowl-
edge of their performance. Finally the findings showed that the managers of the
organization did not give enough support to the devolution of power to take decision
and responsibilities in their working field (Papaioannou & Kriemadis, 2017b).

Based on the results of the study (Table 2), it was found that managers’ and heads
of divisions’ job satisfaction was above average (M= 4.43, TA= 1.18). The findings
of this research are in agreement with the literature in the higher educational sector,
indicating that employees in the public sector are broadly satisfied with their job
(Kaniadakis et al., 2017; Eyupoglu & Saner, 2009).

Additionally, it was found that there is a significant positive relationship between
managers’ and heads of divisions’ job satisfaction and human resource empow-
erment. These results are in accordance with previous research conducted in the
tourism sector, in the service sector, in the health care sector and in the higher educa-
tional sector (Gill et al., 2010; Kaniadakis et al., 2017; Lee et al., 2006; Morrison
et al., 1997; Ugboro & Obeng, 2000) and displays that the extent of human resource
empowerment which managers exerted in the Greek ministry of tourism is linked to
their employees’ job satisfaction.

The findings of the particular study have implications for the development and
use of the human resource empowerment process in the Greek Ministry of tourism.
Given that the human resource empowerment is a factor of strategic importancewhich
increases the employees’ job satisfaction in the public tourism sector, the managers
of Greek Ministry of tourism can be encouraged to implement it in a greater extent.
This could happen by developing an empowering culture based on principals such
as (Vogt & Murrell, 1990; Papaioannou et al., 2018):

• Delegation of authority and responsibilities to employees in their working field
• Implementation of evaluative systems of performance
• Create a motivational climate which assists and supports employees
• Continuous education and training of employees
• Participative planning process.

The literature in the area of human resource empowerment in the tourism public
sector is limited. It seems that there is an ever increasing concern in this field, and
further studies could turn out to be advantageous. Based on the findings of this study,
the following recommendations are offered for future research:
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• Follow-up studies should be carried out in the same sample over three to five
years, to investigate possible changes in the utilization of the human resource
empowerment process.

• A comparative research could also be conducted between a public tourism organi-
zation and a large private tourism enterprise. These comparisons would be useful
in order to find out similarities and differences in human resource empowerment
process and employees’ job satisfaction.

• There could also be a study to measure the impact of human resource empower-
ment regarding the citizens’ satisfaction.

The studyyields interesting insights.However, possible limitations of this research
need to be acknowledged.A total of 142 (56.8%)managers and employees responded
to the survey. According to research methods bibliography a response rate of 50%
or more is generally considered an acceptable response rate in the surveys (Babbie,
2015). Bearing that in mind, it appears that the results of the study could be gener-
alized to the target population (Greek Ministry of tourism). The present study was
demarcated at the GreekMinistry of Tourism. Data for this study were only collected
from the Greek Ministry of Tourism and there was no attempt to generalize this
information to the whole public sector. The study was also demarcated by the ques-
tionnaire, which was aimed to collect data on human resource empowerment and
employees’ job satisfaction at the Greek Ministry of Tourism. The following were
acknowledged as the limitations of the study:

• There was no proof of the objectivity, of the participants when responding to the
questionnaire

• There was no proof of the level of participants’ comprehension about human
resource empowerment terms.
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The City of Thessaloniki as a Culture
Tourism Destination for Israeli Tourist

Efstathios Velissariou and Iliostalakti Mitonidou

1 Introduction

The scope of the paper is to demonstrate the importance of Thessaloniki for the
Jews and to explore the motives of the visit, the characteristics and the behavior
of the Israeli tourists in Thessaloniki. Through this research, it is intended to draw
important conclusions that will help to improve the organization, the development
and the promotion of the city of Thessaloniki, as a cultural destination for the Jews.
The city of Thessaloniki was a refuge for the persecuted Jews of Europe for more
than 20 centuries and especially during the period 1492–1943, consolidating in the
citymany historical centers of the Diaspora, resulting in the creation of a large Jewish
community.

The paper first presents the city of Thessaloniki, but also the importance of the
city for the Jews, as well as the main cultural elements related to the history and the
presence of the Jews in Thessaloniki.

The research part presents the results of a survey of Israeli tourists that took place
fromNovember 2019 toMarch 2020. The survey initially concerned the demographic
characteristics and motivations of the respondents. Then the way of organizing the
journey, the type of accommodation, and the length of stay of the tourists were
investigated. The activities during the stay of the tourists as well as the points of
interest visited were also recorded. Finally, the evaluation of Thessaloniki as a tourist
and cultural destination was requested, as well as the formulation of proposals by
the visitors for the improvement of the tourist product of the city.
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2 City Tourism Und Cultural Tourism

According to the European Commission, (2000), city tourism is divided on the basis
of the purpose of travel, in leisure tourism, cultural tourism, conference tourism,
and sports tourism. In the context of leisure tourism in a city, experiences related
to tourism, leisure, and entertainment are produced and consumed (Page and Hall,
2003). During a visit or stay in a city, the majority of trips include some kind of
cultural activities. Therefore, very often cultural tourism and city tourism considered
as similar. Often these terms are considered identical in the literature (Chevrier &
Clair-Saillant, 2006). Visitors to a city for a conference, during their stay combine
other forms of tourism, such as cultural tourism, gastronomic tourism, etc. (Law,
1993). To be noted that a city break trip is often a complementary holiday trip where
tourists spend some days to discover the beauties of a city (Dunne et al., 2010). Of
course, it should be also noted that the activities that interest city tourists are mainly
of cultural interest, with visits to museums, visits to historical sites, and clearly to
attractions (D’Hauteserre, 2000). In addition to these activities, they show particular
interest in leisure activities, such as shopping, night out, watching a sporting event, a
concert or theater, attending conferences and exhibitions, or even visiting a relative
or friend (Kokkosis et al., 2011).

Cultural tourism is considered the oldest form of tourism. A visit to historical
monuments, museums, cultural landscapes, attending special events, and happenings
has always been a subset of the overall tourist experience (McKercher & Du Cros,
2002).

Researchers and tourism operators, in the late 1970s, began to realize that many
tourists traveled in order to understand the culture of a place destination and to
learn about its cultural heritage. With this finding, cultural tourism began to be
recognized as a special and alternative category of tourism (Tighe, 1986). Cultural
tourism or cultural heritage tourism places particular emphasis on the preservation,
restoration, and utilization of cultural resources in order to create tourist flows. Thus,
it is classified as a special form of tourism as it focuses on quality and sustainable
development (Cater, 1987; Gould, 1994).

Curiosity but also the desire to learn and get to know others, to explore but also to
increase our own experiences, is what wewould call the “cultural” version of tourism
(Herreman, 2003). Bonink (1992) makes two main distinctions. The first distinction
is the “monuments and sites.” It tries to describe the type of cultural attractions that
attract cultural tourism tourists. The second distinction is a conceptual approach that
is more specific and tries to outline the motivations and activities of cultural tourism
tourists that lead them to ultimately visit monuments and sites of cultural interest.

Cultural products and the identity of the cultural tourist have a very common
pattern, according to which the cultural tourist (Silberberg, 1995), particularly: (1)
Earns and spends more money during his travels, while staying longer space in one
place. (2) It is more likely to make purchases. (3) Its educational level is higher in
relation to the wider tourist public. (4) It mostly belongs to a larger age group (target
group), and the largest percentage are women.
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The high educational level of cultural tourists is confirmed by Association for
Tourism and Leisure Education (ATLAS), which conducted a series of surveys from
1992 to 2001 in Europe. According to Hughes (2002), the cultural tourist does not
belong to a homogeneous mass market, but to a heterogeneous market that have
different characteristics and needs (Stylianou & Lambert, 2011). Hughes (2002)
initially divides the cultural tourist into two types: “core”, refers to the tourist who
travels to a destination to get to know and experience the culture of the place and its
people, and to a “peripheral”, refers to the tourist traveling for other reasons. He then
divides the main cultural tourist into primary and multi-primary, while Silberberg
differentiates the cultural tourist into highly motivated and motivated in part, respec-
tively. Similarly, it divides the regional cultural tourist into incidental and accidental,
while Silberberg divides it into adjunct and accidental, respectively (Stylianou &
Lambert, 2011). McKercher and Du Cros (2002) have identified five categories of
cultural tourists: purposeful cultural tourist, sightseeing cultural tourist, serendipitous
cultural tourist, casual cultural tourist, and incidental cultural tourist. Most distinc-
tions are made based on the degree to which the tourist is involved with cultural
tourism.

Religiously motivated visitors should be added to the cultural heritage visitors.
According to Rinschede (1992), religious tourism is the form of tourism, the partic-
ipants of which move either partially or exclusively for religious reasons. In fact, he
considers that religious tourism is a subcategory of cultural tourism. In the case of
religious heritage visitors, tourists usually travel in groups with a specific religious
inclination, however, they combine the trip of religious interest with other tourist
activities such as visits to archeological sites, markets, etc. This is how the concept
of religious tourist is formed, which is contrasted by the pilgrim (Vukonic, 1996).

3 The City of Thessaloniki. Main Characteristics
and Tourism

Thessaloniki is located in Northern Greece, in the region of Central Macedonia and
is the second largest city in Greece in terms of area and population. It is the seat
of the region of Central Macedonia, but also of the Decentralized Administration
of Macedonia—Thrace. The urban complex of Thessaloniki has an area of 111,703
Km2 and consists of seven Municipalities, while in the suburbs there are four other
municipalities. According to the 2011 census, 1.02 million people live in the urban
complex, with themunicipality of Thessaloniki (in the center) having 325.2 thousand
inhabitants (Hellenic Statistic Authority, 2011).

Thessaloniki is a transport hub and gateway from the Balkans with easy acces-
sibility, as it has the second largest airport in the country, one of the largest ports,
connection to the railway network of Greece and the Egnatia highway. Thessaloniki
International Airport in 2018 made 1.11 million domestic arrivals and 2.08 million
arrivals from abroad. A total of 6.89 million passengers were handled (arrivals and
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departures) in 2019 (Skg-airport, 2020). Thessaloniki is home of three Universities
and has the largest University campus in Greece, but also the largest exhibition center
inGreece, the “Thessaloniki International Exhibition&Congress Center.” The above
infrastructures complement the existence of a number of cultural and archeological
monuments, included in the “List of World Cultural Heritage” of UNESCO. The
existence of great historicity in the city of Thessaloniki is the result of a combination
of ancient Greek, Byzantine, Roman, Turkish, and Israeli cultural elements.

Regarding the hotel capacity, Thessaloniki had in 2019 a total of 145 hotels with
a capacity of 15,339 beds, of which 50.7% belong to the highest categories of 4
and 5 stars, demonstrating the high level of services in the city. Also, according
to the Thessaloniki Hoteliers Association, it is estimated that there are about 2000
properties available in the field of short-term rent, but which are not available all year
round (Thessaloniki Hotel Association, 2020).

In the year 2019, 2,442,050 overnight stays were recorded in Thessaloniki, of
which 1,119,582 or 45.8% concerned overnight stays of Greek travelers, demon-
strating the important place that Thessaloniki holds in the economic and social
life of Greece. In recent years (2018 and 2019), overnight stays of tourists from
Israel occupy the first place, followed by overnight stays from travelers coming from
Cyprus, Germany, and the USA. As shown in Fig. 1, after 2016, Israeli overnight
stays increased rapidly. The passengers from Israel at the airport of Thessaloniki
“Macedonia” were also increased. More specifically, in the year 2017, about 55,412
passengers were handled, in the year 2018 a total of 124,232 passengers, and in 2019
187,029 passengers (Fraport Greece, 2020).
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Fig. 1 Overnight stays by Israelis in the city of Thessaloniki (2011–2019). Source Thessaloniki
Hotels Association (2020)
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4 The History of Thessaloniki Over the Last 23 Centuries

Thessaloniki was founded in 316 BC by Cassander, general of Philip II, who named
the city after his wife, the sister of Alexander the Great. Due to its great geographical
location, but also the policy of the successors ofAlexander theGreat to establish cities
in key positions, in order to facilitate the communication of the rest of the world with
the Macedonian state, the region developed rapidly into an urban center, attracting
many inhabitants of the surrounding area. The organized port of Thessaloniki was
necessary, since trade and communications with distant places were growing rapidly.
The development of the city was rapid during the second century BC, so walls and
a citadel were built (City of Thessaloniki, 2017a).

In 149 BC, the Macedonian State was occupied by the Romans (Roman era) and
divided into four provinces, one of which became the capital Thessaloniki. The city
retains its administrative autonomy and is developing quite rapidly, while it is not
long before it becomes themost important city inMacedonia. The construction ofVia
Egnatia (146–120 BC), connecting Dyrrachium to Evros, helped raise Thessaloniki
to a major commercial, cultural, and military center. The fourth century was one
of great changes for the city, characterized by the pre-eminence of Christianity,
beginning around the visit of Paul the Apostle to the city. By the end of the fifth
century, the Roman city had been transformed into a center of Christianity (City of
Thessaloniki, 2017b).

In 413 AD, the holy temple of Agios Dimitrios, the patron saint of Thessaloniki,
was built, and for the following centuries, the enemies made attacks in order to
conquer the city. From the seventh to the eleventh century, the city of Thessaloniki
experienced many developments. The conquest of Thessaloniki by the Normans in
1185 and its domination by the Latins, for about twenty years, after 1204, were events
that temporarily stopped the evolution of its civilization, but without interrupting it
permanently. The historical character of Thessaloniki is undoubtedly linked to its
Byzantine life. The walls and extant inscriptions record the tumultuous history of the
city. The walled city and its monuments could reasonably be described as an open
museum.

During the Ottoman period (1430–1912 AD), most of the Christian temples, as
well as the catholicmonasteries of the city, were converted intomosques. At the same
time, mosques, the covered market, and the baths were built, and new complexes
were built throughout the city; while at the same time, the existing water supply
system of the city was expanded with underground and above-ground cisterns. Thes-
saloniki, around 1500 AD, acquires a multicultural and multi-religious character,
which it maintains until its liberation, due to the arrival of Jewish refugees from
Spain (Vakalopoulos, 1983).

During the twentieth century, Thessaloniki undergoesmany changes.More specif-
ically, in 1912Thessalonikiwas liberated and incorporated to theGreek state. In 1917,
an entire cultural heritage is engulfed in the flames of a great fire; while over 70,000
people are left homeless, all their belongings are lost. After the signing of the Treaty
of Lausanne (1923) and the decision to exchange populations, thousands of refugees
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from Central Asia are gathering. While the city is being emptied of Muslims, the
refugees fromCentral Asia come to settle in temples, in abandoned camps, but also in
the settlements burned by the fire, and Thessaloniki becomes the Capital of Refugees
(Karathanasis, 2012).

During World War II, Thessaloniki suffered because of the German occupation,
as large numbers of Thessaloniki Jews were taken to Nazi concentration camps.
However, during the post-war period, Thessaloniki again became a pole of attraction.

In the 90s, the eastern bloc collapsed, and Thessaloniki received a large wave
of immigrants; while in 1997, Thessaloniki was declared “European Capital of
Culture,” and in 2012, it celebrated a whole century since its liberation, while in
2014, “European Youth Capital.”

5 The Jews of Thessaloniki

Thessaloniki, called also “Jerusalem of the Balkans,” was once home to the largest
Jewish community in the world (Devin, 2016), a fact that justifies the numerous
books and publications referring to the Jews of Thessaloniki. According Hagouel
(2013), the history of the Jewish presence in Salonika may be partitioned in four
chronological periods (A) From ancient times to 1492 CE, (B) From 1492 to the
occupation of Salonika by the German Armed Forces in April 9, 1941, (C) The
period of the German Occupation (April 9, 1941 to October 30, 1944), and (D) From
the date of liberation to the present.

It is speculated that around 140 BC, the first Jews arrived in Thessaloniki, who
came from Egypt and more specifically from Alexandria. “Etz Achaim,” in other
words “Tree of Life,” was the oldest synagogue in Thessaloniki, according to Jewish
tradition (Jewish community of Thessaloniki, 1997a). Jews from all over Europe
had settled in Thessaloniki from time to time, establishing their synagogues and
communities. Sometime in 1492, it is estimated that between 15,000 and 20,000 Jews
from Spain, the so-called “Safaradim,” settled in Thessaloniki, who were expelled
from their homeland, following the decree of the “Catholic Kings” Ferdinand and
Isabella. This fact played a decisive role both for the Jewish community and for the
whole history. Thessaloniki then developed into an important center of theological
studies and raised prominent personalities, leading Samuel Usqué, a Jewish poet
from Ferrara, to call Thessaloniki “Mother of Israel” in 1537.

At the end of the nineteenth century, the Jews owned most and the most important
trading houses, while they are dominating the industry. The population exceeded
seventy thousand people, i.e., about half of the city’s population. In the fire of
1917, 53,737 Jews were left homeless, while many synagogues and institutions were
destroyed. As a result, many Jews were deported during the interwar period. Finally,
in 1940, they numbered about fifty thousand.
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On April 9, 1941, Thessaloniki was occupied by the Germans and strict restric-
tive measures were imposed on the Jews. In the last month of 1942, Jewish busi-
nesses were looted by the Germans, while the Old Jewish cemetery was completely
destroyed.

On March 15, 1943, the first train departed from the old train station for the
Auschwitz and Birkenau concentration camps. It is estimated that by August 2,
1943, a total of 46,061 Jewish residents of both Thessaloniki and other cities in
Northern Greece were transported by 19 rail missions to their death destinations.
Eventually, despite the efforts of top Christian clergy, senior civil servants, and some
units of theNational Resistance, and especially individual citizens, 96%of the Jewish
community of Thessaloniki was eventually exterminated (Central Israeli Council,
2009).

After the war, those who survived the Holocaust gathered in Thessaloniki.
However, bad memories and the difficult economic situation in post-war Greece
led many Jews to emigrate to Israel and the United States. Characteristic of the
multitude of Jews living in Thessaloniki is the Old Jewish Cemetery, which histo-
rians estimate should have numbered more than 300,000 graves in the early 1940s,
making it perhaps the largest Jewish necropolis in all of Europe.

6 Israeli Monuments and Sites in Thessaloniki

Today, Thessaloniki has a number of cultural monuments, which can be grouped in
synagogues, Schools and Institutions, modern historic buildings, markets, and places
of remembrance. Thessaloniki had at the end of the nineteenth century over a hundred
synagogues. Initially in 1492, there were three: the Romans, the Italians, and the
Ashkenazis. Of the 100 synagogues, 32 could be considered parish centers, which,
despite having a central community administration, from 1680 onwards, retained
some responsibilities such as tax collection and birth registration, while being main-
tained bymembers’ contributions (Alberto, 1985). The oldest of these 32 synagogues
was the Ets ha Haïm (The Tree of Life) of the first century BC and the newer seven-
teenth century Mograbis. The largest synagogue was the Beit Shaul, built in 1898 by
Fakima Modiano, wife of the great benefactor Saül Modiano (Veinstein, 1992).

Among the most important and historic synagogues are the synagogue of the
Monasteriotes, whose buildingwas inaugurated after its restoration onMay 14, 2015,
and the Yad Lezicaron “Synagogue,” inaugurated in 1984 dedicated to the memory
of the victims of the Holocaust. In the same place, since 1921, the synagogue of the
market “Cal de la Plasa” was established (Christos, 2017).

An important shopping center even today is the Modiano market in the heart of
the shopping center of Thessaloniki. At the place where the Emprar project located
the city’s bazaars in 1922, the construction of the first covered market of the city of
European type begins in the plans of the architect Eli Modiano. The opening of the
central food market took place on March 23, 1925, and the market operates unin-
terruptedly until today, going through periods of prosperity and decline. It consists
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of 144 small stores. The important historical shopping centers are the Saul Gallery,
a shopping gallery that now occupies an entire building block and includes two T-
shaped inner sidewalks. It was created in 1881 by Saul Modiano, one of the richest
Jews in Thessaloniki (Nena, 2012).

A Holocaust memorial has been established in memory of the 50,000 Greek Jews
of Thessaloniki who testified in the deadly Nazi concentration camps, which was
inaugurated in 1997 by the President of the Greek Republic. It was designed by the
brothers Glid and depicts the seven candled menorah and flames all entangled in a
mesh of human bodies (Jewish community of Thessaloniki, 1997b).

TheMuseumof Jewish history is housed in the center of Thessaloniki in a building
built in 1904. The museum is the most creative initiative of the Israeli Community
of Thessaloniki and for which the Organization of the European Capital of Culture
“Thessaloniki 1997” contributed, which restored the building (Fragoudi, 2015).

Today, there are also many modern Jewish monuments in Thessaloniki, which
belonged to wealthy families of Thessaloniki, such as “Villa Allatini,” perhaps the
most imposing mansion, built in 1888 to designs by Vitaliano Pozelli. “Villa Modi-
ano” was built in 1906 to house the family of banker Jacob (Yako) Modiano. Since
1970, it houses the Folklore and Ethnological Museum of Macedonia Thrace. “Villa
Fernandez” (Casa Bianca) is one of the most impressing buildings. The construction
was completed in 1913 for the family of the Jewish businessman Dino Fernandez
Diaz Built in 1910 by the Italian architect Pierro Arigoni (Jewish community of
Thessaloniki (1997c).

The Old Railway Station is a place of memory for the Jews of Thessaloniki.
At this station, the Nazis gathered and transported the Jews to the concentration
camps. In 2013, a memorandum of understanding was signed with the Municipality
of Thessaloniki, the Railway Company, and the Israeli community of Thessaloniki,
providing for the creation of both the Holocaust Museum at the Old Railway Station
and the creation of the Conference Center within the Old Station (Tzimou, 2014).

7 Research Methodology

A primary survey was conducted using a structured questionnaire, which was
addressed to tourists from Israel. The purpose of the research was to investigate:

A. The demographic characteristics and the motivations of the respondents, in
order to outline the profile of the visitors.

B. Theway of organizing the trip, the type of accommodation, as well as the length
of stay.

C. The recording of the activities during their stay and the visitation of the most
important cultural monuments.

D. The evaluation of Thessaloniki as a tourist and cultural destination and the
formulation of proposals by visitors for the improvement of the tourist product
of the city.
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The survey was originally designed to be conducted in different seasons, in
particular in Winter 2019–20, Spring 2020 and Summer 2020, in order to inves-
tigate any differences in the profile, motivation, and activities of tourists depending
on the season. Eventually, the investigation was conducted only during the period
November 2019–March 2020 and was stopped due to the restrictive measures taken
for the pandemic caused by Covid-19. It should be noted the difficulty of finding
tourists from Israel, as the period during which the survey was conducted is a low
tourist season for them. Furthermore, the fact of the existence of the new regu-
lation concerning personal data (GDPR) was an obstacle on the distribution of
questionnaires in some hotels.

The questionnaires were collected mainly live, with the distribution in Jewish
areas of Thessaloniki, and areas of cultural interest for tourists coming from Israel,
but also in hotels in the city. Of the 93 questionnaires, 67 were answered in person.
The remaining 26 questionnaires were answered through the “Trip advisor” platform
by tourists who had recently visited Thessaloniki and had been sent the relevant
questionnaire. This method was deemed necessary to complete a sufficient number
of questionnaires. All the answers to the 93 questionnaires collected were recorded
in the online questionnaire of “Google Forms,”

8 Results and Discussion

In terms of demographic characteristics, 40.9% of respondents were men, while
59.1% were women. The survey showed that the majority of Israeli tourists were
mostly over 45 years old. In particular, 79.6% belong to the ages over 45 years. This
may be due to the fact that these tourists had more cultural interests, in contrast to
the younger tourists who visit Thessaloniki mainly in the summer more for the sea
and entertainment (Table 1).

In termsof theprofession, the researchhas shown that therewas avery largedisper-
sion. Most respondents were private employees (25.8%), self-employed (15.1%),

Table 1 Age groups of
Israeli tourists participating in
the survey

Age groups %

18–24 2.2

25–34 8.6

35–44 9.7

45–54 30.1

55–64 34.4

65–74 12.9

75 2.2

100.0

Source Research results
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Table 2 Occupation of
Israeli tourists participating in
the research

Occupation %

Private employee 25.8

Retired 15.1

Freelance 15.1

Educational 14.0

State employee 10.8

Business executive 8.6

Businessman 6.5

College student 2.2

Housekeeping 2.2

Unemployed 0.0

100.0

Source Research results

retirees (15.1%), teachers (14%), and civil servants (10.8%), while none of them
were unemployed (Table 2).

The highest level of education is considered very important for the profile of
Israeli tourists, where according to their answers 74.2% had a University degree,
Master or a Ph.D (Table 3).

The vast majority of the sample of tourists from Israel at a rate of 87.1% visited
Thessaloniki for the first time, about 3.2% had come once in the past, 7.5% had come
2–3 times, and only 2.2% visited Thessaloniki four or five times in the past.

Regarding the length of stay, 82.8% answered that they spent 3–7 nights, proving
that the city ofThessaloniki is not for the tourists from Israel a “city break” destination
of one or two nights (Table 4).

During their stay in Thessaloniki, Israeli tourists prefer hotels, especially those
of 3, 4, and 5 stars at a rate of 71%. Another 23.7% of travelers spent the night
in “Airbnb” type accommodation, while a small percentage, of the order of 2.2%,
stayed with relatives and friends in Thessaloniki (Table 5).

One of the most important findings of the survey was the majority of respondents
at 95.7%answered that they organized their travel to Thessloniki themselves and only

Table 3 Level of education
of Israeli tourists participating
in the research

Level of education %

Secondary school 8.6

College 17.2

University 39.8

Master degree 30.1

Ph.D.—postdoctoral 4.3

100.0

Source Research results
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Table 4 Nights of spend of
tourist from Israel
participating in the research

Nights of spent in Thessaloniki %

1 night 6.5

2 nights 10.8

3 nights 49.5

4–7 nights 33.3

100.0

Source Research results

Table 5 Type of
accommodation of tourist
from Israel participating in
the research

Type of accommodation %

1–2 star hotels 3.2

3 star hotels 34.4

4 star hotels 23.7

5 star hotels 12.9

Airbnb 23.7

Friends and relatives 2.2

100.0

Source Research results

4.3% through a travel agency and only 7.5% travel in groups. This demonstrates the
very low degree of mass organized tourism of tourists from Israel, excluding the
summer season.

Regarding their main motivation, almost the half of the visitors (48.4%) answered
that they came for entertainment and fun, while a large percentage (30.1%) answered
that they came for cultural and 6.5% for religious motives. Also about 6.5% stated
that the purpose of their trip was to visit friends and relatives, demonstrating family
ties with the city of Thessaloniki (Table 6).

It was interesting to record the activities during the stay. Thus, the majority
(81.7%) answered that they visited museums or monuments, despite the fact that the

Table 6 Motivation factors
of Israeli tourists for visiting
Thessaloniki

The main motives for visiting Thessaloniki %

For leisure and fun 48.4

For cultural motives 30.1

For religious motives 6.5

For shopping, browsing and having fun 6.5

For visiting relatives and friends 6.5

For business motives 2.2

100.0

Source Research results
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Table 7 Activities of tourist
from Israel during the visit in
Thessaloniki

Visits to monuments—museums 81.7%

Tours—excursions 49.5%

Shopping 41.9%

Participation in cultural events 18.3%

Recreational activities (Fun) 11.8%

Educational activities 4.3%

Professional activities 2.2%

Source Research results

main motive for their visit to Thessaloniki was not culture. Also, a large percentage
(49.5%) answered that they participated in tours and excursions; while 41.9% of trav-
elers answered that during their stay, they did shopping or shopping. Thessaloniki is
convenient for excursions to nearby areas, such as Chaklidiki, the Mount Athos, and
the Archeological site of Vergina (the Tombs of the Macedonian Kings) (Table 7).

The Jewish monuments with the most visits by tourists from Israel are the
museum of Jewish history, the synagogue of the Monasteriotes, the synagogue of
Yad Lezikaron, the Holocaust Memorial, the Modiano market, and the Old Railway
Station Thessaloniki. Note that based on the survey responses, tourists visited at least
3.3 points of Jewish interest on average (Table 8).

Also, 86% of respondents said that they visited the “White Tower,” which is the
landmark of the city, while more than half (59.1%) said that they visited the port
of Thessaloniki. Tourists also visited an average of 3.3 places of cultural interest, in
addition to Jewish cultural elements.

Table 8 Visited Jewish
cultural point of interest in
Thessaloniki by the tourist
from Israel

Museum of Jewish history 69.9%

Monasteriotes’ Synagogue 32.3%

Jad Lezicaron Synagogue 32.3%

Holocaust memorial 28.0%

Old railway station 26.9%

Modiano 26.9%

Joshua Abraham Salem Synagogue 19.4%

Old Jewish cemetery 18.3%

New Jewish cemetery 11.8%

Casa Bianca 10.8%

Villa Allatini 9.7%

Villa Modiano 8.6%

Saul’s gallery 4.3%

Allatini Mills 4.3%

Source Research results
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Table 9 Visited additional
cultural sites in Thessaloniki
by the tourist from Israel

White Tower 86.0%

Port of Thessaloniki 59.1%

Rotonda 35.5%

Castles 31.2%

Church of Hagia Sophia 24.7%

Church of St. Demetrios 22.6%

Byzantine Museum 22.6%

Archeological Museum 22.6%

Source Research results

Recording the visits of tourists, it was found that all Israelis (100%) and regardless
of the purpose of the journey, they visited places of cultural interest in Thessaloniki
during their stay (Table 9).

It should be noted that the tourists from Israel, for their local tours in Thessaloniki,
used the bus only 9.7%, while 26.9% used the taxi. Also 22.6% rented a car, while
the largest percentage 40.9% moved mainly by foot.

Finally, regarding the evaluation of Thessaloniki as a tourist cultural destination,
some specific statements were made, presented in Table 10, for which the degree of
agreement or disagreement was requested.

Table 10 Evaluation of Thessaloniki as a cultural destination by the tourist from Israel

Strongly
agree (%)

Strongly
agree (%)

Neutral (%) Disagree
(%)

Strongly
disagree (%)

Grad 1–5

It is one
important
destination
for cultural
tourism in
Greece

35.5 40.9 19.4 4.3 0.0 4.07

There are
plenty of
important
cultural
resources

23.7 53.8 20.4 2.2 0.0 3.99

It is organized
sufficiently
(in services
and
information)
so that is
offered for
cultural
tourism

9.7 38.7 45.2 5.4 1.1 3.51

Source Research results
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Table 11 Recommendation of Thessaloniki as a cultural destination by the tourist from Israel

Yes (%) Maybe (%) No (%)

Would you visit Thessaloniki for cultural tourism in the future? 68.8 24.7 6.5

Would you recommend Thessaloniki for cultural tourism? 88.2 9.7 2.2

Source Research results

About 76.3% of Isreli tourists agree that Thessaloniki is an important destination
for cultural tourism in Greece. Also 77.4% agree that Thessaloniki has many and
important cultural resources. On the contrary, only 48.39% agree that it is sufficiently
organized, in terms of services and information for cultural tourism. Thus, demon-
strate the fact that Thessaloniki has further prospects for improvement as a cultural
destination.

The majority of Israeli tourists (88.2%) would recommend Thessaloniki as a
cultural destination. They themselves are highly satisfied with the destination Thes-
saloniki, and there is a high probability of repeating a journey in the future (Table
11).

9 Conclusions

Thessaloniki was a city in which the Israeli community had a significant presence,
both in population and in the economic activity of the city. The result of this long-
standing presence is that there are still many cultural and religious monuments today.
It is not surprising that Thessaloniki is a popular tourist destination for Israelis,
showing a significant increase after 2016, ranking Israelis in first place of the foreign
traveler’s overnights in the city.

The primary survey carried out between November 2019 and March 2020 in
Thessaloniki revealed significant findings, such as the fact that about 80% of Israeli
tourists are over 45–74 years old. It was also confirmed the fact that cultural tourists
are highly educated, as 74.2% of the Israeli tourist in Thessaloniki had a university
degree, a Master or a Ph.D.

It is also important that 95.7% of the city’s visitors from Israel organized the trip
themselves and that only 7.5% travel in groups. This fact gives great prospects for the
development of organized tourism between Israel and Thessaloniki. Also important
is the fact that according to the length of stay, Thessaloniki is not a short city break
station, but 83% of visitors spend 3–7 days in Thessaloniki.

It is noteworthy that while only 36.3% stated that culture and religion were
the main motivation for visiting Thessaloniki, all tourist (100%) made visits to
monuments and museums. Consequently, tourists from Israel can be characterized
as “purposeful cultural tourist” and “sightseeing cultural tourist,” according to the
classification of McKercher and Du Cros (2002).
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It should also be noted that Israeli tourists are a combination of cultural heritage
and religious heritage tourists, making it difficult to separate the two interest groups.

The intense interest stems from the fact that tourists from Israel, regardless of the
travel motivation, visited on average at least 3.3 points of Jewish cultural or religious
interest and at least another 3.3 sites of general cultural interest.

Although the visitors were very satisfied with their visit to Thessaloniki, the
evaluation of cultural tourism services and information was rated 3.5 out of 5, which
shows that there are opportunities for improvement.

In particular, 54% of the tourist suggested the creation of a network for the promo-
tion and the information for the tourists who are interested in cultural monuments.
About 44% suggested “Organizing cultural events with the active participation of
tourists” and 43% suggested to “Creating a strategy plan to connect the cultural
tourism to alternative forms of tourism.”

In the recommendations of the tourists in a percentage of 50% was to “Creating
lines of transportation that they allowmoving to all culturalmonuments.” It should be
noted that the public bus transportation in Thessaloniki offers two cultural and tourist
lines (Line 50 and Line 22), which the visitors probably did not know, and therefore,
more effective measures should be taken to inform the visitors of Thessaloniki.

The results of the research showed that there is great potential for the organization
and promotion of tourist cultural packages for Thessaloniki. In this direction, the
increase of direct flights between Thessaloniki and Israel is required. In the same
context, the creation and promotion of joint cruise packages with stations in Israel,
Cyprus, and Greece can contribute to the further increase of travelers from Israel.

Concluding, Jewish Thessaloniki is an invisible city in the context of a modern,
developed urban environment, and it is important for it to be discovered, through
its Jewish sites and monuments. From a tourism point of view, Thessaloniki has a
lot to expect from the Israeli market and the Jewish diaspora, as the city, with the
construction of the Holocaust Museum—a project that is under study and can be a
global reference point for Jews everywhere.
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Place Attachment Genesis: The Case
of Heritage Sites and the Role
of Reenactment Performances

Simona Mălăescu

1 Introduction

The appearance and growth of the Millennials as a tourism market coincided for
a long period of time with the experiential turn in tourism (The Rise of Experi-
ential Travel. Special report, 2014; Mălăescu, 2017), the experiential tourism still
remaining the most influential trend in 2019 (Booking, 2018; Tripadvisor, 2019).
The previous “bread and butter” of the tourism industry—the X Generation—and
also their predecessors (The Boomers), already proved themselvesmore experiential-
inclined than the previous generations at their age. Two decades ago, Crouch (2002)
already noticed that firstly, tourists are bodily engaged in the sense making of their
encounters with tourism destinations and their experience are multisensorial. At the
same time, senses also play the catalytic role in place attachment’s genesis (Agapito
et al., 2013). Trying to accommodate all this psychographic changes in tourists’moti-
vation, in the case of heritage sites, in many respects, reenactment seems to be the
answer for heritage site managers. “Perhaps because of this winning combination
of imaginative play, self-improvement, intellectual enrichment, and sociality, reen-
actment is blooming” said Agnew (2004, p. 327) summing up its success. Another
added-value resides in the fact that the (re-)presentation of cultural heritage in the
forms of reenactment activities “creates a unique set of interactions between land-
scapes, local communities, tourists and heritage organisations” (Carnegie&Mccabe,
2008, p. 349) so there is no wonder that heritage managers fully promote it as a form
of live heritage interpretation.

This sensorial turn, starting in the framework of the experiential paradigm—or, as
Agapito et al. (2013) see it, as an actual embodiment paradigm—calls for revisiting
or advancing the research literature on the mechanisms through visitors from their
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place attachment (PA), than leading to visitors’ destination loyalty towards heritage
sites. Dwyer et al. (2019) pointed out that, in order to progress in the understanding
of consumer loyal behaviours, even marketing researchers shifted their focus on the
attitudinal (or emotional) aspects, and paid attention to the construct of PA.

Based on his previous empiric evidence, Lee (2009) reached the conclusion that
salient attachment antecedents vary depending on destinationswith different physical
features: antecedents like past experience, satisfaction, and tourists’ age at their first
visit along with destination attractiveness and family trip tradition were significant
predictors in the case of a particular beach area but not in the case of attachment to
the city were just the last two variable were relevant (Lee, 2001).

When we consider the role of destinations in tourist’ self-identification and their
functional attachment in the case of leisure aestival destinations compared to the
heritage sites, places of memory tourism or, at the end of the continuum, the places
for darktainment, we might realise their diversity. Park (2010) points out the fact that
it is the socio-psychological dimensions of heritage sites, not the physical assets that
make the implication of heritage crucial in a given society. Consequently, we still
need to focus on amore contextual research of the antecedents, the eventualmediators
or moderators of PA and especially, the mechanisms through which tourists form an
attachment with a place in particular with heritage sites.

Previous literature found, in the context of natural environments (Lee et al.,
2007; Gross & Brown, 2006) and also on beach tourism (Yuksel et al., 2010), that
the measure of tourists’ involvement in leisure activities could play a key role in
developing emotional attachment. We embrace the same hypothesis that, the level
of involvement in reenactment activities at heritage sites (with different levels of
engaging from being in the audience, participating in mass-reenactment events,
respectively, being a full status reenactor), could explain the variance in variables like
satisfaction, PA, place dependence, place identity or destination loyalty registered.

The literature about the importance of PA’s dimensions on tourists satisfaction,
the probability to recommend and their loyalty grew considerably (Hosany et al.,
2017; Chen & Segota, 2015, 2016; Whickam, 2000; Brocato, 2006; Lee et al., 2007;
Kyle et al., 2004a; Yuksel et al., 2010; Chen et al., 2014). Some recent contributions
in tourism loyalty literature still consider that less attention has been paid to how
tourists experience and relate to destinations (Almeida-Santana&Moreno-Gil, 2018)
although progress in researching how tourists live and experience their destinations
has been made (Dwyer et al., 2019) considering that the rate of studies published
from 2014 to 2018 on the destination/place attachment grew rapidly (12 articles in
2014, 25 in 2017 and 43 in 2018 indexed in Scopus only) (Dwyer et al., 2019).

The literature about the place attachment and its role as antecedent of destination
loyalty, focussed in the last decade, on the sunny side of tourism (recreational and
beach tourism),more consumer- or market(ing)-oriented, and overwhelmingly posi-
tive in respect of the researched emotionality tourists manifest in these destinations.
In fact, not all the experiences at a site have to be stricto-sensu positive in order to
be involved in the complex entanglement of individual’s attachment to places, but
the empiric support in literature is still unbalanced. As Manzo (2005) stressed out,
attachment to the environment is not always positive. Biran and Buda (2018) pointed
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out the fact that in the case of sites like Gallipoli (Osbaldiston and Petray, 2011) the
collective performance transforms the sense of horror, fear and isolation into feelings
of patriotism and collective effervescence. There is more to be understood on the
“deep links with the felt world, especially with the other-than-conscious, more-than-
human, and hardly representable affective facets of experience” (Martini & Buda,
2018, p. 9) of the dark side of tourism, as the authors traces in their recommenda-
tions for future theoretical development. The concept of place affect that Halpenny
(2010) derived from the environmental psychology was used in order to describe
both positive and negative emotions of visitors towards a place. Although used in
the previous literature as a sub-dimension of PA (Halpenny, 2010; Ramkissoon &
Mavondo, 2015), Halpenny (2010)‘s concept of place affect did not registered the
expected echo on the more recent, more inclusive, models of PA as it shows the
meta-analysis of the frameworks proposed in literature (Dwyer et al., 2019).

Considering the stated context, the issues this paper aim to address are: extending
the nature of empirical contexts from which place attachment studies bring evidence
to the heritage sites, balance the valence of emotionality, and finally, exploring and
understanding the implications of reenactment activities in PA genesis in the case
of tourists at heritage sites—considering the key role of their involvement in leisure
activities in this genesis (Lee et al., 2007; Gross & Brown, 2006; Yuksel et al., 2010).

2 From the Bidimensional Sense of Place to the Six
Dimensions Place Attachment Models

Visitors form on the long term, an emotional bond with some places they visit,
no matter how short the visit, and sometimes even prior to their visit (Chen et al.,
2014). The first concept pertaining to the individual–place relationship was sense
of place (Low & Altman, 1992; Chen et al. 2014). Chen et al. (2014, pp. 324–325)
conceptualised it as composed of two different aspects: the relation to a place—
the typology of relationship people can have with a place (in terms of how this
relationship is formed) and the place attachment seen as the degree of attachment
(the depth) and types of attachments in terms of the psychological changes that the
relationship with a place could determine on the individual.

Models on PA conceptualised it early as a twofold construct: physical attachment
and social or based on interpersonal relationships developed within its environmental
framework (Williams et al., 1992; Brocato, 2006). Soon, the affective component
of attachment regained its undisputable place (Kyle et al., 2004b; Kyle, Graefe &
Manning, 2005; Yuksel et al., 2010) under the concept of affective attachment (Kyle
et al., 2004b). The recognition of the PA distinct cognitive component became more
prominent. Place identity (PI) is described as a component of self-identity including
beliefs about one’s relationship with the place (Jorgensen & Stedman, 2006). Other
works, building on the existent literature, underlines the symbolic importance of PI,
as emotional attachment, the place sawas a “repository for emotions and relationships
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that give meaning and purpose to life” (Williams & Vaske, 2003, p.831). Whickam
(2000) emphasised the emotional dynamic of the contribution of being at a particular
place in self defining, and the fact that in return, the identification with a place, and
belonging to that particular place could reinforce positive appraisal of the destination.

From the three dimensions of PA (Chen et al., 2014; Yuksel et al., 2010; Dwyer
et al., 2019), PI is definitely the component more vulnerable to modifications during
visits at a heritage site, considering its role in self-identity definition, especially in
helping an individual define his/her social identity (Proshansky et al., 1983).

A destination also plays a functional role during tourists’ stay based on its capacity
to provide conditions and features to support specific activities or goals (Williams
& Vaske, 2003) called functional attachment (Stokols & Shumaker, 1981; Williams
& Roggenbuck, 1989) or place dependence (Yuksel et al., 2010; Chen et al., 2014).
In this study, we embraced the previous conceptualisations of functional attachment
(FA) as a setting for reenactment activities and its large spectrum of perceived instru-
mental roles in the personal motivation of visitors: from cultural and educational
role (Howard, 2003; Cook, 2004) to the perceived patriotic feelings enhancement or,
respectively, perceived role in national identity affirmation of reenactment activities
(Park, 2010; Popa, 2016). However, our perspective on the case of heritage sites
with a reputation of reenactment festivals is that a nuance imposes itself to their
conceptualisation based on elements from the transactional perspective, suggesting
that visitors evaluate places against alternatives, according to how well those places
meet their functional needs (Brocato, 2006; Yuksel et al., 2010). If visitors at heritage
sites are motivated by the historical significance for their social group or their nation,
the process of evaluation of competitive sites could not take place.

Summing up the existent literature on the relation of individual with a place,
Chen et al. (2014) defined the structure of the first component of sense of a place
as biographical, spiritual, ideological, narrative, commodified and dependent type
of relationship, and that PA could accommodate the type of place identity, place
dependence, affective attachment, social bonding, place memory and place expecta-
tion (Chen et al., 2014, p. 325). However, as Dwyer et al. (2019) observed in their
recent meta-analysis of the models on PA, most research embraced a bidimensional
conceptualisation of PA (PI and PD).

A large body of literature brought evidence that PA proved to be also a predictor
of destination loyalty (Brocato, 2006; Alexandris et al. 2006; Yuksel et al., 2010).
The impact of PA on cognitive and affective loyalty was empirically tested (Yuksel
et al., 2010).

When visiting heritage sites during reenactment festivals, tourists benefit from the
collective-experienced recollection of crucial moments in history such as moment-
by-moment reenactment of historic landmark events. In the light of previous litera-
ture, there is theoretically reasonable grounds to consider the role of reenactment
activities at particular heritage sites as a key point in understanding how visi-
tors engage with heritage sites and forge their PA through PI and PD. Consistent
with previous perspectives on individual’s social identification theories and group
dynamics providing us with the subscales on measuring the in-group social iden-
tification strength (Stephan & Stephan, 1993), we interrogate about the possibility
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that the differences registered by visitors of sites relevant for their national history,
in their level of involvement manifested during the trip and the variance of PA they
develop, might be explained by personal pre-trip variables like the national in-group
identification strength (NIIS) or, in other heritage sites, their cultural or regional
in-group identification strength (RIIS). We argue that pre-trip individual variables
should be explored in studying themechanism of PA’ genesis at heritage sites, people
varying in their beliefs or level of affects towards their origins or, respectively, their
in-group heritage social-defining landmarks.

3 Methodology

In this exploratory study, we surveyed 258 visitors and participants to reenact-
ment events in 20 different tourism destinations in Romania, the majority of them
presenting a historical and cultural heritage as a part of their tourism resources from
different historical periods (fromAntiquity,Middle Age to the beginning of Romania
as a modern state). As a part of a broad research, we used a quantitative–qualita-
tive approach based on questionnaires with closed and open-ended items, interviews
and participant observation. In assessing NIIS and RIIS, we have adapted the in-
group social identification subscale proposed by Stephan & Stephan (1993) based
on Integrated Threat Theory. In regard of place attachment and its components, we
used the same conceptualisation and instruments utilised by Yuksel et al. (2010) and
their predecessors (Williams & Vaske, 2003 with modifications by Alexandris et al.,
2006). In the correlational and multiple regression analysis, apart from surveying
visitors and audience in several historical periods for statistic control, in the case
of the same tourism destination like, for example, Alba Iulia—“The Romanians’
Mecca” as the website of Union Museum (2020) labelled it, we were collecting
data about visiting and assisting reenactment events reenacting antiquity period and
other local events (like the celebration of town’s days) and compared them with data
collected on the mass-reenactment event held in 1 December 2018 (the National Day
and the celebration of the first Centenary of Romania) (Fig. 1).

4 Results and Discussions

In our convenience sample, 57.3% of the visitors considered the reenactment activity
an attraction in itself, and 10.8% responded that their majority of visits in that loca-
tion are motivated by the reenactment representations, but not exclusively. Another
8.9% of the respondents appreciated that in the absence of the reenactment repre-
sentations, they would not visited that particular destination, despite the various
tourism resources the 20 destinations surveyed presented. Data led us to reflect
on the possibility that heritage sites holding reenactment festivals benefit from the
presence of reenactment’s enthusiasts that otherwise will not register as a target
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Fig. 1 Reenactment of the Battle of Romans with Dacians and Sarmatians at “Apullum”
Reenactment Festival (Alba Iulia, Romania)

tourists of heritage sites and calls for the necessity to explore the role of reenactment.
Corroborating data with previous literature, we advanced the hypothesis that tourists’
motivation to involve in exploring a heritage site through reenactment moments,
their emotions and affects during their trip and their ulterior PA with destinations
presenting heritage with particular significance for them, could be moderated or
mediated, depending on their pre-trip personal characteristics, by their expectancies
to feel a certain experience through reenactment activities, to fulfil some intraper-
sonal functions (Steiner & Reisinger, 2006) or just their personal quests for authentic
existential experiences (Wang, 1999; Kim & Jamal, 2007).

Initially, at the level of the entire sample, the correlational analysis showed rather
low indexes of correlation between the level of the identification of the heritage site
as a reenactment destination and the perceived instrumental role of reenactment in
enhancing subjects’ patriotic feelings (PIRRPF)—0.49 or the perceived role of reen-
actment to the enhancement of national identity affirmation (PIRRNIA)—0.27). Also
the indexes between PIRRNIA and the independent motivation to visit the heritage
site (0.24) or place attachment (0.23), respectively, place identity (0.22) registered
smaller values. However, by splitting the sample in subsamples, for a particular
subsample, the indexes increased significantly. We have split the sample in three
categories: respondents visiting Alba Iulia during the Celebration of National Day
(S1), respondents visiting Alba Iulia during other events (S2), respectively, respon-
dents visiting other destinations known for their reenactment activities (S3). In the S2,
the correlation of PIRRNIA with place identity registered was 0.80, and the correla-
tion with the identification of the destination with a reenactment activity destination
was 0.74. The increased correlation index between PIRRNIA and place identity is
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consistentwith the previousmodel ofChen et al. (2014)where place expectation “can
either strengthen or weaken the individual–place bond, and it can change according
to the information update of the expected activities or events” (Chen et al., 2014,
p. 328). In both samples of Alba Iulia visitors, the correlation between PIRRPF and
the degree of perception of this destination as a destination for reenactment was
significant at 0.01 (0.43 in S1 and 0.49 in S2).

Although our aim was not to revisit the models on place attachment, we use
regression analysis to explore to which extent, the variance of AA and PI could
be explained by some predictor variables related to reenactment and its perceived
instrumental role in the tourism experience at destination in general (Table 1).

With statistical indexes varying in amplitude between subsamples, variables like
reenactment motivation strength to visit a destination, the strength of the identifi-
cation of the destination with reenactment activities, PIRRPF and/or RIIS/PIRNIA
were retained by the model due to their explanatory power and explained a sizeable
part of the criteria variable’s variance (Table 1). In the case of AA, these variables
related to reenactment along with independent motivation to visit predicted almost
half of its variance. In PI’s case, the identification of the destination as a reenactment
destination strength, reenactment motivation’ strength, PIRRPF, and independent
motivation explained up to 80% of the predicted variable.

Considering the results of the correlation and regression analysis, the implica-
tion of pre-trip personal factors like NIIS and RIIS in explaining PA’s dimensions,
we explored forward the role of reenactment in PA’s component genesis and the
possibility that the impact of personal factors, like NIIS, on affective attachment for
that destination, could be actually partially mediated—as Baron and Kenny (1986)
described the mediation model—by PIRRPF (Fig. 3). Similarly, the impact of the
level of destination’ identification as a reenactment destination on place identity
(Fig. 2) could be partially mediated by the perceived role of reenactment in national
identity affirmation. In a larger context, as relevant as it might seems the level of NIIS
of visitors for the components of PA in the case of Alba Iulia destination, the model
that could explain the differences in PI’s genesis and emotions this destination elicits
in visitors (participating or not participating in reenactment events) and furthermore,
attachment formation might be its cognitive–emotional functionality in maintaining,
on one hand individual’s intrapersonal authenticity of the self, through PI, and on
the other hand, its affective component could also be dependent on the emotional
functionality attached to the experiences proposed in the destination at least in the
case of heritage sites as opposed to the case of leisure-centred destinations.

The results in the fore-mentioned mediation relationship are consistent with the
mediation model considering that: (1) predictors are associated with the poten-
tial mediator and also with the outcome variable; (2) after controlling the effect
of the mediator, the impact of the predicting variable on the outcome variable
decreased.Mediation’s direction (e.g. if, for example, reenactment’s relevant variable
mediate the effect on place attachment) was determined by comparing the relative
modification of the estimated parameters.

Obtaining different results on subsamples differing in their connection of the desti-
nationwith the national history, hence their significance and relevance for visitors are
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Fig. 2 Model of destination identification with reenactment destination’s impact on place identity
partially mediated by reenactment’s perceived instrumental role in the national identity affirmation.
(Thevalues represent estimated standardised coefficients. Thevalues above line reflect bivariate rela-
tionships; the values below reflect multivariate regression coefficients estimated for each predictor.
All relationships are significant (at p ≤ 0.001. ))

Fig. 3 Model of national in-group identity strength’s impact on affective attachment mediated
by reenactment perceived instrumental role in the enhancement of patriotic feelings. (The values
represent estimated standardised coefficients. The values above line reflect bivariate relation-
ships, the values below reflect multivariate regression coefficients estimated for each predictor.
All relationships are significant (at p ≤ 0.001))

consistent with the hypothesis that on the research context of heritage tourism sites,
not all the destinations confirm the transactional perspective on functional attachment
(Brocato, 2006; Yuksel et al., 2010) depending on functionality and personal signif-
icance of the destination. If visitors at heritage sites are motivated by the historical
significance for their social group or their nation (as in the case of tourists visiting
Alba Iulia), the process of evaluation of competitive sites is unlikely to take place. In
the case of visitors declaring that they have not visited the destination in the absence
of reenactment events (8.9%); hence the case of heritage sites with a reputation of
reenactment festivals, the transactional perspective of considering the alternatives
most likely is still undergoing. Other functionalities of the later destinations, like the
reenactment events for “The Booze and Bash Brigade” where reenactors just enjoy
a weekend where they get into fights and drink rather excessively (Howard, 2003)
can be fulfilled by any reenactment destination which, again, put the likelihood of
this evaluation process on the table.
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5 Conclusion

Exploring the place attachment theories on the Romanian heritage sites research
context—where reenactment activities are frequently the main attraction and ingre-
dient in celebratory contexts—revealed the fact that the role of reenactment activities
in this experiential era of tourists’ motivation might play a more central role than
tourism research literature gave it credit so far. First of all, it led us to reflect on the
possibility that heritage sites holding reenactment festivals benefit from the pres-
ence of reenactment’s enthusiasts that otherwise will not register as a target tourists
of heritage sites. Also, tourists’ place attachement towards destinations presenting
heritage with particular significance for them, could be mediated or moderated by
factors like their expectancies to feel a certain experience, a particular emotion
(enhanced patriotic feelings, enhancement of national identity affirmation), and in
that process, the reenactment activities could play nowadays a very important role
opposite to the “dead heritage interpretation” era of tourism at heritage sites as
Howard (2003, p. 260) so plastically labelled.

Our results revealing an increased correlation between tourists’ expectation to
enhance their national identity affirmation during reenactment activities and place
identity are consistent with the previous model of Chen et al. (2014) where place
expectation “can either strengthen or weaken the individual–place bond, and it can
change according to the informationupdate of the expected activities or events” (Chen
et al., 2014, p. 328), in our case the absence/presence of reenactment performances.
Findings also point in the direction that place expectation is a different dimension of
place attachment than place identity (Chen et al., 2014).

Using different subsamples gave us also the opportunity to explore the possi-
bility that the relation between personal factors and PA formation could not be as
linear and as strong as it might appear in the case of destinations strongly connected
with national history and personal NIIS (considering the fact that we obtained similar
results on the subsample of other tourism destination hosting reenactment activities).
Sometimes, the expectation to feel a certain patriotic feeling through reenactment
activities is destination-independent and it might be more strongly connected with
reenactment activities per se. In this direction, on the Romanian context, previous
literature pointed out the fact that the (negative) extreme of this continuum—the
nationalist exultation through reenactment is more connected with the Antiquity
than with the modern history of Romania (Popa, 2016). Also, the difference in
results obtained, depending on the sample destination’s significance, sustains the
hypothesis, that place dependence in the context of heritage sites hosting reenact-
ment events, depends on the strength of the identification of the tourism heritage site
as a reenactment destination and several personal pre-trip variables relevant for their
choice to visit. Future studies would bring more evidence on this perspective.
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Conditions for Creating Business
Tourism Offers and the Regional
Potential in Poland

Ewa Lipianin-Zontek and Zbigniew Zontek

1 Introduction

Business tourism is one of the dynamically developing forms of tourism in Poland in
recent years. Lately, this type of tourism has been one of the most payable forms of
tourism. Development of business tourism depends on many exogenous and endoge-
nous factors. This paper is focused on some external factors, those related to a tourism
destination.

Results shownherein refer to the tourismmarket in Poland.According to theworld
travel and tourism council (WTTC, 2020), contribution of travel and tourism in the
gross domestic product has reached 4.7%, and it increased by 4% in comparison
to 2018. Among all employed people in Poland, this sector constitutes 5% of total
employment. The key factor affecting the tourism is the level of capital investments.
Investments in traveling and tourism in 2016 accounted for 3.5% of total investments
in Poland (WTTC, 2017, 5). Regarding the travel and tourism competitiveness index
(TTCI) for 2019, the World Economic Forum (2019) ranked Poland 42nd of 140
countries. A significant improvement can be noticed when compared to the corre-
sponding ranking from 2013, in which Poland was ranked 47th (World Economic
Forum, 2013). When analyzed via the different sub-indexes, there are wide varia-
tions, Poland has a relatively high rank in “health and hygiene” (24th place) and 28th
place in “cultural resources and business travel” (World Economic Forum, 2013,
31). Analyzing the dimensions which underlie this sub-index, Poland was rated high
(19th place) in the dimension of the “number of international association meetings.”
However, it holds lower places in other sub-indexes, for example, “prioritization of
travel and tourism” (58th place) and 81st place in “environmental sustainability”
(World Economic Forum, 2019).
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2 Literature Review

2.1 Destination Product as the Basis for Creating Business
Tourism Products

The concept of destination is ambiguous and defined differently. Identification of
its meaning contents includes some complex approach, expressed in the integration
of different trends including geographical, economical, sociological and cultural
approach (Buhalis, 2000; Gunn, 1994; Inskeep, 1994; Middleton & Hawkins, 1998;
Page, 2005). The destination shall be then defined as a social-geographical system
and managerial structure constituting a coherent, limited whole of a certain spec-
ification. According to UNWTO (2019), a local tourism destination is a physical
space, in which a visitor spends at least one night. This space includes some tourism
products, such as support services, attractions and tourist reserves. It has some phys-
ical and administrative borders that determine management, image and perception
determining themarket competitiveness. Local tourism destinations involve a variety
of entities, including hosting community, which may form some slots and networks
forming larger sites. By accepting such interpretation of a term “destination,” not only
its key values important for tourists are indicated (e.g., cultural, historical or natural
heritage) but also tourist services, quality of environment and other aspects creating
the entire offer and constituting the sum of experiences for recipients (Ashworth
et al., 2012, p. 277).

The said destinations offer a combination of co-branded products and services.
Harris and Leiper (1995, p. 87) explain that the destinations are places where people
travel to and where they decide to stay for some time in order to experience some
features or a certain type of attractions. Gomezelj and Michalič (2008) indicate a
significantmeaning of competitiveness in the scope of a tourismdestination. Compet-
itive dominance may be achieved when a general attractiveness of a tourist site
exceeds the attractiveness of some alternative destinations that are open for potential
tourists.

The regional product may be formed by a region, city or by each single element of
the destination that determines the consumer’s choice related to the direction of travel.
Cooper et al. (1998) define destination as a concentration of objects and services
designed for the purpose of meeting the tourists’ needs. According to Saraniemi and
Kylänen (2011), a tourismdestination is one of the key conception of institutionalized
tourism. Middleton and Hawkins (1998, p. 88) have shown that a tourism product
related to the place of stay is the one which includes complex experience (sum of
impressions and experiences) of a tourist from the moment he/she leaves their home
to themoment it comes back. It is thus a combination of the followingmain elements:
tourism development in a target place, accessibility, provided tourism services and
some supporting products.

A destination tourism product is a combination of many factors which very often
include a synergy effect. Buhalis (2000) captured this concept in the form of the 6A
model, including attractions (natural, created by a man, artificial, purpose-forming
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heritage, special events); accessibility (system of transport which includes roads,
terminals and vehicles); amenities (accommodation and catering facilities, retail
sales, other tourism services); available packages (pre-arranged packages by inter-
mediaries and principals); activities (all actions available within the destination and
activities taken by tourists during their stay); ancillary services: services used by
tourists (banks, post offices, hospitals, etc.).

The regional product may be formed by various elements which are adequately
combined with each other and thus create a package of some material goods and
services, meeting the expectations and needs of tourists who are ready to pay the
determined price for them.Acoherent image of a tourismdestination forms a basis for
creating some attractive business tourismproducts. The condition of business tourism
in a destination depends on the tourism attractiveness of that destination. The said
attractiveness shall be regarded as the force of attraction of a certain place, object
or phenomenon. The degree of attractiveness of a tourism destination is influenced
by many factors. A primary force for the formation and development of tourism in
an area, is the quality and quantity of the natural environment including the levels
of environmental pollution. Existing tourism development is also important, with
accessibility, communication and appropriate mobility tools being key points for
tourists, during their stay in the region.

2.2 Competitiveness of a Tourism Destination as a Premise
for the Development of Business Tourism

Business tourism shall be defined as all travels of which purpose is closely related
to work or interests of travelers. Davidson and Cope (2003) define the business
tourismas an activitywith a certain degree of freedom,most frequently as non-routine
work activities, frequently carried out in a group. One may distinguish the following
forms of business tourism: conferences, congresses, fairs, consumer parties, incentive
events, integration trips, company meetings, trainings and various business trips.
Business tourism is defined in the documents as the MICE (Meetings, Incentives,
Conventions, Exhibitions) industry.

The significance of business tourism for economy is determined by its following,
key features: focus on the high standard of tourist services (Bedradina &
Nezdoyminov, 2019), lower sensitivity to the price level (Dominique-Ferreira et al.,
2016) as well as definitely lower seasonality (Martin et al., 2019).

Competitiveness between tourism destinations and their products on domestic
or foreign markets is a significant issue related to the creation of business tourism
products (Fyall, 2019). As indicated by Brent et al. (2000, p. 6), competitiveness
of destination has some significant consequences for the tourism industry and thus
should be regarded as an important aspect for practitioners and decision makers. A
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competitive dominance of the destination may be achieved when a general attrac-
tiveness of a tourist site exceeds the attractiveness of some alternative destinations
that are open for their potential guests (Gomezelj & Mihalič, 2008).

The main criteria for competitiveness of the destination is its potential formed by
two groups of competitiveness factors (Enright & Newton, 2004). The first group
includes so-called attractors, i.e., the key factors in building the attractiveness of a
destination: dedicated tourist attractions, visual attractiveness, popular landmarks,
interesting architecture, cultural variety, special events, festivals, climate, remarkable
history, museums and galleries, gastronomy and safety. The second group of compet-
itiveness factors includes general business elements: input elements (internal trans-
port base and infrastructure, communication devices, staff qualifications, information
accessibility, local management skills, financial system, geographical location, tech-
nological development, expenses for personnel, expenses for properties and others),
industrial and consumer demand, competitiveness and cooperation between enter-
prises, trade and regional cooperation, internal organization and strategies, social
structures, institutions and agenda as well as the market ties and tourism business
structure (Enright & Newton, 2004).

Koo et al. (2016) have distinguished between comparative advantages and compet-
itive advantageswithin the competitiveness analysis. Comparative advantages are the
available reserves, their maintenance and development. Key reserves and attractors
include form, culture, history and tourism development. Competitive advantages
include the ability to allocate, use and manage resources. The authors include the
following reserves in the key reserves for creating the competitiveness dominance:
market relations, combination of activities and special events. Results of studies
performed by Knežević et al. (2016) indicate the diversification of the determinant of
the competitiveness of destinations due to the degree of economic development. The
main determinants driving competitiveness in developing countries are as follows:
tourism infrastructure and destination management, whereas in the developed coun-
tries, the competitiveness of the destination depends on the destination management
and economic conditions, such as the general infrastructure, macro environment and
business environment.

Due to complexity of the issue of competitiveness of tourism destinations and the
high competitiveness of destinations attractive for business tourism, it is necessary
to skillfully respond to the changing level of expectations on the market.

3 Methodology

The purpose of the conducted studies was the analysis of the business tourism poten-
tial in Poland. The analysis has been conducted on the basis of new statistics of the
Polish Central Statistical Office concerning “tourist accommodation establishments
equipped with conference facilities” (Central Statistical Office, 2017) and other data
constituting stimulants for business tourism in Poland (Central Statistical Office,
2017). On the basis of the collected data, the components of the tourism potential
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have been specified, on the basis of which the business tourism products in Poland
can be developed.

The structure of the hotel industry in Poland is quite diverse. According to official
data, in the 1st quarter of 2019, the accommodation services were provided by 11,251
entitles in Poland. The aforementioned number included 4229 hotels what constitutes
39.4%of thewhole classified accommodation base. The entities particularly designed
for the provision of business tourism services are four- or five- stars hotels of which
number amounts to 494, and it constitutes 11.7% in the hotel structure (Central
Statistical Office, 2019).

The statistical analysis has been done on the basis of the Hellwig’s (1968) method
and the technique for order preference by similarity ideal solution method (TOPSIS)
derived from it. In both cases, the following terminology has been adopted:m-number
of objects (regions in Poland); n-number of features having the stimulant or destim-
ulant character of business tourism. Both methods have been described by Hwang
and Yoon (1981). Using the values of appropriate synthetic measures, these methods
allow for a linear ordering of individual surveyed regions in terms of the potential
of business tourism. Then, the results were compared with the corresponding values
of the density and intensity of tourist traffic according to Schneider. The research
procedure was created and used by Synówka-Bejenka (2017).

Using the Hellwig’s method, a taxonomic measure of development d H
i was deter-

mined, taking values from the range [0, 1], where 0 was the smallest and 1 was the
most similar to the development pattern. The TOPSIS method was in turn used for
indicating the synthetic factor dT

i which determines the tourism potential in partic-
ular regions. The values accepted by the factor also fell within the range [0,1], where
0 meant the lowest and 1 the largest tourism potential.

The strength of interdependence of both rankings based on the above measures
was analyzed by using the correlation factor of the Spearman’s rank correlation
coefficient rs which adopts values from the range [−1, 1] and is expressed by the
following formula:

rs = 1 − 6
∑m

i=1 oi

m
(
m2 − 1

)

oi-difference between the places in both rankings occupied by the ith region.
According to the assumption, the increasing consistency of orderings resulting

from the methods used in the study was assigned to the correlation coefficient values
that were closer to 1.
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3.1 The Hellwig’s Method

(a) Standardization of variables

Zi j = xi j − x j

s j

i = 1, 2, …,m
j = 1, 2,…, n

(b) Determining the value of the development pattern

z+
j =

⎧
⎨

⎩

max
i

{
zi j

}

min
i

{
zi j

}

max = variableXj is the stimulant.
min = variableXj is the destimulant.

(c) Determining the distance of Euclidean objects from the development pattern

d+
i =

√
√
√
√

n∑

j=1

(
zi j − z+

j

)2

i = 1, 2„…,m
j = 1, 2,…,n

(d) Determining a taxonomic measure of development

d H
i = − i+

i
−
d +2sd

where:

d = 1

m

m∑

i=1

d+
i and sd =

√
√
√
√ 1

m

m∑

i=1

(d+
i − d)2

3.2 The TOPSIS Method

(a) Normalization of variables

zi j = xi j
√∑m

i=1 x2
i j
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i = 1, 2, …,m
j = 1, 2, …,n

(b) Determination of the value of the ideal object z+ (from the Hellwig’s method)
and the anti-ideal object z

z−
j =

⎧
⎨

⎩

max
i

{
zi j

}

min
i

{
zi j

}

max
i

{
zi j

}
when variableXj is the stimulant.

min
i

{
zi j

}
when variableXj is the destimulant.

(c) Determining the distance of Euclidean objects from an ideal and non-ideal
solution

d+
i =

√∑n

j=1
(zi j − z+

j )
2 d−

i =
√∑n

j=1
(zi j − z−

j )
2

i = 1, 2,…,m
j = 1, 2,…,n

(d) Determining the synthetic index

dT
i = i−

i

i+
i + i−

i

i = 1, 2,…,m
The obtained values of both synthetic measures were used to divide the regions
(voivodeships) into four typological groups, based on the arithmetic mean and
standard deviation of these measures (Synówka-Bejenka, 2017). Scheme of
assigning a given object to a particular class based on value d H

i or dT
i (d H/T

i )

was presented in Table 1.

Table 1 Typology by the
value of the synthetic measure Measure values d H/T

i Regional tourism potential Class

d H/T
i ≥ −

d+sd Very high I

−
d+sd>d H/T

i ≥−
d High II

−
d> d H/T

i ≥−
d-sd Medium III

d H/T
i <

−
d- sd Low IV

Source Synówka-Bejenka (2017)
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4 Results

4.1 Selection of Diagnostic Variables

11 diagnostic variables have been selected for the purpose of comparative statistical
analysis, and ten of them were stimulants (variable x4 was the destimulant):

X1-number of accommodation objects with conference facilities per 100 km2.
X2-number of conference venues with a multimedia projector per 100 km2.
X3-number of conference venueswith videoconferencing equipment per 100 km2.
X4-population per one cultural object (museums, galleries, art galleries).
X5-number of conference venues with technical assistance per 100 km2.
X6-number of conference venues with a screen per 100 km2.
X7-number of conference venues with a flipchart per 100 km2.
X8-number of conference venues with a computer in the conference room per 100

km2.
X9-number of conference venues with Wi-Fi connection per 100 km2.
X10-density of municipal and poviat hard surface roads in one km per 100 km2.
X11-number of accommodation objects offering rehabilitation treatments

(massages, physiotherapy, etc.) per 100 km2.
Selection of variables has been made on the basis of analysis of significance of

particular factors for the business tourism potential and adequately high variability
coefficient. For the variables obtained in this way, the minima, maxima, arithmetic

means
−
x j , standard deviations Sj and classical coefficients of variation Vj. All values

have been collectively presented in Table 2.

4.2 Regional Classification of the Polish Regions in Terms
of the Business Tourism Potential

Table 3 shows values of taxonomic measures determined according to the Hellwig’s
and TOPSIS methods in the light of eleven selected diagnostic variables. Based on
these values, a ranking of the studied regions was prepared.

Table 2 Characteristics of diagnostic variables

Specification X1 X2 X3 X4 X5 X6 X7 X8 X9 X10 X11

Minimum 0.49 0.95 77.53 0.03 0.42 0.46 0.16 12.46 0.91 0.13 0.93

Maximum 3.35 7.12 461.39 0.70 2.75 3.08 0.99 61.61 7.65 0.87 6.16
−
x j 1.25 2.69 183.32 0.13 1.07 1.11 0.33 26.98 2.72 0.31 2.33

Sj 0.70 1.55 99.62 0.15 0.59 0.64 0.21 14.70 1.76 0.18 1.29

Vj 0.56 0.58 0.54 1.15 0.55 0.58 0.63 0.54 0.65 0.59 0.55

Source Own calculations based on the Central Statistical Office (2017)
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Table 3 Values of synthetic meters and ranges according to voivodships

Region The Hallwig’s
method di

H
Ranking
position RH

Change of
the ranking
position

Ranking
position RT

TOPSIS di
T

Lower Silesia 0.4941041 3 5 5 0.1116238

Kuyavia-Pomerania 0.3280135 6 3 3 0.1119703

Lodzkie
Voivodeship

0.2163861 14 4 10 0.1115762

Lubelskie
Voivodeship

0.2343901 12 1 11 0.1115155

Lubuskie
Voivodeship

0.2545597 11 6 5 0.1117660

Lesser Poland 0.8721739 1 1 2 0.1180125

Masovia 0.2931603 9 0 9 0.1115862

Opolskie
Voivodeship

0.2256956 13 6 7 0.1117072

Subcarpathia 0.3247993 7 5 12 0.1113994

Podlaskie
Voivodeship

0.1546119 16 3 13 0.1113972

Pomerania 0.4599607 4 12 16 0.1109299

Silesian Voivodeship 0.5785376 2 1 1 0.1401399

Holy Cross
Voivodeship

0.2883316 10 6 4 0.1119165

Warmia-Masuria
Voivodeship

0.2069735 15 1 14 0.1112724

Greater Poland 0.2951270 8 2 6 0.1117414

West Pomerania 0.3356007 5 10 15 0.1112518

Source Own calculations based on the Central Statistical Office (2017)

The results of conducted analyses have shown that in both rankings, the largest
potential of business tourism in 2017 was found in Lesser Poland and Silesian
Voivodeship. Those regions are characterized by the largest number of facilities
equipped with conference rooms and equipment necessary for the preparation of
business events. Additionally, within the territory of those regions, there are partic-
ularly attractive areas—large urban centers or mountain areas. In case of the Lesser
Poland, the highest values of indicators for most variables were achieved (X1, X2,
X3, X5, X6, X7, X8, X9 and X10). In the Silesian Voivodeship, the highest level was
achieved by the number of accommodation objects offering rehabilitation treatments
(massages, physiotherapy, etc.) per 100 km2. In this region, the lowest value was
achieved by the only analyzed X4 destimulant.

The determined value of the Spearman’s rank correlation coefficient rs= 0.903
has shown high consistency of the linear ordering of regions according to the values
of taxonomic measures d H

i and dT
i . No change of the position has been noticed
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in case of one region (Masovia), one change of the position has been noticed in
case of four regions (Lubuskie Voivodeship, Lesser Poland, Silesian Voivodeship
and Warmia- Masuria Voivodeship. Differences in rankings have been distinguished
after their division into four typological groups showing that both classifications in
reference to nine voivodeships gave the same effect, whereas the other seven regions
gave different results in both methodologies. Detailed classification of the studied
regions was provided in Table 4.

In order to verify the manner, the voivodeships used their potential of attracting
business tourists, a comparison of the obtained results and coefficients related to
the number of people using the accommodation services in 2017 has been made.
With consideration of data of the Polish Central Statistical Office (Central Statis-
tical Office, 2017), two indicators have been used in the analysis-density of tourist
movement (WG-people using the accommodation services during the year in rela-

Table 4 Classification of the studied regions

Measure values d H/T
i Class Tourism potential Region

According to the value of Hellwig’s development measure

d H
i ≥ 0.5215 I Very high Lower Silesia, Lesser Poland,

Silesian Voivodeship

0.5212> d H
i ≥ 0.3477 II High Subcarpathian, Pomeranian,

West Pomeranian

0.3477 > d H
i ≥ 0.1738 III Medium Kuyavia-Pomerania, Lubelskie

Voivodeship, Lubuskie
Voivodeship, Masovia, Opolskie
Voivodeship, Holy Cross
Voivodeship, Warmia-Masuria
Voivodeship, Greater Poland

d H
i < 0.1738 IV Low Podlaskie Voivodeship

According to the value of the synthetic TOPSIS meter

dT
i ≥ 0.1207 I Very high Silesian Voivodeship

0.1207> dT
i ≥ 0.1137 II High Lesser Poland,

0.1137 > dT
i ≥ 0.1067 III Medium Lower Silesia,

Kuyavia-Pomerania, Lubelskie
Voivodeship, Lodzkie
Voivodeship, Masovia, Opolskie
Voivodeship, Subcarpathia,
Podlaskie Voivodeship,
Pomerania, Holy Cross
Voivodeship, Warmia-Masuria,
Greater Poland, West Pomerania

dT
i < 0.1067 IV Low -

Source Own calculations based on the Central Statistical Office (2017)
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tion to the surface in square kilometers) and intensity of tourist movement according
to Schneider (WS-proportion of people using the accommodation services during
the year to the number of inhabitants). Values of the indicators were provided in
Table 5.

In order to be able to determine the strength of the degree of using the potential
of business tourism, the values of the Spearman’s rank correlation coefficient were
determined again rs. The analysis of the coefficients showed the high consistency of
rankings as a result of using both taxonomic methods, with ordering on the basis of
indicator WG and WS. Values of the indicators were provided in Table 6.

Due to the higher level of consistency of the results, the values obtained using
the Hellwig’s method were taken into account in the further analysis of the results.
When starting the analysis in terms of density of tourist movement, one may observe
high consistency between rankings RH (Table 3) and RG (Table 5). In both rankings,
the positions of the first four regions were the same, and in case of other regions,
the maximum discrepancy between the positions taken in individual rankings was

Table 5 Movement density indicator and Schneider indicator

Region Movement
density
indicator WG

Ranking
position RG

Change of
the ranking
position

Ranking
position RS

Schneider
indicator WS

Lower Silesia 166.60 3 1 4 114.50

Kuyavia-Pomerania 72.00 7 1 8 62.10

Lodzkie
Voivodeship

40.90 15 1 14 48.20

Lubelskie
Voivodeship

47.30 13 6 7 65.10

Lubuskie
Voivodeship

71.80 8 5 13 52.70

Lesser Poland 322.80 1 1 2 144.70

Masovia 143.20 5 0 5 94.80

Opolskie
Voivodeship

44.80 14 2 16 42.60

Subcarpathia 68.70 9 0 9 57.60

Podlaskie
Voivodeship

33.00 16 4 12 56.30

Pomerania 156.40 4 1 3 123.40

Silesian Voivodeship 210.50 2 9 11 57.00

Holy Cross
Voivodeship

49.60 12 3 15 46.40

Warmia-Masuria 52.20 11 5 6 88.00

Greater Poland 67.30 10 0 10 57.60

West Pomerania 120.60 6 5 1 161.70

Source Own calculations based on the Central Statistical Office (2017)
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Table 6 Spearman’s rank
correlation coefficients

Coefficients di
H di

T

WG rs = 0.97 rs = 0.89

WS rs = 0.92 rs = 0.85

Source Own calculations based on the Central Statistical Office
(2017)

4 positions. The results were affected mainly by the area of particular regions. The
business tourism potential, adequately to the value of the earlier defined density indi-
cator, was fully used by the following regions: Lesser Poland, Silesian Voivodeship,
Lower Silesian Voivodeship, Pomerania.

Another analysis of the business tourism potential in terms of tourist movement
density according to Schneider has shown much greater differences between the
analyzed rankings RH (Table 3) and RS (Table 5). It was noticed that only the Lubel-
skie Voivodeship did not change its position, remaining on the first place in both
rankings. Yet the regions with absolute consistency in the rankings RH–RG differ
only by one position here. The exception is the Silesian Voivodeship—in this case,
the difference amounts to 9 positions. This is evidently related to the high population
density in this region. After the comparison of all three rankings: RH, RG, RS, the
Lesser Poland, the Lower Silesia, the Silesian Voivodeship and the Pomerania were
characterized by the largest tourism potential, highly used. TheWest Pomerania also
occupied relatively high positions in the rankings.

The regions subjected to the analysis are attractive because of their location, and
they are situated in the mountains and by the sea and not far away from metropolitan
area with large business centers. On the other hand, the example of the Masovia
Voivodeship, with the capital city of Warsaw, shows that the analysis of the poten-
tial of business tourism requires deepening and analysis at the level of smaller
administrative units.

5 Conclusion

Development of the business tourism products depends mainly on the potential of
the destination where the products are offered. The greater the tourism potential,
the greater the possibilities of meeting the needs of business tourists. The article
compares the tourism potential of Polish regions using the Hellwig’s development
pattern method and the TOPSIS method. Eleven diagnostic features characterizing
the conditions for the development of business tourismwere selected for the analysis.
The selection of factors for analysis was conditioned by the availability in the Polish
statistical database and the expected usefulness of information about the resources
of individual regions from the point of view of business tourists.

The obtained results showed the diversity of the analyzed regions in Poland, due
to the possibility of meeting the needs of business tourism. The highest value of
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synthetic measures of the potential attractiveness of business tourism was character-
istic for those regions which have a wide range of tourist attractions and are located
in mountain areas (the Silesia region and Lesser Poland) and seaside destinations
(the Pomerania and, to a lesser extent, the West Pomerania).

The analysis of movement density indicators and the Schneider analysis (related
to the number of people using accommodation services) has shown that a part of
the Polish regions (Lesser Poland, Silesian Voivodeship, Lower Silesia and West
Pomerania) used their possibilities in an appropriate way. The following regions did
not use much of their potential: Opolskie, Podlaskie and Lubelskie Voivodeships.

There is a real necessity to identify the key determinants of creating a tourist
product in order to create tourist products of a destination, taking into account the
requirements of tourists. The tourist product is a key factor in the economic devel-
opment of the destination, and in order to ensure high quality and competitiveness
of tourist services, it is necessary to create a network of enterprises and institutions
in the region—implementing a common strategy for the development of a tourist
product. Clusters are a particularly predestined form of network cooperation in order
to develop a tourist product.

To sum up, it should be pointed out that the presented analysis may be useful both
for economic entities creating business tourism products and for the authorities of
individual territorial units. The presented analysis was limited by its regional scope,
and therefore, future research should be refined to smaller territorial units.
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The Role of Fashion Events in Tourism
Destinations: DMOs Perspective

Dália Liberato, Benedita Barros e Mendes, Pedro Liberato, and Elisa Alén

1 Introduction

Tourist destinations promote the holding of events with the aim to ensure competi-
tive advantage over its competitors (Ritchie &Beliveau, 1974; Hall, 1989,1992; Jago
et al., 2010) expand its tourism potential (Grappi & Montanari, 2011; Getz & Page,
2016) and promote the development of the territory and quality of resident commu-
nities (Getz, 2007; Lamnot & Dowell, 2008; Lee, 2016). The events also allow to
optimize limited resources (Stokes & Jago, 2007; Kellet et al., 2008; Hall, 2009)
and distribute benefits to several stakeholders (Farley et al., 2016; Kelly & Fairley,
2018) and create opportunities for local business (Lamont & Dowell, 2008; Beesley
& Chalip, 2011; Getz & Page, 2016; Lee, 2016).

In fact, the strategic development of events translates into an important way to
increase tourist attractiveness and economic development of a destination (Getz,
2010), since event tourist, whose main motivation to visit the destination lies in
participating in the event, in general, spend more time in the destination, spend more
and travel in groups, which characterizes them as a segment of very lucrative market
(Yoon et al., 2000; Tang & Turco, 2001; Gibson et al., 2003; Jones & Li, 2015).

Events allow several regions to take over as emerging tourism destinations,
differing from competitors (Getz et al., 2012) through its unique characteristics,
new market segments (Connel et al., 2015). In fact, events are symbolic elements of
the brand image of several cities (Holt, 2004; Getz, 2008), for its strong visibility
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and transmitted confidence (Getz et al., 2012). Thus, events have the particularity of
positively relating to the destination they occur in, as well as with their image (Todd
et al., 2017).

Events break the routine of a city (Liu & Chen, 2007) and allow the desired
development of a locality or region and its several components (Getz & Page, 2016).
However, the range of benefits from event tourism, regarding tourism destinations,
is wide. It is important that events are strategically designed and, with a view to
outcomes, achieved in a strategic planning (short and long-term) and distributed
across the several stakeholders of the destination (O’Brien & Chalip, 2007; Chalip,
2014; Smith, 2014; Kelly & Fairley, 2018). Planning should therefore consist of
an integrated set of programmes and policies, including objectives desired by the
destination (Getz, 2005).

In fact, although event tourism is often guided by the objectives associated with
them, it is important to reflect on the social, cultural and environmental impacts that
the organization of the event will have in the destination. In this sense, event tourism
should be addressed as an open system which agglomerates the several components
of a destination, and therefore, it is important to identify the results and impacts,
positive or negative, of the several events to be held (Getz & Page, 2016).

With the motivation of knowing the impacts of the fashion events in the city of
Oporto, the purpose of this article is to present and discuss the results of an empirical
study with local and regional DMOs, presented by representatives’ perceptions of
how the organization of fashion events add value to the city of Oporto as a tourism
destination.

2 Literature Review

Over time, local governments and institutions began to realize the role of fashion as
a creator of identity and strategic advantage. Indeed, the shopping tourism is one of
the main tools used by DMOs to promote a destination and increase demand flows
(Kalabaska Ayala Ramírez & Cantoni, 2018), as tourists increasingly buy fashion
products and crafts during their travels (Moscardo, 2004; Calderón et al., 2016;
Liberato et al., 2020). Fashion events also attract many visitors, promoting aesthetic
and creative characteristics of a city (Kalabaska et al., 2018) and are mostly held
in recognized cities all over the world as fashionable cities. These destinations are
mainly characterized by a wide range of business, financial, entertainment, cultural
and leisure activities and have strong and unique identities (Capone & Lazzaretti,
2016), which distinguish them from competitors.

Tourists of fashion events are attracted by the image of fashionable cities, charac-
terized by high status, elegance and dynamism. Thus, the events emerge as differenti-
ating elements, capable of adding value to a destination in an increasingly competitive
tourist market (Russo & van der Borg, 2002; Chilese & Russo, 2008).

In this sense, both fashion events and fashion weeks are crucial in the process of
promoting a global tourism destination and attraction of a high number of visitors
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(Hall, 1989), offering the city the opportunity to achieve direct and indirect economic
and social benefits (Weller, 2008; Kalbaska, et al., 2018).

In fact, the organization of events allows to captivate tourists to a particular desti-
nation and offer them the opportunity to experience unique feeling and emotions in
a unique place (Andersson, 2007; Morgan et al., 2010; Panoso et al., 2010; Ryan,
2010).

The diversity of events in a destination, including fashion events, is enhanced
by building a successful cultural agenda and cultivating synergies between the
different events and collaborations between several stakeholders (Merrilees et al.,
2005; Stokes, 2008; Parent, 2010; Reid, 2011; Todd, Leask & Ensor, 2017).

The adoption of a cultural agenda contributes to economic, sociocultural and
environmental development of a destination, once it is based on the principles of
sustainability and is designed with the aim of achieving the objectives of the city and
distribute the benefits to the several local stakeholders (Getz & Page, 2016; Ziakas,
2019).

In fact, for the continued success of a cultural agenda, it is relevant to be developed
on the basis of local legislation, by a teamof several stakeholders from the city/region,
including members of the local administration, commercial enterprises and even
elements of the national government (Ziakas, 2019).

The moments of networking between the several local stakeholders facilitate the
management of the interests and needs of the several social groups and economic
sectors, allowing outcomes and benefits to be distributed across all local actors
(Werner et al., 2015; Kelly & Fairley, 2018) in a democratic, transparent and legit-
imate way (Dredge et al., 2011). Events should be organized and developed by the
several local stakeholders, to ensure the destination development in accordance with
its needs and priorities (Getz, 2005, 2013).

Adopting a stakeholder approach helps DMO’s identify and enhance event
tourism, positively develop relations between stakeholders and meet their expec-
tations and needs (Todd et al., 2017). Relations between local actors in a tourism
destination allow the sustainable development, increased competitiveness and the
guarantee of sustainable success of rejuvenation strategies (Skinner, 2000; Tinsley
& Lynch, 2001; Faulkner & Tideswell, 2006).

All tourist destinationsmust develop collaborative processes and effective partner-
ships between their stakeholders in order to share knowledge and acquire resources
innovation (Brandão et al., 2019). Since tourism innovation requires the common
effort of the several stakeholders, the territories play the crucial role of developing
and enhancing their union (Sundbo et al., 2007).

The main role of a DMO is to promote tourism, whether it is business or a partic-
ular destination (Pike & Page, 2014). In this way, the DMOs promote and organize
different types of events in order to achieve different types of tourists. The organi-
zation of several typologies of events promotes sustainable and balanced economic,
social and environmental development of a destination (Ziakas, 2019). Local govern-
ments in many cities have already realized the importance of fashion events, since
the higher the place that a destination ranks in the global hierarchy of fashion cities,



466 D. Liberato et al.

the higher number of benefits and positive outcomes resulting from it (Jansson &
Power, 2010).

Fashion cities are destinations recognized for their status (Gilbert, 1990) and
therefore differentiate themselves from their competitors, are not easily replaceable
and have unique, functional and symbolic attributes (Hankison, 2004) that make
them known (Lewis et al., 2013).

2.1 Case Study

The city ofOporto is the second largest city of the country and themost representative
of the northern region of Portugal. Over the last few years, there has been a positive
development of the city of Oporto as a tourism destination, increasing its recognition
internationally. The city of Oporto has been working in a remarkable way regarding
its positioning on the European map. In fact, in addiction to winning international
distinction, it has achieved the position of European destination. Oporto was consid-
ered the Best European Destination in 2012, 2014 and 2017—a distinction awarded
annually by European consumers choice. This distinction offered attractiveness and
notoriety to the city of Oporto as a tourism destination, also revealing itself as a
potential for the region economic growth.

Indeed, the tourism sector has shown significant growth not only in the city of
Oporto, but also throughout the northern region, supported by its historical, cultural,
natural, architectural and gastronomic heritage, attracting, increasingly, a greater
number of visitors (ERTPN, 2015). The northern region is also the core of the
Portuguese fashion industry because most of the companies of the textile sector
are located there (Table 1).

The city of Oporto is the stage of several fashion events, including Porto fashion
week and Portugal fashion, which are effectively two of the main Portuguese fashion
events, as well as in the Iberian Peninsula. The city of Oporto can offer fashion
events, favourable conditions, including climate, infrastructure and equipment, the
diversity of complementary leisure activities and good communications network.

Table 1 Guests (no.) and overnight stays (no.) in tourist accommodation establishments in the city
of Oporto

2014 2015 2016 2017 2018 2019 2020

Guests 1 144 376 1 287 725 1 426 863 1 536 798 1 958 645 2 223 458 278 150

Overnight
stays

2 246 244 2 515 659 2 833 406 3 040 424 4 001 160 4 535 329 410 071

Source INE, 2020; ATP, 2020
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3 Methodology

The objectives of the present research are to identify the results from fashion events
to the destination Oporto; to understand if the fashion events are part of the tourism
strategy of the city of Oporto and the north region; to understand how the DMOs
cooperate in the organization and promotion of fashion events in the city of Oporto;
to understand how fashion events contribute to the development of the tourism sector
in the city of Oporto; and to understand how fashion events add value to the Oporto
destination.

To fulfil, the objectives of this research were adopted the qualitative methodology,
and the semi-structured interviewwas used as a data collection instrument. The inter-
view is an advantageous data collection technique due to its efficiency and to the fact
it promotes the collection of diversified data (Gil, 2008). Semi-structured interviews
are characterized by the existence of a previously prepared script but offer the inter-
viewer the freedom to include during the interview, several aspects considered as
convenient. Interviews were conducted individually with three representatives of
local and regional DMOs of the city of Oporto and the northern region of Portugal.
(Table 2).

All interviews were audiotaped and transcribed verbatim. The interview schedule
includes several open-ended questions:

• Are fashion events part of the tourism strategy of the city?
• What is the role of your entity in the organization, dynamization and promotion

of events?
• Does the municipality promote fashion events? If so, at what level and how is the

promotion of those events? What are the plans and campaigns developed with the
aim to stimulate the demand for fashion events in the city of Oporto? How are
they promoted, both nationally and internationally?

• Since fashion events are part of the municipal cultural agenda, which are the
objectives that the municipality, as a partner, intends to achieve?

• The calendar of fashion events contributes to the decrease in seasonality at the
destination?

• How is the local population affected by the fashion events? Do you think the local
community is integrated and actively participates in the fashion events held in the
city of Oporto?

Table 2 Interviews No. interview Interview date Interview duration

1 04/29/2020 49:24

2 04/29/2020 49:17

3 05/04/2020 Written response

Source Authors
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• There is concern about the appreciation of the city’s tourism resources during
the realization/organization of fashion events? They are carried out in tourism
resources of the city? Heritage is used as resource to enhance fashion events?

• Is there any parallel programme to fashion events to ensure the extending tourists
stay?

• Who are the existing partners in the organization of these events and who would
you consider important to bring to the organization? How does it assess the impor-
tance of established partnerships for the success of fashion events in the city of
Oporto?

• Do you believe that fashion events add value to the city as a destination, as well
as their resources? Fashion events are related to the image and personality of the
city of Oporto?

• From your perspective, what is the potential of fashion events that should be
explored, viewing their increasing success?

Interview data were analysed using thematic analysis method—the comprehen-
sion of the phenomena must emerge from the data rather than from preconceived
notions formulated by the researcher.

4 Results

To understand the relationship between the fashion events realized in the city of
Oporto and the tourist development of the city, semi-structured interviews were
conducted. The analysis of these interviews revealed the following integrative cate-
gories, presented in Table 3: fashion events; local community; tourism resources of
the city; partnerships; and potential of fashion events. A deeper description of the
results is presented in this section with participants’ transcriptions to illustrate and
facilitate understanding.

Table 3 Core categories and
subcategories

Core categories Subcategories

Fashion events Tourism strategy
Organization and promotion
Objectives
Results for the city

Local community Integration and participation

Tourist resources of the city Appreciation

Partnerships Importance
Parallel programmes

Potential of fashion events Improvement suggestions
Availability for support

Source Authors
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Fashion events are part of the local and regional tourism strategy of the city of
Oporto and north region “since they have the capacity to internationalize, mobilize
and disseminate the destination” (3).

About the organization of fashion events held in the city of Oporto, there is a
balance between the three DMOs since none cooperates directly in this process.
However, with regard to their promotion, DMOs representatives have different
perspectives and positions: One of the regional DMOs does not promote or support
these events, considering these as private events, which create competition between
members; the other regional DMO cooperates in the processes of dynamization and
promotion and may, when appropriate, finance communication and dissemination
strategies; the local DMO, in turn, does not promote the fashion events held in the
city of Oporto, but cooperates with their organization through the supply of spaces.

With regard to the objectives that DMOs intend to achieve with the organization
of fashion events in the city of Oporto, they include, the tourism dynamization, the
improvement of the city’s image, the affirmation of the city as a destination for
fashion events, the development of the local economy, the dynamism of regional
infrastructures and the revitalization as conversion of existing structures.

All the respondents believe that the local community “if there are conditions,
participates actively” (3) in the fashion events held in the city of Oporto, because
residents “welcome these events and understand the goals of these events” (1).

DMOs representatives believe that there is a concern for valuing of the city’s
tourism resources, by the organizers of fashion events. In addition to the reference
to the building of the Alfândega of Oporto as the “mother house” of fashion events
held in the city of Oporto, the representatives of DMOs recognize the bet made by
event promoters in the choice of privileged places of the city, characterized by its
beauty and symbolism.

The respondents believe that fashion events would be more advantageous for the
tourism sector and the city itself if theywere held in outdoor spaces, with open access,
and not only to the professional public, as actually. “Fashion is only of interest to the
city when it passes the walls of business, exposes itself to the city or the region and
brings with it other associated brands (…) it is necessary once again that fashion has
the quality enough to communicate out. Otherwise, we were left with a very beautiful
event, but for domestic consumption (…) what happens to events sometimes is a bit
like this: they stay closed, they get stuck themselves and do not create this mission,
this ambition to become vehicles of promotion” (2).

They understand, however, the difficulty of organizing an event in several spaces,
mainly in public spaces. However, DMOs are available to support the issuance of
spaces and several facilities.

Regarding the commitment to support parallel programmes to fashion events,
capable to ensure the extension of tourists’ stay, the municipal authority states that
is unaware of their existence but believes that such programmes are developed by
regional tourism entities. Thus, it reveals the need to create partnerships between
the fashion sector, more specifically, the organizers if fashion events and the local
and regional DMOs, so both sectors can interact, cooperate and receive benefits and
positive outcomes of this union.
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In fact, all respondents share the vison of creating partnerships between stake-
holders as a factor of extreme importance for the success of the fashion events.

The creation of partner networks between various stakeholders would have the
ability to ensure the positive development of several economic sectors of the city,
such as the fashion industry, the tourism sector and the cultural sector, which covers
music, theatre and architecture. “We must work as a team and I think that at the level
of economics should also be the same: If we unite we can create partnerships and
learn more, because there is always someone who knows more about a certain area.
And I believe fashion, by chance, is a sector that can cross with a series of activities”
(1).

The respondents believe that the holding of fashion events could add value to
the city of Oporto, as a tourism destination, when associated with the image and
personality of the city.

Regarding the potential of fashion events that must be improved so their success
could be increased, the representatives of the DMOs believe that it is directly related
to the objectives of the event promoters. However, revealed the aspects that, in their
point of view, could be improved, such as the promotion and communication of the
events, their realization in public spaces of the city, the openness to the general public
and the creation of partnerships with the public sector.

However, respondents believe that the promotion of the city of Oporto as a fashion
city should be primarily the responsibility of the fashion sector and the organizers of
fashion events. “Fashion must, in fact, have people behind it to give this dimension,
this volume that otherwise does not adds value. (…) It needs, in fact, that actors
are and have this international notoriety and create this dimension, being this an
element of communication, that passes out” (2) (Table 4).

5 Conclusion

Representatives of the DMOs reveal that fashion events have the ability to contribute
to the achievement of several objectives of the local tourism sector, such as tourism
promotion, the improvement of the image of the destination, the development of local
economy and the affirmation of the city of Oporto as a city of fashion, among others.
In fact, events have the ability to make destinations more attractive and active, as they
break the routine of a city (Liu & Chen, 2007) and allow the desired development
of a locality or region and its various components (Getz & Page, 2016). Fashion
destinations are recognized by their status (Gilbert, 1990) and thus have the ability to
differentiate themselves from their competitors, since they are not easily replaceable
and have unique functional and symbolic attributes (Hankison, 2004) that make them
known worldwide (Phillips & Back, 2011; Lewis et al., 2013).

They also believe that fashion events realization brings to the community which,
in turn, is integrated and actively participates in this type of event. Fashion events
are part of the local and regional tourism strategy provided, having the capacity to
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Table 4 Summary of the results of interviews conducted with representatives of DMO’s

Theme Conclusions Interviewed

Fashion events They are part of the local and regional tourism
strategy if they have the capacity to internationalize
and promote the destination

E1/E2/E3

None of the DMOs cooperate directly in the
organization, but they support through promotion,
actions and provision of facilities

E1/E3

The objectives that the DMOs intend to achieve with
the realization of fashion events are the promotion of
tourism, improvement of the image of the destination,
affirmation of the city as a destination for fashion
events, development of the local economy,
dynamization and revitalization of infrastructure,
combating seasonality and improving the quality of
life of the local population

E1/E2/E3

They add value to the city of Porto and are associated
with their image and personality

E1/E2/E3

Local community It is integrated and actively participates in fashion
events

E1/E2/E3

Tourism resources There is a concern about the appreciation of the city’s
tourism resources when holding fashion events

E1/E2/E3

Partnerships All DMOs recognize the importance of partnerships
for the success of fashion events and understand the
need to create partnerships between the fashion
industry and the tourism industry

E1/E2

Parallel programmes The DMOs recognize the importance of improving
parallel programmes that enhance the enlargement of
tourists’ stay, after fashion events

E1/E3

Potential of fashion events The DMOs believe that fashion events would be more
successful if they were promoted on a wider scale and
were held in open-air locations in the city, and access
was not reserved only to professionals in the fashion
industry

E1/E2/E3

The DMOs understand the difficulty of organizing
events in open spaces, aimed at a wider audience, and
are available to support their realization

E1/E2

Source Authors

internationalize and promote the city of Oporto and the North region as tourism
destinations.

None of the DMOs interviewed cooperate directly in the organization of fashion
events. However, they support those events through promotion actions and the
availability of several facilities and resources, highlighting the supply of spaces.

Respondents believe that the fashion events held in the city of Oporto would be
more advantageous for the tourism sector if they were promoted on a larger scale,
carried out in outdoor locations, allowing open access, and not only reserved to
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fashion professionals.According toGetz (2005, 2013), any event should be organized
and developed based on joint strategies in order to facilitate the development of a
destination according to its main needs and priorities. In fact, it is important that
events are designed and held, from a strategic perspective, so that outcomes are
maximized and distributed by the several stakeholders of the destination (O’Brien &
Chalip, 2007; Chalip, 2014; Smith, 2014; Kelly & Fairley, 2018).

According to Ziakas (2019), the organization of several types of events allows a
sustainable and balanced development, sustained by an economic, social and environ-
mental valorisation of a destination. In this sense, the tourism destinations promote
the holding of events in order to ensure competitive advantage over their competitors
(Ritchie & Beliveau, 1974; Hall, 1989, 1992; Jago et al., 2010) and expand their
tourism potential (Grappi & Montanari, 2011; Getz & Page, 2016) promoting the
development of the territory and improving the quality of life of resident commu-
nities (Getz, 2007; Lamont & Dowell, 2008; Lee, 2016). However, DMO’s under-
stand the difficulties in organizing open spaces events and for a wider audience and
are, therefore, available to support their achievement, recognizing the importance of
partnerships between the public sector and the fashion industry.

In fact, over time, local governments and institutions have begun to realize the
role of fashion as a creator of identity and strategic advantage, since fashion events
attract a large number of visitors, promoting the aesthetic and creative characteristics
of a city (Kalbaska et al., 2018), emerging as differentiating elements, capable of
adding value to a destination, in an increasingly competitive tourist market (Russo
& van der Borg, 2002; Chilese & Russo, 2008). Thus, fashion events become crucial
in the process of promoting a world-class tourist destination and attracting a large
number of visitors (Hall, 1989), offering the city the opportunity to achieve direct
and indirect economic and social benefits (Weller, 2008; Kalbaska et al., 2018).
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Wellness Tourism Resorts: A Case Study
of an Emerging Segment of Tourism
Sector in Greece

Marilena Skoumpi, Paris Tsartas, Efthymia Sarantakou, and Maria Pagoni

1 Introduction

The market of wellness tourism has shown great growth rates up to 6.5% annually,
with revenues that reached from 563 to 639 billion dollars in the time period between
2015 and 2017 and the hopeful forecast to reach 919 billion dollars in 2022 (Global
Wellness Institute, 2018). This trend is expected to bring a lot of profit to the countries
that will take all necessary action to support and promote wellness tourism facilities
and products. Greece can be the place to create wellness resorts, since it combines
beautiful environment, natural local products, use of water for rejuvenation and relax
and also offers a lifestyle which can reduce stress and anxiety. However, despite the
steps taken to this direction, (Tsartas, 2010; Sarantakou, 2017; Tsartas et al., 2019;
Coccossis et al., 2011) there is an important delay in developing specialized wellness
tourism facilities, such as wellness resorts. This paper aims to study the profile and
the viewpoints of the general public and the visitors of wellness resorts, as well
as to draw conclusions that could be used in marketing plans by wellness tourism
businesses and that would earn themmore benefits and extend their customers’ base.
First of all, it should be noted that wellness tourism is not one of the well-known
sectors in the tourism industry because of the lack of extended research—both in
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theory and in case studies (Huang & Xu, 2014). Especially, in Greece, no studies
have been conducted specifically on wellness resorts.

2 Literature Review

2.1 Wellness Tourism: Definition

Wellness tourism is the combination of relationships and phenomena resulting of
the traveling and staying of people whose motivation is to rehabilitate, preserve and
stimulate their physical, mental and spiritual health, as well as their social well-being
(Smith&Puczkó, 2017).Wellness tourism is a subcategory of health tourism, distinc-
tive from medical tourism, which constitutes another subcategory. This distinction
also applies in the recent Greek law, following which health tourism includes three
distinctive categories: medical tourism, spa-thermal tourism and wellness tourism
(OGG Issue No. 208/ 11–12–2018).

2.2 Characteristics of the Wellness Tourism Market

The revenues of the global industry have been increased from 3.7 trillion dollars in
2015 to 4.2 trillion dollars in 2017. Specifically, 2017 revenues could be analyzed as
follows:

• 1.083 billion dollars in personal care, beauty and anti-aging treatments
• 702 billion dollars in healthy eating and weight loss
• 639 billion dollars in wellness tourism
• 595 billion dollars in mind and body fitness (Global Wellness Tourism Economy,

2018)

Wellness tourism had an explosive increase from a $ 563 billion market in 2015 to
a $ 639 billion market in 2017, which reaches a rate of 6.5% annually. Such increase
is more than twice as fast as tourism overall (3.2%). It is forecast to grow even faster
through 2022 (7.5% yearly), to reach $ 919 billion.

According to the table above, USA, China and Germany are the most successful
national markets as to wellness trips in 2017, while Italy and Austria are the last two
in the list.

In a CBI report (Center for the Promotion of Imports fromDeveloping Countries),
there has been an effort to categorize some European wellness tourists (cbi, n.d). The
first conclusion is that all tourists could be potential wellness tourists, no matter
their age or income. The first category which includes the larger number of wellness
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tourists is that of experienced wellness tourists who frequently chose wellness trips
intentionally. Their average age is between 40 and 69 years old, and their aim is to
enjoy massages and body treatments. There is also a large number of leisure tourists,
about 25%, whose income is medium or low, the majority of whom are between 20
and 49 years old. The third category consists of people who are attracted by a social
and luxurious lifestyle and reach 19% ofwellness tourists withmedium income. 14%
of tourists are part of a fourth category which includes holidaymakers that love sports
and energy. There is also another category in which 11% of tourists are included, who
can be described as skeptics, and their main characteristic is prejudice and negative
attitude toward wellness tourism. The last category represents 5% of tourists, who
can be described as “beginners” and includes elderly people over 60 who do not have
any experience of this type of vacation.

2.3 Wellness Resorts: Features, Services and Facilities

Wellness resorts are hotels specialized in services related to wellness, including
personal health care and professional know-how in wellness facilities (Chen, 2012).
The main departments of a wellness resort are the same as those of a hotel, while
there is also the possibility to offer extra services, such as nutrition, exercise, self-
improvement and motivation programs, as well as beauty, energy and relaxation
treatments.Basedon the services theyprovide, theymayalsoprovidevisits to doctors,
nutritionists, fitness trainers or physiotherapists. Most resorts offer spa, massages,
hydrotherapy and thermotherapy, while some also offer electrotherapy, photo therapy
and injury recovery exercises. Almost every wellness resort offers non-medical face
and body beauty treatments.

In order for wellness resorts to survive and stand out in the competitive environ-
ment that has been formed in the wellness tourism sector, they are trying to show
and promote their strongest features, whether these are the natural springs and the
landscapes, or the experienced, well-known professionals that work for them (Smith
&Puczko, 2017). FXMayrwellness resort in Austria is addressed to people that wish
to improve the condition of their digestive system and to detox (original-mayr, n.d).
In Japan, there is a successful development of curative spas and wellness resorts,
because of the vast interest of elderly people over their good health and rejuvenation.
In Germany, the trend is to combine wellness tourism and golf, as well as to use
non-surgical anti-aging methods within the wellness resorts (wellnesshotels-resorts,
n.d). In Spain, the government has set as its 2020 goal to develop wellness tourism
by advertising the mediterranean nutrition, healthy habits and quality of life of its
people, good climate, good prices, quality services and well-trained professionals.
(efesalud, 2016). In France, there are more than 9,000 institutes and curative spas, as
well as a vast number of hotels and resorts that offer thalassotherapy andhydrotherapy
(atout-france, 2016). The Russian Government aims at developing wellness tourism,
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taking into consideration the interest of modern tourists in alternative and traditional
treatments, which are based on water and mud, especially since this type of tourism
has many advantages, such as combating seasonality, a high profit margin and a wide
range of ages that show their preference to it (globalwellnesssummit, 2015).

Wellness tourism is also a good case for Greece, thanks to the ideal natural envi-
ronment and climate for vacation all year round, as well as thanks to the large number
of curative springs. Spa-thermal tourism was the first systematic effort for tourism
development of the Greek state. To serve that cause, a regulatory framework was
created since the beginning of the twentieth century together with actions taken to
create suitable spa facilities. Since the 1970s and due to socioeconomic changes
and changes in tourist preferences, spa-thermal tourism was identified with medical
social tourism for the elderly Greek tourists which led to the stagnation of thermal
towns. Wellness reemerges as a way to enrich the Greek tourism product after 2000.
L3498/2006 tried to regulate the complex characteristics of a diverse sector, such
as health and wellness tourism. The law defines spas as a category of spa-thermal
tourism facilities. Spas should have the adequate infrastructure and equipment to use
curative natural resources or heated sea water, natural thermal water with added cura-
tive resources or thermal water with added mud, herbs, plants, aromas, volcano or
quarz sand, light, heat, massage, different types of saunas in order to provide rejuve-
nation, wellness services and body beauty treatments. However, applying the lawwas
very delayed. In 2018, theMinistry of Tourism of Greece issued theMinisterial Deci-
sion No. 2704/2018 (OGG Issue No B 603) of the delegated law 3498/2006, which
defines the terms and conditions, as well as the process, the necessary supporting
documents and all other details for businesses that want to acquire an operation
license for spa–thermal tourism facilities (Tsartas et al., 2019). Gradually, the busi-
ness world started to keep up with the market trend in wellness tourism, and many
hotels enriched their product with wellness services. However, Greece still has not
got a separate category for wellness resorts.

3 Field Research Methodology

The conducted research helps investigating the opportunities to develop and promote
wellness resorts in Greece, which has not yet been in the scope of systematic research
in the country. Specifically, the research aims at recording trends and findings related
to demand characteristics for wellness resorts and to draw conclusions that could be
used in marketing plans by wellness tourism businesses and that would earn them
more benefits and extend their customers’ base.

Field research has been conducted at two levels: the first level of research inquired
the viewpoint of Greek tourists about wellness resorts, and the second level of
research inquired wellness resorts business owners about the specific characteris-
tics of their customers. Two types of questionnaires were used for conducting the
research, via typeform.
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The first questionnaire was sent to general public-Greek people that usually take
vacation, regardless whether they have visited or plan to visit a wellness resort in the
future. The questionnaire was distributed in the time period between April 11, 2019,
and April 19, 2019 via Viber and Messenger, and at the same time, it was posted on
Facebook. The questionnaire addressed to tourists had 27 closed-format questions,
and it can be separated in three parts which included: general demographic data,
personal details of the questioned and information on their visit to a wellness resort.
240 duly completed questionnaires were collected.

The second questionnaire was sent via email to wellness resort owners inn Greece
in May 2019. In order to track down which hotels were appropriate to answer the
questionnaires and fulfill the criteria of wellness resorts, it was necessary to search
them on the website of the Hellenic Chamber of Hotels, where all hotels in Greece
are registered, together with the type of services they provide. 4* and 5* hotels
that offer spa services which have been chosen from the database. According to the
data up until the end of December 2016, which can be provided by the Hellenic
Chamber of Hotels, there are 9730 hotels in Greece, out of which only 100 are 4*
and 5* hotels that offer wellness services. The questionnaire was sent to 50 hotel
owners and managers of 4* and 5* hotels with wellness services (50% of the total
number), and 23 duly completed questionnaires were finally collected (23% of the
total number). The questionnaire aimed at inquiring the profile of wellness tourists
and included 10 closed-format questions.

4 Results of the Study

4.1 Research on General Public-Greek Tourists

General Demographic Data: Out of 240 participants in the study, 146 were women
(that is 60.8% of the participants) and 94weremen (that is 39.2% of the participants).
51.3% is a group of 123 people at the age of 26–40 years old, and the next big group
represents 34.2% and includes 82 people at the age of 41–65 years old. 9.2%—that is
22 people—are in the age group between 18 and 25 years old, and 13 people (which
represents 5.4%) are older than 65. The majority of the questioned tourists, which
is 45% (108 people), are married, and they have children, while 39% (94 people)
are single. 12% are married (28 people), 3% (6 people) have children but are either
widowed or divorced, and 1% (4 people) are either widowed or divorced with no
children.

Income, Education andOccupation: 45% of the questioned—that is 108 people—
have a monthly family income between 1001 and 2000 euros. Moreover, 53 people
have a monthly income of less than 1000 euros, and 49 people have a monthly
income between 2001 and 3000 euros. 9.6% (23 people) have a monthly income of
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Chart 1 Health status

more that 4000 euros, and 7 people have a monthly income between 3001 and 4000
euros. 56.7% (136 people) of the questioned tourists have received a higher education
(university degree). 27.5% (66people) have a postgraduate degree, 14.2% (34people)
have a high school degree, and 1.7% have achieved secondary education. 35% of
the sample (85 people) work in the private sector, and 25% (61 people) work in the
public sector. 15% are self-employed (37 people), 8% (18 people) are students, 6%
(16 people) are retired, 5% (11 people) are unemployed, 4% (8 people) are occupied
in the household, and 2% (4 people) chose a different occupation.

Health State and Fitness Habits: It should be noted that over 2/3 of the people who
responded to the questionnaire describe their health state as excellent. Specifically,
as shown in Chart 1, 42% (100 people) think that their health is excellent, 40%
(95 people) that it is very good, 15% (36 people) that it is good, 2% (8 people)
that it is average, and only 1% (one person) thinks that their health is bad. On
the question over, the frequency of fitness exercising (Chart 2), the 29% of people
questioned, (69 people) answered that they do not exercise at all. 23% (55 people)
exercise three times a week, 20% (48 people) two times a week, 15% (36 people)
once a week, while 13% (32 people) exercise more than three times a week. When
questioned which type of exercise they prefer, the majority answered that they prefer
aerobics, since this is a type of exercise that has multiple advantages for the human
body, and it can be found in most gyms. 11.2% prefer to use gym equipment, while
10.6% uses only weights. 9.4% prefers walking, while holistic fitness has become
very popular and well-known in the recent years, with yoga being the first choice.
Team sports are the choice of 6.1% of the people who answered the questionnaires,
which shows how these sports are considered more suitable for younger people and
children. Equally small is the percentage of those who prefer gymnastics, reaching
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Chart 2 Frequency of exercise

only 4.5%, while some other type of exercise is preferred by a percentage of 3.6%.
75.4% of the people questioned are non-smokers, and 24.6% are smokers. As far as
nutrition is concerned, 55% (132 people) adjust their habits to every season. 36.3%
(87 people) have healthy nutrition habits, while only 7.5% believes that their habits
are not healthy. 1.3% (3 people) cannot decide whether their nutrition is healthy or
not. Only 7.5% of the questioned people do not have healthy nutrition habits. As to
bodyweight, 172 people which represent 71.7% say they are of normal weight, while
24.6% (59 people) are overweight. There is nothing extraordinary to this result, since
most people belong to one of these two groups. Only 8 people are underweight, and
one is obese.

Touristic Choices: Most of the questioned people, i.e., 44% (105 people) enjoy
their vacation once a year. 32% (76 people) are able to go on vacation twice a year,
and 17% (42 people) travel more than twice a year. 7% (17 people) cannot afford to
have a vacation. When questioned whether they have visited a wellness resort in the
past (Chart 3) in Greece, the majority—83.8% (201 people) gave a negative answer,
while only 16.3% (39 people) answered that they have already visited a wellness
resort in the past. Those who gave a negative answer were then asked whether they

Chart 3 Visits to wellness
resorts
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Chart 4 Intention to visit in the future

are willing to visit a wellness resort in the future. According to Chart 4, the majority
(63.7%) gave a positive answer and 36.3% (73 people) said that they are not willing
to visit a resort that offers wellness services. Then, the tourists that answered that they
are not willing to visit a wellness resort were asked on the reasons they are negative
toward this type of vacation. According to Chart 5, 31.5% (23 people) revealed that
they are not interested in the services offered by a wellness resort. 30.1% (22 people)
mentioned that they cannot visit a wellness resort due to economic reasons, and
22% (16 people) believe that the cost of such services is very high. 8.2% (6 people)
mentioned family reasons, 2.7% (2 people) argued that they do not have the company
that would follow them to a wellness resort, and 2.7% (2 people) said that they have
not even thought of it and that they did not know the existence of such places. Finally,
one person (1.4%) said that he/she does not have the time to visit a wellness resort,
and another one (1.4%) said that he/she rather go to a destination simply for leisure.

At the end of this question, the tourists showed no interest in visiting a wellness
resort receive a thank you message and their participation to the survey ends here.
Thus, 167 out of 240 people continued to the next phase of the research, out of which
105 are women and 62 are men.

Chart 5 Reasons they do not wish to visit a wellness resort
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Chart 6 Information sources on wellness resorts

Tourist experience inwellness resorts: 35%of the sample having aprevious experi-
ence in wellness tourism reported that they were informed through the Internet, 18%
through the social media, 18% by friends, 17% by the questionnaire and 10% by
advertising. 2%chose the option “other source of information,” andmore specifically,
a person was informed because he/she works in tourism, one person was informed
thanks to his/her studies, and one person knows about wellness resorts because of a
TV show (Chart 6). The answers are indicative of the dynamics of the Internet and the
social media in informing modern consumers on special touristic products. 75.4%
(126 people) have never visited a wellness resort in Greece, 8.4% (14 people) have
visited one only once, 7.8% (13 people) two times and 8.4% (14 people) have visited
onemore than twice. In total, 24.6%—which is not an insignificant percentage—have
visited a wellness resort more than twice.

Motives, Options and Tourist Behavior in Wellness Resorts:When it comes to the
motives of wellness tourists (Table 2 in the annex), most of the questioned answered
relaxation (89.8%), seeking new experiences (88.6%), fighting stress (84.4%) and
spa services (80.8%). Being in touch with nature also plays an important role for
a percentage of 74.8%. Right after, the list of the most important criteria comes
detoxing for a 62.3% of them, as well as detoxing from technology for 62.3%. More
than half of the questioned tourists show interest in having self-awareness seminars
(57.4%), in physical training (59.9%), but also in acquiring new good habits (58%).
We can see that there is a wide range of tourists’ needs that are covered by the
services provided by a wellness resort. When recording the main services that the
tourists seek in a wellness resort (Table 1 in the annex), most people wish to enjoy
spas and massage treatments (80% and 88%, respectively), while a large number of
people would like to participate in outdoor excursions. The use of sauna follows for
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a percentage of 60%, thalassotherapy for 59%, participation in group training for
59% and personal training in sports for 55%. Half of the questioned tourists would
like to enjoy beauty treatments, while the same percentage would like to participate
in activities such as skiing or kayaking. Anti-aging and cellularity treatments are
of medium importance since half of the people questioned ask for them and half
of them not so much. Less than half wish to attend cultural events (43%) or would
dedicate time in visiting a museum or an archeological site (40%) or even take some
cooking lessons (43%). These results show that in special touristic products there is
significant interrelation among the services provided.

As to the amount ofmoney they arewilling to spend inwellness services (Chart 7),
besides the accommodation expenses, 43.7% (73 people), are willing to spend 50–
100 euros, 16.7% (28 people) 100–150 euros, 6.6% (11 people) more than 150 euros
and 16.2% (27 people) less than 50 euros. Finally, 16.8% (28 people) are willing
to spend any amount of money, as long as they are pleased by the quality and the
level of services. Moreover, when it comes to the period, they would choose to spend
their vacation in a wellness resort, most of the questioned chose spring, while—
with a small difference—others said they would go any time during the year. 19%
chose summer as the most suitable time to visit a wellness resort, and fall or winter

Table 1 Most successful national markets on wellness trips in 2017

Country Number of wellness trips Revenues from wellness trips

USA 176.5 MILLION 226 $BILLION

Germany 66.1 MILLION 65.7 $BILLION

China 70.2 MILLION 31.7 $BILLION

France 32.4 MILLION 30.7 $BILLION

Japan 40.5 MILLION 22.5 $BILLION

Austria 16.8 MILLION 16.5 $BILLION

India 56 MILLION 16.3 $BILLION

Canada 27.5 MILLION 15.7 $BILLION

United Kingdom 23.2 MILLION 13.5 $BILLION

Italy 13.1 MILLION 13.4 $BILLION

Source global wellness institute

Table 2 Age groups Age % of answers (%)

<30 y old 2.8

30–45 y old 44.4

46–65 y old 5

>65 y old 2.8
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Chart 7 Money spent

are considered to be most appropriate by 13% of the questioned, respectively. 8%
would visit a wellness resort during holidays. Most of the questioned people, who
represent 53.3% (89 people) would stay in wellness resort for 3–7 days, while 35.3%
(59 people) would rather stay for 2–3 days. 7–14 days are considered as the ideal
vacation time in such a resort for 8.4% (14 people) and 3% wish to stay more than
14 days (4 people).

Development of Wellness Resorts in Greece: When asked if they believe that
Greece has a potential for wellness resort development (Chart 8), the majority
(77.10%) gave a positive answer. It should be noted that a significant percentage
of 18% said that they could not give a clear answer. In the last question, tourists
were asked on the reasons why wellness resorts are not so popular in Greece. The
most popular answer given by 32.2% of the questioned tourists was that the cost of

Chart 8 Potential for
wellness resort development
in Greece
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services provided is very high. 25.1% agrees to the opinion that there is lack of infor-
mation regarding the services provided, and 13.1% thinks that there are other types
of vacation that are more popular in Greece. 10.8% thinks that wellness tourism is
not promoted enough by the state and 8.88% that people do not show much interest
in this type of vacation. A small percentage of 8.36% believes that the reason that
wellness resorts are not so popular in Greece is the lack of advertising and 1.56%
gives other reasons.

4.2 Research on WELLNESS RESORTS Owners
and Managers

WellnessResortsVisitorsProfile:According to the people questioned for the research,
wellness resorts customers have a high level of income, education and social status.
They are between 46–65 years old (Table 2) and are of both sexes, with women
taking the lead. The majority of customers, which reaches 43.5%, spends 100–200
euros daily, 30.4% spend more than 300 euros, 21.7% less than 100 euros and 4.3%,
201–300 euros (Chart 9). According to the findings of the research, when it comes to
nationalities of wellness tourists 23% are Greek, 20% Russian and British, respec-
tively, followed by 12% German. At a percentage of 10% follow tourists from the
USA and 8% come from France. The answer “other nationality” was filled with
nationalities such as Balkans, Dutch and Polish and reached 5%. Last but not least
Italians represent 2%.

Wellness Resorts Visitors’ Choices: The research has shown that the most popular
service (Chart 10), far from the rest, is massage, preferred by 32% of the customers.
Right after that 19% of tourists prefer spa services and 16% beauty treatments.
Anti-aging comes next with a percentage of 7%, as well as thalassotherapy and
self-awareness with 5%, respectively. Personal fitness training is preferred by 3%

Chart 9 Average cost of staying
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Chart 10 Services preferred

and group sports by 2% of the customers. For the next question, wellness resort
owners and managers were asked whether visitors’ choice of vacation that includes
wellness services is intentional for the majority of them or random. The people
questioned could choose among the three following answers: random, intentional
and I do not know/no opinion. 60.9% answered that the choice of a wellness resort
is intentional and only 13% answered that it is random. Finally, they were asked
whether the customers are regular or not and 56.5% answered that the majority of
wellness resorts visitors are in fact regular customers.

5 Conclusions, Policy Proposals

The statistical analysis so far has indicated that wellness and the form of tourism
connected to it are very popular in the recent years. When taking into consideration
the huge growth of trips related to wellness tourism, as well as the profits to be gained
according to the Global Wellness Institute, it is evident that action should be taken in
order to make Greece a world wellness destination. Moreover, in order to reinforce
this form of tourism, both incoming and domestic tourists should be attracted.

According to the data of the research conducted to the general public, a large
number knew neither wellness resorts nor any of the services they offer, which
is rather strange considering the quick access to information one has nowadays.
Therefore, this result could be attributed to insufficient information or lack thereof,
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as well as to a mistaken conception of the tourists that wellness resorts address to,
or the type and cost of services provided therein. In any case, the number of people
who knew and have used wellness resort services is also significant. The research
also revealed the dynamics of the Internet and the social media in informing modern
consumers on special touristic products. Moreover, the results also indicate a strong
correlation of the provided services among special tourism products, such aswellness
tourism, gastronomy and cultural tourism.

According to the research conducted in wellness resorts, the majority of the
customers spend 100–200 euros or more than 300 euros on a daily basis. There
is no significant difference between female and male visitors, while most of them are
between 30 and 65 years old. Customers most likely have a higher education, income
and social level; the most frequent visitors are Greek, British, Russian or German.
The most popular services are massage, spa and beauty treatments, and the majority
of tourists choose a wellness resort intentionally and visit it regularly.

The research showed that many Greek people ignored wellness resorts for many
reasons. However, the majority believes that wellness resorts can be well developed
in Greece. Therefore, since there is an appropriate background, some actions need
to be taken to promote and advertise wellness resorts to the Greek public and to
incoming tourists, such as

• Recording all hotels that fulfill the criteria for being wellness resorts and creating
a special “wellness resorts” label.

• Promoting wellness resorts as a separate touristic product which should have a
specialized marketing plan; special portals should be created to address to well-
ness tourists; participation in exhibitions related to wellness or tourism is also
important.

• Promoting a multilevel destination marketing plan where wellness resort facil-
ities and services is offered together with other specialized products (culture,
gastronomy).

• Updating—and completing where necessary—the legal framework for the oper-
ation of the facilities where wellness services are provided.

• Promoting synergies among businesses with travel agents which manage, through
mass bookings, to achieve better prices and better promotion of the product.

Annex

See Tables 3 and 4.
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Policy Responses to Critical Issues
for the Digital Transformation
of Tourism SMEs: Evidence from Greece

Panagiota Dionysopoulou and Konstantina Tsakopoulou

1 Introduction

Digitilisation affects all stages of the tourism value chain and creates a new context
for tourism SMEs to operate, as it transforms the way businesses organize their
work and communicate with tourists, requires new skills by the tourism workforce,
creates innovative tourism products, and enhances the visitor’s experience (Euro-
pean Commission, 2017, Oberländer et al., 2020). It is estimated that $100 billion of
industry value will migrate from traditional tourism businesses (travel booking inter-
mediaries and traditional hotels) to Online Tour Operators (OTAs) and short-term
rentals by 2025 (World Economic Forum, 2017: 11). These trends are accelerated
amid the COVID-19 pandemic, stressing the need for coherent policies on the digital
transformation of tourism SMEs.

Digitalization has therefore created a new business environment for tourism
SMEs, one where they are struggling to remain competitive. The paper attempts
to investigate the challenges facing tourism SMEs in the digital era and to review
policy responses by illustrating the case of Greek tourism SMEs. Despite the fact
that SMEs form the backbone of the Greek tourism industry, research on their adjust-
ment to the changing landscape of the digital transformation era is scarce. This paper
attempts to fill this gap. In the next section, a thorough review of the academic liter-
ature and recent reports at EU and OECD level identifies crucial issues concerning

P. Dionysopoulou (B)
Director General of Tourism Policy, Ministry of Tourism, Athens, Greece
e-mail: dionysopoulou_p@mintour.gr

School of Social Science, Adjunct Professor, Post-graduate courses “Tourism Business
Administration Msc”, Hellenic Open University, Patras, Greece

K. Tsakopoulou
Head of Research Studies and Documentation, Ministry of Tourism, Athens, Greece

Department of Geography, Phd candidate, Harokopio University, Athens, Greece

© The Author(s), under exclusive license to Springer Nature Switzerland AG 2021
V. Katsoni and C. van Zyl (eds.), Culture and Tourism in a Smart, Globalized,
and Sustainable World, Springer Proceedings in Business and Economics,
https://doi.org/10.1007/978-3-030-72469-6_33

499

http://crossmark.crossref.org/dialog/?doi=10.1007/978-3-030-72469-6_33&domain=pdf
mailto:dionysopoulou_p@mintour.gr
https://doi.org/10.1007/978-3-030-72469-6_33


500 P. Dionysopoulou and K. Tsakopoulou

the digital transformation of the tourism value chain. We then go on to present the
main findings of research undertaken in autumn 2019, comprising a series of in-depth
interviews held with key informants in Greek tourism industry associations and in
the tourism departments of Regional Authorities. Interviewswere supplementedwith
desk research of official policy documents and governmental and industry associa-
tions’ sites. Research clarified Greek tourism SMEs’ needs and revealed the internal
and external barriers in their way to digital transformation, reviewed ongoing poli-
cies, and suggested new policy proposals. The paper concludes by relating results
to the outcomes of the European Commission reports (2018, 2017) and the OECD
report (2020) on the digital transformation of tourism SMEs at European and global
level.

2 Literature Review: A Changing Landscape for Tourism
SMEs

From the supply side perspective, digitalization has disrupted the distribution and
marketing of the tourism product. The internet has permitted tourism businesses
to dispense with powerful intermediaries, such as tour operators or Global Distri-
bution Systems, and market through their own brand website (Hjalager, 2010: 3).
At the same time, new online intermediaries have emerged (OECD 2020, Navío-
Marco et al., 2018: 464, European Commission 2017). Artificial intelligence (AI)
and big data analysis permit dynamic packaging and provide powerful insights on
consumer behavior and business transactions, facilitating real-time decision making
and helping businesses to structure the right offer (OECD, 2020, World Economic
Forum, 2019: 17, Zsarnoczky, 2017: 87, 2018: 2; Boes et al., 2016). Web marketing
has revolutionized communication with the client. Email, mobile-ready websites,
social media, instant chat are used to improve the way businesses market their
products and create loyalty to the brand (Navío-Marco et al., 2018: 465; European
Commission, 2017; Law et al., 2014: 742). Internet banking, financial software, flex-
ible homeworking by using the Cloud and digital collaboration tools, and interacting
with governments online help small businesses save money and time and improve
cost efficiency (European Commission, 2017). Automation helps tourism businesses
to simplify their internal processes and increase productivity. Chatbots, for example,
are a convenient form of communicating information to the customer (Zsarnoczky,
2017: 87, 89), whereas Property Management Systems (PMS) manage day-to-day
hotel operations, frommaintenance to booking (EPRS, 2018: 3). Digital and physical
convergence applications, like the internet of things, where devices are connected to
the internet and are capable of two-way communication, and augmented reality appli-
cations, where digital elements are projected into a real time space, create innovative
tourism products (Kontogianni and Alepis, 2020: 6–7, Zsarnoczky, 2018). These
include new tourism services, such as e-cars and e-scooters which require neither
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facilities nor personnel, as well as innovative experiences like real-time personalized
tour guides (OECD, 2020; Happ and Ivancsó-Horváth, 2018: 13–14; EPRS, 2018:3).

From the demand-side perspective, digital transformation has revolutionized all
stages of the touristic experience, from information search to the consumer’s decision
to purchase and the actual visit (Law et al., 2014).Online booking systems have short-
ened the whole process of ordering and paying for transportation, accommodation,
transfer, and on-site activities. Prices are comparable and tourists make new bundles
of the goods and services they need (OECD, 2020, Navío-Marco et al., 2018: 461,
Zsarnoczky, 2017: 87). Decision support systems and context-aware systems create
personalized and context-specific offers for travelers before, during, and after their
stay (Zsarnoczky, 2018: 4–5, Buhalis and Amaranggana, 2015: 385, Gretzel et al.,
2015a: 181). User-generated content is a great influence on consumers’ decision-
making, as tourists trust their peers for information rather than the company’s
marketing strategy (Navío-Marco et al., 2018: 463, Simeon and Martone, 2016:
682; Law et al., 2014: 741).

As their digital literacy increases, consumers have also become actively involved
in the tourism business by offering tourism services to other consumers via digital
platforms, giving rise to the concept of the prosumer, which refers to tourists co-
creatingvaluewith the industry (Navío-Marco et al., 2018: 461–462;Richards, 2015).
This is particularly evident in the sharing (or collaborative) economy model. An
increasing number of people are willing to “share” what they own (their house or
their car) or what they do (meals and excursions) and offer their spare capacities for
collective use to maximize the exploitation of their resources and efficiency gains
(WEF, 2019: 9, EPRS, 2018: 4, Zsarnoczky, 2018).

Nowadays, however, the collaborative economy includes tourism services
provided by private people as well as businesses (EC, 2016: 3). The concept of
the digital business ecosystem has been used to describe the new business model:
new technologies help create loose networks of businesses, consumers, and organi-
zations with global reach, that are not bound by hierarchy, but by symbiotic, yet at
the same time antagonistic relationships (Kelly, 2015: 5; Gretzel et al., 2015b; WEF,
2019: 14). Digital platforms have come to dominate the tourism business ecosystem.
Platforms shift production from inside the firm to the outside, as they coordinate
and sell value created by users (OECD, 2020, WEF, 2019: 8–9, Zsarnoczky, 2018:
3). In TripAdvisor, Uber, and Airbnb, users create value for other users, attracting
more users and increasing value, which in turn attracts even more users and so on.
The modularity of the tourism product (a stay, a ticket, a tour, a meal) facilitates
new entries, so that new service providers may easily join the business ecosystem to
add their value (Gretzel et al., 2018). Such an approach however does not account
for the numerous difficulties encountered by SMEs collaborating with platforms
(Zsarnoczky, 2017: 87).

A major source of concern for policy making is the place of tourism SMEs in
this changing landscape. SMEs, in general, are considered more flexible and adapt-
able to change than large organizations, so the speed, transparency and real-time
exchange of knowledge offered by the electronic environment may act in their favor
(Bocarando et al., 2017). In this context, policy reports and the academic literature
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both emphasize the opportunities offered to tourism SMEs in the digital era. Digi-
tilisation allows small players a more equal exposition to the market together with
industry leaders (Hjalager, 2010: 3) and enables SMEs to access distant markets
and market niches at low cost, and, eventually, to attain scale without the negative
effects of mass tourism (OECD, 2020; Dredge et al., 2018: 19). Electronic commerce
entails benefits such as increased sales, cost reduction, time savings, better customer
service, and productivity gains (Bocarando et al., 2017: 436). By analyzing online
user-generated content, tourism operators understand the tourists’ profile, adjust their
offerings appropriately and manage visitors’ satisfaction and business reputation by
replying to critique and eliminating flows in the service (Simeon andMartone, 2016:
685).

Despite perceived opportunities, tourism SMEs are lagging behind in the digital
era (OECD, 2020, Dredge et al., 2018: 18, European Commission, 2017 and 2019).
While the digital gap between large and small tourism businesses has diminished in
most countries when simple digital services such as web presence are concerned, it
remains pertinent when it comes to adopting more advanced technologies like cloud
computing. There is also a growing concern over the position of digital native tourism
SMEs in the business ecosystem, as consolidation is taking place in innovative
companies like e-scooters operators (Crowe, 2020). Barriers impeding SMEs in their
way to digital transformation have to do with structural peculiarities of the tourism
sector (such as fragmentation or demand fluctuations), as well as internal features
of the tourism businesses themselves (like small size and ownership characteristics),
both determinants being closely interconnected to each other (Najda-Janoska and
Kopera, 2014).

Empowering tourism SMEs to adopt new technologies is increasingly becoming
a strategic priority for governance. International bodies issue policy guidelines that
have to do with connecting stakeholders to information and collaboration networks,
training policies for employees and managers alike and enhancing digital awareness,
enabling SMEs to access and process big data (OECD, 2020, Dredge et al., 2018).

3 Methodological Approach

Data on the digital transformation of tourismSMEs inGreece and on relevant policies
are scarce. To gain insight into the industry and identify ongoing policy initiatives,
we reviewed official policy documents as well as governmental and industry asso-
ciations’ sites. Relevant statistical data was provided by the Central State Aid Unit
on EU funding in the framework of the Partnership Agreement 2014–2020. Desk
research was coupled with in-depth interviews, conducted in autumn 2019, with key
informants in the main Greek tourism industry associations at a national level and in
the competent tourism departments of Regional Authorities to grasp eventual spatial
differences (Table 1). Interview requests were made to all 13 tourism departments
of Regional Authorities and seven interviews were eventually conducted. Research
needs to be supplemented, at a later stage, by research in Greek tourism SMEs.
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Table 1 List of key informants that have participated in primary research, autumn 2019

List of key informants

Type Key informants Code

Industry stakeholders Hellenic Chamber of Hotels KI01

Hellenic Association of Hotels KI02

Hellenic Association of Hotel Managers KI03

Institute of the Greek Tourism Confederation KI04

Regional authorities Region of Western Macedonia KI05

Region of Eastern Macedonia – Thrace KI06

Region of Attiki KI07

Region of Crete KI08

Region of Western Greece KI09

Region of Epirus KI10

Region of Peloponnese KI11

A short list of five open-ended questions, regarding the main subject areas of
the interview, was first sent by email to all participants, to encourage informants
to share their experience on the subject. Interviews were then conducted over the
phone, following an interview guide, varying from around 40 min to one hour. In
some cases, input was received in writing. Written input was also received by the
Ministry of Tourism of Greece, Directorate of Education, regarding governmental
educational policies on the matter.

The main aim of the interviews was to explore the advance of digital transfor-
mation of Greek tourism SMEs and review related policies. Informants gave their
opinion on the type of policy interventions most needed to effectively enhance the
digital transformation of tourism SMEs in Greece and to describe policy initiatives
already in place.

4 Results

4.1 Opportunities and Challenges to the Digitalization
of Greek Tourism SMEs

Stakeholders acknowledge potential benefits from digital transformation, related
primarily to access to distant markets and market niches. Sales through the brand
website and social media marketing enhance visibility, integrate SMEs in global
value chains (KI07), and provide an additional source of profit (KI03, KI04, KI05,
KI06, KI08). However, it remains an issue whether small and medium-sized hotels’
websites can reach first page results in search engines (KI01). Big data analysis
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offers insights to customers’ profile (KI01, KI04), resulting in customer satisfaction
and repeat customers (KI08). Data analysis is also helpful to overview and to assess
competition (KI06, KI07). Practical benefits refer to better every day management
and time saving through automation, so that employees may be occupied in customer
service (KI01, KI02, KI07).

Despite the fact that the importance of digital tools is widely acknowledged,
Greek tourism businesses present a varying degree of digitalisation depending on
the type of technology and their size. Inputs show that while the gap between small
and large firms has narrowed when it comes to web presence and connectivity, it
remains prevalent when it comes to more advanced technologies like data analytics,
channel management, PMS or virtual and augmented reality (KI01, KI03, KI04).
Some enterprises feel that the use ofmore advanced tools is not required and “doesn’t
pay off” (KI04). Tourism SMEs that provide online booking and payment from
their own website, substituting major aggregators, is a strong trend in Greece lately,
as is marketing on social media (KI09). There is also a varying degree of digital
awareness: small andmedium-sized hotels may be able to successfullymaintain their
online presence in social media, while at the same time they may not understand the
importance of using the cloud to manage their files (KI02).

Barriers have to do with internal and external limitations. Stakeholders stress that
the small size of tourism businesses incurs a number of resource shortages, partic-
ularly lack of funds and competent staff, which are considered the main obstacles
in their way to digital transformation (KI01, KI02, KI03, KI06, and KI07). Lack of
digital skills and difficulties to recruit properly trained staff are widely mentioned.
Stakeholders point out the lack of appropriate and continuous training programs and
of digitally skilled labor supply (KI03, KI08, KI11). Insufficient know-how obscures
the gains to be made by the digital upgrade of the tourism product (KI07, KI09).

Another issue is the high cost of bandwidth internet and of the relevant equipment
(KI06), as well as poor infrastructure for fast and reliable internet connectivity,
especially in remote areas (KI09, KI10). Lack of consistent cooperation between
public authorities at all spatial levels that would effectively assess the needs and
coordinate policies to adopt digitally enhancedbusinessmodels by traditional tourism
SMEs was also identified as a crucial barrier (KI05, KI09).

In the following, we provide an outline of policies undertaken by private and
public bodies at different spatial levels that aim to address these issues.

4.2 Policies to Provide Financial Assistance

Despite the decrease of ICT costs (European Commission, 2017: 58), interviews
have confirmed that technology solutions still involve a considerable cost for Greek
tourism SMEs.

A number of sectoral and regional Operational Programs have focused on the
digital transformation of tourism SMEs within the framework of the Partnership
Agreement 2014—2020. At central government level, the Operational Program
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Table 2 Number of tourism SMEs financed

Number of tourism SMEs financed, by business size
Total expenditure on software and software services

Operational Programme “Competitiveness, Entrepreneurship and Innovation” (EPAnEK),
Partnership Agreement 2014–2020

Project 1: Supporting the creation and operation of new tourism SMEs

Size Number of proposals Total expenditure (Of which) public
spending

Micro 1,801 5,889,935.27 2,943,494.98

Small 70 235,579.00 117,614.50

Medium 6 23,450.00 11,725.00

Project 2: Supporting tourism SMEs to upgrade the quality of their services

Size Number of proposals Total expenditure (Of which) public
spending

Micro 537 2,334,992.73 1,121,500.81

Small 145 865,444.58 415,492.65

Medium 38 317,304.08 147,079.26

Source Management Organization Unit of Development Programs SA, Central State Aid Unit

“Competitiveness, Entrepreneurship and Innovation” (EPAnEK), has funded two
targeted projects to support new and existing tourism SMEs, supported by the ERDF
(EuropeanRegional Development Fund) and the ESF (European Social Fund) (Blake
et al., 2006). Both projects covered the entire tourism sector. Funding included the
provision of software (including cloud computing and software as services). Results
are presented below (Table 2). 90% of businesses financed for software and software
services were microbusinesses (less than 10 employees) with a total expenditure of
8,224,928 euros. Most newly established tourism SMEs were situated in the South
Aegean Region (326), the top tourism destination of the country, while a consider-
able number operate in the wider areas of Athens (Attiki, 253) and of Thessaloniki
(Central Macedonia, 216).

Funding has also been available through Regional Operational Programs. In the
region of Epirus, for example, financial support was provided for SMEs of all sectors
to enhance e-business (KI10). A considerable number of these investment plans
belong to tourismSMEs (108 out of 124). Themajority deal with accommodation (67
in total), while a great part has to do with travel agencies, food service activities, and
rent a car. Eligible costs include online trading and booking, digitalization of business
organization, and production. In Western Macedonia funding aimed at enhancing
innovation in existing and new micro, small and medium tourism businesses (KI05).
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4.3 Policies to Build Digital Competence and Innovation

The need for continuous training to foster the digital skills of the tourismworkforce is
acknowledged by themajority of key informants. Discussion revealed the importance
attributed to tourism education in general. Stakeholders stressed the role of state-
managedHigher Schools of TourismEducation inRhodes andCrete, that have proved
successful in the past and could be self-financed (KI02). Post-secondary tourism
education is considered pivotal as well, as it is a time when families and young
people commit themselves to following a certain career (KI02). Programs should be
upgraded, so that theywill no longer be a forced choice for pupils who do not succeed
in their exams to enter universities, which results in few graduates actually staying
in the tourism workforce. Public–private partnerships with tech leaders in the sector,
such as Google and online tour operators, are also put forward as a means to provide
training in specialized areas like digital marketing (KI04). In this framework, the
GNTO in cooperation with Google Hellas supports training in social networking of
small-scale tourism entrepreneurs (Annual Report 2018: 17).

In response to market needs, Institutes of Vocational Training managed by the
Ministry of Tourism, have adjusted their curriculum from 2019 onwards to comprise
the specialty of “Management andTourismEconomyExecutive”, training students to
the use of all essential travel market applications (from booking platforms to Content
Management Systems). The Ministry of Tourism also organizes courses of Contin-
uing Vocational Training addressed to employees in hotels, casinos, restaurants, and
leisure centers that have been recently restructured in 2018 to comprise courses on
hotel Property Management Systems, online reputation management, and channel
management. E-learning has also been available for students during the COVID 19
pandemic lockdown (Bocarando et al., 2017).

Regions have also undertaken initiatives to support training. For example, the
Strategic Action Plan for the Tourism Promotion of the Region of Attiki (KI07)
promotes training programs addressed to tourism professionals. The region has also
signed a Memorandum of Cooperation with the Hellenic Chamber of Hotels, to
provide a roadmap for hosting scientific tourism conferences and promoting research
synergies for the upgrade of tourism strategic planning.

A key challenge is the diffusion of knowledge. Some stakeholders put forward the
need to connect businesses and formnetworks.Networks offer the chance to exchange
know-how and information and group scarce resources to provide the much-needed
technological tools and organize training. In the framework of PartnershipAgreement
2014–2020, the Region of Attiki is planning to support the creation of innovation
clusters within the region (KI07).

To support Greek tech start-ups offering products for the tourism sector and bring
innovation to the market, the Hellenic Chamber of Hotels has recently taken the
initiative to organize CapsuleT, the first travel and hospitality accelerator for Greek
tourism startups (KI01). The aim is to provide hands-on learning opportunities and
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tools for the participating startups, as well as guidance on how to scale up their busi-
ness. The project includes workshops, mentoring sessions, pitching opportunities,
industry site visits, and networking activities (Boes et al., 2016).

4.4 Policy Initiatives for Market Intelligence and Promotion

Resource shortages hamper tourismSMEs efforts to unlock the possibilities of digital
marketing. To tackle these issues local DMOs promote tourism SMEs operating in
their area through their website (KI07).

Stakeholders have also stressed the need for timely and relevant data to assist
tourism SMEs and destinations in understanding their customers and adjusting their
services accordingly (KI01, KI06). The main barriers reported (KI06, KI07, KI08)
concern the lack of know-how to collect and analyze such data. Insufficient under-
standing of the EU General Data Protection Regulation (GDPR) is also a problem,
as well as safety issues concerning keeping and managing big data. However, GDPR
is equally thought of as a challenge to train staff properly, design tourism prod-
ucts that respect private data, and prepare a plan to deal with violations of privacy.
In the accommodation subsector, the Hellenic Chamber of Hotels cooperates with
the private sector to offer Greek hotels and camping sites monthly data analysis of
their social media reviews. The project also provides the Chamber with extended
destination analysis to track long-term trends in the Greek tourism industry (KI01).

4.5 Policies to Enhance E-governance for the Tourism Sector

Stakeholders underline the importance of e-governance that would reduce costs
incurred by administrative burdens. To address these issues, two projects are
underway at central government level. Thefirst project aims at upgrading the informa-
tion services provided by theMinistry of Tourism to investors and has been underway
during the last semester of 2018 in the framework of Operational Programme “Com-
petitiveness, Entrepreneurship and Innovation” (EPAnEK). The project creates a
comprehensive investor information system for spatial planning, that will inform
investors on the urban, environmental, institutional, and regulatory framework in
areas of tourism interest and on the existing investment environment in these areas.
The project reaches a total budget of 985.854,00 e.

5 Conclusions

Although all key stakeholders embraced the opportunities offered by the digital trans-
formation of Greek tourism SMEs, they identified a number of critical issues that
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require a prompt policy response, particularly the lack of adequate resources, tradi-
tional managerial practices, the scarcity of knowledgeable workforce, the absence
of appropriate infrastructure and a need to enhance e-governance. Results are in line
with the main barriers put forward in the academic literature and with the findings of
the European Commission’s reports (2018 and 2017) and the OECD report (2020)
on the digital transformation of tourism SMEs at European and global level.

Greek tourism SMEs face similar problems with their European and global coun-
terparts. Policies by central government, regional authorities, and industry stake-
holders attempt to tackle these issues. They provide funding for investments in digital
tools, training courses through state-managed schools or via partnershipswith private
sector tech experts, online promotion tools through DMOs’ websites, e-governance
tools for B2G interaction in the tourism sector, tools for big data analysis to improve
market intelligence, incubator services to connect start-ups to the tourism market.
On the whole, these policies adopt a realistic perspective and remain focused on the
particular needs of extant Greek tourism SMEs with the aim to foster their digital
competence.

An even greater emphasis must be put on producing relevant, coherent, and timely
policies for digital transformation amid the COVID 19 pandemic. Policy planners
can benefit from lessons learnt from global practice by keeping in mind the following
principles (OECD, 2020; European Commission, 2017, 2019): the need to prioritize
small and medium-sized businesses during policy making (“think small first”) and
to adjust policies to the structural limitations of tourism SMEs, the importance of
integrating place and spatial parameters in policymaking as neither digitalization nor
the impact of the pandemic are felt the same in urban, rural and insular destinations,
and, last but not least, the need to adopt the view of tourism businesses rather than
tech companies when planning digital transformation for the tourism sector.
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Security and Safety as a Key Factor
for Smart Tourism Destinations: New
Management Challenges in Relation
to Health Risks

Salvador Ruiz-Sancho, Maria José Viñals, Lola Teruel, and Marival Segarra

1 Introduction and Objectives

Tourist destinations are basically configured, on the one hand, by natural and cultural
attractions that make them unique and special and, on the other, by an infrastructure
and facilities for tourists that allow the activities inherent in these attractions to be
carried out. Upon these foundations, numerous tourist destinations have been set up
all over the world, specialising in certain types of tourists according to the resources
available in each place. In any case, it should be noted that not all tourist destinations
have achieved similar market shares, since the competitiveness of destinations is
also related to other factors, as suggested by theWorld Economic Forum (2019). It is
clear that outstanding resources and quality services always help to position a place
well, but without a tourism infrastructure it can never be considered a tourist desti-
nation. The quality of a tourist destination’s services includes, among other things,
the concepts of the safety and security of visitors. Over the years, although already
underlined by the World Tourism Organization decades ago (UNWTO, 1996), secu-
rity and safety are factors that have become an increasingly relevant key aspect of the
tourism model (Istvan & Zimányi, 2011; Álvarez de la Torre & Rodríguez-Toubes,
2014) and also of the competitiveness of a destination, as highlighted by the OECD
(2010) and theWorld Economic Forum (2019). As Jiménez García & Pérez Delgado
(2018) recalled, the physical integrity of visitors must be a right of the people and,
therefore, an indispensable requirement of a smart tourist destination.

Security is one of the most basic needs for human beings, as pointed out by
Maslow (1954), who placed it second on his hierarchy behind physiological needs.
Towards the end of the twentieth century, Sönmez (1998) pointed out that peace,
calm and safety are basic prerequisites for attracting tourists to a destination, but one
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of the most accurate definitions of the concept of tourist security was provided by
Blanco (2006), who referred to the:

‘set of measures, objective conditions and perceptions existing in the social, economic and
political sphere of a tourist destination, which allow the tourist experience to take place
in an environment of freedom, trust and tranquillity and with the greatest physical, legal
or economic protection for tourists and their property and for those who contract tourist
services in that destination’.

It should also be noted that security and safety have been key attributes of the
image of many tourist destinations, although they have probably not made them
sufficiently visible up to now in their marketing campaigns.

The main objective of this article is therefore to identify and analyse the elements
that make up the concepts of security and safety in tourism, as well as to determine
the factors that influence tourists’ perception of security. In addition, it also empha-
sises how tourist destination security has become a factor of tourist quality and a
determinant of the decision to purchase a tourist trip (OECD, 2010), based on the
capacity of the destination to offer a safe and secure environment for its visitors.

Additionally, it studies how security issues have evolved in the global tourism
context up until the current, hitherto unprecedented, situation when a virus has
brought the tourism sector to a standstill worldwide and has highlighted the
importance of addressing topics concerning the health and safety issues of a
destination.

2 Methodology

Themethodology consisted in performing abibliographic reviewof previous research
in order to clarify concepts and ideas on security and safety in tourism and its
constituent elements. To this end, a qualitative analysis of scientific works by public
bodies and studies conducted by prestigious publishing houses and cultural and
scientific institutions was carried out. The key words (tourism security and safety,
perceived image, safe destination) for the search were selected from vocabulary
included in the Thesaurus, basically by means of Boolean, syntactic and compara-
tive operators. Themain search engine used was essentially Google Scholar, together
with www.ask.com, www.alltheweb.com, www.excite.com, www.bing.com, www.
nlsearch.com (Northern Light) and www.scirus.com (Elsevier).

At the time of writing, we are immersed in the COVID-19 pandemic, and
so documents issued by international reference bodies and official government
communications have also been analysed.

http://www.ask.com
http://www.alltheweb.com
http://www.excite.com
http://www.bing.com
http://www.nlsearch.com
http://www.scirus.com
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3 Conceptual Framework

Security is a concept that alludes to a state of physical and psychological
comfort/discomfort in the individual linked to their perception of the real or potential
risks from the environment (Viñals et al., 2014).

The risks can be said to be various, and the perception of them varies from one
individual to another depending very much on factors relating to their personality
traits and their actual knowledge of just how dangerous the risks are. It should also
be noted that this is a concept that affects not only tourists, but all the individuals
who make up a society, so it is usually an issue that governments assume as part of
their political responsibilities. As pointed out by Durán & Bacigalupe (2018): ‘There
is no such thing as tourism risk, but rather natural risks and those resulting from
human, cultural and social activity, which are projected onto it’.

3.1 Risks Associated with the Territory

In order to understand the concept,wemust startwith the risks inherent in the territory.
Thus,many places, including tourist destinations,may coincidewith areas around the
world where natural risks are common due to their geology and climate (volcanoes,
earthquakes, tsunamis, hurricanes, etc.). To these, we must add the biological risks
that exist in certain parts of the planet associated with the presence of microbial
life that can interact with humans with fatal outcomes (bacteria, fungi, viruses and
protozoa) or places where there is a high rate of endemic contagious diseases (Ebola,
dengue, cholera, etc.). There may also be human-induced risks due to hazardous
activities being carried out that can increase natural risks (landslides, fires, etc.) or
can cause air, soil or water pollution (industrial, chemical, nuclear or radioactive
activities, vehicular traffic, etc.).

The insalubrious conditions in certain areas (untreated wastewater with harmful
bacteria, presence of pathogens on beaches, polluted atmosphere, food contaminated
by pathogens, etc.) are also a major cause of health and hygiene risks for the popu-
lation and for visitors. Serious health risks can be incurred through contact with or
ingestion of contaminated water or food.

3.2 Socio-economic and Political Risks

Other risks that can cause insecurity for people have to do with economic stability
and social behaviour. In relation to these elements, it should be noted that they
are closely linked. For example, it has been shown that a country’s gross domestic
product (GDP) stops growing with high rates of homicide and violence (UNDP,
2012), since gatherings in public spaces, travel and recreational activities are very
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all limited under these conditions. In addition, insecurity generates significant costs
ranging from public spending by institutions and private spending by citizens on
security to the irreparable costs in terms of life and people’s physical and mental
integrity (UNDP, 2012).

Some of the most significant political risks are wars and terrorist threats (political
violence), which give rise to violence and economic, social and political instability.
They are therefore a great source of insecurity for the citizen that includes the risk
of losing one’s life. For example, according to data from Latin American Public
Opinion Project—LAPOP (UNDP, 2012), the percentage of people who say they
have limited their visits to recreational places in Latin America for fear of being a
victim of crime ranges from 20.6% (Chile) to 59.1% (Dominican Republic). Some of
the pioneering studies on crime and tourism development were those by Jud (1975),
Pizam & Mansfeld (1996, 2011) and also Neumeyer (2004). Subsequently, a large
body of the literature has been produced that addresses the decline of tourism in
destinations subject to this type of problem, especially since the attacks on the Twin
Towers in New York on 11 September 2001 (Hall et al., 2003).

In addition, it should be noted that there are forms of terrorism and extremism
that specifically target tourism as a means of expanding their claims internationally
(Pleterski, 2010).

To corroborate the theses on terrorism, we cannot fail to mention the work of
Drakos & Kutan (2003) on the regional effects of terrorism in Mediterranean coun-
tries (Greece, Israel and Turkey between 1996 and 1999), in which they took the
model for developed destinations of Enders et al. (1992) to analyse the regional
effects of terrorism on the market shares of direct tourist competitors. Their results
showed that an increase in instability in Greece contributed to an increase in the
market share of Israel, while terrorism in Israel benefited the market share of Turkey.

3.3 Types of Risk Response

In view of the large number of potential risks to which the population and tourists
travelling to a destination are exposed, the response of the public authorities is multi-
dimensional and is approached, as proposed by Bonini (2010), from the perspective
of protecting people, goods and services (tangible elements) and that of protecting
intangibles (rights and guarantees, ethical principles, etc.).

Thus, and specifically with regard to tourism, it is deployed in a series of systems
that, based on Grünewald’s classification (2010), could be classified as:

• Public security: a system focused on controlling and minimising criminal acts
(robbery and theft), acts of terrorism, public disorder, accidents, etc., and ensuring
harmonious coexistence at the destination.

• Medical security: a system of emergency care and medical protection for visitors
during their stay at the tourist destination.
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• Hygiene and health protection: a system ofmeasures adopted by the destination to
ensure that tourist activities take place under hygienic conditions and in a healthy
environment. The global pandemic caused by the COVID-19 has highlighted the
importance of thesemeasures on an international scale in today’s globalisedworld.

• Food safety: a system designed to protect the health of consumers through a
process that seeks to ensure food safety by controlling and eliminating unsafe food
containing bacteria, viruses, parasites or chemicals that are harmful to health.

• Road and transport safety: a system that allows the visitor to move freely and
safely on the roads and on the transportation at the destination.

• Environmental safety: a system that allows the protection of people against natural
and human-induced risks.

• Information security: a communication system that allows true knowledge and
transparency of information about the destination.

• Tourist safety: a system of protection for tourists that is put in place in some
destinations or at specific times to safeguard the physical integrity of visitors in
particularly complex situations (large events, areas with large crowds of people,
etc.).

4 The Tourist’s Perception of Security

Viñals et al. (2014) commented that tourists should be able to visit a place and carry
out their activities in safety, and moreover, they should perceive it as such for their
own peace of mind.

The safety and security of a destination can be viewed from two perspectives. The
first is that of the manager responsible for the destination, who knows the risks and
is responsible for providing the material and human resources necessary to prevent
and manage them (actual risk). The second is the perspective of the visitors and
tourists, who have their own perception of the safety and security of the destination
(perceived risk).

This perception depends on various factors, namely:

• The visibility and tangibility of how dangerous the risk is: this factor is directly
related to its perception, since the mechanisms of danger warning or detection
in the most primitive human brain are linked to visible, tangible and sensory
physical facts (Cao, 2011). Therefore, what creates a feeling of insecurity within
us is basically produced by situations or scenarios involving physical threats
(earthquakes, tsunamis, explosions, fires and so forth).

• Information about security: the level of information available, its ease of access
and its accuracy are fundamental in the choice of a destination. According to
Mansfeld (1992), information fulfils three basic functions in the choice of a desti-
nation: by minimising the risk of decision, by creating an image of the destination
and by serving as a mechanism to justify that choice. Kim & Richardson (2003)
pointed out that more familiarised tourists are more aware of the real opportuni-
ties of the destination, which creates a feeling of security and comfort that has
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positive effects on their perception. Hence, as commented byDurán&Bacigalupe
(2018), knowing how to manage information is essential to be able to cope with
the uncertainty that conditions risk perception.
It should also be noted that the choice of destination made by many tourists
is conditioned by information about safety during the trip and the stay there
(Fernández Ávila, 2002; Xueqing Qi et al., 2009). Consequently, as pointed out
by Echtner&Ritchie (2003), prior to the trip, tourists generate a ‘projected image’
from information related to historical, political, economic and social factors about
the destination that they have stored throughout their lives, even without having
visited it or having been exposed to sources of commercial advertising. This
information may come from various sources, which Gartner (1994) called ‘image
formation agents’ and Baloglu & McCleary (1999) called ‘stimulus factors’,
consist of the official ones, the education received, the opinions of friends and
family or other prescribers, and give rise to what Gunn (1972) andMartín Santana
& Beerli (2002) called the ‘organic image’. In addition, there are the commercial
sources (providers of tourist services in the area) that give rise to the ‘induced
image’, which is usually an ‘interested’ image of the place and, therefore, very
often does not inspire sufficient confidence in the tourist, as it could be controlled
by the promoters of the destination (Andreu et al., 2000). With regard to the
first sources, it is necessary to highlight the importance of truthfulness and the
existing emotional links with the traveller. Once at the destination, perception is
produced, which is a process by which an individual receives information from
the environment through the senses, selects it, organises it and interprets it so as
to create a ‘significant or perceived image’ (Mayo & Jarvis, 1981). Therefore, it
is necessary for tourists, once at their destination, to be well informed about the
vicissitudes, risks and limitations of the place, as this will make their stay more
peaceful, comfortable and relaxing because they will know what they can find
there and how to behave in any contingency that might arise.

• Capacity of the public authorities to respond to risks: the provision of security is an
important factor in the psychological comfort of tourists, as has been mentioned
earlier. Security should be considered a public good. Grünewald (2010) noted
that when security issues are not adequately addressed by service providers and
authorities, and the tourist perceives insecurity, the attractiveness for tourists is
depreciated and this has negative effects on the image of the destination. Elias &
Dunning (1992) commented that the fear imagined by tourists during their trip
vanishes when they find security devices at their disposal. Being perceived as a
safe destination is an attribute that makes a destination even more important than
it already is (Vargas-Sánchez, 2020).
Tourism security depends on the efficiency of the system to mitigate the hazards
of the destination (Tarlow, 2011), with a distinction being drawn between risk
management, disaster management and crisis management, this latter element
having been previously noted by Sönmez et al. (1999) andGlaesser (2003). Tarlow
also insisted on the need to correctly identify and correct the risks in order to be
able to deal with them.
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• Personality traits of the visitor: the perception of risk when choosing a destina-
tion is influenced by how dangerous the destination is, the information received
or the public authorities’ capacity to respond in the face of adversity. Yet, as
several authors have suggested (Sönmez & Graefe, 1998; Pizam & Mansfiel,
1999; Shiffman & Lazar, 2000; Reisinger & Mavondo, 2006), there are also a
series of personal factors such as the traveller’s previous experiences and person-
ality traits, their educational level, gender and country of origin, among others,
that condition the perception of risk. Lepp & Gibson (2003) pointed out that
there are tourists who are looking for new experiences and challenges—those
known as ‘allocentric travellers’ according to Plog’s classification (1974). There
are also those seeking sensations, according to Zuckerman (2007), who have a
low perception of risk and need strong stimuli to achieve a satisfactory recre-
ational experience, and so they assume risky behaviour. Additionally, there are
the ‘psychocentric tourists’ (Plog, 1974) who look for trips where everything is
predictable and organised without leaving anything to improvisation; therefore,
they want the security offered by a trip where everything is under control.

5 Tourism Security in the Midst of a Pandemic

Tourism worldwide has grown progressively in recent decades and with it the associ-
ated security problems. These problems differ depending on the moment in history.
In the first decades of the development of tourism, between the 1950s and 1970s, in
what was known as ‘mass tourism’, the security and safety of tourists were focused
on tourism and health infrastructures and facilities (road safety, the state of roads at a
tourist destination, etc.). Likewise, at the end of this period, aspects related to quality
started to be considered, especially in customer service, and, as stated by Istvan &
Zimányi (2011), health and hygiene began to be taken into account.

The next period, from the 1970s to the 1990s, was characterised by the important
role played by political conflicts, mainly wars and terrorism, which caused intermit-
tent security threats in various regions around the world, such as the Middle East,
Northern Ireland or the Basque Country in Spain. In any case, it must be said that
some destinations are highly resilient in the face of security problems, taking into
account the harmful effects that these facts have caused, and that their predictability
is sometimes difficult to manage (Sönmez et al., 1999). Such is the case of Spain,
which is considered a safe country and neither the tourist boom nor the terrorist
attacks have posed a serious threat to its image as a safe destination.

Since the 1990s, globalisation has brought with it other challenges associated
with information and communication technologies, mobility and trade in goods and
services. This period of ‘global tourism’ has security problems associated with it
on a global scale. The most persistent have been of a political nature, followed by
personal security problems, natural disasters and pandemics (Hall et al., 2003; Istvan
& Zimányi, 2011). These security problems have not been as serious as the major
tourism recessions due to economic causes, but since March 2020, the first concern
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in the security of destinations has been related to health, due to the spread of new
viruses such as COVID-19.

Of the many types of risks that have threatened the development of tourism to
date, never before has there been an event as unique as the health crisis caused by
COVID-19, which has affected, to a greater or lesser extent, every country on the
planet. Until then, terrorism was the main threat to tourism, which had replaced
the wars that had taken place from 1945 to 2004 (Nigeria, Syria, Iraq, Afghanistan,
etc.). Natural disasters, wars, terrorist attacks, etc., have been known to occur in
specific places around the world, but no event has reached the virulence of this
global pandemic to the same extent as the new coronaviruses (UNWTO, 2020).

It is true that there are precedents of contagion by viruses such as Ebola, influenza,
Zika and SARS, but they have never before caused an effect such as the one we are
currently witnessing. The international spread of the COVID-19 pandemic has been
a turning point for tourism because of its global and fatal nature, which calls for
reflection on the vulnerability of the different systems when faced with a virus that
has travelled rapidly across continents in less than 36 h. In March 2020, the virus
had spread across the planet, affecting millions of people and causing the deaths of
hundreds of thousands. By June 2020, more than 9 million people had been affected
and more than 470,000 had died. Tourism has been one of the biggest victims and
practically all the hotels in theworld have closed down; tight restrictions have brought
travel almost to a standstill, with the general situation of tourism companies being
particularly dramatic (Deloitte, 2020).

Reality has shown that no tourist destination had considered this possibility in its
plans, and far less were they prepared to deal with the situation. It has become clear
that many destinations have little resilience to tourism and that tourism is fragile
and interdependent, as well as being crucial to the planet’s economy. From now on,
tourist destinations must consider health crises as a serious threat in the face of which
they must take preventive management measures in order to minimise uncertainty
and guarantee tourists’ safety.

6 Discussion and Conclusions

In view of the above, the need for in-depth knowledge about all aspects related
to the security and safety of a destination becomes clearly apparent, since they
are indissolubly associated with the quality of the services provided and its
competitiveness.

Knowledge about security problems and their causes helps to classify the type of
risk and to provide the best response for crisis management.

In addition, the importance of the tourist’s perception of security has been empha-
sised, bringing to the fore the need to draw attention to the safety and security of a
destination and communicate in an adequate manner how they are addressed, since
it forms part of the image of the destination.
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Emphasis has also been placed on how safety and security condition the tourist
in the process of choosing a tourist destination, and how they have become more
important in this process over time. Tourists must visit a destination that can guar-
antee their physical integrity. It is therefore important that the destination manager
knows the ‘actual’ risks and takes steps to provide the material and human resources
necessary to minimise them and to manage them properly. However, it is also impor-
tant that he or she considers how the tourist perceives it (‘perceived risk’), since this
factor will have a direct influence on satisfaction with the tourist experience. Thus,
information and communication about safety provided by the destination must be
truthful, accessible and available both before and during the trip, since this is a key
issue in reducing visitors’ uncertainty (Durán & Bacigalupe, 2018).

It has also been shown that the responsiveness and efficiency of the administration
managing a destination in crisis situations increase the good image of the destination
and offset the negative perception of the existence of risks in the place.

Moreover, it has become clear that the health crisis caused by the COVID-19 and
its management has been the greatest concern so far known by tourism managers at
all levels and in all countries around the world. The reasons for this concern are the
great impact it has had not only on national economies but also at the international
level, the effects it is having on the way people relate to each other and on tourism,
and also the new perception of places and situations.

Beyond the health connotations of the crisis, it should be noted that no model of
resilience has been identified so far for the tourism sector thatwould comprehensively
take this risk into consideration in order to guarantee health safety and comfortable
performance of tourism activities. It is clear that this pandemic can be considered
a milestone in the history of tourism that will forever change the behaviour of both
the competent authorities and the tourism service providers and tourists. Thus, if
security was already a key element, it has now become the decisive factor in the
competitiveness of destinations. Moreover, in the context of globalisation, it is clear
that the response must be global, as Buus (2011) suggested when proposing a single
security code applicable to all countries. On the other hand, and as a final reflection,
it should be mentioned that no destination can be said to be ‘safe’ from this situation,
and that public policieswill be crucial to overcome this crisis. Furthermore, as regards
recovery, it will be necessary to adapt and make extraordinary efforts to improve
the image and reputation of destinations based on security arguments (Hernández-
Martín, 2020), since the brand image has been seen not to be static, but to be capable
of changing at any time and in the face of any event (Gutauskas & Valdez, 2019).
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An Evaluation of Hotel Websites’
Persuasive Characteristics:
A Segmentation of Four–Star Hotels
in Greece

Konstantinos Koronios, Lazaros Ntasis, Panagiotis Dimitropoulos,
John Douvis, Genovefa Manousaridou, and Andreas Papadopoulos

1 Introduction

Information technology financing assumes a fundamental aspect in inspecting hotels
consciously. Efficient and up-to-date distribution of the Internet and Web pages
might propose opportunities for upgraded visitor services to reach increasing client
presumptions, enhanced expense oversee, progressively compellingmarketing strate-
gies, and extended opportunities for hotels (Law& Jogaratnam, 2005; Piccoli, 2008).
It is clear that Web pages funding will enhance hotels’ profitability, diminish their
expenses, and simultaneously increase the profit of the services and products offered
to their clients. Thusly, investments into Web pages in hotels have expanded over the
previous years (Piccoli, 2008).

The evaluation of Web pages has been the focal point of consideration for
academics from the development of hotel Web pages in the later years of 90 s (Law,
2019). Amid this period, consumers had the option to save hotel rooms by conven-
tional media (i.e., travel specialists, telephone, and fax). Since themid-90s, academic
analysts and industry professionals have underlined the importance of preserving
travel significant services through online stages, to be specific hotel-booking Web
pages, to enhance the nature of their services and income (Law, 2019). Subsequently,
hotels began to incept Web pages to give global clients the information through the
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Web. A few hotel sites have been accessible since the mid-90s through to the late
2000s. Hotel managers concentrated on site improvement as opposed to making an
insignificant site by updating the Web innovations used to make their sites. Such
enhancements were to display customized customer services and to establish the
procedure of bookings (Baloglu & Pekcan, 2006). From 2010 onward, hotel direc-
tors have devoted to improve theirWeb pages bymeans of the adoption of present-day
models and the advancement of different Web pages renditions (Fong et al., 2017).

In the present digital world, Web pages fill in as an immediate interface among
hotels and clients. Giving a consistent and enjoyableWeb page experience for clients
is basic for hotels to enhance their room bookings (Li et al., 2017), just as for
their maintainable competitiveness in the long haul (Geerts, 2014). Nonetheless,
not every Web page is effective in accomplishing such purpose. Hence, a successful
site evaluation is a noticeable issue for researchers and professionals (Chiou et al.,
2010). To abridge, site evaluation is the focal point of industrial professionals and
academic researchers (Law et al., 2010).

Nowadays, most of vacationers plan their days off, reserve requested services,
and make their experiences public on the Web. Official Web pages are a neces-
sary instrument in various viewpoints (Samad et al., 2019): (a) to inform possible or
current travelers that are looking for places of interest, destination information, travel
courses, opening hours and costs of museums, vacation spots and trails, accommo-
dation and so forth (b) destination branding, for instance, imparting the fundamental
characteristics and estimations of a brand for specific destinations, known as brand
value in marketing and advertising terms (Sartori et al., 2012); (c) a method for
assuring potential vacationers; (d) a channel for products and services applicable to
advertising; and (e) a stage to share experiences and information between destination
supervisors and voyagers, or among explorers themselves. It is basic information that
the Web may fill in as a compelling marketing tool in the travel industry (Buhalis &
Law, 2008). In view of Schmidt et al. (2008), plainly the Web is changing marketing
techniques and hotels are capitalizing on the Web as a successful marketing tool.
Company sites are significant since they speak to the company inside theWeb condi-
tion. Henceforth, organizational Web pages must be effective and successful to have
the option to equal their rivals. To survey the viability of such sites, it is imperative
to decide assessment lists and assessment techniques (Schmidt et al., 2008).

In more detail, a requirement exists for broad research studies that completely
analyze the way investments in sites can prompt making manageable antagonistic
advantage for hotel organizations. The current literature on this subject in the accom-
modation field is not yet definitive, and there have been constrained theoretical and
practical researches into this territory. Earlier specialists concentrated on the hospi-
tality part have examined the different factors reliable for the accomplishment of
hotel Web sites (Vrana et al., 2004). In any case, most of them have focused on
singular perspectives and attributes rather than the general persuasiveness of Web
pages. Having distinguished the gap, this examination plans to investigate Greek
four-star hotels’ procedure regarding their sites, assessing their general site persua-
siveness and talk about how site investments can prompt antagonistic benefit in hotel
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organizations, and to suggest a hypothetical system that outlines the connections
among site and competitive advantage.

2 Literature Review, Capitalize the First Letter of Every
Word in the Title

The hotel business has constituted one of the quickest developing industry users
of the Internet. The purposes behind this quick increment in Internet utilization
are the various advantages that the Internet can give to both the hospitality sector
and the visitor/tourist. Hotels can decrease their distribution expenses and there-
fore increment their benefits, just as reach out to a bigger prospective target market
(Law & Hsu, 2005) and to upgrade service quality. Web page visitors would give
advantages to organizations if theWeb page can give important services to their visi-
tors (Schmidt et al., 2008). A few articles have analyzed different elements adding
to the achievement of a hotel site. Schmidt et al. (2008) assess hotels’ site quali-
ties and relate those attributes to site execution. Besides, studies on general Web
design appear of being declining for better comprehending explicit site clients, for
example, purchasers/programs and the visually impaired (Mills et al., 2008). Extra
e-advertising research incorporated an examination of the effect of online client
reviews on hotel room deals (Ye et al., 2009).

As indicated byKim&Fesenmaier (2008),Web page visitors take quick decisions
regarding a Web page dependent on their essential perception from a prompt inter-
action with the Web site. Such a condition is experienced in hotel sites, so it is basic
to affect clients’ essential perception. Because of this reality, hotel directors should
be educated about explicit enticing strategies, their utilization and their effect on
visitors, just as the manner in which audiences envision them. Almost no exploration
has inspected the idea of persuasion and Web design (Zach et al., 2008). Persuasion
constitutes the demonstration of persuading others to think, feel, or do what we need
(Perloff, 1993). Within the framework of marketplace, consumers are convinced
toward potential travel destinations through different methods incorporating rela-
tional discussions with friends and family and by advertising and publicizing in the
broad media. Nonetheless, travelers today are progressively going to the Web and
the sites as an information source. In setting of sites, persuasiveness is characterized
as the capacity to bring out good impressions toward the Web page and to impact the
attitudes on site users (Kim & Fesenmaier, 2008).

The powerful roles of computer technology have been investigated in the tourism
setting (Law &Wong, 2003). As per Kim and Fesenmaier’s (2008) characterization,
the significance of six factors must be considered when assessing the convincing-
ness of Web sites, which are: informativeness, ease of use, validity, inspiration,
involvement, and correspondence. Their examination depended on the hypothetical
setting proposed by Zhang and Von Dran (2001), who broadened Herzberg’s (1987)
motivation-hygiene hypothesis to the online setting, so as to recognize Web design
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aspects that help the data-seeking process (Cheung & Law, 2009). In more detail, the
suggested system perceives and recognizes the sites’ attributes which may be viewed
as hygiene factors from those which may be viewed as motives in the Internet setting
(Zhang &Von Dran, 2001). They recommend that hygiene factors are pivotal qual-
ities, however deficient to guarantee Web site guest’s fulfillment. Moreover, they
recommend that inspirational variables conduce to guest fulfillment and to repeated
site visits. In view ofKim and Fesenmaier’s order (2008), informativeness and ease of
use can be viewed as the hygiene factors. Accordingly, validity, motivation, involve-
ment, and correspondence can be viewed as the inspiring variables. The demonstrated
rousing variables assume an essential role in arranging the extraordinary segments
of hotel Web pages. All the more explicitly, the categorization of hotel Web pages
as per the convincing variables, advantage hotels in improving their openness and
correspondence with customers. This order may sequentially increment online book-
ings and upgrade site attempts to improve their attractiveness to potential guests, by
legitimately reassuring them. These components are critical to decide the distinctions
among the current four-star hotels in the part.

Informativeness is characterized as the capacity to illuminate clients about product
options that empower them to settle on decisions yielding the highest esteem (Lee &
Hong, 2016). Informativeness is a perceptual construct that is estimated through self-
revealed things (Pavlou et al., 2007). What is more, it envelops discerning intrigue
because of its capacity to enable a buyer tomake a knowledgeable judgment about the
acknowledgment regarding the scope, and consequently is conceptually unmistak-
able from “emotional appeal”. Researches have found informativeness to be signif-
icant in the arrangement of customer attitudes to electronic commerce Web pages
(Gao & Koufaris, 2006). Hotel sites give a ton of data (e.g., services, costs, room
photographs) so as to reinforce their service bundling and escalate their Web adver-
tising. Generally, the related literature concurs that informative sites give a client
the capacity to make an well-informed judgment for a future buy, expanding site’s
general persuasiveness (Lee & Hong, 2016).

Another significant attribute of sites is the level of their usability, which alludes
to how well and how effectively a client, without formal preparing, can cooperate
with an information framework or a site to achieve his/her assignment with the least
time and cognitive efforts conceivable (Essawy, 2005). Scientists have proposed a
few distinct methodologies for estimating site usability (Yeung & Law, 2006) one
of which is functional comfort, that is an information system’s usability. Usability
is comprised of two particular highlights: (a) simplicity of comprehension, and (b)
simplicity of navigation (Loiacono et al., 2002). The idea of simple of comprehen-
sion recommends that sites must be created with the end goal that visitors effectively
comprehend who supports the Web page, what the objectives of the locales are and
what they can accomplish on the site. It should likewise give convenient informa-
tion to the user. Sites ought to be developed obviously so guests effectively locate
the essential content and incorporate a Web guide and search instrument (Nielson,
2000). Along these lines, Web design permits client to effortlessly comprehend the
information given and causes hoteliers to accomplish their goals.
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Credibility is a fundamental segment of convincing correspondence generally.
O’Keefe (2002, p. 67) characterizes validity as “decisions made by a perceiver (i.e.,
a message recipient) regarding the acceptability of a communicator”. In general,
scholars in general concur that two measurements are critical to source validity. One
measurement is skill (e.g., capability, expertness, intelligence, definitiveness), and
the other is reliability (e.g., character, sagacity, security, trustworthiness). Validity
is particularly significant in the travel industry. Research shows that elusive, costly
service purchases, for example, travel, include both economic and emotional risk.
For the most part, customers secure data as a risk decrease system. The more solid or
trustworthy the data, the lower the apparent risk (Loda et al., 2009). The significant
signs of trust in a site are privacy and security, just as the recognizable proof of the
Web site owner through the given information about the association and its history
(Yang et al., 2003).

Inspiration is a strategy for influence intended to make a passionate response to
a message by utilizing enthusiastic content. Motivation would a fortiori adequately
convince a person who has little inspiration or little capacity to intelligently convert
a message (Petty & Cacioppo, 1986). Motivation manages the manners by which
emotional responses are stimulated as a function of themessage’s inspirational impor-
tance to people (Alhabash et al., 2013). At the point when an enticing message is
received, affective reactions (i.e., emotions and moods evoked by the site) are joined
with cognitive reactions (i.e., discerning assessment of the site) to develop the atti-
tude toward the message (Lee & Hong, 2016). Accordingly, on account of hotel Web
site, the extraordinary criticalness of aesthetics (e.g., utilization of visual features)
outlines the yearning of the hotels to introduce a powerful and productive connec-
tion or perception and to incite engaging experiences so that the positive recognitions
stimulate spiritually potential visitor to continue with the Web-based booking.

Involvement constitutes a focal idea that clarifies consumer conduct in marketing
and retailing (Aldlaigan & Buttle, 2001). Involvement can be portrayed as “a
progressing worry for an item class, that is, it is autonomous of procurement circum-
stances and is inspired by how much the item identifies with oneself and/or hedonic
joy got from the item” (Richins&Bloch, 1986). The idea of involvement is portrayed
in numerous structures. It is a person’s continuous connection with the attitude or
item. Blythe (1997) clarifies that association has both psychological and emotional
components, whichmeans inclusion of the brain and the feelings. In an online setting,
Patwardhan et al. (2004, p. 418) expressed, “Cognitive involvement is the degree to
which people attend, consider, center and apply mental effort while occupied with
a specific online action. Involvement, in this research, alludes to the circumstance
where a visitor feels emphatically about the Web page and invests energy scanning
for information that can change the purchase choice”.

The concept of reciprocity has been differently characterized from alternate points
of view. The principal belief is that of qualities of the tool of a site (Sohn, 2011). Inter-
pretations that attention on highlights try to distinguish either broad attributes like
two-way communication or explicit qualities of sites, for example, search engines
(McMillan & Hwang, 2002). Taking into account this point of view, one frequently
referred to definition is that of Jensen (1998, p: 201) “a proportion of a media’s
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potential capacity to let the user apply an impact on the substance as well as type
of the mediated communication”. The key components of reciprocity as indicated
by McMillan (2000) where the key components are the highlights that encourage
two-way communication and control. Ahren, Stromer-Galley and Neuman (2000)
focused likewise on features that empower two-way communication just as on the
interactive media features of the sites. The subsequent methodology characterizes
reciprocity concentrating on process (Heeter, 2000). From the procedure point of
view, definitions center around activities, for example, interchange and responsive-
ness (McMillan, 2000). As Bezjian-Avery et al. (1998 p.23) suggested, “In recip-
rocal frameworks, a client controls the substance of the connection mentioning or
giving information”. Most definitely, limits or specific citations are kinds of advan-
tages normally allowed to online customers with the reason setting up a commonly
valuable relationship.

The hotel business is customarily viewed as a critical piece of the service industry.
Regarding the hotel business, there are numerous investigations that have focused on
estimating service quality.Hotel services and consumer satisfaction of service change
from culture to culture, and administration quality measurements contrast starting
with one segment of hotel industry then onto the next help quality measurements
vary starting with one area of hotel industry then onto the next. Then again, studies
on service quality with respect to the hotel field in Greece are rare (Kamenidou et al.,
2009).

Nonetheless, regardless of the significance of division in the hospitality area, there
has been little study dependent on business segmentation. Past work has concentrated
on hotel division dependent on consumer request qualities. Studies on the division
of hotel types is generally rare, particularly those concentrating on hotel Web page
design.

This present investigation distinguishes typologies of four-star hotels in Greece
based on their own qualities, explicitly by assessing the convincing features of their
Web pages. The decision of business division strategy depends on its commitment
to the literature and its convenience for Web page hotel managers. This is on the
grounds that utilizing these parameters can powerfully affect consumers and boost
benefits for hotels.

Segmentation advances the viability ofmarketing efforts intended to draw inmore
straightforwardly and fitting item offering to a specific market segment advances
consumer contentment. Profiling the structure enhances the comprehension of that
section and permits an assessment of the qualities that segregate between fragments.
Wedel andKamakura (2000) note the significance of profilingwith company descrip-
tors to satisfy the accessibility necessity for successful market division. This infor-
mation on the segments inside four-star hotels as indicated by the enticement of their
sites adds to the hypothetical comprehension of Web page appropriation and use.
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3 Methodology and Research Design

Content analysis was completed so as to investigate hotel Web pages. Every one
of the sites dissected compares to one four-star hotel located in Greece. Deductive
estimation necessitates the improvement of explicit coding categories prior to content
investigation being done while preliminary estimation bolsters the act of new coding.
The current study utilizes a mixture of the two since six principle coding categories
were recognized before leading the examination: informativeness, usability, validity,
motivation, involvement, and reciprocity. The complete populace of four-star hotels
was assembled from the Hellenic Chamber of Hotels and the Greek Ministry of
Tourism, and the sample of the investigation was 404 hotels.

As an initial step, an Internet search engine was utilized to discover the sites of
four-star Greek hotels, beginning with the first in the positioning and continuing
in alphabetical order. When the hotel site had been recognized it was entered in
the examining list aimlessly and examined utilizing the factors suggested in this
investigation. A few hotels were dismissed in light of the fact that their sites could
not be found/does not existed.

Methodological proposals dependent on past examinations were carefully
reviewed looked to build the unwavering dependability and legality of the discov-
eries (Krippendorff, 2004). To this end a codebook was made and utilized as rule
in the investigation so as to “interview” the Webs. The codebook is like an orga-
nized poll made out of a continuation of things, each intended to identify the pres-
ence/absence of a specific property considered important to the examination (Rimano
et al., 2015). The coding sheet was created based on the current literature on site
content examination and incorporated the accompanying six measures to inspect the
level of persuasiveness of hotels’ sites:

i. Informativeness: was calculated as the information abundance and quality
demonstrated in the Web page.

ii. Usability: was characterized as the lack of difficulty of use of the Web site:
understanding and navigation ease

iii. Credibility: is based on the security and trustworthiness communicated by the
Web site

iv. Inspiration: refers to the Web site’s visual features.
v. Involvement: was characterized as the effort to enhance Web site interactivity
vi. Reciprocity: is conceptualized as the advantages offered to the users of hotel

Web sites in the hope of building a reciprocal relationship

These measurements help sites to expand persuasiveness and hence, to impact
site clients’ attitudes. The examination was confined to the English variant of every
site. The coders were prepared utilizing precise rules and operational definitions to
decide if the variable was available or missing in each sample item. Additionally, a
few sites were coded that were excluded from the example so as to distinguish and
resolve any possible issues in coding and to advance intercoder understanding. In
the wake of preparing, the coders freely investigated all hotels Web pages.
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Assessing the continuous changes and updating of sites is one of the significant
difficulties in site content investigation (Weare & Lin, 2000). Along these lines,
the coders dissected similar sites around the same time. To additionally guarantee
every one of the sites were seen under similar conditions, the coders utilized a
similar program settings and a similar sort of computers. The coders made deci-
sions autonomously of the sites for every one of the six measures. All estimates
utilized an ostensible scale (dichotomous) to characterize the presence of every class
with estimations of 1 or 0 doled out contingent upon the existence or lack thereof of
the classification in the site (Neuendorf, 2016).

4 Results

Content analysis was accomplished in order to analyze four-star hotels Web sites
in Greece. This study uses six main coding categories that were identified before
the analysis based on the research of (Diaz & Koutra, 2013): informativeness,
usability, credibility, inspiration, involvement, and reciprocity. The support tech-
nique employed to collect the data of 404 hotels in Greece. The hotels are around all
the Greece and have Web site with at list English and Greek version. Furthermore,
the analyzed hotels were located in different regions of Greece such as (Peloponnese,
Macedonia, Central Greece, Aegean Island, and Crete). The Web sites under inves-
tigation were visited during July 2019. The coding framework was created in accor-
dance with relevant literature concerning Internet page content analysis (Halpern
& Regmi, 2013). Furthermore, the researches responsible for the content analysis
visited each Web page independently and analyzed which one based on the six
different factors. All the measures used a nominal scale (dichotomous) to define the
presence of each item. More specifically, values of 1 or 0 were assigned depending
on the appearance or non-appearance of each item among the various categories.
Additionally, a number of rooms for each region are presented in (Table 1).

Hotels’ Web pages must retain a user-friendly approach by assisting visitors to
search and book online. Credibility concerns the security of and communication
by the Web page. The content of a Web page ought to be credible, accurate, and

Table 1 Hotels rooms per
region

Region Frequency Percentage Cumulative
percentage

Aegean Island 165 40.84 40.84

Central Greece 4 0.99 41.83

Crete 138 34.16 75.99

Macedonia 39 9.65 85.64

Peloponnese 58 14.36 100

Total 404 100
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comprehendible to assure that visitors will be convinced by the Web page. Inspira-
tion pertains to the Web page’s visual characteristics. The layout of a Web page has
to be appealing, as a well-lit, spruce and properly ordered online booking indicates
expertise, and must assist the visitor to locate desired services or information, or to
single out services that are novel or unique and which strengthen the persuasiveness
of the Web page. Involvement was delineated as the attempt to enhance Web page’s
interactivity. The outline of the Web page must include a range of social influences
to motivate and influence visitors to buy a service online by offering them diverse
options analogous to those that are possible when they purchase in the hotel reserva-
tion centers or travel agencies. Furthermore, Web pages should be collaborative and
offer visitors relevant feedback tomotivate them to book and purchase online. At last,
reciprocity is conceptualized as the advantages provided to the visitors of hotel Web
sites in the hope of creating a reciprocal relation. The aforementioned dimensions
assist Web pages to enhance their persuasiveness and as a result, to increase Web
page visitors’ attitudes. This could led to an increase of actual bookings through the
Web page.

Furthermore, Cronbach alpha reliability test coefficients were 0.78 for informa-
tiveness, 0.91 for usability, 0.76 for credibility, 0.87 for inspiration, 0.75 for involve-
ment, and 0.81 for reciprocity. Even though that there is the standardized level for
different reliability coefficients, it is suggested that those exceeding 0.70–0.95 indi-
cate excellent agreement and 0.40–0.75 fair to good agreement (Neuendorf, 2016).
Based on this criterion, all six variables had high levels of reliability, ranging from
0.75 to 0.91 (p < 0.001), with a confidence interval of 95%. In addition, mean differ-
ence test between five regions found that the total score of each region they do not
differ. (Table 2).

For the aim of the present study, a latent class cluster analysis of four-star
hotels’Web sites was performed. The analysis assessed the heterogeneity of four-star
hotels in accordance with the degree of persuasiveness of their Web pages. In line
with previous studies, Web page persuasiveness was calculated by the subsequent
variables: informativeness, usability, credibility, inspiration, involvement, and reci-
procity. Table 3 displays a summary of the estimation and adjustment indexes for
each of the five models. Results indicated that there were two groups of four-star
hotels, in accordance with the Bayesian information criterion (BIC). The lowest BIC
value correlates with the best model based on (Vermunt &Magidson, 2002,2003). It
was also feasible to take into consideration the various algorithms such as K-means,

Table 2 Mean difference
between total score and mean
score of each region

Region Mean p-value

Central Greece 31 0.397

Peloponnese 33.379 0.876

Crete 34.036 0.459

Aegean Island 36.133 0.086

Macedonia 34.948 0.498
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Table 3 Latent class cluster of persuasiveness variable

Number of latent
class

Log-likelihood BIC L2 Classification
error

Standard
R-squared

Cluster 1 −5263.24 8932.42 5662.36 0.0001 1

Cluster 2 −5116.92 8859.95 5369.42 0.0048 0.9758

Cluster 3 −4970.6 8787.48 5076.48 0.0095 0.9516

Cluster 4 −4824.28 8715.01 4783.54 0.0142 0.9474

hierarchical clustering with the different exit parameter values. Indices showed that
the model was well adjusted. In addition, the L2 statistic, which shows the quantity
of the relation noticed between the variables that cannot be explained by a model,
was very high. Lastly, the R2 were close to 1.

This analysis identifies that we have two main cluster based on the total score of
each hotel and the number of rooms (see Table 4). The luxury hotels with over 100
rooms and the follower hotels with less than 100 rooms.

4.1 Group 1: Primary Hotels

This is the less various area and contains 48.76% of the hotels tests. This area is the
most powerful and can create impact on clients so as to explore andmake reservations
through the site. This group has the most elevated potent with a high rate in the
components examined.This groupmakes highqualities in the entirety of its segments.
For instance, the sites join booking on theWeb (90%), destinations (99%), travel data
(91.4%), and helpful information (80.4%).

The ease of usemeasurement has a high rate right now,which are updated (98.3%),
the sites are straightforward (98.6%), have a site map (86.3%), a search tool (95.7%),
and have at any rate two languages (99.5%), which exhibits beneficiary universal
profile and the significance of hotels that speak with target markets from a scope of
nationalities.

The credibility measurement is ruled by three key things: data about the organi-
zation (84.7%), security policy (92.4%), and history (58.9%). The design and visual
attributes of the sites show high figures of hotels. Under this framework, (98.2%) of
the hotels in this category showcase a decent generally structure and design and the
(89.9%) present great visual highlights.

This association has a high extent of inclusion things. In particular, (72.6%) of this
group’s Web pages contain feedback outcomes, so customers can contact the hotels,
and have different instruments to impart among themselves and thusly share assess-
ments about the organization and proposals, for example, social network (98.4%)
or reliability programs (99.6%). Furthermore, RSS/WAP frameworks have a high
presence in the sites (98.6%). RSS or Really Simple Syndication empowers repeated
publication of refreshed site data to customers who need to get timely updates. WAP
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Table 4 Size and profile of sections identified

Variable Cluster 1:
Primary hotels
48.76% (%)

Cluster 2:
Follower hotels
51.24% (%)

Segmentation
variables

Informativeness Travel information 91.4 99.7

During your residence 99.2 99.5

Travel conditions 95.6 98.6

Useful information 80.4 97.6

Booking online 90.0 99.4

Price 94.0 99.3

Destinations 99.0 97.6

Residence status 84.0 94.3

Baggage 32.2 92.9

Special assistance 35.0 91.6

Career/Employment 45.6 89.2

Hotel 65.3 86.3

Car hire 52.3 88.0

Hotel partners 35.9 86.9

Refunds 56.0 85.7

Innovation 81.3 84.6

Sales area 47.6 73.4

Usability Updated 98.3 62.2

Web map 86.3 81.1

Search tool 95.7 79.9

Easy of understanding 98.6 78.8

Languages 99.5 77.6

Credibility About us 84.7 76.5

History 58.9 75.3

Privacy policy 92.4 74.2

Financial information 56.7 85.2

Inspiration Layout 98.2 74.8

Visual features 89.9 86.3

Involvement Feedback 96.8 72.6

Social network 78.5 98.4

Loyalty programs 95.9 99.6

RSS/WAP 99.4 98.6

Reciprocity Customer service 99.9 92.3

Promotion 97.2 79.6

(continued)
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Table 4 (continued)

Variable Cluster 1:
Primary hotels
48.76% (%)

Cluster 2:
Follower hotels
51.24% (%)

Newsletter 89.1 99.7

or Wireless Application Protocol is a specialized standard for getting to data over a
portable remote system during the residence. If the reciprocity variable is taken into
account, there is a high extent of B2C correspondence with customers, for example,
advancement (97.2%), news or newsletter (89.1%) or customer support (99.9%).

4.2 Group 2: Follower Hotels

Then again, this segment contains 51.24% of the hotel’s examples. This segment
is the less intense and conclude four-star hotels with under 100 rooms accessible
for the clients. This group has the most elevated qualities on informativeness and
association instead of validity and ease of use. This group makes high qualities in
the accompanying parts. For instance, the sites fuse booking on the Web (99.4%),
destinations (97.6%), price (99.3%), valuable data (97.6%), residence status (94.3%),
and special help (91.6%).

All the more explicitly, the ease of use has a lower rate in this group’s Web pages,
which are updated (62.2%), the sites are straightforward (78.8%), have a site map
(81.1%), a search tool (79.9%), and have at least two languages (77.6%), which
exhibits their nearby profile.

The credibility measurement is commanded by three key things: data about the
organization (76.5%), security policy (74.2%), and history (75.3%). The design and
visual attributes of the sites show how hotels figures out. Under this framework,
(74.8%) of the hotels within this group demonstrate an ordinary generally structure
and format and the (86.3%) present typical visual highlights.

This association has a high extent of inclusion things. In particular, 96.8% of this
group’s Web pages contain feedback outcomes, so customers can contact the hotels,
and have different instruments to impart among themselves and thusly share assess-
ments about the organization and proposals, for example, social network (78.5%)
or reliability programs (95.9%). Furthermore, RSS/WAP frameworks have a high
presence in the sites (99.4%). RSS or Really Simple Syndication empowers repeated
publication of refreshed site data to customers who need to get timely updates. WAP
or Wireless Application Protocol is a specialized standard for getting to data over a
portable remote system during the residence. If the reciprocity variable is taken into
account, there is a high extent of B2C correspondence with customers, for example,
advancement (79.6%), news or newsletter (99.7%) or customer support (92.3%).
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5 Conclusion, Capitalize the First Letter of Every Word
in the Title

This exploration adds to hypothesis, technique, and practice. The hypothetical contri-
butions coordinate the modification and outline types that Kim and Fesenmaier
(2008) have recognized in their components of persuasiveness to the marketing
domain, especially to four-star hotels’ Web design. In light of this investigation,
the examination distinguishes the requirement for another point of view and portrays
a creative way to deal with hotel segmentation.

Taking it into account from a manager’s viewpoint, this research has underlined
the significant groups of four-star hotels in regard to a series of indicators evaluating
Web page persuasiveness. The outcomes showcase that there are two four-star hotels
groups: (1) “Primary four-star hotel” and (2) “Follower four-star hotels”. This divi-
sion might help hotel directors to assess the level of persuasiveness of each group,
estimate the attractiveness of each group’s Web sites as well as perform the essential
actions in order to enhance their Web sites.

Despite the fact that this examination gives a structure to proceedingwith look into
on this significant territory of the accommodation division, extra research is expected
to propel the aftereffects of this investigation as certain impediments remain. One
significant constraint is that the examination depended distinctly on Greek four-star
hotels and along these lines it might lack generality. Hence, rehashing this examina-
tion with various examples would fortify the discoveries. In spite of this constraint,
it is contended that the aftereffects of this examination contribute significantly to
our comprehension of the persuasive architecture of hotel Web pages and give an
establishment to future research exploring the Internet as a convincing tool.
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Pilot Study for Two Questionnaires
Assessing Intentions of Use and Quality
of Service of Robots in the Hotel Industry

Dimitrios Belias and Labros Vasiliadis

1 Introduction

The use of robots for scientific and technological purposes is comprised of the design,
development, and construction of robots, as well as the application of the use of
robots in the industry (Belias & Varelas, 2018). The International Organization for
Standardization defines a robot as an “automatically controlled, reprogrammable,
multipurpose manipulator, and programmable in three or more axes, which can be
either fixed in place or mobile for use in industrial automation applications” (ISO,
8373:2012). There are already many applications of robotics in automation and in
manufacturing, like in the automobile industry (Chestler, 2016), while robots are also
used as part of services provision during disasters (Kobres, 2018; Rauch, 2017).

In the tourist industry, where one of the most important challenges is the provision
of high-quality services and the promotion of guest satisfaction (Barsky & Labagh,
1992), interest in robots has been rising, although the development of robotics hotel
applications is still in its early stages (Ivanov & Webster, 2017). In the hotel and
tourism industry, the concept of robot use is slowly but steadily gaining ground,
particularly in high cost, high-quality tourist organizations (Belias, 2019a). Robots
are being slowly introduced in the tourism industry and especially in hotels (Murphy
et al., 2019; Pinillos et al., 2016). Some existing applications are primarily introduced
through startup companies and include using robotics for bar automation and for
welcoming the guests, as well as for some housekeeping tasks like floor cleaning
(Ivanov et al., 2018; Kaivo-Oja et al., 2017).
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2 Literature Review

The use of robotics in the hotel industry is not without its critics, where concern has
been voiced for the impact that the use of robots may have on labor markets (Thomas,
2017), as well as the potential impact on human jobs, including loss or shrinking
of positions (Chan & Tung, 2019; Belias, 2019c; Belias & Varelas, 2018). In the
past, innovations are sometimes initially met with skepticism by the public and by
professionals. Examples of such innovations are online hotel booking and low-cost
flights, which today comprise an integral part of the tourism industry, and innovator
companies like Booking.com and EasyJet are global, well-known, and successful.
In this context, robotics applications in the hotel and tourism industry may be a
desirable investment for startup companies and entrepreneurship (Belias, 2019a).
The use of robots in the hotel industry may have benefits like the reduction of labor
costs, the improvement of guest experience, and the heightening of hotel’s standards
and operational efficiency (Ivanov & Webster, 2017; Pinillos et al., 2016). The use
of robotics can have positive effects in the quality of service of hotels (Parasuraman
et al., 1991), like performing simple routine tasks and reducing the workload of the
reception (Belias, 2019a), in ways that are seamless and error-free.

There are still a limited number of robotic applications in the tourism industry
(Belias & Varelas, 2018). Additionally, little research has been conducted regarding
the use of robots in hotels (Belias, 2019b; Ivanov et al., 2019), and there is need
for more research in this area (Belias & Varelas, 2018). Still, hotel customers may
be becoming more open to the use of robots in the hotel and the individualized and
novel experiences that they bring to the hotel service (Ivanov & Webster, 2019).
Some studies have shown that hotel clients have positive attitudes toward using
robots in the hotel and that there is a relationship between the use of robots and
service quality (Ivanov &Webster, 2017; Ivanov et al., 2018). Another study showed
that 214 participants had a higher intention to buy robotics hotel services, after they
watched a video presentation regarding robot hotel services compared to a traditional
video presentation of hotel services (Zhong et al., 2020). Another study with 240
participants found that using robots in the hotel led to positive brand evaluations for
the sensory and intellectual aspects of the experience, but not for the affective aspect
of the experience (Chan & Tung, 2019).

The present research is a pilot study of two questionnaires related to the use of
robots in the hotel industry. The first assesses the intentions and the expectations of
the use of robots in hotels, while the second is a version of the quality of services
questionnaire (Servqual, Parasuraman et al., 1991), adapted for use with robots in
the hotel industry.
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3 Methodology

3.1 Sample

The sample of the pilot study was comprised of 157 adult participants, whose
responses were collected as part of a convenience sample (Creswell, 2014).
Participants were approached through the social and professional contacts of the
researcher.

3.2 Materials

The materials that were used were two questionnaires. The first questionnaire exam-
ines intentions and expectations of robot use in the hotel industry. This questionnaire
was created by the researcher after consulting the relevant literature, specifically to
address participants’ intentions about robotic applications in the hotel. It includes
28 items, which are rated on a five-point Likert-type scale from 1 (“completely
disagree”) to 5 (“completely agree”). The second questionnaire was an adaptation of
the service quality questionnaire (Servqual, Parasuraman et al., 1991), for use with
robots in the hotel industry. It is comprised of 22 items and uses the same five-point
Likert scale (1 = “completely disagree” to 5 = “completely agree”.

3.3 Data Analysis

Data were collected and analyzed using the software Spss Version 25. Two factor
analyses were performed for each of the two questionnaires, in order to examine the
factor structure of the scales. Principal component analyses were performed, with
directOblimin rotation (delta= 0) andwithKaiser normalization, alongwith the tests
of Kaiser–Meyer–Olkin’s sampling adequacy (KMO) and Bartlett’s data sphericity.
Additionally,Cronbach reliabilitywas performed for the two scales and for the factors
that were extracted, along with Kolmogorov–Smirnov tests of data normality. Face,
content and, concurrent validity was assessed for intention/expectations of robot use
and service quality from robot use in the hotel industry (Creswell, 2014; Patten &
Newhart, 2018). To examine concurrent validity between the factors of the two scales,
non-parametric Spearman rho correlation tests were performed.
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3.4 Results of the Pilot Study

This chapter presents the results of the pilot study regarding the intention and expecta-
tions from the use of robots in the hotel industry, as well as satisfaction from services
provided through the use of robots in the hotel industry (Servqual). The sample of
the study was comprised of 157 employees in hotel units in Greece. Initially, the
demographic and other characteristics of the sample are presented. Reliability tests
are then performed for the overall scales of intention and expectations from the use
of robots and satisfaction with services provided using robots. Factor analyses were
calculated for these two scales in order to study their factor structure analyses, given
that the use of robots in general and in the hotel industry in particular is an innova-
tive and emerging practice, and therefore, the factors that determine the intentions
and expectations and the service quality of robots may be different than in other
application and require study. The reliability of the factor structures is found to be
high and acceptable. There was also evidence that the two questionnaires exhibit
face, content, and concurrent validity. Finally, conclusions from the pilot study are
provided, indicating that, overall, the two questionnaires and their factor structures
are reliable and valid.

3.5 Characteristics of the Sample

The majority of employees were male (72%). The marginal majority of the sample
were married (57%), with 33% being single and 10% being divorced. Almost all
participants had the Greek nationality (97.5%). Almost one in three participants was
graduates of technical schools (ATEI, 32.5%), 24%were university degree graduates
(AEI), and 22% had aMaster’s degree.Most participants had a permanent job (76%),
and the hotels in which participants worked were either five-star (51%) and four-star
(49%) hotels. Table 1 presents these results.

Overall, 60% of the sample were between 31 and 50 years old. Fifteen percent
were up to 30 years old (15%), 19% were between 51 and 60 years old, and 6% were
over 60 years old. Almost one in two participants had more than 20 years of work
experience (46%). Additionally, 11% had work experience of up to 5 years, 12% had
work experience of 6 to 10 years, 20% had work experience of 11 to 15 years, and
11.5% had work experience of 16 to 20 years. One in five participants had worked in
this hotel unit for 1 to 2 years (22%). Fifteen percent hadworked in this hotel between
3 and 5 years (15%), 17% had worked at the hotel between 6 and 10 years, 21% had
worked at the hotel between 11 and 20 years, and 25.5% hadworked in that particular
hotel for over 20 years. Years of employment in the hotel industry in general were
1–2 years for 8%, 3–5 years for 11%, 6–10 years for 18.5%, 11–20 years for 23%,
and over 20 years for 39.5% of the employees (Table 2).

The main hotel departments that the employees worked at were the following.
More than one in three participants were executive managers (36%). More than
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Table 1 Gender, family
status, nationality, educational
level, type of work, and hotel
class (N = 157)

Frequency Percent

Gender Male 114 72.6

Female 43 27.4

Family status Married 90 57.3

Single 52 33.1

Divorced 15 9.6

Nationality Greek 153 97.5

Cypriot 2 1.3

Georgian 2 1.3

Educational level High school 17 10.8

Vocational training
(IEK)

12 7.6

Technical school
(ATEI)

51 32.5

University degree
(AEI)

37 23.6

Master’s degree 35 22.3

Ph.D. 5 3.2

Type of work Permanent position 120 76.4

Seasonal position 37 23.6

Hotel class 5 stars 80 51.0

4 stars 77 49.0

one in four participants were owners or board members (25.5%), and one in five
participants worked in the reception (20%). Eight percent of the sample worked in
the accounting department or the offices (8%). These and the remaining departments
are presented in Table 3.

The locations of the hotels, where the participants of this study were employed,
varied and are listed in the Appendix. Overall, 15% of the hotels were located in
Thessaloniki, 21% were located in Kriti, 7.6% were located in Mykonos, 4.5% were
located in Kefalonia, and 12.1% were located in Athens and the wider prefecture of
Attica.

3.6 Reliability of Total Scales

Reliability tests were performed for the overall scales of intention and expectations
of robot use in the hotel industry and quality of service of robots in the hotel industry
(Servqual). The results, shown in Table 4, show that both scales had high and accept-
able Cronbach reliability. Specifically, the intention and expectations of robot use in
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Table 2 Age, work experience, and years of work at the hotel and in the hotel industry (N = 157)

Frequency Percent

Age <30 23 14.6

31–40 36 22.9

41–50 58 36.9

51–60 30 19.1

>61 10 6.4

Work experience 0–5 17 10.8

6–10 19 12.1

11–15 31 19.7

16–20 18 11.5

>20 72 45.9

Years of work in this specific
hotel unit

1–2 34 21.7

3–5 24 15.3

6–10 26 16.6

11–20 33 21.0

>20 40 25.5

Years of work in the hotel
industry

1–2 13 8.3

3–5 17 10.8

6–10 29 18.5

11–20 36 22.9

>20 62 39.5

Table 3 Work departments Frequency Percent

Managerial 57 36.3

Owner-Member of board 40 25.5

Reception 31 19.7

Accounting/office 13 8.3

Restaurant 6 3.8

Kitchen 4 2.5

Bar 2 1.3

Housekeeping 2 1.3

Spa 1 0.6

Public relations 1 0.6
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Table 4 Reliability of total scales of intention and expectations of use of robots and service quality
of robots in the hotel industry

Cronbach reliability No. of items

Intention and expectations of use of robots in the hotel
industry

0.756 28

Service quality of robots in the hotel industry 0.962 22

hotels scale had a high reliability of a = 0.76 (28 items), and service quality of robot
use in hotels had a very high reliability with a = 0.96 (22 items).

3.7 Factor Analyses of the Scales

3.7.1 Intentions and Expectations of the Use of Robots in the Hotel
Industry

For the study of the factor structure of the scale of intention and expectations of robot
use in the hotel industry, a principal component analysis was performed, with direct
Oblimin rotation (delta = 0) and with Kaiser normalization, with Kaiser–Meyer–
Olkin sampling adequacy (KMO) and Bartlett data sphericity tests. The Oblimin
method was chosen, since this oblique, non-orthogonal rotation of the data led to an
elimination of problems of item multicollinearity, or items that have a high loading
(>0.4) on more factors than one. A simple factor analysis extraction without rotation
provided a solution where three items showed multicollinearity, while a Varimax
rotation led to five items exhibiting multicollinearity.

The results of tests of data suitability were positive, and the data were found to
be suitable for use in the factor analysis (KMO = 0.88 > 0.8, Bartlett chi-square =
2747.4, p < 0.0005). Table 5 presents these findings.

The factor analysis model extracted six factors, which explained 66.94% of the
observed variance in the factor model of intention and expectations of robot use in
the hotel industry (Table 6).

Table 7 presents the solution for the factor analysis that includes six factors. None
of the items showed multicollinearity. It should be noted that two of the six factors
consisted of only two items each. These were Items 27 and 28, with high loadings on
Factor 3, and Items 14 and 15, with high loadings on Factor 6.While these two factors

Table 5 Kaiser–Meyer–Olkin and Bartlett tests (Intention and expectations of robot use)

Kaiser–Meyer–Olkin measure of sampling adequacy 0.882

Bartlett’s test of sphericity Approximate chi-square 2747.37

df 378

p 0.000



546 D. Belias and L. Vasiliadis

Table 6 Proportion of the variance that is explained by the factor analysis model (Intention and
expectations of robot use)

Factor Initial eigenvalues Extraction sums of squared loadings Rotation
sums of
squared
loadings

Total % variance Cum. % Total % Variance Cum. % Total

1 10.567 37.738 37.738 10.56 37.738 37.738 8.743

2 2.195 7.839 45.577 2.195 7.839 45.577 3.937

3 1.726 6.164 51.741 1.726 6.164 51.741 3.456

4 1.618 5.777 57.519 1.618 5.777 57.519 3.746

5 1.401 5.004 62.522 1.401 5.004 62.522 2.454

6 1.236 4.414 66.936 1.236 4.414 66.936 5.197

7 0.996 3.556 70.491

8 0.876 3.129 73.620

consisted of only two items each, and factors with less than three items are usually
dismissed (Raubenheimer, 2004), in the present study it was decided to retain these
two-item factors, which is acceptable especially in cases where there are important
theoretical or practical reasons to do so (Gosling et al., 2003). Firstly, the two 2-item
factors were retained because all items showed particularly high loadings on their
respective factors. Secondly, the acceptance of these two 2-items factors led to all
items of the questionnaire to be used, and there was no loss of data. Thirdly, the
use of robots in the hotel industry is a relatively new endeavor in research and in
application, and these two 2-item factors may be of interest for both the main study
that will follow from this pilot study, but also perhaps for the future study of robot
use in hotels, and specifically the intentions, expectations, and quality of service of
robots in the hotel industry.

Factor 1 was named “Convenience and advantages of use of robots in the hotel
industry” and consisted of 14 items (Items 1, 3, 4, 5, 6, 7, 10, 11, 12, 13, 17, 21,
22, 23). Items 3 to 7 had negative loadings and were reverse scored in order to be
aligned with all other items that had positive loadings to the factor. Factor 2 was
termed “Staff familiarization with new technologies and auxiliary work of robots”
and consisted of three items (Items 18, 25, 26), which had high positive loadings on
the factor (0.48, 0.95, 0.95, respectively).

Factor 3 was called “Anthropomorphic characteristics of robots” and consisted
of two items (Items 27 and 28), which had high loadings on the factor (respectively,
0.89 and 0.95). Factor 4 was named “High cost of buying and using a robot” and
consisted of three items (Items 8, 9, 19). Item 19 had a negative loading (−0.48) and
was reversed in order to combine correctly with the other two items, which had a
positive loading (0.90 and 0.73).

Factor 5 was called “Financial improvement in hotels and robot discretion” and
consisted of three items (Items 2, 20, 24). Item2had a negative loading (−0.59) on the
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Table 7 Final factor extraction for intention and expectations of robot use in the hotel industry

Factors Items Loadings

1. Convenience and advantages of use of
robots in the hotel industry

1. The use of robots will facilitate
financial transactions

0.427

3. The use of robots will not complicate
customer service

0.616

4. The use of robots in the service market
will not be difficult

0.734

5. The use of robots in reception will not
be difficult

0.629

6. Robot use in cleaning services will not
be difficult

0.615

7. Robot use in alimentation services
will not be difficult

0.778

10. The use of robots will fit well with
the character of hotel services offered
by the hotel unit where I work

0.735

11. The use of robots will improve the
quality of services at the hotel unit
where I work

0.694

12. The use of robots will positively
contribute to the work of the
employees at the hotel unit

0.433

13. The use of robots will make
guest/tourist accommodation more
comfortable at the hotel unit where I
work

0.558

17. I expect that the use of robots will be
compatible with the hotel unit where
I work

0.491

21. Robots may come in contact with the
personal items of the guest

0.753

22. Robots may adequately replace the
employee at the hotel unit where I
work

0.689

23. Robots will inspire a higher level of
safety in the provision of services,
compared to employees

0.597

2. Staff familiarization with new
technologies and auxiliary work of
robots

18. If the hotel unit where I work had
robots, I would like their work to be
ancillary to my work (routine tasks
like cleaning the floor)

0.483

25. I am familiar with the use of new
technologies (educational
technologies, information
technology, icloud)

0.946

(continued)
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Table 7 (continued)

Factors Items Loadings

26. I am familiar with the use of smart
devices (home automation, GPS,
smart clocks)

0.949

3. Anthropomorphic characteristics of
robots

27. The robots that will serve the clients
of the hotel unit will need to have an
external appearance that looks human

0.894

28. The robots that will serve the clients
of the hotel unit will need to exhibit
human-like behavior (gestures, face
expressions, voice)

0.952

4. High cost of buying and using robots 8. The use of robots will increase the
operational cost of hotel units

0.902

9. The purchase of robots may not be
cost-effective for many hotel units

0.733

19. The use of robots will not lead the
hotel unit to an economy of scale

0.478

5. Financial improvement in hotels and
robot discretion

2. The use of robots will not disrupt
financial transactions

0.589

20. The use of robots may improve the
financial status of the hotel unit
where I work

0.399

24. Robots will be more discreet
compared to the employees at the
hotel unit where I work

0.416

6. Absence of concern for human
position loss or role change

14. The use of robots does not trouble
me in terms of loss of human
positions in the work environment of
the hotel unit

−0.934

15. The use of robots does not trouble
me in terms of role changes in the
work environment of the hotel unit

−0.916

factor and was reverse scored in order to obtain a positive loading in alignment with
Item 20 (0.40) and Item 24 (0.42). Finally, Factor 6 was named “Absence of concern
for human position loss or role change” and consisted of two items (Items 14 and
15), which had high negative loadings on the factor (−0.93 and−0.92, respectively).

3.7.2 Quality of Service of Robots in the Hotel Industry (Servqual)

For the study of the factor structure of service quality of robot use in the hotel industry,
the same methodology was applied as the case of intention and expectations of robot
use in the hotel industry, since this practice showed the least cases ofmulticollinearity.
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Principal components analysis with oblique Oblimin rotation and Kaiser normaliza-
tion was used, with delta= 0, with Kaiser–Meyer–Olkin sampling adequacy (KMO)
and Bartlett sphericity tests. The simple extraction of factors without rotation showed
multicollinearity in 4 items, while orthogonal Varimax rotation was ineffective since
it showed multicollinearity in 11 items. The use of the Oblimin method reduced the
cases of multicollinearity to two. These cases were Item 12 (“Robots will be happy
to help whenever needed”), with high loadings on Factors 1 (0.45) and 3 (0.54), and
Item 17 (“Robots will help have the knowledge to answer customers’ items”), which
had high loadings on Factors 2 and 3 (0.42 and 0.47, respectively). These two items
were excluded from the analysis.

TheKaiser–Meyer–Olkin andBartlett tests (Table 8)were successful, and the data
were deemed suitable for use in factor analysis (KMO= 0.95, Bartlett chi-square=
2765.4, p < 0.0005).

The second factor analysis model extracted three factors, which accounted for
68.09% of the observed variance in the data of the service quality of robot use (Table
9).

Table 10 presents the final factor model for the service quality of robot use in
the hotel industry (Servqual). Factor 1 was named “Tangibles and reliability” and
consisted of eleven items (Items 1–8, 11, 14–15). Overall, this factor is largely a
combination or fusion of the first two factors in the classic Servqual model (Parasur-
aman et al., 1991), specifically service quality in terms of “tangibles” (Items 1–4)
and “reliability” (Items 5–13). The loadings of the eleven items on this factor ranged
from 0.54 to 0.85. Factor 2 was named “Individualized fulfillment of needs” and

Table 8 Kaiser–Meyer–Olkin and Bartlett tests (Service quality of robot use)

Kaiser–Meyer–Olkin measure of sampling adequacy 0.947

Bartlett’s test of sphericity Approximate chi-square 2765.36

df 231

p 0.000

Table 9 Proportion of the variance that is explained by the factor analysis model (service quality
of robot use)

Factor Initial eigenvalues Extraction sums of squared loadings Rotation
sums of
squared
loadings

Total % Variance Cum. % Total % Variance Cum. % Total

1 12.330 56.045 56.045 12.330 56.045 56.045 11.215

2 1.593 7.240 63.285 1.593 7.240 63.285 5.251

3 1.058 4.807 68.092 1.058 4.807 68.092 8.748

4 0.869 3.950 72.042

5 0.744 3.383 75.425
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Table 10 Final factor extraction for service quality of robot use in the hotel industry

Factors Items Loadings

1. Tangibles and reliability 1. There will be better use of technological
equipment

0.542

2. Robots will contribute, so that the hotel
facilities are clean and tidy

0.818

3. The appearance of robots in the hotel
facilities will be satisfactory

0.847

4. The appearance of the hotel will improve 0.820

5. Robots will live up to the promises of
the hotel unit to its customers

0.771

6. Robots will provide services at the right
time

0.819

7. There will be exceptional service
performance by robots

0.791

8. Robot services will be provided within a
predetermined time schedule

0.806

11. Robots will provide instantaneous
service to clients

0.685

14. Robots will inspire confidence to the
clients

0.628

15. Clients will feel safe in their
interactions with robots

0.551

2. Individualized fulfillment of needs 18. Robots will provide individualized
service to each client

0.705

20. A robot will take a personal interest on
each client

0.748

22. Robots will understand the specific
needs of each client

0.826

3. Exceptional service 9. Robots will keep flawless records of
service

0.803

10. Robots will inform as to the exact time
that a service will be provided

0.749

13. Robots will be able to respond at any
time to client requests

0.472

16. Robots will always be polite 0.610

19. Robots ensure the security of the
transactions

0.566

21. The primary aim of a robot will be to
provide exceptional service to clients

0.630
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consisted of three items (Items 18, 20, 22). Loadings on Factor 2 were high and
ranged from 0.71 to 0.83. Factor 3 was termed “Exceptional service” and consisted
of six items (Items 9, 10, 13, 16, 19, 21). Loadings in Factor 3 ranged from 0.47 to
0.80.

Results show that Factor 1 consolidates the first two dimensions of the orig-
inal Servqual scale, “tangibles” and “reliability” (Parasuraman et al., 1991), into a
single factor. Factors 2 and 3 showed no similarity to the remaining four factors
of the established Servqual scale, where “Responsiveness” involves Items 14, 16–
18, “Assurance” consists of Items 15 and 19 and “Empathy” corresponds to Items
20–22 (Parasuraman et al., 1991). One explanation for this difference is that the
nature of robot use in life and in the hotel industry in particular is an innovative and
unprecedented practice, and therefore, the factors that determine satisfaction with
the services provided by robots are likely to differ from the more traditional services
provided in the hotel sector.

3.8 Reliability and Normality of the Extracted Factors

Following, Cronbach reliabilities and mean scores as well as normality tests were
performed for the data for the six factors of intention and expectations of using robots
in the hotel industry, as well as for the three factors of hotel service quality of robots.
Table 11 summarizes the relevant results.

Factor 1 “Convenience and advantages of use of robots in the hotel industry”
had a high and acceptable reliability with a = 0.93 (14 items). Factor 2, “Staff
familiarization with new technologies and auxiliary work of robots,” also had high
reliability with a = 0.78 (3 items). Factor 3, “Anthropomorphic characteristics of
robots,” had very high reliability with a = 0.92 (2 items). Factor 4, “High cost of
buying and using robots,” had a moderate and marginally acceptable reliability with
a = 0.64 (3 items). Factor 5, “Financial improvement in hotels and robot discretion,”
had an acceptable reliability with a = 0.69 (3 items). Finally, Factor 6, “Absence of
concern for human position loss or role change,” had a high reliability with a = 0.88
(2 items). Based on the results of the Kolmogorov–Smirnov normality test, the data
for the six factors did not follow the normal distribution (p < 0.200, as per Lilliefors
significance correction).

In the service quality of robot use in the hotel industry, the “Tangibles and reliabil-
ity” factor had a very high Cronbach reliability with a = 0.95 (11 items). The “Indi-
vidualized fulfillment of needs” factor had high reliability with a = 0.86 (3 items),
as did the third factor “Exceptional service” with a = 0.89 (6 items). Kolmogorov–
Smirnov’s normality tests showed that the data for the three factors deviated from
the normal distribution (p < 0.200).
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3.9 Validity of the Scales and Extracted Factors

Finally, the validity of the two scales, the scale of intention/expectations of robot use
in the hotel industry and the service quality of robot use in the hotel industry, was
examined, using measures of face validity, content validity, and concurrent validity
(Creswell, 2014). The face validity of the questionnaires was confirmed through
the study of the general appearance and the phrasing of the items of the two ques-
tionnaires by the researcher, who judged them to be satisfactory. Content validity
(Creswell, 2014) was confirmed by five colleagues of the researcher, who received
and studied the two questionnaires, the new intention/expectations of robot use in
hotel questionnaire and the adapted service quality of robots in the hotel industry
(Servqual), who found the content of the questionnaires to be clear and accurate,
as well as that they contain sufficient items to address the issues of intentions and
expectations of robot use in the hotel sector, as well as the quality of service from
robot use in the hotel industry.

Concurrent validity (Creswell, 2014; Patten & Newhart, 2018) was assessed by
performing a correlation analysis of the six factors of intention and expectations of
robot use in hotels (Intention-Expectations of Robot Use) with the three factors of
service quality of robot use in hotels (ServqualRobots). Following the normality tests,
which showed that the data for these factors did not follow the normal distribution,
non-parametric Spearman rho correlation tests were performed between the factors
of the two scales.

The results, presented in Table 12, show that there is evidence for the concurrent
validity of the intention and expectations of robot use in the hotel industry question-
naire and the quality of service through robot use in the hotel industry (p < 0.01).
Factor 1 of the intention and expectations of robot use in hotels questionnaire had
statistically significant and high correlations with all factors of service quality of
robot use (Servqual Robots). In particular, Factor 1 “convenience and advantages of
use of robots in the hotel industry” had positive high correlations with the Servqual
robot factors of “tangibles and reliability” (rho = 0.86), “individualized fulfillment
of needs” (rho= 0.73), and “exceptional service” (rho= 0.67). The fifth factor of the
intention-expectations of robot use scale, “financial improvement in hotels and robot
discretion,” had positive medium to high correlations with Servqual robot factors
“tangibles and reliability” (rho= 0.63), “individualized fulfillment of needs” (rho=
0, 41), and “exceptional service” (rho = 0.58).

Factors 2, 3, and 6 of intention-expectations of robot use had statistically signifi-
cant and positive small to medium correlations with Servqual robots factors. Specif-
ically, Factor 2 of “staff familiarization with new technologies and auxiliary work
of robots” was associated with the service quality factors “tangibles and reliability”
(rho = 0.35) and “exceptional service” (rho = 0.41), but not in this case with “indi-
vidualized fulfillment of needs” (rho = 0.10, p = 0.232). Factor 3 of the intention-
expectations of robot use scale, “anthropomorphic characteristics of robots,” was
associated with small positive correlations with all three service quality factors,
“tangibles and reliability” (rho = 0.34), “individualized fulfillment of needs” (rho
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= 0.30), and “exceptional service” (rho = 0.21). Factor 6 of intention-expectations
of robot use scale, “absence of concern for human position loss or role change,” was
associated with small to medium-sized relationships with all three Servqual robots
factors “tangibles and reliability” (rho= 0.46), “individualized fulfillment of needs”
(rho = 0.38), and “exceptional service” (rho = 0.47).

Finally, Factor 4 of the intention-expectations of robot use scale, “high cost of
buying and using robots,” had statistically significant and medium-sized negative
correlations with the three factors of service quality scale, “tangibles and reliability”
(rho) 0.49), “individualized fulfillment of needs” (rho = −0.30), and “exceptional
service” (rho = −0.48).

4 Discussion—Conclusion

The present pilot study examined the factor structure, reliability, and validity of
the intention-expectations of robot use in hotels scale and service quality of robots
in the hotel industry Servqual robots, in research with 157 participants, primarily
men (72%), owners, executives, and employees of hotels in various areas of Greece
(including Kriti 21%, Thessaloniki 15%, Attica 12%, Mykonos 8%).

Twoprincipal component analyseswere performed,with obliqueOblimin rotation
with Kaiser normalization. The first factor analysis showed the existence of six
intention-expectations of robot use factors, which accounted for 67% of the observed
variance in the data. The first factor was the “convenience and advantages of using
robots in the hotel industry” (14 items), with very high reliability (a = 0.93). The
second factor was the “staff familiarizationwith new technologies and auxiliarywork
of robots” (3 items), with high reliability (a = 0.78).

Factors 3 and 6 each consisted of two items, but it was decided to keep them in the
study for three reasons (Gosling et al., 2003). First, the items showed high loadings
to their respective factors. Secondly, because they have theoretical and practical
importance for this type of research, specifically, thirdly, they are conceptually and
practically interesting for this study subject inGreece, which has not been extensively
researched. Thus, Factor 3 of the intention-expectations of robot use scale was called
“anthropomorphic characteristics of robots” (2 items) and had a particularly high
reliability (a = 0.92). Factor 4 was called “high cost of buying and using robots” (3
items) andwasmoderate butmarginally acceptablewitha=0.64. Factor 5wasnamed
“financial improvement in hotels and robot discretion” (3 items) and had acceptable
reliability (a = 0.69). The reliability of the overall scale of intent/expectations of
robot use in the hotel sector was high and acceptable with a = 0.76. Finally, the sixth
factor was the “absence of concern for human position loss or role change” (2 items),
which had high reliability (a = 0.88).

The second factor analysis, on the service quality of the use of robots in the hotel
industry (Servqual Robots), extracted three factors, which accounted for 68.1% of
the observed variance in the data of the Servqual scale. The first factor was termed
“tangibles and reliability” (11 items), and it had a particularly high reliability with a
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= 0.97. The second factor was “individualized fulfillment of needs” (3 items), with
a high Cronbach reliability of a = 0.86. The third factor was “exceptional service”
(6 items), and it too had high and acceptable reliability with a = 0.89. It is noted
that the factorial structure of the adapted Servqual robots scale differed considerably
from the established structure of the five Servqual factors (Parasuraman et al., 1991).
Specifically, the first factorwas an amalgamation of the twofirst factors of “tangibles”
and “reliability,” while the two remaining factors of the Servqual robots did not
visibly correspond to the other three factors of the established five-factor Servqual
model (Parasuraman et al., 1991). This finding can be explained by the fact that
the use of robots in the hotel industry is a novel and innovative application, and the
factors that determine the satisfactionwith the services provided by robotsmay likely
differ from the traditional structure of Servqual factors, namely tangibles, reliability,
responsiveness, assurance, and empathy, in Parasuraman et al., 1991). However, it
was noted that the first factor of the Servqual robots adaptation was very similar to
the original structure in that it combined most of the items for the first two factors of
the established Servqual scale (“tangibles” and “reliability”).

In order to examine the validity of the intention-expectations of robot use in
hotels and Servqual robots scales, measures of face validity, content validity, and
concurrent validity were used. Face validity was established by the researcher, and
content validity was established by five colleagues of the researcher, who examined
of the appearance, the phrasing, and the adequacy of items to address the issues of
intention/expectations and service quality of robot use in the hotel industry. To assess
concurrent validity,

Kolmogorov–Smirnov normality tests showed that the data did not follow the
normal distribution, and thus, non-parametric correlations were performed between
the subscales of the intention-expectations of robot use in hotels scale and the service
quality of robot use in hotels (Servqual Robots). Results showed that there was statis-
tically significant support for the existence of concurrent validity between intention-
expectations of robot use and Servqual robots in hotels (p < 0.1). specifically, the
convenience and advantages of using robots in the hotel industry (Factor 1) had a
high and positive relationship with the three factors of service quality, tangibles and
reliability, and individualized fulfillment of needs and exceptional service (rho =
0.67 to rho = 0.86).

The factor of intention-expectations of robot use, “staff familiarization with new
technologies and auxiliary work of robots” (Factor 2), was moderately correlated
with tangibles and reliability (rho = 0.4) and with exceptional service (rho = 0.4),
with the exception of individualized fulfillment of needs, which had no statistically
significant relationship with this factor (rho = 0.1, p > 0.05). The anthropomor-
phic characteristics of robots (Factor 3) were associated to a lesser degree with all
service quality factors, tangibles and reliability, individualized fulfillment of needs,
and exceptional service (rho = 0.2 to rho = 0.3). The high cost of buying and using
robots (Factor 4) had moderate negative correlations with tangibles and reliability,
individualized fulfillment of needs, and exceptional service (rho=−0.3 to rho=−
0.5). The financial improvement of the hotel and the discretion of robots (Factor 5)
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had medium to high positive correlations with tangibles and reliability, individual-
ized fulfillment of needs, and exceptional service (rho = 0.4 to rho = 0.6). Finally,
the absence of concern for possible job loss and role change due to the use of robots
(Factor 6) also statistically significant, moderate and positive, and correlations with
the three factors of service quality (rho = 0.4 to rho = 0.5).

The above suggests that the two scales may warrant further exploration in order
for the factor structures to be further examined, as well as to study the issue of the use
of robotics in the hotel and tourism industry and the related attitudes by hotel guests
which seem to be growing favorable. The above pilot study will be followed by a
full study with a larger sample size, in order to examine the views of the participants
and to further assess the reliability and validity of these scales.
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Spatial Patterns of Tourism Activity
Through the Lens of TripAdvisor’s
Online Restaurant Reviews: A Case
Study from Corfu

Christina Beneki and Thanassis Spiggos

1 Introduction

The aim of spatial data analysis (SDA) is to detect patterns and then trace and model
how such patterns are interrelated to enhance understanding of the underlying mech-
anismswhich produce them (Fisher, 2006). The key components of SDAare location,
proximity, and distance. Hence, SDA findings logically arise from the locations of
the subjects under analysis (Hao, 2019), while the data themselves are structured
along lines of spatial dependence and heterogeneity, on the one hand, and scale and
frame effects on the other (Wolf & Murray, 2017). Therefore, the decisions to be
made before SDA is carried out include which scale of analysis is most appropriate;
how distance is to be operationalized; and which neighbors are to be considered
(Radil, 2016).

Spatial analysis is largely derived from Tobler’s law (Sui, 2004; Tobler, 1970) and
operated on the understanding that “pairs of features or observations taken nearby are
more alike than those taken far apart.” This relation underpins the notion of spatial
autocorrelation, which assesses the extent of systematic spatial variation within a
given mapped variable (Haining, 2001). Since spatial analysis was introduced, it has
been modified and extended according to respective research interests, ranging, as
Fisher (2000) points out, from “static data analysis and spatial data detection through
neural networks and hierarchical models.”
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Tourism is by no means a modern phenomenon; as Butler (2015) observes,
evidence shows that people been engaged in tourism for hundreds of years, during
which the practice has been largely defined in spatial rather than temporal terms
(Romão et al., 2017). However, it is possible to see a distinct expansion of the
geographical extent of tourism, as well as the time dedicated to the pursuit, from
the mid-1950s. During the period 1950–2018, the number of international arrivals
increased from 125.2 million to 1,404,000 million, or, in other words, there was a
55.5-fold increase over seven decades. Over the same period, the practice of tourism
was taken up across more countries and regions. First, the Asia-Pacific (APAC)
showed the same trend of increased tourist activity that had already been demon-
strated in Europe and the Americas, and, most recently, an uptick has been seen in the
importance of tourism toMiddle East and Africa (MEA) nations. Although Europe’s
share of global tourist activity has fallen from 66.7% in 1950 to 50.8% in 2018, it
retains its place at the top of the rankings in both spatial and temporal terms (Roser,
2017).

An analysis of tourism in any given area must take account of two basic dimen-
sions, namely the spatial and the temporal (Batista e Silva et al., 2018). These dimen-
sions are differently affected by various factors which constrain or promote inter-
national tourism, such as the resources devoted to the sector, natural limitations,
fluctuations in tourist preferences, and so on, all of which affect the degree to which
visitor numbers are concentrated in certain places and periods or dispersed more
widely across a geographical region or the calendar (Williams, 1998).The temporal
dimension of tourism has been of interest to researchers, particularly geographers,
since the 1960s, while more recently, spatiotemporal analyses of tourism behaviors
have been put on a more rigorous scientific footing (Xia & Arrowsmith, 2005).

Spatial patterns reveal how features are placed and arranged and the geographical
relations between them. Such patterns are generated by spatial processes; hence,
revealing and understanding these are fundamental to spatial analysis (Chou, 1995;
Unwin, 1996).

The classicmethod of analyzing spatial patterns is through spatial autocorrelation,
which is a means of identifying whether a global pattern exists within a given area
and whether it is dispersed, clustered, or random, and of spotting anomalies to any
emergent patterns. Moreover, where such a pattern is identified, the use of spatial
autocorrelation also allows researchers to track it across locations and determine the
relative contributions made to it by local features (O’Sullivan & Unwin, 2010). In
otherwords, spatial autocorrelationmethods yield data onwhere things are happening
and suggest possible connections and relations between occurrences (Scott, 2015).
Methods include cluster and outlier (COType) analysis and hot spot analysis, which
are suitable for both global and local studies.

The current research aims to gain a more nuanced picture of patterns of tourist
behavior on the Greek island of Corfu by applying spatial analysis to the “dig-
ital footprints” left on TripAdvisor. Analyzing the geographical distribution of the
restaurants reviewed on the platform may yield a picture of the clusters, or hot spots,
where several restaurants are reviewed, and, conversely, of the “cold spots” which
are more rarely visited. These digital patterns can be leveraged to show clustering
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within the island as a whole, which, in turn, reveals a picture of how “tourismifi-
cation” has differentially affected different parts of the island. Both hot spot and
COType approaches are used.

The paper is organized as follows: Sect. 2 reviews the literature to lay out the
theoretical background to the study. Thereafter, dataset and methods are described
in Sect. 3, with findings discussed in Sect. 4. Finally, Sect. 5 offers conclusions and
suggests the implications of the study for decision-makers.

2 Literature Review

2.1 Big Data

The literature clearly reveals that big data has assumed an ever more important place
in the scientific analysis of spatial patterns of tourist behaviors. Three principal data
sources are available for researchers in this field. The first, UGC data, consists of text
and photos posted online. The second, device data, covers information yielded by
GPS, mobile roaming, Bluetooth, etc., while the third, transaction data, refers toWeb
searches and online bookings, for example which Webpages are visited and on what
dates. Given the differing nature of the data contained in these three repositories, they
are of value to different areas of tourism research and can be leveraged to answer
different queries, as outlined in the reviewof themost interesting recent papers below.

Pearce (1987) was one of the first researchers to use big data, in an analysis of
the spatial range of charter flights in Europe. Connell and Page (2008) then studied
patterns in automobile travel while Lynch et al. (2009) harnessed the power of big
data to uncover links between the development of tourism in the Antarctic and the
circulation of the ocean in the region. In 2011, Deng and Athanasopoulos analyzed
spatiotemporal patterns of tourist behaviors in Australia and Guedes and Jiménez
carried out a similar study inPortugal in 2015,with a focus on cultural tourism.Spatial
analysis was used by Papageorgiou (2016) to demonstrate that Greece’s National
TourismPlan had failed in its aim to change the geographical patterns of tourism in the
country from a concentration along the shoreline to amulti-destination, country-wide
business. Most recently, Gutiérrez et al. (2017) used big data analysis to demonstrate
links between Airbnb locations and the spatial distribution of hotels in the city of
Barcelona.

In a digital age, tourists are providing ever more online data, and an increasing
number of ways to use it have been proposed. Two recent studies have leveraged
digital data to explore tourism behaviors in the US state of Florida: Hasnat and
Hasan (2018) examined tweets to trace the spatial patterns of both tourists and resi-
dents, while Kirilenko et al. (2019) focused on patterns of traffic circulation around
tourist attractions in the state. Silva et al. (2018) used both big data and material
from more traditional statistical sources to reveal the most important spatiotemporal
patterns among tourists in Europe. Flickr has also proved a valuable source of primary
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data. Kim et al. (2019) collated Flickr geo-tagged photographs taken in an ASEAN
Heritage Park to pinpoint hot spots, while Li et al. (2018) used the same data source to
investigate how tourists and local interact, both spatially and socially, across ten US
cities. Wood et al. (2013) also used Flickr data, specifically the locations in which
posted photographs were taken, to estimate visitor numbers to 836 named global
leisure destinations.

Several researchers have also harvested important data from TripAdvisor.
Ganzaroli et al. (2017) used restaurant reviews on the platform to evaluate the rela-
tive popularity of restaurants in the Italian city of Venice, while Taecharungroj and
Mathayomchan (2019) carried out a similar study for tourist attractions in Phuket,
Thailand. Molinillo et al. (2016) used the same data source to analyze customer
satisfaction ratings for 2211 hotels on the Spanish and Portuguese coasts. Ye et al.
(2018) drew on online reviews of 314 hotels in Hong Kong to reveal patterns of
tourist demand, and Vassakis et al. (2019) investigated tourist behaviors in the Greek
island of Crete through an analysis of online visitor reviews of a variety of activi-
ties. Online data collected from platforms such as TripAdvisor are also of significant
value to Destination Management Organizations (DMOs) seeking to make strategic
decisions and formulate policy recommendations. A recent example of this is the
analysis of spatial patterns in five Flemish cities principally known for their artistic
heritage carried out by van der Zee et al. (2018).

2.2 Distance and Geographic Scale

The greater the distance from the matter under examination, the less able researchers
are to discern associations between the features being observed (Getis, 1999). Hence,
the role of distance is the key in investigating how spatial features are interrelated,
whether through empirical research or insight, and the range of spatial statistics tools
available to researchers take account of either distance between features or the radius
of neighborhood influence (Wong, 1999).

Scale is another crucial parameter in investigating both the spatial and temporal
dimensions of tourist behaviors. A hierarchical structuring of scale (Car et al. 2001;
Freundschuh & Egenhofer, 1997) creates an analogy with macro and micro-levels
of analysis: Researchers moving from one to another level are, in essence, moving
from a planning-level examination to an enterprise-level one (Xia & Arrowsmith,
2005).

3 Methodology

The present research extracted data fromTripAdvisor.com, believed to be theworld’s
largest travel Web site. The main research question was whether spatial patterns in
visitor behaviors in Corfu can be inferred from the number of customer reviews
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left about the island’s restaurants on TripAdvisor. Spatially, the study operated on
two scales: island-wide and in specific local areas taken as characteristic of Corfu’s
tourist development model.

3.1 Territory and Sector of Spatial Analysis

Corfu (pop. 102,052 in 2018) is the largest of the Ionian Islands. Located toward
the north of the Ionian Sea, it has a total area of 592 km2 and a 217-km shoreline.
In terms of economy, the service sector is by far the most important (a 2016 figure
suggests 90.7% of gross value added), largely driven by tourism and commerce.
The island is one of the top tourist destinations within Greece and attracts a more
cosmopolitan visitor cohort than many others in the region. It was named “Europe’s
leading Beach Destination” by an association representing travel agents in 2014 and
presented with a European Film Location Award four years later. Tourism follows a
marked seasonal pattern on the island: Most services are open between late March
and late October, and there is a distinct bell-shaped curve in visitor numbers, with a
sharp peak in the high season of mid-July to August.

Tourism is concentrated in specific areas within the island. The majority of resorts
and tourist attractions lie along the coastline and are particularly dense toward the
town ofCorfu itself, which is located in the eastern part of the island. Figures gathered
by the Institute of the Greek Tourism Confederation (InSETE) in 2019 reveal that the
island has 408 hotels offering 47,262 beds, with a further 21,636 beds available in
rooms for rent. Hotel stays appear to be increasingly popular, with 951,745 tourists
choosing this accommodation type in 2018. Average duration of stay is 5.5 days, and
non-Greeks are massively represented in visitor numbers, accounting for as many
as 90% of tourists to the island. A further 735,832 cruise passengers also visit the
island (2018).

Furthermore, approximately 1300 restaurants and related commercial enterprises
operate on the island, according to figures published by the Corfu Chamber of
Commerce. The present study is based on data collected from TripAdvisor in
November 2019 and covers all the reviews posted to that date for each restaurant
considered. The platform hosts data on 1,250 restaurants and related enterprises. A
cursory look at the dates on which reviews were left corroborates the seasonality of
tourism on the island, as 58% were posted within the June–August period.

3.2 The Choice of Spatial Features and Attribute

The aim of the study, namely to undertake spatial analyses of the tourist footprint
in Corfu, required the scope to be limited in terms of geographical region, spatial
features, population, and features considered, as outlined in further detail below.
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As regards region, the whole of the island was considered as it constitutes a
coherent and clearly defined spatial entity from geomorphological, administrative,
and socioeconomic perspectives. The choice of spatial features to be examined was
informed by the data available on TripAdvisor, which suggests three categories as
key indicators of tourist behaviors: hotels, restaurants, and activities (things to do). Of
these, restaurants were chosen for three reasons. Firstly, restaurant clients tend to be
drawn from across international, domestic, and local groups; and secondly, visitors
to restaurants offer customers a greater in situ choice than other categories, which
allows an enhanced metric of tourist behaviors (Zee et al., 2018). Thirdly, restaurants
were chosen for the Corfu-specific reason that this category generated more posts
from tourists than hotels or “things to do.” In terms of populating the sample for
analysis, nearly all restaurants on the island were considered. Lastly, the number of
reviews posted by clients was chosen as the attribute to be analyzed, because these
not only offer a picture of long-term patterns of tourist behavior (and are thus of use
in predicting future patterns), but also, on the basis of analyses carried out in other
destinations, seem to be correlated with number of nights spent in a given location
(Zee et al., 2018).

3.3 The Choice of Spatial Analysis Tools

Spatial statistics models add to classical ones by incorporating the concept of space
andoffering the necessary tools to determine the existence of spatial patterns. Thefirst
level of analysis undertaken for the present study sought to determine whether any
correlation existed between feature locations and attribute values, that is, the location
of restaurants under examination and the reviews left for them. For this purpose,
spatial autocorrelation (Haining, 2015) was selected, using the Global Moran’s I
statistic (Getis & Ord, 2010). This model assesses whether a clustered, dispersed,
or random pattern is expressed by a set of features (in this case, restaurants) in
conjunction with a given attribute (here, customer reviews) (Scott, 2015). When
statistical significance is conveyed by the p-value or z-score, a tendency toward
clustering is indicated by a positive Moran’s I index value, while a tendency toward
dispersal by a negative one.

The next layer of analysis examined the locations of any statistically significant
patterns determined in the first step. Local versions of global spatial autocorrelation
statistics (Getis-Ord Gi ∗ and the Anselin Local Moran’s I) were used to analyze
patterns by contextualizing restaurants within a locality and comparing their local
statistical results to the global ones previously determined (Scott, 2015). A hot spot
was indicated when the global mean was substantially lower than the local mean
for a group of neighboring restaurants. Likewise, a local clustering of unexpectedly
small values, that is, a low local mean, indicated a cold spot. Hence, the methods
of analysis selected for this study considered a number of restaurants plus variation
in review value to determine whether statistically significant differences existed on
local and global levels. The ability to map the p-value and/or z-score generated for
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every feature considered allowed us to draw a picture of spatial patterns (Aldstadt,
2010).

AGi* statistic (Getis&Ord, 2010) in the formof a z-scorewas generated for every
feature under analysis. Hot spots were indicated by increasing z-scores, wherever
these were statistically significant positive. Conversely, cold spots were indicated by
diminishing z-scores, wherever these were statistically significant negative. Where
the z-score was at or around zero, there appeared to be no spatial clustering.

Lastly, the hot spot/cold spot analysis described above was corroborated by a
COType analysis, which detects spatial outliers through calculation of the “Anselin
Local Moran’s I” statistic (Anselin, 1995). This complementary layer of analysis
allowed the researchers to verify whether any interesting findings had not been
flagged up by the previous analysis. Under the Anselin Local Moran’s I method,
a cluster is indicated by a positive value for I, which in this case would indicate a
restaurant with high attributes surrounded by others with similarly high attributes
or, conversely, one with low attributes surrounded by similar others. An outlier, on
the other hand, is identified by a negative value for I, indicating that the attributes
for a given restaurant differ from those of neighboring restaurants. Hence, this type
of analysis works by creating four categories of feature: a statistically significant
cluster of high values (HH); a statistically significant cluster of low values (LL); a
high-value outlier within a group of low-value features (HL); and a low-value outlier
within a group of high-value features (LH).

4 Results

Case 1: Exploring spatial patterns in the scale of the Corfu Island based on the
number of TripAdvisor restaurant customer reviews

The global Moran’s I spatial autocorrelation index and ArcGIS Pro tool were used
to carry out an incremental spatial autocorrelation analysis. First peak distance was
2840 m, and the first peak z-score was 7.21 (p-value < 0.001). The analysis revealed
spatial clustering trends among the majority of restaurant reviews, as the Global
Moran’s I statistic was equal to 0.049 and statistically significant, as shown in Fig. 1.

This first level of analysis, seeking spatial patterns of restaurant reviews at global
level, clearly indicates clustering. On that basis, we ran hot spot andCOType analyses
to pinpoint more precisely the locations where the statistically significant clusters
appeared.

Findings of the hot spot analysis revealed that restaurants in locations along the
western and northern coasts, frequently in the island’s best-known tourist locations,
garneredmore reviews than expected, indicating the existence of hot spots. However,
these patternswere notmirrored along the eastern coastline, home to the island’smain
town, and several of the principal points of entry. Moreover, cold spots were detected
southwest of the town of Corfu, in the island’s hinterland, as shown in Fig. 2.
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Fig. 1 .

The findings of the COType analysis, which revealed LH outliers, are depicted
in Fig. 3. LH outliers were detected among the hot and cold spots identified by
the previous analysis; in other words, restaurants with fewer reviews than expected
existed among clusters of restaurants which generated large numbers of reviews and
vice versa. Individual HL outliers were found along several stretches of the coastline.
In general, the findings of the COType analysis tended to corroborate those of the
hot spot analysis and also identified a further cold spot in the south of the island (see
Fig. 3).

One noteworthy finding was that clusters could be formed on the basis of quality
ratings, including customer satisfaction ratings, seasonality, and customer origin, as
shown in Figs. 4, 5, and 6. Based on a prevalence of “excellent” and “very good”
customer ratings, a hot spot can be identified along the southeast coast, encompassing
the town of Corfu and reaching as far as the cold spot in the hinterland. When the
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Fig. 2 Hot spot analysis results in Corfu Island

views of domestic Greek customers are taken alone, they undermine the hot spots
identified on the western coast, causing a knock-on shrinkage in the cluster along the
northern shore. Taking seasonality as the criterion also changes findings: Stronger
clusters emerge on the northern shoreline during the September–November period,
while the hinterland cold spot expands to touch the northernmost periphery of the
town of Corfu.

Next,we tested the sensitivity of our analysis in terms of distance, repeating the hot
spot analysis at island level but varying the distance band parameter across 2840 m
(obtained from Euclidean distance), 3620 m (obtained from Manhattan distance),
and 5000 m (obtained from empirical assessment), as shown in Figs. 7, 8, and 9.

The maps depicted in Figs. 7, 8, and 9 reveal that the spatial patterns of restaurant
clustering are largely similar across all three distance bands. That said, some differ-
ences emerge in relation to the relative extent and intensity of each region’s clusters,
both among the northern hot spots and the central and southern cold spots.

Moreover, Figs. 10 and 11 reveal the importance of distance for visitors to Corfu
in determining spatial patterns of restaurants and the generating customer reviews.
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Fig. 3 Cluster and outlier analysis results in Corfu Island

Case 2: Exploring and location of spatial patterns in the scale of local destinations
within the island of Corfu

We then changed the scale of the analysis in order to home in on three particular
areas: the town of Corfu; the stretch of eastern coastline running from Gouvia to
Pyrgi; and the stretch of (north)western coastline extending from Palaiokastritsa to
Agios Stefanos. These three areas were selected as being representative of the model
of tourist development which characterizes the island as a whole. The island-wide
analysis showed no statistically significant spatial restaurant clusters for two of these
selected areas. Applying spatial autocorrelation application indicated that the reviews
of restaurants tended to be influenced by the spatial clustering trends across all three
chosen regions.
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Fig. 4 Satisfaction-based clusters

Hot spot and COType analyses indicated the clusters depicted in the graphics
below.

(a) Corfu Town

The town of Corfu has long attracted large numbers of travelers. Most visitors to
the island arrive here, either by cruise ship into the port or by plane at the airport
just outside town. The picturesque Old Town, classified as a World Heritage Site by
UNESCO, is a particular draw. As depicted in Fig. 14, accommodation for tourists in
the town is distributed across around 300 establishments, of different quality, type,
and size. Visitors to the town encompass cruise passengers, university students, local
people, and tourists undertaking brief trips from nearby islands, as well as the tourists
who use the town and its facilities as a base throughout their stay.

Both types of spatial analysis, hot spot and COtype, clearly reveal the existence
of statistically significant hot spots in the Old Town, which is to be expected given
the high turnover of visitors it attracts. The COtype analysis also reveals LH outliers
within or adjacent to these hot spots, such as restaurants garnering fewer reviews in
close proximity to those garnering high numbers of reviews. Furthermore, clusters
of LL outliers are found along the edge of the Old Town (Figs. 12 and 13).
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Fig. 5 Greek customer-based clusters

(b) Eastern Coast of Corfu: From Gouvia to Pyrgi

The stretch of eastern coast which runs from Gouvia to Pyrgi, within easy reach of
the airport, represents an extension of the town and its suburbs and encompasses
residential areas as well as attracting significant numbers of tourists. Gouvia marina
is a major draw, and the area is home to approximately 160 tourist accommodation
establishments, including eight–ten large-scale complexes. This stretch of coast,
taking in Gouvia, Dassia, and the Ipsos beaches, has been substantially affected by
the development of tourist infrastructure, which has also extended a short distance
inland. Patterns of mobility have developed accordingly among tourists moving from
their accommodation to various attractions, from and to the marina, andmaking brief
visits from neighboring or more distant destinations (Figs. 15, 16 and 17).

Both types of spatial analysis, hot spot and COtype, reveal the existence of a
succession of statistically significant spots along this coastline, with hot spots in
the Gouvia area, then cold spots appearing around Dassia, and weaker hot spots
re-emerging toward the border with the Ipsos region.

The COType analysis also reveals LH outliers among the Gouvia hot spots. Inter-
estingly, no significant spatial pattern was revealed in either the Komeno or the
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Fig. 6 Seasonality-based clusters (Sep–Nov)

Ipsos–Pyrgi region. Hence, although a strong “tourismification” footprint is revealed,
high-quality hubs such as the major hotels remain.

(c) Northwestern Coast of Corfu: From Palaiokastritsa to Agios Stefanos

The stretch of northwestern coast extending from the bay of Liapades to Agios
Stephanos Avlioton has become a notable tourist destination. At some distance
from the island’s major entry points, the airport and the port of Corfu, the area
is serviced by two smaller ports (Alipa and Agios Stefanos) and offers approxi-
mately 300 tourist accommodation establishments of a range of types, including a
few small- and medium-sized hotels, as shown in Fig. 20. A distinctive morphology,
with steep hills, an indented coastline, and wide beaches such as the famous sands of
Pagon, Arila-Afiona, and Agios Stephanos, has largely influenced the development
of tourism in this area. As a result, mobility patterns show intra-destination move-
ment among visitors in local accommodation, as well as those coming in for shorter
visits from neighboring or more distant destinations, and as part of domestic travel
within the wider region.
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Fig. 7 “Hot spot analysis”—distance band: 2840 m

Both types of spatial analysis, hot spot and COtype, reveal the existence of a
succession of statistically significant restaurant clusters on this stretch of coast. Their
locations are morphologically distinct, with the first—hot spots—in Palaiokastritsa
and the second—cold spots—in the Agios Georgios Pagon to the north.

The COType analysis also revealed several LH outliers among the hot spots of
Palaiokastritsa. Notably, no statistically significant spatial pattern was revealed in
Arila and Agios Stefanos, which are located even further northward (Figs. 18 and
19).

The overall pattern here varies from the “hubs” usually created by the “tourismi-
fication” footprint because of the region’s distinct geomorphology (Fig. 20).

Findings from the COType analyses carried out also enable a comparison of
restaurant clusters across the three regions chosen for study, as shown in Fig. 21,
whereas the town of Corfu is characterized by hot spots with a prevalence of LH
outliers, along the (north)western coast, and the pattern changes to fewer hot spots
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Fig. 8 “Hot spot analysis”—distance band: 3620 m

and LH outliers, and significantly more cold spots. Finally, along the eastern coast,
a pattern emerges of a greater prevalence of cold spots and a significant number of
LH outliers.

When analyzedon the basis of the chosen attribute, however—customer reviews—
hot spots appear more prevalent across all three selected regions, as shown in Fig. 22.

5 Conclusions

This paper has presented analyses of tourist behaviors in the Greek island of Corfu,
a popular destination for local, domestic, and international visitors. Specifically, it
has examined customer reviews of restaurants posted on TripAdvisor.com in order
to better understand patterns of tourist movement. Two different analysis techniques
were used, namely hot spot and COType. Running these analyses at different scales
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Fig. 9 “Hot spot analysis”—distance band: 5000 m

Fig. 10 Hot and cold spots and outliers of restaurants located in Corfu Island
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Fig. 11 Hot and cold spots and outliers of restaurants located in Corfu Island based on restaurant
customer reviews from TripAdvisor

Fig. 12 Corfu town: hot spot analysis
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Fig. 13 Corfu town: cluster and outlier analysis

generated a picture of spatial clustering patterns which will add value to the study of
how “tourismification” has impacted Corfu.

Moreover, our research underlines that the careful selection of distance and scale
parameters, among others, is the key to differentiating between the various spatial
patterns created by tourist mobility. The particular research question and approach
will determinewhether researchers choose to take an international, national, regional,
local, or even sub-local scale.

More parameters must be considered when the intra-destination movement of
restaurant visitors is under examination, as this produces a more complex pattern
than distance alone. Among other factors, researchers must consider the influence
on this type of movement of the tourist “product,” for example whether visitors are
more likely to remain in situ or bemoving about to undertake sightseeing or adventure
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Fig. 14 Corfu town: number
of accommodation
establishments

activities. They must also consider tourists’ motives in choosing a certain destina-
tion, as these will significantly impact patterns of movement. Mobility is further
constrained and molded by factors including the geomorphology of a region, which
determines the distribution of tourist attractions, be they environmental or cultural, as
well as the availability of accommodation, other elements of the hospitality industry,
and transportation. Lastly, movement patterns are also determined to some extent by
length of stay, both in terms of a tourist’s total trip duration and in terms of how long
they spend visiting a specific location during the trip.

Determining distance can, in some cases, be an even more complex matter for
researchers. If a local or sub-local scale is used, researchers may be able to take an
empirical approach; certainly, they will find it easier to trace real-life movements of
particular visitors. When larger scales are used, however, more detailed analysis of
tourist mobility is required.
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Fig. 15 Eastern coast: hot spot analysis

The findings of the present research in relation to the various types of clusters
identified will be of varying use to local stakeholders. Where a picture of restaurant
hot spots indicates intense tourist activity, it is suggested that local authorities study
ways to mitigate the impact of saturation and that entrepreneurs consider carefully
the viability or otherwise of enterprises. Where the picture is, instead, of restaurant
cold spots, suggesting a comparatively low performance, local authorities should
consider means to boost the attractiveness of the area, if necessary by “desatu-
rating” other neighborhoods and redistributing the tourist presence more equally.
Entrepreneurs, meanwhile, should consider how they can adjust their offerings to
draw higher numbers of customers. Where HL and LH outliers are identified, it is
recommended that the business community collaborates to raise the level of services
offered to that of nearby competitors.
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Fig. 16 Eastern coast: cluster and outlier analysis

Future researchers may fruitfully include an investigation of other elements of the
tourist infrastructure, such as hotels and visitor attractions, in their analysis of tourist
mobility to enhance the findings of the current study.A better understanding of spatial
clustering may trigger collaboration among enterprises and localities and promote
networking among the different elements of the tourist industry fabric, including
higher education institutions offering tourist study programs as well as umbrella
organizations which are instrumental in molding and promoting a destination profile.

Moreover, it would be interesting to also assess the temporal dimension of tourist
mobility and the clustering patterns it creates. In this way, results in the future may be
systematically differentiated according to both the geographical and temporal scales
used for their analysis.
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Fig. 17 Eastern coast:
number of accommodation
establishments

Lastly, we emphasize that analyses which leverage big data offer substantial
improvements over those using field research or other traditional data sources,
including saving on cost and time and access to a greater variety and amount of
data. Nevertheless, the same caution must be exercised when using these new data
sources as has always been used in using and interpreting the old ones. Indeed,
combining old and new sources so that each complements and verifies the other
might be the best way forward.
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Fig. 18 Northwestern coast:
hot spot analysis

Fig. 19 Northwestern coast:
cluster and outlier analysis
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Fig. 20 Northwestern coast: number of accommodation establishments

Fig. 21 Cluster and outlier analysis on the restaurants located in three regions of Corfu Island
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Fig. 22 Cluster and outlier analysis on the restaurants located in three regions of Corfu Island
based on restaurant customer reviews from TripAdvisor
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Online Platforms for Tourist
Accommodation from Economic Policy
Perspective in Greece: Case for Further
Digitalization

Vesna Luković

1 Introduction

Tourism has the potential to significantly contribute to economic growth and devel-
opment. In 2019, international tourist arrivals to Greece reached 31.3 million, which
was a growth of 4.1% compared to 2018 (United Nations World Tourism Organiza-
tion (hereafter: UNWTO), 2020). International tourism receipts in Greece reached
18.2 bn EUR in 2019, 13% more than in 2018 (UNWTO, 2020). In addition to those
figures, the importance of tourism in Greece can be simply explained by the fact
that one-quarter of all employment in Greece is in travel in tourism (World Travel
Tourism Council (hereafter: WTTC), 2019).

Tourism today is considerably influenced by Internet. People can use Internet
when they talk to friends, look for information or travel. Many economic activities
have moved online. Access to Internet has proved necessary for a more competitive
tourist industry in order to advance the accessibility of tourist services.With the devel-
opment of digital technology and the Internet, online platforms have boomed and
moved to important sectors of the economy including tourism, especially accommo-
dation and rental services. Tourists and other travellers can now find accommodation
and other products and services online. They can compare and review options from
different accommodation providers and their search can be completed in seconds and
without any costs. On the other side, owners of properties can list their spare accom-
modation on various online platforms such as Airbnb, Booking.com and others.
Website algorithms at online platforms are made so as to provide information on
apartments, houses, rooms, etc., offering various filters to navigate accommodation
offers according to the tourists’ needs. For people in Greece that has been hit hard
by the latest global financial crisis and has still not fully recovered from it, offering
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houses and apartments and other tourist accommodation for short-term rental can be
an important source of revenue.

This analysis was guided by concepts associated with digital technology and its
impact on economic activity. The purpose was to explore the current level of digital-
ization in Greece, especially Internet connectivity and digital skills of the population
and if there is room for further improvement. The analysis incorporates a general
view that digital economy can help generate growth (European Central Bank, 2018)
and that online platforms can bring additional tourist revenue (International Mone-
tary Fund, 2018). Economic growth is crucial for Greece in order to get out of the debt
spiral considering that public debt to GDP was 180% at the end of 2019. Looking
at the context of numerous macroeconomic challenges Greece has to deal with,
online platforms’ role for accommodation is viewed as an opportunity to strengthen
households’ disposable income. In that respect, EU funds are an important source
of financing and are part of an economic policy argument for further digitalization.
The framework of this paper provides the window through which to view statistical
analysis on the current level of digitalization in Greece, European Union (hereafter:
EU) funding and macroeconomic challenges, all in light of Greece’s commitment
to international creditors. Before this analysis has been completed, the coronavirus
(COVID-19) epidemic brought a new dimension to digitalization. Digitalization is
especially relevant taking into account social-distancing strategies to tackle the coro-
navirus outbreak. In that respect, private accommodation has some advantages vis-
a-vis standard hotel accommodation. That brings an additional argument for further
digitalization in Greece.

2 Literature Review

Newer research has found that the potential benefits of digitalization are high (Char-
alabidis et al., 2015; Parviainen et al., 2017). One of the benefits is that by digitizing
information-intensive processes, costs can be cut by up to 90% (Marcovitch and
Willmott, 2014). On the other hand, digitalization has a proven impact on reducing
unemployment (Parviainen et al., 2017) which is of high importance to Greece. Digi-
talization is typically understood as the adoption or increase in the use of digital or
computer technology by an organization, industry, country, etc. IMFs definition of
digitalization is that it “encompasses a wide range of new applications of information
technology in business models and products that are transforming the economy and
social interactions”. (IMF, 2018: 1).

Academics have established that digitalization is transforming the world not
only in terms of socializing, travelling and sharing information, but also in terms
of working and new business models (Bouwman et al., 2017). Although “sharing
economy” has no single definition (Goeroeg, 2018), common to all its definitions
is that it is for those who need to make extra income and for those who want to
save a bit of money. In this peer-to-peer system, companies use online platforms to
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connect people who have a spare dwelling with people who are searching for accom-
modation. IMF found that “platforms such as Airbnb have enabled rapid growth of
short-term rentals in some economies, particularly those with a tourism industry,
suitable housing stock, and a favourable legal environment” (IMF, 2018: 25).

Since “sharing economy” comes from companies that sell or rent services mostly
via Internet, some reject the poetic label “sharing economy” by calling those compa-
nies “Internet-based service firms” (Bivens, 2019). Regardless of how they are
labelled, they have several unique features. One is that online platforms have near
zero marginal cost when adding or removing additional accommodation. Because
of the near zero marginal cost, Internet-based service firms like Airbnb can easily
increase supply to meet extra demand. That is what hotels cannot do easily. Bivens
(2019) found that Airbnb increases the supply of short-term travel accommodations
(and slightly lowers competitors’ accommodation prices) in the area with high pene-
tration of Airbnb. Also, in contrast to hotels, online platforms enable travellers to
rent a wider range of accommodation types, from rooms to bungalows, villas, etc.

Online “sharing economy” platforms typically lead to reduced costs for travellers
compared to hotels (Pierce et al., 2018), and on the other hand, generate revenue for
owners of properties (Mao et al., 2018). It is no wonder then that online platforms for
accommodation such as Booking.com, Airbnb, HomeAway and similar have been
embraced by households as those platforms mean new opportunities for revenue
(Clancy, 2018).

Digitalization has proven a positive impact on employment and has been included
in policy strategies in many countries (Randall et al., 2017). In addition, digitaliza-
tion does not only have a positive impact on economic growth and GDP per capita
(Sabbagh et al., 2013; ECB, 2018), it improves the digital literacy of the population.
To actively participate in the society and digital economy, access to technologies and
services must be affordable, as well as the ability and skills to use them.

3 Methodology

Digitalization in this analysis is looked at from the viewpoint of Internet connectivity
and digital skills to use the Internet. Internet, the system of interconnected computer
networks, is in this paper analysed from the perspective of access to Internet, meaning
that the term access to Internet includes all types of Internet connectivity (dial-up,
fixed broadband, mobile broadband, etc.). Wired technologies most commonly used
to access the Internet are divided between broadband and dial-up access over a normal
or an ISDN telephone line. “Broadband lines are defined as having a capacity higher
than ISDN, meaning equal to or higher than 144 kbit/s” (Eurostat, 2019:13).

Data for research have been derived from the Eurostat’s statistical data warehouse
and Eurostat’s and European Commission’s (hereafter: EC) special surveys. Partic-
ular surveys which are taken periodically may not provide the most recent data,
and some Eurostat data are at the moment available only up to the end of 2018.
Macroeconomic data for Greece were also taken from the International Monetary
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Fund (hereafter: IMF) as well. Other reports and assessments from specialist orga-
nizations and EU bodies in regard to digitalization have been also analysed and
reviewed.

The researchmethods are descriptive and quantitative.Quantitativemethods focus
on statistical data aiming to explore digitalization from the connectivity perspective
and looking at the digital skills and Internet use of people in Greece. I look at the
regional1 level as well and some comparisons are done vis-à-vis other EU member
states. In terms of contributing to growth via digitalization, I look at short-term rental
opportunities for tourism2 by analysing data on the growth of holiday and short-term
accommodations in the last few years. By exploring data on unemployment and
households’ incomes from the beginning of the last financial crisis, I argue that
further digitalization has a significant economic appeal. Since disposable income
in Greece has been shrinking for almost a decade, especially in some regions that
are more disadvantaged, I argue that further digitalization would benefit household
incomes, domestic consumption and thus also aggregate demand. The economic
appeal is supported by the fact that the EU has committed itself to the digital single
market and that each EU member state, including Greece, can apply for relevant
funding.

4 Discussion

4.1 Access to Internet

The EU’s digital single market aims to ensure access to Internet throughout the EU
so as to encourage participation in the digital economy and society. The EU strategy
has been based on improving access “for consumers and business, on creating the
right conditions for digital networks and on maximizing the growth potential of the
digital economy” (European Parliament, 2019: 11).

Part of the EU strategy was to aim to roll-out ultrafast connectivity to homes in
every EU region so that rural areas can also have better mobile coverage and fast
Internet (European Parliament, 2019: 43). In that respect, the aim of EU Telecoms
reformpackagewas to “reduce the digital divide between urban and rural” (EC, 2007:
2). According to the Eurostat data warehouse, the average share of EU households
with access to Internet at home reached 90% in 2019 (Fig. 1). However, Greece is

1The first-level NUTS (statistical) regions of Greece are: EL3-Attiki (Attica),EL4-Nisia Aigaiou,
Kriti (North Aegean, South Aegean and Crete), EL5-Voreia Ellada(Eastern Macedonia and Thrace,
Central Macedonia, Western Macedonia, Epirus), EL6- Kentriki Ellada (Thessaly, Western Greece,
Central Greece, Ionian Islands, Peloponnese).
2According to Eurostat, tourism means the “activity of visitors taking a trip to a main destination
outside their usual environment, for less than a year, for any purpose, including business, leisure or
other personal purpose, other than to be employed by a resident entity in the place visited” (Eurostat,
2020a).
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below the EU average and considerably below some other countries in the EU.On the
other hand, there has been an improvement since 2012, when only 54%of households
in Greece had access to Internet at home compared to 76% in 2018 (Fig. 2) and 79%
in 2019 (Fig. 1).

In terms of the type of Internet connection, the share of households in Greece with
fixed broadband reached 76% in 2019 while mobile broadband reached 32% in the
same year (Eurostat, 2020). As a comparison, the percentage in the EU is 78% and
56%, respectively.

Access to Internet has been steadily increasing in all regions across Greece,
although urban areas are better off compared to rural areas. In some regions, espe-
cially in some islands andmountainous areas, there are still significant Internet infras-
tructure problems. In Attica (Attikki), the share of households with access to Internet
has been the highest, over 80% in 2019 (Fig. 3).Many people are still unable to access
digital platforms and lower income households are less likely to have Internet. The
variation of households with Internet access is correlated with the population at
risk of poverty or social exclusion, standing at 15.5% in Attiki (Attica), 22.3% for
Voreia Ellada (Northern Greece), Kentriki Ellada (Central Greece) at 24.2% and
Nisia Aigaiou and Kritti (the Aegean islands and Crete) at 21.6% in 2018.
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Fig. 3 Percentage (%) of households with access to Internet at home in Greece by region

4.2 Digitalization, Stylized Facts

Greece is a member of the EU and so also a member of the EUDigital SingleMarket.
In line with that the country should keep up with the developments in the rest of
the EU in regard to digitalization. Greece ranks low in the uptake of information
technologies and high priority investment needs (EC, 2019b) have been identified
to close the gap with respect to the Digital Agenda for Europe (EC, 2020). In 2016,
Greece established the Ministry of Digital Policy, Telecommunications and Media
which designed a National Digital Strategy (2016–2021). The strategy was expected
to help closing the gapwith other EU countries considering that, according to the data
from the Eurostat, the EC and European Parliament, people in the north of Europe
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not only enjoy greater access to online services but they also have better digital skills
than in southern Europe.

The lack of need or interest, insufficient skills and cost-related barriers are themost
common reasons for not having Internet access at home. The share of households in
the EU that do not have Internet at home because costs are too high, has been falling
(Fig. 4). The same can be observed for Greece which has seen a significant drop in
households that do not have Internet at home because costs are too high. In 2019,
there were only 2% of such households (Fig. 4).

EC has introduced the Digital Economy and Society Index (DESI index) which
measures digital performance with the following indicators: connectivity, human
capital, use of Internet services, integration of digital technology and digital public
services. Human capital is measured with two sub-dimensions covering Internet user
skills and advanced skills and development. Internet user skills indicator is computed
based on the number and complexity of activities involving the use of digital devices
and/or Internet. Greece is not doing well in DESI index. According to DESI index
in 2019, Greece is in the group (Fig. 5) of the least advanced digital economies.

In addition to having a reliable and fast Internet connection, digital skills are
needed as well in order to benefit from digitalization. It is especially so considering
that the new digital world is entering many aspects of society, including health,
transport, security, energy, tourism, etc. The EU has established the digital single
market strategy with an aim to “open up digital opportunities for people and business
and enhance Europe’s position as aworld leader in the digital economy” (EC, 2020b).
Advanced skills and development indicator is about information and communication
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experts and graduates. The number of information-communication experts in Greece
is only a small fraction in total employment, standing at 1.6% compared to the EU
average of 4% (Fig. 7). Although people in Greece are considered to be active users
of Internet services, the country stands below EU average in terms of individuals
who have above basic digital skills (Fig. 8). The share of people who have never
gone online has been falling in Greece, although it still remains high, and reached on
average 25% in 2018, with some regions in Greece even higher. The global financial
crisis that started in 2008 hit all parts of Greece, but disparities between regions have
widened significantly, not only in terms of social and labour market conditions but
in terms of digitalization too and using Internet (Fig. 6).

4.3 EU Funds Available for Digitalization in Greece

Greece can close the gap vs other EU countries in regard to digitalization by
setting adequate conditions for private investment and public financing resources for
digital infrastructure, considering that “access to fast and ultrafast broadband-enabled
services is a necessary condition for competitiveness” (EC, 2019).

The improvement of Internet connectivity in Greece over the last few years has
been co-financed by the EU through the European funds. One such recent and impor-
tant project, a public–private partnership projectwhich aimed to connect 2260 remote
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villages, covering 45% of the Greek territory, was approved by the EU in 2017 and
was called “Rural Broadband Greece”. The project aimed, among other things, to
bridge the digital divide by developing fibre-optic infrastructure in order to bring fast
broadband to the most remote areas of Greece (EC, 2019c).

The national digital strategy (2016–2021) of Greece envisaged investments in all
categories of the digital economy implying additional efforts to effectively implement
it at all levels and extend its effects to individuals. Considering thatGreece has limited
capacity to invest, following the decade of contraction since the beginning of the crisis
in 2008, the main source of public investments are European funds such as European
Structural and Investment Funds (ESIF) (Fig. 9).

According to the EU, regional policy over 21 billion EUR of EU funds were
available to Greece in the period 2014–2020 through ESIF. Total budget for Greece
for 2014–2020 has been over 26 billion EUR. National contribution was determined
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at 4.8 billion EUR, while the rest, that is, 21.4 billion EUR were to be available
through the main structural and investment funds at the EU. According to the EC’s
website, national and regional programmes report financial data to the EC on their
progress related to the total budget of the programme, decided financial resources and
expenditures reported by the selection project and fund. Another important source
of finance for investment in Greece is the European Fund for Strategic Investments
from the “Juncker plan”, making available 2.7 billion EUR. However, it seems that
Greece has difficulties in implementing projects as it was only partially successful
in implementing planned projects. An example was the project of broadband access
in the programme information and communication technologies (broadband access
information-communication infrastructure: additional households with broadband
access of at least 30 Mbps). In 2016, it was planned to be delivered to 3,500.000
households, which was then in 2017 reduced to 63.185 households, and finally, in
2018, delivered to only 44.588 households. According to the same website, out of
the planned information-communication technologies broadband projects, less than
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10% of it was implemented and only in 2017 and 2018. Plans were returned by the
European Commission for corrections.

Greece registered more than 20 projects for the period 2014–2020 in regard to
information and communication technologies. The approved budget for that has been
more than 1 billion EUR, with the EU contributing over 842 million, and the rest is
the national contribution. The aim of those projects was to enhance access to and use
and quality of information and communication technologies.

Most of theEUfinancing in the period 2014–2020 has comevia ERDF fund (785.8
million EUR), with an exception of the mentioned National Rural Development
project (focusing on basic information and communication technologies’ services)
that was funded by EAFRD fund in the amount of 56.5 million EUR. In terms of
the information-communication technologies, planned budget for the period 2014–
2020 had over 60% of EU financial resources committed for less developed regions
(Fig. 10). The average share of EU financing of the project is above 70%, and the
rest is supposed to be national contribution.

https://cohesiondata.ec.europa.eu/countries/GR%23
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Fig. 10 Thematic objective: enhancing access to and use and quality of information and communi-
cation technologies (ICT) in less developed regions. Decided EUfinancial resources for information
and communication technologies for less developed regions by programme titles

4.4 Tourism and Online Platforms for Accommodation

Greece is among the most specialized countries within the accommodation subsector
in the accommodation and food service sectors in the EU (Eurostat, 2019). Online
platforms such as Airbnb and others have been embraced by the landlords in Greece
in the last few years. The result is that nights spent at the short-term accommodations
have risen sharply (Fig. 13).

The rise has been in line with the change how tourists plan their holidays,
access and buy their products and services influenced by information-communication
technology. In the last decade, there has been an increase in the use of mobile
devices (e.g. smartphones and tablets) to access information, products and services
before and during tourism trips (European Parliament, 2015). The widespread
use of information-communication technology produced a need for multi-skilled
employees. That is one of the reasons why additional effort should be put into
improving digital skills of the population.

The number of holiday and other short-stay accommodation has risen consider-
ably in the last few years (Fig. 12), and many of them have been listed on online
platforms. In 2018, the growth of holiday and other short-stay accommodation has
been especially high in Attiki, by more than 12% while in the northern and central
Greece it was about 10% (Fig. 14).

Online accommodation booking has been more common among middle-aged
people (aged 25–54) than it was among either younger (aged 16–24) or older gener-
ations (aged 55–74).Most of these serviceswere ordered through dedicatedwebsites,
that is, via online platforms such as Booking.com or Airbnb and similar platforms. In
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Fig. 11 Online accommodation booking, from 2017 to 2019: percentage (%) of individuals who
used any website or application to arrange an accommodation from another individual

0

5,000

10,000

15,000

20,000

25,000

30,000

35,000

40,000

2009 2010 2011 2012 2013 2014 2015 2016 2017 2018

Number of establishments: hotels, holiday and other short-stay accommodation, camping
grounds, recreational vehicle parks and trailer parks

Holiday and other short-stay accommodation

Fig. 12 Number of tourist establishments in Greece, 2009–2018

2017, about 18% of individuals (aged 16–74) in the EU used any website or applica-
tion to arrange accommodation fromanother (private) individual during the preceding
12 months (Eurostat, 2019). From 2017 to 2019, the “collaborative” economy in the
EU has grown further as the percentage of individuals using any website or appli-
cation to arrange accommodation from another private individual grew to 21%. In
Greece that share reached 14% in 2019, a 6 percentage points rise from2018 (Fig. 11).



600 V. Luković
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Although data show that “sharing” or “collaborative” economy has risen in Greece
too, it is still lagging considerably vis-à-vis the EU average and behind some other
EU member states.

According to the research by Pierce et al. (2018), Airbnb had over 4 million
listings in 191 countries in 2018. Booking.com, which also lists hotels in addition to
all other types of accommodation, including accommodation offered by individuals
and households, had as of the end of December 2019 over 29 million total listings,
including more than 6.3 million listings of homes, apartments and other unique
places to stay in 227 countries, according to the Booking.com’s website. Responding
to the evolving needs of tourists, Airbnb and Booking (as well as others such as
HomeAway, VacationRentals), provide online platforms where travellers can access
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tourist services directly from other individuals. In line with that the number of tourist
establishments in Greece has grown (Fig. 12) in almost all regions in recent years.

4.5 Macroeconomic Case for Digitalization

Greece is emerging from a decade-long debt crisis and its GDP per inhabitant has still
not reached its pre-crisis level of 2008. After years of contraction and stagnation, the
economy grew only modestly from 2017 to 2019. Growth was projected to exceed
2% in 2020 (EC, 2019) as the new government elected in July 2019 promised to
follow pro-growth policies. However, the outbreak of coronavirus (COVID-19) and
the renewedmigrant crisis have negatively affected the growth projection. In response
to that, Greece has to tackle many issues (Fig. 15).

After a decade of contraction, the unemployment rate remained high. In 2017,
it was 21.5%, in 2018, it fell to 19.3%, while in 2019, it further dropped to 17.3%
(EC, 2019). High unemployment has led to a significant reduction in households’
disposable incomes and a sharp increase in poverty. In 2016, material deprivation in
Greece was at 22.4% and has not improved much since then, in line with the fact that
net wages fell considerably during the financial crisis and have not recovered much
since then. The share of net wages in households’ disposable income in Greece is
the lowest among EU member states (Eurostat, 2019). The share of other income
including income from owning a dwelling reflects high level of self-employment and
high level of unemployment in Greece (Eurostat, 2019). Households are still relying
on their savings which are well below the average in the euro area. Net saving of
households has been falling since the onset of the crisis in 2008 and has been negative,
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although stabilizing and slightly improving in recent years (Fig. 17). In 2017, GDP
per inhabitant inGreecewas still below2008 level (Eurostat, 2020c). BesidesCyprus,
the largest fall in household disposable income per inhabitant between 2008 and 2016
was in Greece. From 2008 to 2016, households’ disposable income fell in 11 of 13
regions in Greece, by at least EUR 3400 per inhabitant. The largest fall of disposable
income per inhabitant was in Attiki, by EUR 5800 per inhabitant (Eurostat, 2020c)
(Fig. 16).

Economic recovery in Greece has been slower than expected, although tourism
has been robust in recent years. In 2019, revenues from tourism grew by about 13%
compared to 2018 and the rise in arrivals was about 4% (UNWTO, 2019). Tourism
plays a significant role because jobs that are created ormaintained because of tourism
can help prevent economic contraction. Also, tourism has the potential to play a
crucial segment in the economic development of remote and peripheral regions, such
as the coastal,mountainous or distant regions. Tourism influences accommodation for
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visitors, food and beverage serving activities, railway, road, water and air passenger
transport, and other activities.

International institutions found that much of the needed structural transformation
of the Greek economy has not been achieved yet, and a “key question is whether
the authorities can overcome long-standing vested interests that have traditionally
blocked reforms” (IMF, 2019: 25). Macroeconomic challenges are many because,
in addition to high unemployment and other problems in the labour market, Greece
has high levels of public and private debt. Greece’s public debt-to-GDP ratio is the
highest in the euro area, standing at about 180% of GDP in 2019 (EC, 2019). Private
debt is also high. Almost half of non-performing loans in banks has been due to
households’ loans and the low repayment capacity of public and private entities
(IMF, 2019). As the income of households remains below Greece’s pre-accession
level, long-term projections suggest modest convergence (IMF, 2019).

EC found that “deep institutional and structural reforms initiated in recent years
to modernize the economy and the State require many years of sustained imple-
mentation for their impact to fully unfold” (EC, 2019: 3). It concluded that Greece
improved its budget balance and current account balance in recent years, but poten-
tial growth has fallen. In addition, high public debt, the negative net international
investment position, the high non-performing loans on banks’ balance sheets and
high unemployment rate remain serious challenges.

In line with the above rests the case for further digitalization and participation on
online platforms for holiday and other short-term stay. Arguments are many. First, if
listing a property on online platforms does not require significant investments, except
an access to Internet (to manage bookings) and a spare dwelling that can be offered
for short-term stay, it can help raise households’ income. Assuming that Internet’s
deployment and adoption of Internet-enabled digital services and products can be
delivered to households under reasonable cost provisions, households have a possi-
bility to use digital platforms by listing their property for short-term accommodation
and other services. Hence, low search and communication costs over Internet are
interesting for both, travellers and house owners as a possibility to bring revenue
to property owners. Therefore, on a micro-level, from a household’s perspective,
participating in an online economy by listing a spare accommodation on platforms
such as Airbnb brings extra income and raises household’s disposable income.

Second, there is an argument related to taxation and state budget. In 2018, the
government of Greece introduced mandatory registration for all property owners
providing tourist accommodation online at the tax authority and reporting about
revenue from short-term rental. As a result, the fiscal position of the government in
regard to tax receipts from short-term rental has improved. Increased participation
on online platforms improves fiscal receipts by the state, leading to the alleviation
of the burden on the public budget. That strengthens government position and helps
it fulfil its obligations vis-à-vis international creditors.

Third, there is a strong argument for further digitalization and households’ partic-
ipation in digital economy in Greece in terms of financial resources. Information-
communication technologies’ infrastructure and basic services have been so far co-
financed by the EU. Within particular themes, there are many projects and financing
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them is available viaEUstructural and cohesion funds.Data on availability and imple-
mentation progress of EU co-financed projects show that the proportion of finances
from the Greek state has on average been less than 30%. That is a considerable
incentive to prepare projects that would bring Internet to remote and mountainous
regions (for which, tourist demand is rising) while also providing faster and ultrafast
Internet access elsewhere in Greece.

Fourth, the strongest argument for further digitalization is the fact that social
consequences of the last crisis are still visible in all social indicators in Greece. By
improving connectivity and access to Internet, households can list their accommoda-
tion to tourists via digital platforms. That would help many Greek households whose
net wealth has fallen as a result of the crisis. In addition, reforms and pledges that
the Greek government has made so far imply that many people have to deal with
cuts to pensions and some of them are hardly surviving. Those platforms mean new
opportunities for revenue.

Fifth, there is a strong macroeconomic argument for further digitalization. Partic-
ipating in online economy would mean a low-cost impetus to GDP, which is particu-
larly important taking into account numerous macroeconomic challenges in Greece,
many of them relying on good GDP numbers. Additional revenue from short-term
rental via online platforms and subsequent rise in domestic consumption contributing
to GDP growth is in line with the conclusion that digitalization has proven a positive
impact on employment and has been included in policy strategies in many countries.

Sixth, digitalization does not only have a positive impact on economic growth and
GDP per capita, it improves the digital literacy of the population. Improving digital
skills and increasing the proportion of information and communication technologies
employment could help boost tourism (and other economic sectors), and even more
so in the corona and post-coronavirus era. Improving digital skills among young
adults should happen in line with digital transformation of the economy and society.
In 2017, 54% of Greeks aged between 16 and 74 did not have at least basic digital
skills, which is quite high relative to the EU average.

4.6 Coronavirus (COVID-19) Argument for Digitalization

The tourism sector has been hard-hit by the outbreak of COVID-19. In compar-
ison with hotels, accommodation offered by households and other private entities
on online platforms have certain advantages. First, tourists and other travellers do
not have to meet their hosts or other people. Keys for the accommodation can be
exchanged in a non-personal way (by leaving the keys in a designated place). The
booking and all the other communication between guests and hosts can be done
strictly online because travellers can book their stay online.

Second, hotels are typically large with a lot of guests, which is usually not the
case with private accommodation provided in detached houses or buildings. Hence,
the probability of interacting with people in person in accommodations offered by
households on online platforms is significantly lower.
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Third, hotels typically offer breakfasts and other services (fitness, pools, hair-
dressers etc.) that imply the gathering of larger numbers of people. That is typically
not the case in accommodation offered by households on online platforms for short-
term tourist stay. Accommodation provided by households for short-term rental is a
tourism accommodation establishment, defined as “the provision of accommodation,
typically on a daily or weekly basis, principally for short stays by visitors, in self-
contained space consisting of complete furnished rooms or areas for living/dining
and sleeping, with cooking facilities or fully equipped kitchens. This may take the
form of apartments or flats in small free-standing multi-storey buildings or clusters
of buildings, or single storey bungalows, chalets, cottages and cabins. Very minimal
complementary services, if any, are provided. This type of accommodation excludes
daily cleaning, bed-making, food and beverage services” (Eurostat, 2020b).

Fourth, with slowly opening travel restrictions, people will be careful to travel.
Thatmight imply that travel will bemostly local or regional. In the case ofGreece that
means that, taking into account purchasing power of the neighbouring countries, that
travellers would not seek luxury and expensive, but rather cheap accommodation.
In that respect, it has been established that private accommodation listed on online
platforms are, on average, cheaper than hotels (Bivens, 2019).

In sum, in the current and post-coronavirus era, an accommodation that can be
booked online and is provided by households or other private parties listed on desig-
nated online platforms is in a better position to ensure social distancing and other
response measures requested by the authorities. That is especially so if the accom-
modation is in coastal, rural and mountainous areas that are not hot-tourist spots
and do not attract large crowds. Travelling to those areas can be by car or train,
avoiding air travel which might also have problems with crowds. However, for rural
and similar areas, Internet connectivity is crucial and that is one of the reasons why
Greece should push for further digitalization. In the aftermath of the coronavirus
outbreak, technology can be a key enabler because it is expected that travel will
rebound rather quickly but will, for a certain amount of time, be different due to
various pre-cautionary measures.

5 Conclusion

Greece needs high priority investments in order to close the gap with respect to the
digital agenda in the EU. Not only that, Greece needs investments in all infrastruc-
tures, not only digital infrastructures in order to be able to overcome its economic
slump following the last crisis. In that respect, Internet can be useful as it relates to
many aspects of economic and tourism development. The country should increase
higher-speed Internet connectivity and also invest in improving digital skills in order
to be able to improve human capital in tourism. This is particularly important for
households in Greece, considering that their disposable income has been shrinking
following the last global financial crisis and bailout requirements.
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On the other hand, changes in the way tourists and the tourism industry have used
digital technology over the last decade have had significant effects on the industry
and the way tourists travel. Digitalization is a challenge for traditional business
models of tourism information and distribution. The sharing economy concept has
been embraced by many as it means new forms of opportunity for local economies.
Online platforms for short-term rental are enabled by digitalization and economic
activity is increasingly moving online due to low cost of computation, storage and
transmission of data. In regard to the online market for accommodation, travellers
can have low search costs for any type of accommodation.

Given that the recovery of Greece is slow considering weak financial sector,
combined with high unemployment, large external debt and an unfavourable net
international investment position (now accompanied with coronavirus outbreak),
digitalization, fast and ultrafast broadband, especially in less developed regions,
would not only help Greek companies to operate better in a global business environ-
ment, but would also give a boost to households’ income and thus improve overall
macroeconomic picture in Greece as well.
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The E-Tour Facilitator Platform
Supporting an Innovative Health
Tourism Marketing Strategy

Constantinos Halkiopoulos, Eleni Dimou, Aristotelis Kompothrekas,
Giorgos Telonis, and Basilis Boutsinas

1 Introduction

InnovativeMedical Tourism Strategy (In-MedTouR) is a project implemented within
the frame of Interreg Greece–Italy V/A 2014–2020 program (Fig. 1). The project,
which is co-funded by European Union, European Regional Development Funds
(ERDF) and by National Funds of Greece and Italy, aims at creating a cluster of
cooperation between Greece’s and Italy’s businesses engaged in Health Tourism
(private or public hospitals, doctors, SPA, wellness centers, hotels, etc.) as well as
research and development entities (universities, technological institutes, etc.), so that
know-how and innovations can be exchanged between the two countries.

The overall goal of the project is to create an interregional network, which will
enhance the cooperation, networking, and interaction between those involved in
health tourism for the exchange of best practices. The network of cooperation will
be fostered during the implementation of the project; nevertheless, the cooperation
is going to be an ongoing procedure in the future, even after the completion of the
project.

In-MedTouR has led to the introduction of a new touristic product, which is
called health tourism and refers to the process of traveling outside the country of resi-
dence for the purpose of obtaining medical treatment and at the same time enjoying
holidays in the destination country. For this purpose, an e-Tour Facilitator has been
developed containing information about touristic and health providers in the cross-
border area with a focus on the end-users of the health tourism product, namely the
patients/tourists (Amodeo, 2010). The e-Tour Facilitator Platform offers matching
services to the patients looking for health and hospitality units in order to receive the
treatment they choose.
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Fig. 1 Web portal of In-MedTouR.eu project

The proposed e-Tour Facilitator is an intelligent information system that processes
information related to providers, but also users (patients/tourists) and which will
contribute to the automated overall proposal of medical tourism services covering
individual needs. Being developed using state-of-the-art techniques for both the
design and implementation phases of the project, e-Tour Facilitator’s goal is to intro-
duce innovative technological tools to enhance networking (e-Platform) and upgrade
the overall end-user experience (e-Tour Facilitator).

Given the lack of cooperation between companies and research/educational insti-
tutions and limited access to innovation tools fact thatmade the development of health
tourism difficult, In-MedTouR delivers a touristic product with high added value
bringing together research industries with enterprises and improving their access to
innovation. E-tour Facilitator supports sufficient functionality in order both to help
end-users to select the proper health tourism product with respect to their profile as
well as to provide end-users with an integrated view of available such health tourism
products.
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2 Literature Review

Targeted travel of people for their health is not a current phenomenon. Since ancient
times, legends andmyths have contained many travel stories made by people seeking
filters and treatments for themselves or their fellow human beings (Heung et al.,
2010). Travel for this purpose has created health tourism, or rather medical tourism.
Medical tourism refers to biomedical procedures in combination with travel and
tourism in the respective selected areas. Refers to the practice of traveling to different
countries to find optimal healthcare facilities. The services that travelers are looking
for include simple procedures, but also complex specialized surgeries such as heart
surgery, dentistry, and cosmetics. At the moment, health tourism is gaining a large
market share in the world with a volume of over 100 billion euros. Today, all types
of health care are provided, including alternative therapies, psychiatric and health
care, and even burial services. There are more than 50 countries worldwide that have
declared medical tourism as a national industry (Hazarika, 2010).

In the twentieth century, the tendency of economically wealthy people from devel-
oping countries to travel frequently to developed countries in order to gain access
to medical facilities that are considered more advanced and specialized compared
to their country of origin (Hall and Williams, 2008). However, nowadays there is a
shift in medical tourism as economically wealthy people from developed countries
express a preference for medical care in developing countries for various reasons
(Lunt et al., 2013). The rising cost of health care and medical services in general in
developed countries is leading more and more people to choose to seek treatment
in cheaper countries (Ciburiene et al., 2009; Mueller and Kaufmann, 2001; Sundbo
et al., 2007). In addition, waiting times for emergency medical services are much
shorter in developing countries than in developed ones. In summary, the basic prin-
ciples of medical tourism that seem to apply in the twenty-first century relate to the
following (Lunt and Carrera, 2010):

• Significant increase in the number of tourists traveling for medical purposes
(health and medical issues).

• Shifting the trend of patients from developed countries to less expensive
developing countries with the ultimate goal of gaining access to medical services.

• Availability of information regarding affordable medical facilities in various parts
of the world where they are easily accessible via the Internet.

Medical tourism is defined as the sumof all relationships and phenomena resulting
from a journey by individuals whose primary motivation is to cure a medical condi-
tion by utilizing medical services away from their usual place of residence, while
usually combining this journey, with elements of holidays or tourism in the conven-
tional sense (Voigt et al., 2010; Cook, 2010). Health tourism refers to cross-border
healthcare, which is often determined by a variety of factors, such as competitive
costs, avoiding long queues, or waiting times for treatment, or medical treatment.
service that is not available in their country (Chuang et al., 2014; Szymańska, 2016;
Pandey, 2018).
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As in any industry, so in the medical tourism industry, success depends on the
knowledge and proper execution of basic marketing strategies to focus on the needs
of future consumers (Hjalager, 2010). Based on the above, attracting international
patients is considered imperative as this target group is at the core of the medical
tourism market (Katsoni, 2011). As the industry becomes increasingly competi-
tive, the major players in this field will be distinguished by their ability to attract
foreigners, medical visitors / travelers (Gilbert, 2014). Modern marketing tools and
services should take into account the provision of potential medical tourists with
valuable information about the services provided and the prevention of communica-
tion barriers through the use of specialized platforms that interact in many languages
to ensure accessible communication with their patients (Halkiopoulos et al., 2019).

It is also important, by implementing modern marketing strategies, to strengthen
contact with patients directly or through medical travel agents to provide medical
transportation within and within the country of destination (Ejdys et al., 2015). It is
now imperative through modern specialized digital tools and the provision of online
services of immigration, nursing care, hotel reservations, leisure services, and tours
during recovery and restaurant services in order to ensure the best experience of the
patient/traveler (Cormany and Baloglu, 2010).

3 The Proposed E-Tour Facilitator Platform

3.1 The E-Tour Facilitator Architecture

The e-Tour Facilitator Platform focuses on the end-users of the health tourism
product, namely the patients/tourists. This web platform (Fig. 2) offers matching
services for the patients looking for health and touristic units to receive the appropriate
treatment. Thus, the design of the platform is incredibly important since its usability
is a vital aspect that can determine its future success. The proposed architecture of
the e-Tour Facilitator Platform is shown in Fig. 3. The e-Tour Facilitator Platform is
based on a recommender subsystem. Typically, the users of a recommender system
insert product constraints and express needs and preferences by using the offered
language, and then the recommender system matches the preferences inserted in
attributes with relative items in a database.

3.2 The E-Tour Facilitator Web Portal

The e-Tour Facilitator Platform based on a database of user profiles and user pref-
erences and a database storing all the availability information and schedules of
those organizations/companies offers health tourism products. In order to promote
the proper information to its users, the e-Tour Facilitator Platform uses an e-Shop
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Fig. 2 Web portal of e-Tour Facilitator

module, which consists of a Commenting Subsystem and an e-mail subsystem.
The commenting subsystem handles all comments for each different health tourism
product uploaded on the e-Tour Facilitator Platform. Thus, end-users are able to reach
those who have experienced a use/test of a particular health tourism product regis-
tered to the e-Tour Facilitator Platform. The automatic e-mail response subsystem
manages the incoming messages after applying text analysis techniques distribute
them to proper operators for further processing if needed. Also, the e-Tour Facilitator
Platform based on a video database consisting of product videos, which is used in
the promotion of health tourism products.

The e-Tour Facilitator Platform is focused on the final user who is the tourist-
patient, and the user interface of the Platform is user-friendly and simple to navigate.
The patient defines his kinetic state in order the platform to exclude destinations that
do not meet the minimum requirements to support his disability with the appropriate
facilities or services. Medical services are divided into categories and subcategories,
and costs are differentiated per provider.

The functionality of the system is divided into three parts.The database contains
the data to be stored, viewed, and edited, the front-end interface with users, and the
back-end support system. The original specifications include data for the database.
During the initial version of the system, the basic structure of the relational database
is created based on specifications.
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Fig. 3 Proposed architecture of the e-Tour Facilitator Platform

3.3 The E-Tour Facilitator Relationship Entity Diagram

The relational database (Fig. 4) is a data collection organized in correlated tables
that simultaneously provide a mechanism for reading, writing, modifying, or even
more complex data processes. The purpose of the database is the organized storage
of information and the possibility of extracting this information, in more organized
form, according to queries placed in the relational database.

According to the functional requirements of the experts, the workflow of the e-
Tour Facilitator Platform was created, as shown in Fig. 5. The core entities of the
system are the main building blocks of data collection and processing. These entities
are:

• User
• The Medical Service
• The Medical Destination
• The Tourist Destination
• The Carrier
• The Middleman

Users will be able to declare their preferences for the tourist packages andmedical
services they want to access. This creates a more complete personal profile for each
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Fig. 4 E-Tour Facilitator Platform—part of the MySQL database schema

user. Health service providers or tour operators will be able to register with the
system and add the service packages offered. The user chooses a medical service
either on his own or through an intermediary who will give him a ready solution for
a mixed package. The middleman combines transport options, tourist destinations,
and medical destinations to support a medical service chosen by the user.
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Fig. 5 Workflow for the e-Tour Facilitator Platform

Otherwise, when the user does not want the bundle to be solved by themiddleman,
he chooses the medical service he desires, and then chooses the medical destination
provided by the medical service. The medical destination is then combined with a
tourist destination (e.g., a hotel) and a mode of transport. The user has the option
to first select the tourist destination that supports the medical service and then the
medical destination (e.g., clinic, hospital).

In any case, the system will only offer, either through an intermediary or with a
smart user choice, medical services, andmedical or tourist destinations. The platform
will not work as a reservation and availability management system, only sugges-
tions, where registration of any reservation via the system will be ensured. Only
service providers and intermediaries have the responsibility for the availability and
management of the detention.
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3.4 The E-Tour Facilitator Programming Framework

The e-Tour Facilitator Platform is based on the Laravel PHP Web App framework.
Laravel is well known for its inbuilt lightweight templates that help the platform
developers create amazing layouts using dynamic content seeding. In addition to
this, it has multiple widgets incorporating CSS and JS code with solid structures.
The templates of the.php framework are innovatively designed to create a simple
layout with distinctive sections. It provides the platform with all the necessary tools
to create well-structured and consistent user interface.

At the e-Tour Facilitator, the system model section consists of the core enti-
ties of the system. These are mainly the patients and the tour operators as well as
medical service providers and intermediaries. The view section is the interface of the
system users with the system services and functions that are implemented and run
by the Back-End system. The controller is the link between model and view, where
it implements and manages the business logic of e-Tour Facilitator.

Business logic is the part of the program that encodes the e-Tour Facilitator busi-
ness rules that define how to create, store, and change data. It contrasts with the
rest of the software that may involve lower level details about managing a database
or displaying the user interface, system infrastructure, or generally linking different
parts of the program. The programming languages used to install, configure, and
operate the front-end system are html, php, JavaScript„ CSS and libraries such as
jQuery. It is based on a smart search algorithm that is implemented, which is based
on the user profile. This algorithm is used by the recommendation system, which
will suggest users the packages that fit their profile before they even search. The
algorithm evaluates the user’s preferences when they register and identifies potential
service packages of interest to the user.

Depending on the availability of health providers of each category and medical
practice, only cities that have clinics offering the requested medical service are
displayed and returned after the user’s query. The search query can run by desti-
nation and/or by medical treatment. The system to find nearby medical or tourist
providers based by the user’s query, the platform contains pre-declared neighbor-
hoods. For each custom neighborhood, it is declared the corresponding polygon in
the map. A polygon is declared by its point coordinates. For each point of interest
(city, town), we use its coordinates to clarify in which neighborhood it is contained.

We should underline that the calculation of cost ismultifactorial. Firstly, it is linked
to the cost of the medical treatment and the duration of stay at a hospital if required,
while, secondly, it includes travel expenses to and from the country of permanent
residence to the medical treatment destination, and an additional cost category is that
of accommodation and tourist experience if required. Most of medical tourists travel
with relatives.
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3.5 The E-Tour Facilitator Commenting System

The advent of natural language processing (NLP) has armed each and every company
with themeans to analyze a plethora of data they have it empowered them to automate
most of the processes involved in it, thereby enabling them to directly fetch actionable
information and thus saving both time and human cost. Natural language processing
(NLP) and text mining techniques are the main tools for information extraction.
Text mining is the process of examining large collections of text and converting
the unstructured text data into structured data for further analysis like visualization
and model building. We will utilize the power of text mining to do an in-depth
analysis of customer reviews on e-Tour Facilitator Platform. Customer reviews are
a great source of “Voice of customer” and could offer tremendous insights into what
customers like and dislike about a product or service. For the e-commerce business,
customer reviews are overly critical, since existing reviews heavily influence buying
decision of new customers in the absence of the actual look and feel of the product
to be purchased.

Health tourism is no exception to the rule that prospective buyers of a service
or product pay attention to evaluations of previous users. In many cases, ratings
form a buyer’s positive or negative attitude toward a health provider, thus affects
his final decision. Evaluation and commenting of the offering services are a major
part of the Platform. Every service can be evaluated and commented independently,
and these evaluations are considered by the recommendation algorithm to propose
the high rated providers first. People’s opinion is building the electronic word of
mouth (eWOM). When buying services, patients often look at information written
by other patients on the Internet. In other words, they turn to electronicword ofmouth
(eWOM). Marketers can take steps to generate, support, and amplify eWOM and so
influence consumers’ decision-making process. For that reason, it is incorporated a
commenting systemon the e-TourFacilitator Platform.Comments becamean integral
part of almost each website on the web—you cannot imagine there’s a service out
there that can’t be commented. And it is only logical, because people want to talk
about what they read, listen to, or see. And they want it right there—under what they
have read or seen, not on their social networks. The commenting system of e-Tour
Facilitator is developed from scratch to satisfy every future need of analysis.

It is developed an application that can analyze the content of user feedback in
Greek, Italian, and English language. The application functions as a mining tool for
the services offered and categorize them to continuously evaluate and improve the
offered services. Thus, for the analysis of customer–patient reviews, a commenting
system of the services is developed. For the user profile (customer–patient) recorded
the name, surname, date of birth, sex, place of residence, education level, income
level, type of work, religion the consensus in themanagement and processing of data,
telephone, mobile, e-mail, the accessibility level (e.g., disabilities has), recording
date, language, and medical data. A comment will consist of the following data
fields (Fig. 6). The id of the comment, the id of the user who posted the comment,
the message and its representation to a formal language, the id of the service for
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Fig. 6 E-R diagram of proposed commenting system for the e-Tour Facilitator Platform

which the comment is posted, the evaluation of the service, the sentiment analysis
characterization of the comment, the date of comment, and the status of the comment.

3.6 Sentiment Analysis Process

For the evaluation and characterization of the comments, it is used sentiment
analysis. Sentiment analysis—opinion mining, text analysis, emotion AI—deter-
mines the emotional tone behind words, to understand the attitudes and opinions
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being expressed (Fig. 7). The platform uses sentiment analysis to find and measure
customer opinions and attitudes towards its providers of medical and tourist services.
Analyzing sentiment on evaluation comments is an excellent source of data and will
provide digital consumer insights that can (Fig. 8):

• Determine medical provider reputation
• Improve patient experience
• Stop issues becoming a crisis
• Determine future marketing strategies
• Improve marketing campaigns

Fig. 7 Medical providers with minimum evaluation score
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Fig. 8 Sentiment distribution of comments for specific medical provider/characteristic

For the sentiment analysis processes, a well-formed dictionary is used. Valence
Aware Dictionary and Sentiment Reasoner (VADER) is a lexicon and rule-based
sentiment analysis tool that is specifically attuned to sentiments expressed in social
media. VADER uses a combination of a sentiment lexicon is a list of lexical features
(e.g., words) which are generally labeled according to their semantic orientation as
either positive or negative.

In order to store video clips for the offered services from medical and tourist
providers, it is implemented a local video database that it is also used by the
YouTube Data API, so as to upload the video to YouTube as well, using a back-
end filter and upload operation. The YouTube Data API let us incorporate functions
normally executed on the YouTube website into our own website and applications.
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The ICT-Based Promotion Tools are implemented to help each simple user and
service provider to have a better understanding about the quality of the services that
are available through the In-MedTour Platform.

For the development of the various processing algorithms, it is used the Python
programming language. Python is a programming language that let us work more
quickly and is integrated into our applications more effectively. Python is powerful
and fast and is adopted by all development members for marketing automation tasks
(e.g., use of YouTube API, Mailing System, etc.).

For information retrieval and presentation, an open source reporting system is
used. Dash is a productive Python framework for building web applications. It is
written on top of Flask, Plotly.js, andReact.js. It is ideal for building data visualization
applications with highly custom user interfaces in pure Python where all important
information about the offered services of the platform are presented in various ways.
We deployed our dash applications to the main application server, and we share them
through the Platform.

4 Conclusions

In summary, it is worth mentioning that encouraging results have emerged from the
implementation of this e-Tour Facilitator Platformand in general of thiswhole project
of In-MedTouR as the registration of health services and hospitality units in the cross-
border area has been successfully carried out mainly for competition in medical
tourism, event organization and publicity campaign to inform local communities
about the prospects of medical tourism and networking opportunities between busi-
nesses and research and development institutions, the development of an institutional
framework for the e-Cluster, to enhance interaction, collaboration and networking
between businesses and research & development institutions as well as the matching
of services—medical and tourism—according to the personalized needs of the end
users.
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The Evolution of Online Travel Agencies
in the Last Decade: E-Travel SA
as an Exceptional Paradigm

Dimitra Psefti, Ioulia Poulaki, Alkistis Papaioannou, and Vicky Katsoni

1 Introduction

The rapid development of technology could not leave the tourism industry unaffected.
In this context, some of the traditional travel agencies started to operate online, while
at the same time, new offices were created with exclusive operation via the Internet.
Online bookings have gradually begun to have a significant market share, consumers
have become familiar with it, and online travel agencies are now growing signif-
icantly. In this development, it seems that the use of technology plays a decisive
role and has reduced many of the obstacles that companies have encountered in the
past. It is, in fact, terribly interesting that a company from any country now has the
ability and opportunity of course to operate without additional fixed costs or strict
legal restrictions in many other countries at the same time, to address many different
consumer audiences and to grow independently from the economic situation of the
country in which it is located. The dynamic of online travel agencies due to the
utilization of technology is a key reason for choosing this topic. Consequently, this
paper aims to present the way in which the tourism industry now operates utilizing
technology and to highlight the dynamics of online travel agencies due to the evolu-
tion of technology. Therefore, what is attempted in the following sections is both
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theoretical and empirical coverage of the topic through an e-Travel company which
within 10 years has managed to be among the top online travel agencies in the world.

2 Literature Review

Admittedly, the tourism literature evidences that travelers usually rely on multiple
information channels, both online and offline, for distribution and promotion,
depending on their travel planning process (Bieger & Laesser, 2004; Katsoni, 2014,
2017) and on travelers’ behavior to consume tourism products (Katsoni, 2015).
According toXiang (2018), the development of knowledge in the field of information
technology and tourism is divided into two decades: the decade of “digitalization”
and the decade of “acceleration”. Regarding the era of “digitalization”, this is charac-
terized because initially a large part of electronic information was the digital version
of information that existed in non-digital form.At this time, the Internet is developing
and maturing as a commercial tool, while customers start and get acquainted with it
by looking for information that would previously use other media such as television
or book. During the age of “digitalization”, technology is considered a simple mean,
and its role focuses first on functionality and usability, then on communication and
persuasion with the help of the Internet and finally on the understanding of personal
needs and desires of travelers (Xiang, 2018).

Undoubtedly, company’s digital environment reflects culture toward the
customers and the quality of services that aims to offer in order to sustain its brand
name in themarket aswell as its potentials from the new technologies and digital tools
that include mainly distribution opportunities, in a strategic plan of travel purchase
stimulation (Poulaki & Katsoni, 2020). As for the “era of acceleration”, it is char-
acterized because there is a huge increase in user-generated data on the Internet, but
also because new technologies and devices spread very quickly not only in homes
and workplaces, but also in many other natural environments. The “age of accelera-
tion” is characterized by technologies such asWi-Fi, search engines, Web 2.0, tablet,
smartphone, laptops, open source, drones and the emergence ofmachine learning and
artificial of intelligence (artificial intelligence).Also, users at this timeuse the Internet
not only for simple navigation but also formore specific searches and subscriptions or
shopping on sites. Social media such as Facebook, Twitter and Instagram and various
other similar tools also help to redefine the role of the Internet which is changing from
a posting platform to an engaging platform and social media. Currently, there is a
tendency of exloiting user activity data as an ICT tool to support tourismmanagement
(Xiang, 2018). Another approach divides the evolution of technology specifically in
the tourism industry into two periods: the first decade of the Internet and the years
after 2001. During the first decade of the Internet (1991–2002), the tourism industry
gained one of the leading positions in the use of the Internet as businesses commu-
nicated more effectively with their existing and potential customers through online
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channels. Internet and mobile technologies enabled consumers to acquire travel-
related information and purchase core and ancillary tourism products from tourism
suppliers directly (Buhalis, 2004; Morosan, 2014).

The tourism industry, after the advent of the Internet, supports the online distri-
bution channels because they are the most appropriate means of selling tourism
products and services as they are characterized by sensitivity to time and storage
(Castillo-Manzano & López-Valpuesta, 2010). The Internet has become one of the
most important platforms for professionals in the tourism industry providing services
and transmitting information to their target customers, while the number of relevant
Web sites has increased rapidly (Tsang et al., 2010).

This change undermined the role of traditional travel agencies in the distribution
chain by forcing them to use new technologies in order to survive (Standing &
Vasudavan, 2000). In addition, its adoption was the basis for the development of
new systems that connect consumers to GDS, which significantly reduced barriers
to entry for new players in the travel agent market. Consequently, during this period,
almost every travel agency developed its own Web site, and many of them evolved
from simple “e-booklets” to interactive systems as they could support bookings,
searches and virtual tours. In fact, they made their Web sites the main (and in many
cases, the only) source of contact with potential visitors (Xiang et al., 2015) in order
to maintain their position in the tourism distribution market. This significant change
was of course expected in the tourism sector as computers, and new technologies
were already being used by companies in the industry, for example, CRSs and GDSs
existed from the 60s and 80s, respectively. After 2001, there is an even bigger change
especially for the tourism marketing, where the technology beyond the functions
of the respective Web site and its usability began to focus on the persuasion and
empowerment of the customers as well as the use mobile devices (Xiang et al.,
2015). New technologies and Internet marketing have significantly influenced the
development of the tourism industry, as evidenced by the fact that tourism products
now hold the largest percentage of online sales compared to other product categories,
while tourism in the last 5 years is growing rapidly in international level (Navío-
Marco et al., 2018).

2.1 E-Travel as a Study Case

E-Travel is an online travel agency (OTA) distributing mainly airline tickets (98% of
the total sales). At the same time, it provides its customers with the opportunity to
complete reservations through its Web sites, such as hotel, car, travel insurance and
ferry tickets. This travel agency was originally established as Pamediakopes and had
as its main goal to become the leading online provider of Greek hotels, targeting both
the Greek and international consumer public. The company very soon in an effort
to increase its sales added a new product, airline tickets. This move proved to be
extremely successful since—despite the minimal efforts of the company to promote
airline tickets—it brought several new sales not only from Greece but also from
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countries outside it. As the public interest in airline tickets was much greater than
that for hotels, the company changed direction andwas re-established under the name
“e-Travel”. Now called “e-Travel”, the company invests mainly in airlines, acquires
additional domains for foreign countries and ends up having ten different Web sites
which are translated into 40 languages and provide multiple currency options. In this
way, it manages to meet the needs of customers from around 200 countries, which
leads to a further increase in sales.

Reservations from countries outside Greece are slowlymaking up 95% of the total
bookings with top markets in recent years Russia, the United Arab Emirates, Japan,
China, Korea and some European markets. This diversity and continuous growth
that characterize its markets are also evident in the people who work in e-Travel.
The human resources consist of people of different culture and nationality who can
and do support more than 15 different languages, and the company grows internally
every year at an average rate of 30%, a percentage which reaches 50% in 2012.
In order to better manage human resources and achieve growth in sales, e-Travel
organizational structure changed to further divided departments with distinguished
roles and responsibilities within the working teams. With all the above actions and
options, e-Travel has managed in recent years to be among the top online travel
agencies in the world, while from January 2018, it has merged with the Swedish
company “Etraveli”, which is the second largest online travel agency in Europe. It is
understood, therefore, that the growth of the company in the decade we are studying
is remarkable and the further examination and analysis of the factors that led to it will
contribute to a better understanding of the general evolution of online travel agencies
in the last decade.

2.2 Milestones

2004 The company is founded. Pamediakopes.gr initially starts as an online hotel provider
with a group of 4 people and a very simple Web site

2005 Improves the appearance and design of the Web site as well as the user interface making
it more user friendly. The airline tickets are now available to the users of the Web site.
This move essentially determines the future of the company

2007 e-Travel SA is founded and obtains accreditation from International Air Transport
Association (IATA) as well as cooperation with the first GDS. This year the company is
starting to invest heavily in automating day-to-day operations such as ticketing, pricing
and fraud prevention

2009 Expansion to international markets begins with Romania as the first country. Two new
Web sites are being created—avion.ro and airtickets24.com—and the human resources
reach 24 people

2010 The presence of e-Travel is established in Eastern and Southern Europe and especially in
Russia, which is now its leading market. The human resources reach 38 people

(continued)
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(continued)

2011 This year the corresponding mobile applications are available for the customers as well
as trip.ru—the Web site addressed to the Russian market

2012 Russia becomes the first priority of the company, while the expansion in the Middle East
continues. The number of employees is now 97, and the investment in new technologies
continues with the creation of a new CRM that fully meets the needs of e-Travel

2013 Extends further in Europe by launching two new Web sites, trip.ua and trip.bg

2014 This year, the Web sites mytrip.com, trip.ae and trip.kz are available to the public as part
of the expansion plan in the Middle East and Asia. At the same time, the language, the
country and the currency are disconnected from the site, thus giving the customer the
opportunity to choose the language he wants, the country of origin and the currency in
which he wants to see the prices and finally to pay regardless of the site visit. The design
of the Web sites provides the ability to adapt to any device, and the applications for the
mobile devices are significantly improved. Another important change is the
collaboration with another GDS. Investment is made in automation of some basic
internal functions, and the possibility is given to smaller travel agents to buy the tickets
of their customers through our Web sites, receiving cheaper prices. Customers can now
rate their experience through the NPS and obtain their own “MY” account to track their
bookings and store useful information for next purchase. More than 1,000,000
passengers “fly” with e-Travel this year, while employees reach the number of 139

2015 It is the year that focuses on mytrip.com sales and sales from many new countries. In
2015, the company starts a new venture, that of business-to-business sales, i.e., sales
from other travel agencies that use the e-Travel platform with some natural benefit. The
application of pamediakopes.gr is voted one of the top 20 in Europe, while the first
customer support packages are being developed which give customers the opportunity to
enjoy some privileges in the service by simply paying a small price. This year the
number of employees reaches 162

2016 Sales through partnerships with other—usually smaller—travel agencies continue to
grow, and a new sales channel is created. This year is also an investment in low-cost
carriers which until now did not actually appear on e-Travel Web sites. In addition, new
services are added that relate either to customer service or to additional travel-related
services such as the purchase of extra luggage while at the same time developing
technologies that contribute to customer self-service

2017 In 2017, new additional services are added for the customer, and the employees have
now reached 200. Sales continue to rise course and come from many different markets

2018 This year is also a milestone year for e-Travel as it merges with the Swedish company
Etraveli and now forms the Etraveli Group. This merger creates various synergies in the
technologies and products that the two companies have at which point they begin to
exploit them with the aim of further developing sales

The purpose of the company is to offer travelers the best possible price combined
with excellent customer service and valuable products for customers, utilizing
cutting-edge technology. Their strategy is adjusted according to the prevailingmarket
conditions and developments in technology but always includes the following:

• new markets and branding
• low prices, high level of service and services related to each market/country
• new sales channels (e.g., B2B)
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Fig. 1 E-Travel Business
Model attributes. Source
Authors’ production Revenue 

sources

customers

airline 
companies

GDS

Customer 
flow channels

metasearchers

SEM-SEO

• unique content on theWeb site, additional services & personalized experience for
each customer.

Further to the above, Fig. 1 presents the business model attributes of e-Travel SA.

3 Methodology

The methodology followed for the empirical part of this study concerns secondary
data collection and analysis along with on-site primary research that concerns with
a qualitative on-site primary research that includes interviews. Evidently, due to
the author’s working relationship with the company under study, it was possible
to collect data, information and procedures through on-site research by discussing
with the heads of the respective departments of e-Travel, in order to further study
the above and draw conclusions (e-Travel as a study case literature review section
and empirical part of the paper). The process followed to collect all the necessary
qualitative data is the following:

1. Meeting with heads of e-Travel departments in which a discussion was held
from which information on technological development of the company during
the period under consideration and the corresponding projects.

2. Study of corporate material which included the description, the particular
characteristics and objectives of each project.
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3. Monitoring specific tasks in the various departments of the companywhichwere
affected by these projects.

4. Discussion with the heads of departments in order to answer some clarifying
questions after monitoring the work.

5. Recording the basic elements of each project.
6. A summary of these in the specific chapter of the paper.

It should be emphasized that the data collected is mainly related to airline tickets
as they account for more than 95% of sales and bookings for e-Travel.

4 Results

Thedata collected concern the period 2009–2017 (Fig. 2). Besides, 2008 is essentially
the first year that e-Travel manages airline tickets and records important sales for its
size. The basic sizes of the company from year to year are improving with a great
upward course, making the company one of the most important in the field both in
Europe and globally. The end of 2017 finds e-Travel 7th in Europe and 11th in the
world in terms of online airline ticket sales. In terms of sales, growth rates vary from
year to year; however, the sign remains consistently positive throughout the period
under review. Indicatively, the increase of sales from 2009 to 2010 is of the order
of 200%, then continues at a decreasing rate reaching 20% from 2015 to 2016 and
finally records an upward trend from 2016 to 2017 with a 50% increase. Reservations
completed through e-Travel Web sites follow a similar pace, and the growth rate of
which for the above years is 210%, 20% and 35%, respectively. At this point, it is
worth mentioning that the drop in the pace recorded in the period 2012–2014 which
reflects the economic recession years.

Fig. 2 Sales and reservation growth 2010–2017. Source e-Travel SA
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5 Conclusions

This study includes the main changes in technology which in turn has affected the
tourism industry and in particular travel agencies. An attempt was made to capture
these changes both in theory and in practice by examining in depth a successful
company in the field of travel agencies, e-Travel SA. Initially, technologies such as
machine learning, artificial intelligence and the Internet of things have contributed
significantly to the automation of many functions of a travel agency as well as to
the more intelligent and direct management of data received by the company either
from its own systems or from third party systems. This is evident by observing the
improved services that e-Travel now provides by using the above technologies to
automatically produce various reports generated by bid data analyses towards more
efficient pricing strategies and to send related emails to the customers. In addition,
it is clear that “smart” mobile devices are now used by the majority of consumers,
as well as social media. The access to information 24 h a day and from anywhere
is given and certainly creates the desire for self-service on the part of customers.
In this context, e-Travel has taken important decisions by implementing in mobile
applications (and not only) projects such as the automatic resolution of simple cases,
the automation of a large percentage of changes and cancelations, the page of frequent
questions and answers but also the automatic sending of invoices.

Having many challenges to face, an online travel agency needs to be flexible in
terms of its sources of revenue, and up-selling can definitely help. Facing similar
challenges, e-Travel also began to add gradually many services that complement the
basic product, such as adding luggage or lunch, booking a specific seat on the aircraft
or compensating for a flight delay. What has been found is that too many customers
eventually needed such services but also revenue increase was achieved. Another
finding is that there are many ways to advertise on the Internet with and without
cost. Social media, search engines, email marketing and some paid advertising are
tools that every company should use—as well as e-Travel—if wants to continue to
gain sales and customers. Finally, it is important that any business does not rest and
constantly strives to create the ground for new sales and profits since the environment
of this industry is volatile. Observing, for example, e-Travel, it was found that on
the one hand it is constantly finding new ways to gain sales and on the other hand
it maintains a very good control of the situation so that it can make quick decisions
and identify internal and external threats and opportunities. It has achieved this
through its detailed and automatic reports on all the operations and departments
of the company, through the introduction of new payment methods and additional
currencies, through the effort to offer the lowest possible price and the most unique
combination of flights but also trying to listen carefully the needs of its customers.
Closing what is definitely perceived through this study is that for a company in the
industry the use of technology is one way to its profitability but also its survival.

Acknowledgements The authors would like to thank all the departments of the company e-Travel
SA for the provision of the data used in order to conduct this study.
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Do Hotels Care? A Proposed Smart
Framework for the Effectiveness
of an Environmental Management
Accounting System Based on Business
Intelligence Technologies

Christos Sarigiannidis, Constantinos Halkiopoulos,
Konstantinos Giannopoulos, Fay Giannopoulou, Anastasios E. Politis,
Basilis Boutsinas, and Konstantinos Kollias

1 Introduction

Hotels are customer-oriented organizations and operate within a complex structure
that aims to provide services to people traveling for a variety of reasons such as
business and leisure. They have the difficult task to satisfy their customers in a
manner that they are profitable businesses; however, in doing so, they consume a
large amount of resources such as energy and water. As such, their operation results
in the generation of various pollutants and waste that affect the environment in many
ways and at the same time to the depletion of non-renewable resources.

Hotel businesses perhaps more than any other form of business are facing
increasing demands for better environmental performance. These requirements tradi-
tionally originate from governmental and international authorities as well as by
customers and local communities. In addition, there is an increasing awareness among
investors, as well as banking and insurance companies on environmental issues,
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which inevitably makes environmental performance an integral part of business
policies.

Within this framework, environmental performance requirements become quite
important factors in the tourism industry. Following this, hotel leadership and
management may face difficulty finding the most appropriate means for analyzing,
evaluating, and documenting their environmental performance. Therefore, it is imper-
ative for hotels to incorporate tools that will contribute to improvement of their envi-
ronmental performance, along with the collection and visualization of objective and
comparable data. At the same time, the incorporation of such tools will enable the
proper targeting of public investments toward sustainable development.

2 Preliminaries

2.1 Environmental Management Accounting System (EMA)
in Hotels and Tourism

Sustainable development and environmental protection are a major challenge for
mankind as it requires a complex balance between the development of all aspects of
society and the economy aswell as the preservation of the environment. Issues related
to environmental activities and actions are of high priority and importance to all types
of organizations and at all levels, i.e., global, continental, regional, governmental,
and business.

Tourism, which has grown rapidly worldwide over the past decades, is fully inter-
connected with the quality of the environment. In particular, many activities in the
hospitality sector have adverse effects on the environment. On the other hand, it has
been proven that “Tourism is one of the largest industries in the world and one of the
most important income producers in the world.”

In this context, environmental performance requirements become important
decision-making factors in the tourism industry. However, tour operators may
have difficulty finding the most appropriate means for analyzing, evaluating, and
documenting their environmental performance.

Environmental accounting is the interdisciplinary field, where the concepts of
sustainability, the protection of the environment, and the conservation of natural
resources are met with financial management. As a scientific field, environmental
accounting contributes to the integration of environmental parameters as measurable
values into the accounting and tax systemby systematicallymonitoring and analyzing
the impact of economic activity on the environment.

Environmental Management Accounting EMA aims to identify, collect, and
analyze two types of information for internal decision-making:

• Physical information on use and flows, energy, water and materials as well as
pollutants and waste generated and
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• Monetary information on costs, earnings, and savings associated with the
environment

EMA is further defined as the environmental accounting which focuses mainly on
providing information for internal decision-making purpose and as the accounting
process, which aims to achieve sustainable development, seeks to identify the
costs and benefits of preserving the natural environment in the performance of the
economic or other activity of the organizations, and to display them in monetary
values in their Reports (UN DSD, 2001).

2.2 Waste Structures in the Tourism Industry and the Hotels
Sector

Hotels are one of the most important sources of solid waste generation, as well as
water consuming.

Solid waste from the hotel industry consists of kitchen waste, garden garbage,
paper, books, cardboard, plastic, synthetic fibers, glass, bulb, rubber, leather, metal
containers, clothes—clothing, and electronic waste (among others). Much of the
waste in hotels consists of food waste, which can account for more than 50% of the
hospitality waste and up to one-third of the total food used in hospitality (Marthinsen
et al., 2012).

For water, this precious fluid is the basis of life, science, and reality sound the
alarm. Stocks in many parts of the planet are depleted, and its quality is getting
worse. Lack of water clearly sets out existential challenges for local communities
but has also become an increasingly important strategic vision in corporate planning,
including tourism businesses. Strategic questions include, for example, how tourism
operators can contribute to responsible water supply in local management as they
are responsible for water management in the tourist destination and if the tourism
industry has to really deal with water management planning. Such wider assessments
of the use of tourism resources for local communities, however, are largely lacking
in the academic literature (Becken, 2014).

2.3 Industry 4.0—Concept and Elements

The first Industrial Revolution took place with hydraulic power and a locomotive,
giving people access to a wide range of products for the first time. The second revo-
lution involved electricity, which led to mass production. The third revolution caused
computerization, which led to huge advances in product quality, but also to networks
that required the foundations for further change. The fourth revolution, Industry 4.0,
will now facilitate extensive personalization, further changing the way products are
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produced and sold. Industry 4.0 wants to take data collection to new levels, moni-
toring the entire manufacturing process, collecting, and storing information from
individual measurements by production machines. A lot of data must be collected,
the collection process must be easy and transparent for the operator without the need
for additional work to delay the manufacturing / production process.

The concept of Industry 4.0 appears as a global trend regarding the evolution in
industrial manufacturing in the years to come. As such, it seems as a necessity for all
industrial and manufacturing sectors to take under consideration the evolution that
this concept brings. Industry 4.0 represents the coming fourth industrial revolution on
the way to an Internet of Things, Data and Services. Decentralized intelligence helps
create intelligent object networking and independent process management, with the
interaction of the real and virtual worlds representing a crucial new aspect of the
manufacturing and production process.

The fourth industrial revolution offers big data analytics techniques utilizing
machine learning techniques from the field of artificial intelligence and integrating
them into business intelligence tools for use by businesses. A large volume of data is
now also emerging from the Internet of Things (IoT), which is also adopted by the
fourth industrial revolution.

RegardingEnvironmentalAccounting and despite the progress that has beenmade
in it, there is still a lack of commitment for integration in the accounting systems by
the business entities. One reason for these constrictions may be the lack of appro-
priate data or the appropriate data collection technology, combined with the inherent
complexity of corporate viability (Searcy & Elkawas, 2012).

The utilization of Industry 4 in EMA could contribute:

• Higher data accuracy, which will be collected free from the risk of estimation
error

• Improving data immediacy
• Convenience of data collection
• Elimination of intervention opportunities by managers on the type and results of

measurements.
• Higher results reliability
• Higher comparability of results
• Ability to share data internally and externally, etc.

3 The Proposed Waste Management Accounting System

This paper aims to investigate the requirements for the design of a smart framework of
an environmental management system in hotels, based on Industry 4.0 and business
intelligence technologies. The main objective is to contribute to the transparency of
environmental performance, using a systemof accounts in accordancewith the Statis-
tical Framework for Measuring the Sustainability of Tourism (SF-MST), facilitating
the implementation and use of Environmental Management Accounting Systems.
This will be implemented by exploring the innovations provided by the fourth
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HOTELWASTE STRUCTURES

INDUSTRY 4.0 ELEMENTS WASTE MANAGEMENT  

ENVIRONMENTAL MANAGEMENT 
ACCOUNTING SYSTEM 

Fig. 1 Developed framework

industrial revolution—namely the Industry 4.0 concept and the selection of specific
elements to be applied for data collection, analysis, and quantification of waste in
physical—measurable units.

The appropriatemethodology for the structure of the proposed framework is based
on a hierarchical analysis of the required factors, as mentioned previously. Following
this, the paper investigates the environmental issues concerning hotel sector, and the
types and structures of waste. The framework to be developed is shown in Fig. 1.

As it can be seen in the diagram, the system consists of the convergence of the
principal identified pillars, namely

• The identification of the waste structures originating from hotels operation.
• The application of Industry 4.0 elements and tools for the identification, analysis

and processing and visualization of data on waste, based on IoT and business
intelligence (BI).

• The construction of an environmental management accounting system—EMA,
specifically for the sustainability and the protection of the environment.

• The three pillars mentioned above can lead to a precise analysis of waste, their
quantification, and the allocation of actual cost in financial—monetary units,
enabling these to be inserted into the accounting management systems.

3.1 The Proposed IoT Analytics Platform

IoT analytics is a platform that helps to analyze the huge volume of data generated by
connected IoT devices. In other words, the Internet of Things is just an ecosystem and
the physical things are connected to the Internet, while we analyze results through the
IoT analytics platform. These physical things include smartphones, tablets, wearable
device, sensors, etc.

The layers in this IoT architecture (Fig. 2) that we proposed are, (a) Hard-
ware/Sensing Layer is the first layer of the IoT architecture. It consists of the
hardware device which is connected to the network layer. Wireless sensor networks
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Fig. 2 Proposed IoT architecture

(WSN) and radio-frequency identification (RFID) are considered as the two main
building blocks of the IoT. The Arduino microcontrollers are directly connected
with the sensors. The Arduino microcontrollers are also connected to the Raspberry
Piwhich is also connected to the Internet usingEthernet orWi-Fi. It transmits the data
collected from the sensor in real time to the server, (b)Network/Gateway Layer, the
second layer acts as the bridge in between hardware/sensing layer and management
layer. This layer receives the digitized data and routes it over wired LANs, Wi-Fi,
or the Internet for further processing. There is a different protocol which can be
used to communicate between IoT gateway and servers like MQTT, AMQP, COAP,
and HTTP, (c) Management Layer, the third layer which is responsible for data
modeling and security control. At this layer, the necessary data is extracted from the
data transferred by the sensor and (d) Application Layer, the final layer of the IoT
analytics architecture. This layer uses the data processed by the management layer.

The application layer supports the real-time stream processing for IoT. Real-time
stream processing refers to the data processing with the data stream collected from
the IoT device in real time. The tasks which can be included in this process are,
(a)Transformation, that includes the conversion of the data which is collected from
the IoT device, (b)DataEnrichment, the operation inwhich the sensor collected raw
data is combined with the other dataset to get the results, and (c) Data Store which
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includes storing the data at the required storage location. The protocols we used for
the IoT platformwas theMQTT andHTTP.MQTT protocol uses a publish/subscribe
architecture.

Finally, the application layer supports the real-time streaming data processing
platform in order to process data from ingestion platforms. Streaming is defined as
that we can instantly process the data as they arrive and then does processing and
analyzing them at ingestion time.

3.2 Arduino/Raspberry Pi Electronic Platforms

Regarding collection of data, the use of IoT devices is suggested implementing
Arduino Technology (Arduino.cc, 2015). Arduino technology can be directly inter-
connected with sensors (voltage, photoelectric, temperature, magnetic, digital tilt,
gas, gravity sensors, etc.). More, specifically, the sensors that have been chosen for
this research project are for the calculation of the carbon footprint. The footprint
considers all six of the Kyoto Protocol’s greenhouse gases: carbon dioxide (CO2),
methane (CH4), nitrogen monoxide (N2O), hydrofluorocarbons (HFCs), perfluoro-
carbons (PFCs), and sulfur hexafluoride (SF6). The Arduino microcontrollers are
also connected to the Internet via a Raspberry Pi hardware platform and Ethernet or
Wi-Fi protocols (Raspberrypi.org., 2015).

An effective solution for data management and remote control of the Hotel Unit
is the creation of a wireless sensor network (WSN), which can be a useful part of
the architecture of an automation and control information system in modern hotel
units. In recent years, the design of wireless sensor networks has gained immense
importance due to the ever-growing number of commercial andmilitary applications.
The sensors are usually scattered in a space called sensor field. Each of these sensors
(or nodes) has the ability to collect data and then route them to the sink via a multi-
hop route (Fig. 3). The base station can communicate with the task manager node
via the Internet or via a satellite.

Wireless sensor networks have been proposed, instead of other implementations
due to their specialized features, some of which are the flexibility provided in remote
observation to control the physical environment with great precision, due to the use of
optimal hardware and software aswell as the use of protocols directly related not only
to the type of application but also to the wireless network that will be implemented
with optimal management of energy consumption.

The data collected by the sensors is transmitted in real time to a server. Apache
MiNiFi (Apache MiNiFi, 2018) on the Raspberry Pi is used to collect data from
the sensors. Subsequently, from Apache NiFi, data will be routed to multiple desti-
nations as required. Apache Spark is used at the data processing stage, which is a
platform used to as a data analytics platform for the data collected from the sensors
(Apache Spark, 2019). Apache Spark is a unified analytics engine for large scale data
processing. Basically, Apache Spark is a computing technology which is specially
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Fig. 3 Architecture of a wireless sensor network (WSN)

designed for faster computation. Spark is designed in order to cover batch applica-
tions, interactive queries, algorithms, and streaming. Themain feature of spark is that
it is in-memory cluster computing which means that this will increase the processing
speed of an application.

3.3 Integrating Apache Spark and NiFi for Data Lake

Apache Spark is used widely for large data processing. Spark can process the data
in both, i.e., batch processing mode and streaming mode. Apache NiFi to Apache
Spark data transmission use site to site communication. And output port is used for
publishing data from the source.

Then, a Data Lake is used as a storage repository (Fig. 4) that we can store large
amount of structured, semi-structured, and unstructured data. It offers high data
quantity to increase analytic performance and native integration.

Finally, the last step is the visualization of the data. In the paper, the design of
an OLAP model is proposed, implemented in the Apache Kylin which is an open
source distributed analytics engine designed to provide SQL interface and multi-
dimensional analysis (OLAP). Apache Kylin (Fig. 5) allow query massive dataset
and build Cubes from the identified data tables via Queries with an ODBC API
(Giannopoulos and Boutsinas, 2014; Apache Kylin, 2015).
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Fig. 4 Integrating Apache Spark

Fig. 5 Apache Kylin architecture

The use of IoT devices of the appropriate technology is further identified enabling
to interface directly with sensors (electrical consumption, photoelectric, tempera-
ture, magnetic, gas, weight, etc.). These are used for the design and implementa-
tion of an environmental accounting system for hotels using the SF-MST UNWTO
account system, which will monitor the environmental impact of tourism and hotels
in particular, on key environmental issues such as

• Greenhouse gas emissions,
• solid waste,
• sewage,
• ecosystems and biodiversity disorders,
• water,
• energy efficiency,
• beaches,
• ecosystem protection,
• environmental taxes.
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Fig. 6 Proposed smart framework of waste management accounting system (WMAS)

Data collected by the sensors are to be streamed in real time on a server. The
data are routed appropriately for processing from a dedicated data analysis platform
and the Data Lake technology, which is applied to store a large volume of struc-
tured, semi-structured, and unstructured data. The analysis and processing of such
data are facilitated with the implementation and use of Environmental Management
Accounting Systems using Business Intelligence techniques. The convergence of
EMA and BI under SF-MST accounting system leads to the thorough analysis, eval-
uation of documentation, and the transparency of the environmental performance for
hotels.

The proposed model for IoT architecture is illustrated in Fig. 6:

4 The Proposed EMA System

Research conducted has led to an initial identification of waste in the hotel sector,
and the Industry 4.0 elements for data collection, analysis, and processing. Hence,
this is not enough, since environmental management procedures, need to be further
developed by their transformation into specific actions for a better environment. The
identification of the actual—precise cost of waste is a fundamental procedure and
its allocation into the accounting system, is an absolute necessity for business oper-
ation. As such, the present study revealed the necessity of combination of various
tools principles, applications, and tools to a new—innovative system for waste iden-
tification and an efficient environmental management system. An integral part of
the system is the transformation of data into monetary units by the principles of an
Environmental Management Accounting system.

The system identifies the structure and characteristics of the waste, in the context
of the operation of a hotel. It is focused mainly on water, energy, greenhouse gas
emissions, and solid waste. Based on these initial data, the financial dimension of
waste is defined. The application of business intelligence techniques and the use
of Environmental Management Accounting knowledge and methodologies in the
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management of greenhouse gas emissions, water, and soil pollution from harmful
substances discharge and water consumption in the hotel industry. The system will
record the environmental impact on physical units, with the help of special sensors, of
suitable technology (electrical consumption, photoelectric, temperature, magnetic,
gas, weight, water quality, etc., so that they can be interconnected) directly with
computers. The data collected by the IoT analytics platform will then feed the Envi-
ronmental Accounting Cost System which will convert the input information into
monetary units.

In terms of design, the system will include in addition to the information system
with integrated technologies Industry 4.0, and an integrated accounting and cost
organization, components of which will be establishment of:

• Physical capital accounts, within the framework of SEEA (System of
Environmental-Economic Accounts)

• Environmental cost and environmental benefit accounts
• Cost centers based on the activities carried out.
• System for monitoring the flow of materials, energy, pollutants, and waste
• Methods of valuation of environmental goods
• Modern costing methods, such as activity-based costing, material flow cost

analysis, full costing, life cycle costing.

Based on the above, the operation of the system will include the following stages:

• Collection of physical EMA information
• Calculation of monetary EMA, through valuation, or budget tables
• Distribution of costs in activities
• Production of reports that will include information on changes in physical capital

accounts, as well as environmental and cost–benefit accounts.

5 Conclusion and Further Research

The proposed structure comprises a system of measuring environmental costs in
both physical units and in monetary terms, based on an EMA for the hotels sector,
implementing Industry 4.0 elements. It can be used as the innovative tool for waste
management, and the enhancement of sustainability and environmental protection.

The implementation of an Environmental Management Accounting system in
the context of environmental management in the hotel sector is expected to offer a
number of advantages not only for the hotel itself and its customers but also for the
society as a whole. Further, based on the study, a pilot system, in the form of an
application, will be developed. It is expected that the financial dimension of waste
and its contribution in creating costs need to be defined.

Following this, the pilot application needs to be applied as a case study on the
waste management practices. In particular, the application of the specific Industry
4.0 elements, concerning the collection of data, needs to be tested with case study
research at 5* and4*hotels inGreece.This part of the research to be further conducted
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will explore and evaluate the current situation of the hotels’ operation, which will
be compared with the situation of the environmental performance and its financial
dimension, after the implementation of the system that will be developed in this
project.
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An Innovative Recommender System
for Health Tourism

Antiopi Panteli, Aristotelis Kompothrekas, Constantinos Halkiopoulos,
and Basilis Boutsinas

1 Introduction

Nowadays, the introduction of the Internet and the new opportunities that arise
regarding e-business services frequently overwhelms users. Huge amounts of data
are available to them, and thus, the processing procedure and the extraction of useful
knowledge are difficult. Also, mass customization tends to replace mass marketing,
and personalized services are offered to users. Firms need a better understanding of
customers’ needs and preferences in order to offer personalized products or services.

Recommender systems (RS) can facilitate all these procedures. They are tools that
can process the recorded data, and based on users’ preferences and needs that are
explicitly acquired or predicted by the system, they can keep only the part of the data
that is relevant to the user and suggest customized services (Lorenzi & Ricci, 2003).
The firms with the use of RS can increase the volume of their sales, since they can
offer products and services that satisfy customers’ needs or they can suggest products
and services that the user might not be able to find without this recommendation or
might not imagine that he is in need of them. The current trend in RS is the diversity
of the recommendation list, which means that the recommended products or services
are similar to the query inserted by the user and diverse to each other. This leads to
a variety of choices for the user.

In a common recommender system, users insert queries by selecting some
attributes out of the offered ones and by giving values to them. In this way, they
express their needs and preferences. Then, the RS try to match the inserted query to
the relevant items of the electronic database. In other cases, user profiling is exploited,
where users are asked to classify themselves in one of the profiles provided by the
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system. In this case, implicit needs that have not been provided by the user may be
guessed by the system (Ricci et al., 2002).

The main purpose of this article is to present an innovative recommender system
in the field of health tourism. This system aims at matching health tourist prefer-
ences and needs to health/tourism providers. It focuses on providing complete health
tourism products, by matching user profile characteristics of both health and tourism
service providers in order that users receive the treatment they choose, in the right
location, the right period and at the right cost. It incorporates a database of cases,
i.e., medical, wellness and tourism service providers. Usually, the contemporary
databases contain huge amounts of data that have to be processed, and thus, recom-
mender systems need fast and effective techniques since exact methods might be
ineffective. In our case, we use a facility location problem—solved by a fast heuristic
technique presented in Panteli et al. (2019)—in the recommendation process, which
employs a parameter that controls the diversity of the recommendation list and thus
the variety of the proposed results. Our general objective anywise is to broaden the
perspective of the techniques that can be used in the recommendation process.

2 Literature Review

2.1 Recommender Systems and Health Tourism

The recommender systems (RS) are software tools that collect data related to prefer-
ences and needs through the interaction of a user with aWeb site or aWeb application
and then organize and process them in order to keep only the relevant part of data
and make personalized suggestions (Fesenmaier et al., 2003).

The motivation behind these systems is to eliminate or reduce the information
overload. In fact, users are overwhelmed by the massive volume of data since the
Internet became a part of every aspect of their everyday life. The RS are effective
tools that can help them filter the abundant part of data and extract only the part that
is relevant to their needs and preferences. Recommender systems organize the data
in order to be processed by effective heuristic algorithms that operate within these
systems, and they provide precise and appropriate results based on users’ queries.

The recommendation process is divided in the information collection phase,where
data about the user are collected, in the learning phase where a learning algorithm
is used in order to extract the useful knowledge from the previous phase and in the
recommendation/forecast phase where the suggestion of relevant objects to the user’s
preferences takes place (Núñez-Valdéz et al., 2012).

RS are present in many domains such as the entertainment where recommenda-
tions for movies, music, theatrical plays are frequent, the tourism, the health care,
the education, the e-commerce where product recommendations for consumers take
place and so on.
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The algorithm that will be chosen depends on the application domain of the RS
(Montaner et al., 2003) and the type of the available data that have to be processed.
Clustering techniques are usually incorporated in RS because they are thought to
reduce dimensionality—i.e., reduce the number of operations—and thus, increase
efficiency.However, clustering has to be carefully adapted in order not to compromise
accuracy to improve efficiency.

Thebasic components ofRSare the items, the users and the transactions. The items
are the recommended objects that are characterized by a series of attributes. The users
interact with the system, and they insert queries by giving values to the attributes.
The system usually asks the users to provide basic information about preferences
and needs and tries to offer a more customized experience. The interaction between
the user and the RS is usually called a transaction. It contains log-like data that can
help the recommendation algorithm to operate properly (Ricci et al., 2011).

In our study, an innovative recommender system is used in health tourism. Many
definitions exist about health tourism. At first, we refer to health tourism when
a tourism facility tries to attract tourists by offering at the same time health care
and tourism services. The International Union of Tourist Organizations defines
health tourism as “the provision of health facilities utilizing the natural resources
of the country and more specifically mineral water and climate (IUTO, 1973, Health
Tourism, Geneva: United Nations)”. This definition has been further enriched in the
following years and has been stated that it refers to the process of receiving medical
services in a leisure setting away from home (Goeldner, 1989) or else the process
of traveling outside the country of residence in order to receive medical treatment.
Travelers visit health tourism resorts in order not only to receive a medical treatment
of an ailment but to relax and rest as well. Typical examples of this concept are the
cruise lines that offer health tourism services.

Usually, an important factor that encourages people to health tourism is the poor
health care system of their countries. Long waiting lists in operations cause people
to go abroad to seek medical care. This fact in combination with the high medical
cost in some countries motivates people to seek abroad for lower-cost options and
thus contributes to the development of health tourism.

In the past, related analysis of health tourism data proved that the corresponding
resorts in that field did not advertise properly the offered services. According to the
specific motives of the health tourists, the health tourismmarket is divided into some
market segments. For example, if the primary reason for travel abroad is health in a
different climate or context or wellness activities combined with health activities or
medical treatment along with leisure activities and so on.

It was stated in the literature that there are at least two possible segmentation
aspects of the health tourism market, health and income. As for the health segment,
marketing campaigns could target people with minor ailments such as high choles-
terol, anorexia, dental, dermatological, infertility problems and so on. Furthermore,
marketing campaigns could target people who would like to maintain their youth
and their external appearance through cosmetic surgeries, spa treatments, holistic
medicine approaches, leisure activities for an active everyday life and so on. As for
the income segment, hotels or spa resorts might target high-income people that are
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able to spend much money for the luxurious offered health services or middle-class
people who can afford medium-level prices (Goodrich, 1994).

Nowadays, user’s feedback data combined with log data from Web sites leads
to a more efficient segmentation of users based on similar preferences, needs and
ways of acting. Hospitality marketers diversify their marketing plans by targeting
health tourists since health tourism seems a profitable sector. In fact, there are facil-
ities that integrate wellness or alternative medical therapies with the conventional
medicine. Therefore, health tourists may have an operation, but at the same time, they
may receive treatment or recuperation in a more pampering, pleasant and refreshing
form. For example, these hotel-like or spa-like facilities might offer not only general
surgeries, but also massages, aromatherapy, facial services and so on.

Searching for tourism-related information and services is a quite attractive Web
activity, and manyWeb sites incorporate contemporary technology and tools in order
to support the traveler in the decision-making process of the selection of a tourism
destination or a tourism-related service (Katsoni, 2011). Users frequently search
in Web sites for information such as mostly visited places, sightseeing, weather
conditions, flights, hotels, transport, currency, restaurants and so on.

Travel and tourism-related services containmuch information, and thus, the corre-
sponding industry is the primary sector for the application of electronic commerce
(Werthner, 2003). Smart applications like the recommender systems assist users in
the process ofmaking a decision about tourism-related activities.Moreover, when the
tourism industry tries to analyze consumer-related data, it is necessary to perform
data pre-processing in order then to conduct efficient data mining. Recommender
systems assist in this process as well (Cooley et al., 1997).

In the tourism domain, usually case-based recommender systems are used since
their operational efficiency gets improved over time by learning from past interac-
tions and by updating their case bases with new experience. In fact, these systems
focus on the reuse of experience, which is modeled as a case. They also exploit the
explicit feedback that users give about their experience regarding the services that
they received. New problems are solved by transferring and adapting solutions that
were used for similar problems in the past. Actually, in the retrieval step, the system
receives a problem specification (in the form of a query), searches through the case
base, scores each case for similarity to the query and selects the highest-scoring
case(s), which are the subject of subsequent processing steps (Bridge et al., 2005).
The similarity measure that is used in order to score the matching of the case to the
query is extremely important and depends on the type of data and other factors.

The health tourism recommender system of our study focuses on the patients
and tourists and tries to offer them health and touristic services according to their
preferences and needs. In that way, it matches patients and tourists to health and
touristic units in order that they receive the treatment they choose.
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3 Health Tourism Recommender System

The recommender system of our study consists of a case base which contains infor-
mation about the health (HS_Provider) and tourism (TS_Provider) service providers
such as location, medical service category and subcategory, tourism service category
and subcategory, dates that the facilities are available for services and so on. More-
over, it contains ratings from users (HT_Evaluation), who have already acquired a
health tourism package. In fact, the users evaluate the provided services according
to their experience. For example, the medical cost, the quality of medical services,
the infrastructure quality, the accommodation quality, the medical staff’s responsive-
ness and so on. Figure 1 represents the case base of the health tourism recommender
system.

Figure 2 describes the data flow in the system. A user inserts a query which speci-
fies her needs and preferences in the form of values in specific attributes. The system
processes this type of information and applies a matching procedure. It selects those
health providers that (1) offer services which belong to the category and subcategory
that the user has selected in her query, (2) are located in the “neighborhood” of the
location that the user has stated and (3) are available during the time period that the
user has mentioned. It should be mentioned that the “neighborhood” expands the
specific location that the user selects to a greater radius, i.e., to a larger region around
the location stated by the user. Then, the system searches for tourism providers in

Fig. 1 Representation of the case base of the health tourism recommender system
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Fig. 2 Representation of the data flow in the health tourism recommender system

this “neighborhood” in order to create all possible package combinations. In fact, a
package combination offers health services by a health provider based on the require-
ments of the user’s query in combination with tourism services offered by a tourism
provider in the same “neighborhood” of the health provider. In this way, it creates the
available “cases”, the package combinations. Moreover, by taking into consideration
the ratings that exist in the case base and the requirements of the user’s query, the
system creates an ideal case that contains the best values for all the attributes that
exist in the case base. Each case is compared to the ideal one, and a sorting procedure
is the next step. After these steps, the system employs a recommendation method
that is analyzed in Panteli and Boutsinas (2019) utilizing association rule mining
(Fayyad et al., 1996; Boutsinas et al., 2008).

This method focuses on the diversity of the recommendation list which is a major
challenge in contemporary recommender systems since it provides important value
and leads to the user’s satisfaction. Bradley and Smyth (2001) defined the diversity
in the process of recommendation as the opposite of similarity. The items that are
suggested to the target user have to be similar to the inserted query in order to be
close to the requirements of the user but at the same time diverse to each other since
users may get bored or unsatisfied after receiving many recommended objects that
present a high level of similarity to each other (Hurley & Zhang, 2011). Usually,
users cannot express their needs and preferences in a detailed way or they might
not imagine exactly what they want or what options do exist but might be open
to explore new and diverse directions. As a result, a list with cases that constitute
the same exact match with a more implicit query might be ineffective, whereas a
more diverse recommendation list that provides a variety of cases might be more
useful to the user because of the existence of alternative options. However, the most
commonproblemwhen the diversity and the similarity of the recommendation list are
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studied is the trade-off between these twomeasures since they have an almost reverse
relationship. When the overall diversity between the objects of the recommendation
list is high, this might lead to a lower similarity ratio of each recommended object
to the query.

In our application,we incorporate a specific facility location problem to the recom-
mendation process, themultiple p-median problem (MPMP)which contains a param-
eter that has been proven in our previous work (Panteli & Boutsinas, 2019) that plays
the role of the regulator of the similarity–diversity trade-off. The value of this param-
eter in combination with the size of the recommendation list can affect the similarity
to diversity ratio. This parameter refers to the alternatives that are recommended to
the user by a recommender system and how these alternatives satisfy the requirements
of the user.

Therefore, the health tourism system recommends some possible health and
tourism providers that satisfy the requirements of the user and have the best ratings.
At the same time, the recommended cases except from satisfying the user’s require-
ments, i.e., being similar to the query inserted by the user, are diverse to each other in
order that alternative choices are offered. The facility location problem can be solved
by a heuristic technique since the health tourism database contains large volumes of
data and exact techniques might be ineffective.

Consider the following example that describes the operation of the health tourism
recommender system in a simple way. Given that the case base consists of only
100 available health and tourism providers, a user inserts a query and defines her
preferences.

Attributes Query inserted by the user

Preferred region Patras

Preferred medical service category Wellness tourism

Preferred medical service subcategory Cosmetic surgery

Preferred dates 9/8–12/8

The system tries to match the inserted by the user query to the health providers
that exist in the Case Base. As a result, it tries to find the health providers in the
neighborhood of the specified by the user region (Patras) that offer cosmetic surgery
services and are available for the dates specified by the user. The neighborhood of
the specified region can be calculated by a common distance measure.

At the same time, the system tries to find the tourism providers that exist in this
neighborhood in order to create all possible package combinations. As a result, the
cases are package combinations of medical and tourism providers that are located in
the neighborhood of Patras and offer the services requested by the user in the specific
dates.

After the creation of all the possible cases (package combinations) that contain the
corresponding ratings, the system creates the ideal case. The ideal case consists of the
best ratings for each of the attributes that are included in the package combinations.
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Given the ideal case, the system compares each of the available package combi-
nations to the ideal case. In a real case base with many available providers, this step
would end up with a large number of comparisons. Then, the system sorts these
cases starting from the ones who are the most close to the ideal case and selects a
specific number of them that are used as the input of the recommendation algorithm
that is based on the MPMP, as stated before. This problem takes an input data matrix
that contains the distances between the ratings of the cases and these ideal instances.
Given a specific threshold that depends on the nature of the input data, a binarymatrix
is created that shows if a package combination is appropriate for the recommendation
list. Then, the system, by the solution procedure of the multiple p-median problem
(MPMP), tries to end up with p recommended cases (package combinations). The
value of p is defined initially according to the system’s requirements. This problem
also incorporates a parameter mc that states how many cases out of p have to match
the ideal case’s values. According to the size of the recommendation set, i.e., the
value of p and the value of the mc parameter, as it has been already proven in Panteli
and Boutsinas (2019), the similarity to diversity ratio takes different values. As a
result, the mc parameter in combination with the size of the recommendation set
constitutes a regulator for the trade-off between similarity and diversity measures.
The metrics that are used in order to calculate the diversity and the similarity ratios
can be found in Smyth and McClave (2001).

In the end, the system, by taking into consideration the fact that the diversity of
the recommendation list is a current need, creates the final set of recommender cases
to the user. The user after her experience provides her personal evaluation, and in
this way, the case base is updated with more cases.

4 Conclusion

In this paper, we presented the operational procedure of a recommender system
that aims at matching the preferences of the health tourists to health and tourism
providers. Actually, this system’s innovative character derives from the fact that
provides package combinations of medical and tourism providers. The user asks
for medical services, and the system tries to satisfy these needs in combination
with tourism services from providers in the neighborhood of the region that the user
prefers. These package combinations consist of ratings regarding someattributes. The
ratings are recorded by users that have already received the corresponding medical
and tourism services from these providers. The package combinations constitute the
cases of the case base that are then processed by a facility location-based method.
In fact, the multiple p-median problem from the facility location field is employed
in the recommendation procedure. This problem incorporates a parameter that plays
the role of the regulator of the similarity and diversity trade-off among the objects
of the recommendation list. As a result, the proposed health tourism recommender
system suggests health tourism package combinations according to the needs and
preferences of the user and based on the experiences of other users that have provided
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the corresponding ratings regarding the received services. These package combina-
tions, since the multiple p-median problem is employed, present satisfactory levels
of diversity between them in order that the user selects from a variety of alternative
choices.
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Enhancing Revisit Intention Through
Emotions and Place Identity: A Case
of the Local Theme Restaurant

Alexander M. Pakhalov and Liliya M. Dosaykina

1 Introduction

In recent years, food tourism has changed its role from a niche segment to a popular
form of tourism (Tsai & Wang, 2017) that gained interest from both researchers and
practitioners (Ellis et al., 2018).

Empirical evidence from several countries shows that local food experience can
positively affect overall trip satisfaction and revisit intention (Stone et al., 2019).
Local food can also be used as an element of a marketing strategy for a destination or
even for interdestination networks such as the Slow Food movement (Berg & Sevón,
2014). Thus, food tourism can be used as a working tool for regional tourism devel-
opment (Boyne & Hall, 2004) and a factor of destination’s attractiveness (Bukharov
& Berezka, 2018).

Nevertheless, the contribution of food tourism to the destination’s development is
possible only in case of availability of events (such as local food festivals) and attrac-
tions (such as theme restaurants). These events and attractions are key touchpoints
that create an authentic emotional experience for gastronomic tourists.

Our study aims to examine the relationships among tourist experience, emotions,
and behavioral intentions based on a case of Zaboi theme restaurant located in
Kemerovo, Russia.

Zaboi (the name of the restaurant translates as “Coalface”) is an upscale restaurant
and the most popular food tourist attraction (TripAdvisor, 2020) in Kemerovo region
(also known as Kuzbass region). Kemerovo region is the largest coal-mining region
in Russia (Selyukov, 2015) and it actively uses the coal theme in its place branding
activities (Vasyutin et al., 2018). The value proposition of Zaboi restaurant combines
traditional Siberian food with the authentic atmosphere of a coal mine. The theme
of the coal-mining region is used as a central point of the restaurant’s experience
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design (Chen & Guan, 2008). Zaboi restaurant is a good example of a regional
theme restaurant (Kim &Moon, 2009) that reflects regional identity in several ways
including branding, atmosphere, cuisine, and entertainment.

Based on the empirical evidence from this attraction we will try to answer two
research questions (RQ):

RQ1. Is there a relationship between emotional experience and visitors’ behavioral
intentions in a case of the local-specific theme restaurant?

RQ2.What role does place identity (and its perception) play in shaping the visitors’
emotional experience?

2 Literature Review

Our research lies at the intersection of three large areas of tourism research (Fig. 1):
revisit intention studies that focus on determining factors of tourist loyalty, food
tourism studies that cover various issues associated with this form of tourism, and
theme restaurant studies that discuss marketing strategies and consumer behavior
features in the case of these attractions.

Fig. 1 Intersections between three key research fields that contribute to the present study
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Revisit intention is an important topic for researchers from various domains
such as destination branding, tourism management, and experience marketing.
Early empirical studies on this topic were published in the 1990s. These studies
were focused both on an intention to revisit destinations (Sampol, 1996; Kozak &
Rimmington, 1999), and on an intention to revisit specific tourist attractions such as
theme parks (Kim&Choi, 2000) or heritage places (Davies & Prentice, 1995). In the
first half of the 2000s, academics propose some conceptual approaches (Oppermann,
2000; Yoon & Uysal, 2005) to study revisit intention and some other intentions that
reflect tourist loyalty such as an intention to recommend (also known as “word-of-
mouth intention”). At the same time, the number of empirical studies on loyalty
features in special forms of tourism and tourist attractions continued to grow.

Revisit intention studies in food tourism reveal that gastronomyplays an important
role in the tourist experience and indicate that some travelers would return to the
destination to savor its unique gastronomy (Kivela & Crotts, 2006). However, these
studies usually focus on emotions and intentions of food festivals’ visitors (Lee &
Arcodia, 2011; Blichfeldt &Halkier, 2014). In one of the recent studies (Chang et al.,
2018), the authors found the effects of novelty-seeking and food involvement on the
intention to revisit the Jeonju Bibimbab Food Festival in Korea. Pieces of evidence
on the correlation between satisfaction, perceived value, and intention to revisit were
also found based on the visitors’ survey at one of the food festivals in the USA (Kim
et al., 2015). Local-specific theme restaurants that are a part of larger attractions also
have a potential for value creation in food tourism (Sørensen et al., 2020).

The most extensive evidence on drivers of revisit intention came from theme
restaurants’ studies. Many studies highlight a special role of unique emotional expe-
riences as a source of return intention (Han et al., 2009; Kim & Moon, 2009, Chen
et al., 2015). Factors that indirectly or directly influence the intent to return to the
theme and upscale restaurants also include atmosphere (Weiss et al., 2005; Nawawi
et al., 2018), authenticity of experience (Meng & Choi, 2018), nostalgia about past
experiences (Hwang & Hyun, 2013), and food quality (Weiss et al., 2005; Tsaur
et al., 2015). However, there is still a lack of evidence on the relationship between
visitors’ experiences of regional (Kim & Moon, 2009) or ethnic (Song et al., 2019)
theme restaurants and place identity of a country, a region, or a particular destination.
In this paper, we want to take the first step toward closing this gap.

3 Research Design and Methodology

Our empirical research includes two stages. At the first stage, we get preliminary
insights based on the analysis of online reviews posted by Zaboi’s visitors at TripAd-
visor, the most popular global tourist experience resource (Onorati & Giardullo,
2020). At the second stage, we formulate hypotheses and test them based on quan-
titative research, including an online survey followed by regression analysis. Online
reviews and visitors’ surveys are typical data sources for restaurant customer experi-
ence. However, researchers relatively rarely combine these sources within one study.
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We tried to do this to get a comprehensive picture of the emotions and experiences
of the theme restaurant’s visitors.

3.1 Analysis of Online Reviews

For this part of the study, we have selected and analyzed visitors’ online reviews from
TripAdvisor Web service for the period from August 2013 to December 2019 using
an approach proposed in previous studies (Yan et al., 2015; Pakhalov & Rozhkova,
2020). We excluded from the main sample six negative reviews, which should be
studied separately (but this analysis is impossible due to their very small number).
Thus, our final set of reviews included 198 neutral and positive reviews.

Based on the literature review we have identified five main factors that form
visitors’ experience in the case of theme restaurants:

• Atmosphere and environment (Atmosphere);
• Food (Food);
• Service and staff (Service);
• Location (Location);
• Price (Price).

We used these factors as codes assigned to reviews. We also used “revisit” and
“recommend” as two additional codes for the reviews which explicitly reflected two
basic loyalty behavioral intentions. The reviews were encoded manually, and then
the frequency of each code was calculated using QDA Miner software.

3.2 Online Survey

The online survey was based on the questionnaire that included three main parts:
(1) the respondent’s attitudes to restaurants in general; (2) emotions and experiences
from visiting the Zaboi restaurant; (3) social and demographic characteristics.

The key task of this study’s phase was to test three hypotheses about the rela-
tionship between emotions and behavioral intentions of the theme restaurant’s
visitors:

H1. Visitors’ emotions are significantly associated with revisit intention.
H2. Visitors’ emotions are significantly associated with intention to recommend.
H3.Visitors’ emotions are significantly associatedwith intention towrite an online
review.

We measure seven types of visitors’ emotions by the 7-point Likert-type scales
proposed for upscale restaurants (Ryu & Jang, 2007). This approach is shown in
Fig. 2.



Enhancing Revisit Intention Through Emotions … 665

Fig. 2 Emotion scale for assessing theme restaurant customers’ emotional experiences (Ryu &
Jang, 2007)

The set of behavioral intentions in our study included three intentions associ-
ated with restaurant customer loyalty: intention to revisit, intention to recommend,
and intention to write an online review. The first two intentions were used in many
previous studies in this field (Tsaur et al., 2015; Stone et al., 2019; Rousta& Jamshidi,
2020), while the third intention was included to the survey due to the growing impor-
tance of online reviews as tourist experiences’ reflections (Dixit et al., 2019). All
three intentions were assessed using the 7-point Likert-type scales.

Social and demographic parameters were included in the questionnaire to look for
possible differences between the emotions of visitors of different demographic and
social groups and regions since some studies claim that emotions of the authentic
theme restaurant’s visitors can vary depending upon geographic location (Muñoz &
Wood, 2009) or demographic features (Nawawi et al., 2018).

We invite to the survey only the respondents who had visited the Zaboi restaurant
at least once during the last year. The link to the survey was posted on social media.
We also used snowball sampling to expand the sample. Data collection was carried
out in February–March 2020.

The data collected in the online survey were used in regression analysis in the
Gretl software. We built three ordinary least squares (OLS) regressions, each using
one of three loyal behavioral intentions (to revisit, to recommend, and to write an
online review) as the dependent variable.

4 Results of the Online Reviews’ Analysis

This section presents the results of the online reviews’ analysis. Table 1 contains the
frequency of different thematic codes (percentage of cases) in the final sample of
reviews from TripAdvisor (2020).

Users in their reviews paid attention to the unusual atmosphere, the authentic
interior that resemble a real mine, and interesting serving of local cuisine (stylized as
a mine, in a mining theme, original interior, etc.) The taste and quality of the dishes,
taking into account the specifics of the region, are in second place (from the Siberian
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Table 1 Frequency of codes
in online reviews (own work
using QDA software)

Topic (code) Frequency
(N = 198) (%)

Experience factors

Theme and atmosphere 35.86

Menu and food 32.32

Service quality 18.18

Location 2.53

Price 2.02

Intentions

Revisit 3.03

Recommend 8.08

menu, everything is very tasty, etc.). Users also appreciated the high level of service
and staff training (good service, friendly staff, etc.)

Our analysis of online reviews shows that visitors’ experiences are closely related
to the image of Kemerovo region. For example, one of the reviewers writes: “I was
pleasantly surprised by the visit to the restaurant. The stylish atmosphere immerses
you in the exoticism of Kuzbass from the very first steps. The walls are made in coal,
giving the impression of a mine. You can try on a helmet, touch the mine telephone,
sit in the director’s office (and even dine there).” Another visitor shares a similar
experience by pointing out that the restaurant’s atmosphere is “the quintessence of
Kuzbass.”

Most of the users who expressed their intentions to revisit and to recommend the
restaurant to their friends focus in their reviews on food, service, and the restau-
rant’s atmosphere. However, the extremely small number of reviews with an explicit
mention of these behavioral intentions does not allow us to gain reliable conclusions
about the significance of these factors’ influence on visitors’ loyalty.

5 Results of Online Survey

This section summarizes the main findings and observations from an online survey
of restaurant diners. Our final sample included 188 respondents. Table 2 shows the
structure of the sample.

Table 3 summarizes the results of three regressions. In each of these regressions,
we use one of the behavioral intention indicators as a dependent variable (intention
to revisit, intention to recommend, and intention to write an online review). The set
of explanatory variables in each regression is the same: seven “emotional” indicators
based on Ryu & Jang’s scales and four control variables: “gender” (1 for female 0
for male), “age”, “income”, and “tourist” (1 for respondents from other regions, 0
for local residents).
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Table 2 Survey sample
structure (own work)

Characteristics % of sample
(N = 188) (%)

Gender

Female 49.47

Male 50.53

Age

18-25 36.70

26-35 21.28

36-45 24.47

46-55 14.36

Over 55 3.19

Place of permanent residence

Kemerovo region 68.09

Other regions 31.91

Income

High 31.91

Medium 54.26

Low 13.83

The results of our regression analysis provide evidence for partial confirma-
tion of all three hypotheses of the study. We obtain statistically significant coef-
ficients for at least two “emotional” variables in each of the three regression models.
Thus, emotions are significantly associated with three behavioral intentions that
characterize visitors’ loyalty.

Both revisit and recommend intentions are significantly positively associated with
visitors’ pleasure and delight. The set of emotions significantly associated with an
intention to write an online review is different. Visitors that feel themselves cheerful
and surprised are more willing to share their experience online. This regression also
gives us an unexpected result: the intention to write an online review is significantly
higher for respondents who described their emotional experience as boring. This
result may be partly explained by the fact that some customers expect more variety
of entertainment from the theme restaurant. They find the real Zaboi experiencemore
boring than expected, and they tell about this mismatch in their online reviews. For
example, one of the reviewers tells: “the place is cute and cool but boring… not
allowed to play cards.”

The regression analysis does not reveal any significant socio-demographic differ-
ences for revisit and recommend intentions. At the same time, there is a gender
difference in the case of intention to write an online review: male respondents are
more willing to share their experience online. This can be explained by the restau-
rant’s specificity: mining theme and the “brutal” atmosphere of Zaboi restaurant
probably better meets the interests of the male audience.
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Table 3 Regression analysis (own work using Gretl software)

Intention to revisit Intention to recommend Intention to write an online
review

Happy −0.15
(0.18)

−0.15
(0.17)

0.20
(0.22)

Pleased 0.48***
(0.18)

0.46***
(0.14)

−0.01
(0.19)

Entertained −0.16
(0.13)

0.01
(0.11)

−0.31**
(0.14)

Delighted 0.41**
(0.16)

0.32*
(0.17)

0.31
(0.21)

Cheerful −0.03
(0.15)

0.05
(0.16)

0.39*
(0.20)

Excited −0.06
(0.08)

−0.08
(0.07)

0.01
(0.10)

Surprised 0.22
(0.14)

0.18
(0.11)

0.25*
(0.15)

Gender −0.06
(0.20)

0.13
(0.18)

−0.61***
(0.22)

Age 0.00
(0.01)

0.01
(0.01)

0.01
(0.01)

Income −0.21
(0.16)

−0.22
(0.14)

−0.34**
(0.16)

Tourist −0.07
(0.17)

0.09
(0.17)

−0.03
(0.25)

Constant 2.62***
(0.75)

1.84***
(0.63)

1.57**
(0.79)

Rˆ2 0.29 0.35 0.30

Rˆ2 (adjusted) 0.25 0.30 0.26

p-value(F) <0.0001 <0.0001 <0.0001

N 188 188 188

* = p < 0.10, ** = p<0.05, *** = p<0.01
Standard errors are shown (in brackets)

The most interesting research question is what is behind the positive emotions
experienced by Zaboi restaurant customers. We asked respondents an open-ended
question about the main drivers of their positive emotional experience. Free-
form respondents’ answers were subsequently coded using subject codes based on
an approach similar to online reviews analysis. Table 4 shows the frequency of
occurrence of topic codes in respondents’ answers.

More than 30 respondents mentioned in their answers two types of emotional
drivers. In addition to “food + atmosphere” combination (that is quite typical for
theme restaurants), many respondents associated their positive emotions with a
combination of authentic atmosphere and regional identity. The synergy of these
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Table 4 Analysis of
emotional drivers (own work
using QDA software)

Type of association Frequency
(N = 188) (%)

Theme and atmosphere 49.4

Menu and food 22.34

Regional identity 16.49

Purpose of visit 7.45

Service quality 3.19

Price 1.60

Other 14.36

No answer (left blank) 2.66

factorsworks for both tourists and locals. Tourist get strong emotions by revealing the
main theme of the destination in the atmosphere of the restaurant (“Must-visit place
with the atmosphere of amining region”). Locals gain their positive emotional experi-
ence through a sense of belonging to the regional community (“Coalmine.Kemerovo.
Homeland”). An interesting insight appears in the answers of several respondents
who were born in Kemerovo and later moved to Moscow. Their emotional responses
relate to nostalgic feelings and hometown memories (“Place that I visit to recall
something lovely from my youth”). This insight is in line with one of the previous
researches that confirmed positive influence of personal nostalgia on revisit intention
in the case of luxury restaurants (Hwang & Hyun, 2013).

6 Conclusions

In line with previous studies (Han et al., 2009; Chen et al., 2015; Meng & Choi,
2018), our results confirm a significant positive relationship between emotions and
revisit intention. Pleased and delighted visitors express a greater intention to revisit
and to recommend the theme restaurant. We did not find any significant differences
in the emotions and intentions of different age and gender groups of respondents,
except for the intention to share an online review.

Our results provide new evidence on the role of place identity in shaping visi-
tors’ emotions. The authentic coal-mining atmosphere provokes a positive emotional
response for both tourists (by enhancing the destination’s main theme) and locals
(by using a strong sense of regional community). This response, in turn, is positively
associated with intentions to revisit and to recommend.

Our results allow us to suggest a set of recommendations for Zaboi restaurant,
which are also partially applicable to other theme restaurants. Recommendations can
be structured depending on the behavioral intentions and the stages of loyalty of the
current client (from potential customer to adherent). Table 5 contains the entire set
of recommendations.
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Table 5 Guidance to increase loyalty intentions for “Zaboi” restaurant

Intention to revisit Intention to
recommend

Intention to write an
online review

Potential customer Social networks
mass media
Web site
interests targeting +
geo-targeting

Social networks
mass media
Web site
interests targeting +
geo-targeting

Creating interactive
entertainment content
based on the restaurant’s
theme
local brand
promotion +
geo-targeting

Casual customer Basic needs must be
satisfied to avoid the
customer’s refocus of
attention

Creating unique
experience for
customers and
permanent for the
restaurant

Local brand promotion
+ geo-targeting

Customer Developing the
thematic courier
delivery network

Creating the
“unique cues”;
themed gifts
developing the
thematic courier
delivery network

Tracking the theme in
everything
creating the “unique
cues”;
themed gifts

Regular
customer/adherent

Client survey +
email-marketing +
look-alike
personalization of the
offer
developing a thematic
courier delivery

Creating the
“unique cues”;
themed gifts
developing the
thematic courier
delivery network
the theme nights
the dish of week

Creating a strong
association (with a place
brand)
creating the “unique
cues”;
themed gifts

7 Limitations and Further Research

Our study has some limitations that provide some suggestions for future research
in the field. First, our study is based on evidence from the one theme restaurant.
Additional research based on the experience of restaurants in other regions can lead
to more reliable conclusions and recommendations. Second, most of our respondents
and online reviewers are residents of Russia (and speak Russian). An important
direction of further research is a cross-cultural study with the participation of foreign
tourists, whose participation in this study was impossible due to travel restrictions
in time of the COVID-19 outbreak. The coronavirus pandemic also caused the third
limitation of our study: with restaurants temporarily closed, we had to abandon our
original on-site survey idea in favor of an online survey. Unfortunately, memories of
a visitors’ experience might have been less exact than data collected on-site (Meng
& Choi, 2018). Finally, our evidence on the relationship between place identity and
visitors’ emotions is rather tentative. Future research may reveal the role of different



Enhancing Revisit Intention Through Emotions … 671

mediators (such as novelty or nostalgia) in the influence of place identity on emotions
and experiences of local theme restaurants’ visitors.
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Anticipated Booking on Touristic
Attractions: Flamenco Show in Seville

Fernando Toro Sánchez

1 Introduction

Flamenco is an expression of the people that you have transcended to the consid-
eration of good within the Intangible Cultural Heritage of UNESCO. Its origin is
very indeterminate and, in its consolidation, converge the union of different influ-
ences from different cultures, Arabic, Castilian romanzas and is even associated with
traditions of distant India and its nomadic character. The flamenco sits in the south
of the Iberian Peninsula in the middle of the fourteenth century, a period of great
historical confluence in Spain with the taking of Granada and the discovering of
America, where Seville becomes a metropolis of first order for its hegemony in the
“Carrera de Indias”,1 being an area where for its commercial activity come together
different towns with their distant cultural influences being, the flamenco, a form of
expression of the plain people that manifests through singing and dancing, their way
of interpreting the feelings that have occurred whether of joy, protest, sorrow, or pain.
Then the musicality is incorporated with the introduction of various instruments in
the “coplas”, such as the guitar of clearly Arabic influence, the castanets coming
from Castile and coming from America.

It is not until the nineteenth century with the late Spanish Illustration Period
and after the time of Napoleonic overtook, flamenco begins to confer itself as a

1La Carrera de Indias reference the traffic of ships from the America’s Overseas Territories of the
Spanish Empire from the sixteenth century to the end of the nineteenth century, which in principle
reached exclusively to the port of Seville, to later move to the port of Cadiz and already in the
middle of the nineteenth century to other Spaniards harbours.

Tablao—etymologically from the Turkish Tavla “wood” refers to the material of the stage on which
the flamenco show takes place and by extension gives name to the local.
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more regulated cultural expression, appearing the transcription of traditional letters
to manuals, with writings and with the appearance of shows containing flamenco as
the place of the performance, first in Seville and later in other places in Andalusia in
its different manifestations, finally settling in the capital, Madrid.

Currently, flamenco is strongly rooted in Andalusian culture, being a vehicle of
cultural transmission between generations and among peoples, so that it has tran-
scended beyond the borders of Spain in order to find a flamenco space anywhere
in the world being an artistic expression that allows the fusion with other types of
musical expressions, which has led to its universal consideration. Anticipation of
bookings is a fundamental objective that any tourism manager should prioritize in
their resource management. Specifically, the different tools of “revenue” have been
applied in the different elements of the “tourist value chain” (Porter, 1985/Gereffi,
Humphrey and Sturgeon 2005/Zuñiga Collazos et al. 2012), such as transport, espe-
cially air, hotel reservations and progressively in the tourist attractions, following
the logical scheme of booking “Mobility, Residence and Attraction”, which can be
altered by the traveller under own consideration or by the suggestion of themarketing
elements.

Local operators of tourist attractions present two disadvantages at their objective
of anticipating the reservation, regardless of local internal competition with other
operators: on the one hand, sequential time consideration in the decision of the trav-
eller/tourist, which is supposed that relegates it to a non-priority element; on the
other hand, its secondary role in user trust part of the prominence in the global
digital operators (OTAS) market, such as Trip Advisor, Get Your Guide (GYG) or
Booking that after taking a primary role in the reserve in the plot of the stand, they
are progressively doing so in the tourism experience industry. To the latter factor,
we must add the appearance of the booking platforms that bring together the ease of
the management of the reservation with exposure of the offer of the experience of
the tourist attraction in many channels until reaching the end user, which combines
in different proportions the advantages offered by each channel with the satisfac-
tion of the experience, in its final decision: the medium is the message (McLuhan,
1967). Among other considerations, maintaining the own marketing channel gives a
competitive advantage to any marketer of goods and services (Michael, 1990) both
for the control of the value proposal and by winning in the contribution margin,
given with the commission percentage with which the different OTAS and booking
platforms work.

The objective is to observe whether by observing the empowering of the network
of own digital marketing channels in a local tourist activity such as a Tablao flamenco
in Seville you can get some clear conclusion about the anticipation in sales and what
conclusions we can draw on the consumer behaviour of these activities, traveller
or tourist that can be used for marketing and sales purposes by local operators of
tourist activities. To do this, the study uses the machine learning tool, BIG ML 2,
with analysis monitored with logarithmic regressions where the incidence of use of
the digital channels themselves is perceived in each time slot.

2https://bigml.com/.

https://bigml.com/
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2 Literature Review

The consumer’s behaviour of tourist experiences, whether traveller or tourist, has
not been discussed so far in depth. However, there is a extend literature on works
in the anticipation of the reservation in tourist products or services, specially flight
tickets and in the reservations of hotel accommodation, fitting the behaviour of the
consumer to models of behaviour in decision-making and sequentially in the search
for information and collection of different products (Kazmi & Rahman 2007); so
that the more information the individual has, the better decision he usually makes
(Kulviwat et al., 2004). Mostly in these studies, planning is considered as a majority
factor in the hiring of any tourist product or service, and for the key understanding of
the choice of a tourist destination (Song et al., 2012). More specifically in the level of
the tourist experiencewe canfindbehaviours further away fromaplanned scheme, the
smaller the time difference between the reservation and the date of completion of the
tourist activity or experience (Toro-Sánchez et al., 2021). The individual will perform
two types of information searches, one pre-purchase and one when in the “ongoing”
travel process, both different in the framework that are performed (Kulviwat et al.,
2004) and two different behaviour schemes can be differentiated; the first insane to
the Theories of Planned Behaviour (Azjen, 1991) and the second most concerning
to the Prospect Theory (Kahneman & Tversky, 1980, 2013) and decision based on
emotional intelligence (Goleman, 1995)

(a) Pre-purchase decision

The planned behaviour theory (TPB) (Azjen, 1991) which develops the theory of
reasoned action (TRA) by (Azjen and Fishbein, 1975)(Madden et al., 1992) is justi-
fied in the use of behaviour in tourist activities in works and is developed in various
studies by the model of goal directed behaviour (MGDB) (Perugini and Bagozzi,
2001) including two factors, desire and previous attitude, both positive and nega-
tive, as factors before that link first to intent and subsequent to the behaviour, in
the addition of the influence of subjective norms (SN) and the contemplation of a
series of descriptive rules as constructor model of behaviour (Esposito et al., 2016).
Subjective norms, and always following the same scheme, are developed within the
model of goal directed behaviour (MGDB), which influence both desire and cause
close to intent (Malle, 1999) and the subsequent state of behaviour action (Malle &
Knobe, 1997), as illustrated by the Diagram 1.

Desire as predictor of intent (Bagozzi, 1992) is given among other factors by
the existence of anticipated emotions (Meng & Han, 2016) establishing a bond of
affectivity that are fed in part by anticipated behaviours that tend to automate decision
processes (Van Aart et al., 2010). Desire as a mood functions as a motivational agent
towards action in the decision-making towards the target (Perugi&Bagozzi, 2001), in
this case in the planning actions of tourist activities (Meng&Han, 2016). Desire does
not fully influence behaviour; subjective rules and perceived control over behaviour
also include. Subjective rules, intention, which may or may not favour desire, in a
positive or negativeway (Marcus&Nurius, 1987) in the case of the tourist experience
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Diagram 1 Model of goal directed behaviour

and given the affective predisposition of the activity generate a positive stimulus to
desire and will that is based on reasonable facts (Bagozzi, 1992).

The user, by increasingly using the technological means in their purchasing
behaviour, dramatically affects channels and operators (Drucker, 2002).Although the
information received by the technological means is not the only source and cannot be
viewed in isolation (Rowley, 2000), technological means enhance perceived control
over the decision (Athyaman & Adee, 2002) and it reinforces the nature of desire
(Bandura 1997 and Rejeski et al., 2005). Following this line, the reviews (reviews
of Trip Advisor or Google) also function as a tool of persuasion by which, once the
channel is selected by the user, in this case the OTAS, and online according the social
influence (Guadagno et al., 2013), vary according to the nature of this. Social norms,
personified in valuations, take on a role of authority, as the individual is strongly influ-
enced by his behaviour by the opinions and advice, he/she identifies as an authority
(French & Raven 1959/Hinkin et al. 1989). Thus, once the channel is selected, the
user in his decision that he perceives not influenced—or perceives dominated by
the one who identifies as an authority—exercises a domain over it, regardless of
whether he/she notifies that there is this influence of the channel, even if he does not
know how to distinguish the distributor from the tourist experience (OTAS) of the
supplier of the same activities, or confusing the roles of each one. It prioritizes control
over its decision, which it interprets rational and not influenced, for self-interest and
calculated on terms of benefits, costs and risks (Cialdinni, 1984). When the subject
is influenced, the model becomes more complex and the less predictable behaviour
(Cialdinni, 1984), so the channelling of behaviour and perception of self-control
of the subject over the digital media (Guadagno et al., 2002) play in favour of the
direction of behaviour.

Behaviour can also be influenced by previous behaviours, which complements
the MGDB Meng & Han, 2016) and in the repeated purchase, of different activities
or by the same channel or type of channel as is the case of OTAS, adapting in
each case to the inclusion of different variables to enhance their predictive power
(Perugini & Bagozzi, 2001). In this sense, reviews function as rules of acceptance
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which direct behaviour based on past experiences that the subject adopts as his own,
where past behaviour is defined as a kind of methodological control that shows a
more accurate formof assessment of the effects on theoretical variables (Azjen, 1991)
and is shown, past behaviour, as an independent predictor of behaviour (Armitage &
Corner, 2001). This past behaviour is also determined by its influence on the decision
based on how often similar behaviour is performed the time lapse between similar
behaviour action (Triandis et al., 1971). In the same way they directly influence the
behaviour, the memory about the last behaviour “Recency” that may or may not
be different from the current behaviour (Leone et al., 2004). When the behaviour
is repeated and becomes usual, as in the model of travel, over time it is guided
through an automatic cognitive process, rather than by an elaborate and precise
decision (VanAarts et al., 1998). TPB ignores repetitive base behaviours, even though
habits successfully perfect stocks (Triandis, 1980/Hull 1947) and instrumentally or
asymmetrically if it is unsatisfactory (Savignon, 1972).

Behaviour is strongly driven by stimuli as long as they have a specific objec-
tive and it functions as such (Bargh 1984); e.g., Lau and Hsu validates the MGB
for tourist behaviour at the Las Vegas destination and is based on expectations of
making money as a goal. So, when the behaviour of the traveller/tourist is common,
the usual mode of search and choice of the channel is strongly associated with the
specific tourist destination (Van Aart, 1997). We can say that the more common the
behaviour is, the less reasoned is within the planning process (Greenwood et al.,
1989). Closer to the action being facilitated by the better presence of communication
channels, the user understands as optimal and adopts as its own trusting them, this
being a tool of high persuasion used generally by the OTAS; knowing that the habit
as it is repeated es more strength than the intention in the decision (Triadis, 1980).
Therefore, the attitude, in this context, is strong, as positive, as the purest influential
agent (Athiyaman, 2002), being the form of purchase (the chosen channel) an instru-
ment more associated with the search for expected value through the comparison of
different alternatives (Dabholher, 1996)

(b) Ongoing purchase decision scheme

The user’s behaviour of tourist activities can be affected by a feeling of scarcity.
Especially when it influences the time between the reserve and that of the activity,
and it is reduced generating a feeling of pressure. In this case, since the opportunity
cost given the time constraint is evident, in most cases, behaviour planning loses
weight against other types of models in decision-making closer to prospects models
(Kahnemman & Tversky, 1979) and risk adversion. The tourist product can be seen
by the user as an investment, in the time most precious by himself which is leisure
time and vacation: when the individual perceives that he is investing, the buying
behaviour is facilitated (Mano &Oliver, 1993), increases expectations and decreases
the risk adversion (Lynn & Borget, 1996). The scarcity of time is not sufficient
condition of the apprehending value of a service or product as indicated by the
classical theory (Smith,1776) and that is applicable to commodities (Brock, 1968),
but if the increase of this sense of scarcity since the preferences of the individual
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are independent of the restrictions at first and are oriented towards the target (Lynn,
1991). In the face of scarcity, the individual’s attitude strengths to the target to the
detriment of planning and, aspects such as emotional intelligence, where the value
perceived by the individual is imbued by emotions.

The decisions in this point are patronized by different taxonomies, which will lead
to the behaviour of individuals, more relaxed in spending, as a component of the deci-
sion as the pattern ismore consistent in values such as education (Lynn, 1991), profes-
sional experience andmonetary habits (Furham&Ayrsile, 1998). Spending on goods
or services that the individual belonging to his desirable objectives is most favoured
in his behaviour and corresponds to multi-organizational models where empathy,
emotional stability, self-realization and resiliency come into play (Goleman, 1995).
When the decision of spending is conditioned by emotional intelligence factors, there
is no clear relationship between them (Engelber & Sjoberg, 2006)

The following model of buying behaviour in airline tickets (Kazni & Rhama,
2007) is a development that combines planning with the domain of information by
the user and the decision with the purpose of purchase. This diagram is extended
with the Kulviwaat et al. (2004), two different periods of tourist search and purchase
behaviour (Diagram 2).

In the model, online search can be perfected in the case of tourist experiences with
two different sub-models either the model of “pre-purchase”, which is perfected with
direct and direct action directed to the purchase or, the model of “ongoing”, which
would reduce the influence of previous factors although they will exist, with the
marked influence of pressure on the shortage of time.

Diagram 2 Two different periods of online tourist purchase model
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3 Methodology

For the study, we have taken two types of samples about tickets sold in the same
show of tourist experiences, specifically a flamenco Tablao in Seville, in two time
periods differentiated by a milestone in the change in more intensive employment in
own digital marketing channels to the detriment of the marketing of the product by
OTAS, with the aim of observing the impact on the anticipation in the reserve and the
behaviour of the traveller/tourist in both phases and globally and finding indicators
that are applicable to the marketing actions of local operators.

• Period I: The first sample takes 1752 values from 1 May 2018 to 31 May 2019,
where marketing takes place through external, digital and offline channels.

• Period II: The second sample takes 1007 entries from 1 October 2019 to 29
February 2020, where the effort in the digital marketing of the website itself is
also implemented.

In both samples we carry out the study with the Big ML tool for mass data
processing (machine learning) and in its functionality of logarithmic scaleswhichwill
offer us the percentage weight of contracting tickets through the different channels
used andwith theobjective variable that is the anticipationof the reservation evaluated
in the difference in days between the date of booking and that of the realization of
the tourist experience. The tool allows us to cross data, so we can add to the study
nuances such as the language in which the reservation is made or the combination
in the reservation of different experiences, which deepens the study in the behaviour
of the traveller/tourist depending on the anticipation in the reservation..

Work hypotheses

H1: traveller/tourist when in the pre-purchase stage of tourist activities or experi-
ences uses the means of intermediation of reference, OTAS as a priority channel
online information search.

H2: traveller/tourist when in the ongoing stage of activities tends to look for
information from the operator itself as long as the operator has an outstanding
online presence (Fig. 3).

4 Results

Explanation of variables:

• OTAS: GYG/gyg/TripAdvisor
• Own Online Channel: WEB
• Local Offline Channels: Hotels/PIT (Tourist Information Point)/Door
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Period I Period II

Fig. 3 a Advance bookings per channel (logarithmic regression)

We see that the first period the marketing is strongly dominated by the action of the
OTAS, especially in the advance sale and in any of the three companies contracted
to market these services, although different behaviours are distinguished in different
OTAS, taking into account the different marketing actions used. The online channel
itself takes on more weight in marketing as the anticipation of the reservation is
lower. The actions carried out to enhance the own online channel (Web) lead to the
direct action of increasing the weight of sales, as was its objective. However, it has
three interesting consequential effects for our study:

(a) Anticipation of the reservation is encouraged on the channel itself
(b) The behaviours of the external OTAS channels are levelled
(c) At small levels of anticipation time, ongoing decision, there is a behaviour

more tending to the choice of the own channel (Fig. 4).

In addition to the chart above, the total reserve scatters are shown in sorted by
number of days in advance in abscissa, where you can clearly identify the two
reservations trends:

• OTAS, in blue-GYG and green-Trip Advisor, with only presence in pre-purchase
and (approximately up to 45 days before the event)

• Own web channel, which increases its activity increasingly in an individual
behaviour ongoing purchase

The intense red zone corresponds to the marketing in OTA (GYG) to which
the same impact actions have been applied as to the website itself so that we can
compare the behaviours of the individual when there is practically no anticipation.
In this sense it is observed that at the time of the event, the behaviour clearly varies
from the contracting by the OTA, to the direct contracting of the website itself. The
basic difference in the exposure of the two OTAS studied lies basically in the way
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Period II

Fig. 4 b Advance bookings per channel (Logarithmic Scale)

of appearing in online positioning, strong in promoted advertising or SEM, in the
case of GYG (Blue) and less intense in the case of Trip Advisor/Viator (Green) who
enhances its positioning especially in the reputation of its references (Reviews). As
for the website itself, it follows a positioning strategy consistent with the activity
of the OTAS, operating point SEM positioning and come the close moment of the
events, on a daily basis and a few hours after its celebration (Fig. 5).

This graphic analysis shows in clear behaviour ongoing on the purchase by the
website itself, where the anticipation of the minimum reservation, up to 48 h before
the event, with a repetition rate only of 0.8%, which means that the website is viewed
only for the purchase with a rebound rate of 55.71%: The user accesses the website
only with the intention of buying and if not the terms do not convince them, abandon
the purchase: at this point it should be added that the average duration of the session
is 1 min 40 s, an estimated period insufficient to perform a planning task.
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Fig. 5 c Own web channel acquisition behaviour during period II

The brown areas, in different gradients corresponding to the weight they take over
the total percentage, correspond to the GYG channel that is an OTA, just like the
purple areas of the first chart, such as the blue of the second, that identify the weight
of TripAdvisor (OTA).

In the second period, the intensification of the sale on the web is observed in
the red zone of the client that book the experience on English language that is the
majority, and at the same time, the geographically furthest from the locality where
the experience is made. The blue areas correspond to offline sales “on site” and with
a truly short period between the booking and the celebration of the event (Fig. 6).

Looking at both graphs, we see that little exposure of activity in online marketing
in the period favours the boosting of the sale of the offline and “in situ” (APP) channel,
clearly in an ongoing behaviour and in this case induced by a prescriber who is the
sales agent in the same locality. By intensifying online sales, both through external
and own channels, offline sales (Gate/PIT/Hotels) are practically testimonial. Online
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Period I Period II

Fig. 6 a Advance bookings by channel (Absolute Scale)

sales also exhibit ongoing behaviour, similar across all channels used and to a much
lesser extent, anticipation behaviour in the purchase.

As a result of the observation of the list of graphs, we can conclude that the
establishment of the starting hypotheses is as follows:

H1: traveller/tourist when in the pre-purchase stage of tourist activities or experi-
ences uses the means of intermediation of reference, OTAS as a priority channel
online information search. ACCEPTED, it is already observed that it is the main
and practically only source of information in this search stadium.
H2: traveller/tourist when in the ongoing stage of activities tends to look for
information from the operator itself as long as the operator has an outstanding
online presence. PARTIALLY ACCEPTED. The user shuffles several sources of
information in a distributed way, being more influenced by external purchasing
determinants in addition to their own control over the decision and mainly on the
device screen listed presence from all the operators.

5 Conclusion

The logarithmic analysis of this study offers us data that relates the specific weight
of each channel to the total samples observed, although the fact of intensifying
marketing actions on online sales, both in own and external channel, generates an
intensification of searches for information in general that are subsequently trans-
formed into sales, as seen in graph 2b) that handles absolute values. The user values
the online presence when searching for information and is limited to obtaining the
information of the main positions that he displays on the screen, maximum if the
search is carried out through a mobile phone device and at an ongoing stage, which
is the one that appears mostly in this study. The fact that the three online channels
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used Web (own) and GYG and Trip Advisor (external) are distributed to almost the
same proportions the weight of sales makes us think about the importance of online
positioning in consumer behaviour and in this sector of tourist activities, and for this
particular activity, and as a strong indicator in the purchase process, relegating the
search for information to a much less important plane.

Moreover, taking into account the factor of the recommendations, which in the
attraction observed are the highest scores in each of the channels, taking the Google
score the score of the own channel leads us to think that the recommendation replaces
the research in the information search phase, taking into account that the behaviour of
tourist/traveller lasts this decision on the tourist attraction until the last moment and
in the ongoing stage. Therefore, the decision is based on the confidence of the review
provided that the activity offer has maximum online presence, either externally or
by own channel. The study leads us to weigh the weight of OTAS marketing actions
against the real possibility of local operators of tourist activities, always carrying out
advertising promotion actions (SEM) located in investment and time and segmented
towards the target and geolocated advertising. In this case, SEM’s actions have not
been automated, so it was intended to use a communication of greater suggestion.
The analysis of the traffic of the website concludes that the stage of searching for
information is scarce, as well as repetition in visits.

In the limitations of the study in only evaluating the final reservations, we do not
have data on previous searches for information by the user. A survey to observe the
importance that the user gives to the search for information in this regard could open
paths of study and above all to give more meaning to online positioning practices
based on SEO and not promoted as a proposal of own and unreferenced value.
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The Fisheries Local Action Groups
(Flags) and the Opportunity to Generate
Synergies Between Tourism, Fisheries
and Culture

Luis Miret-Pastor, Ángel Peiro-Signes, Marival Segarra-Oña,
and Paloma Herrera-Racionero

1 Introduction

The European Maritime and Fisheries Fund (EMFF) is one of the five Euro-
pean Structural and Investment Funds (ESI Funds) for the period 2014–2020 that
contributes to the achievement of the objectives from the Common Fisheries Policy
(CFP), the Integrated Maritime Policy and the Europe 2020 Strategy. This fund, like
the previous European Fisheries Fund (EFF), incorporates the aid to the territorial
development of fishing areas as one of its priorities and does it by seeking to imple-
ment community-led local development strategies (CLLD) through the Fisheries
Local Action Groups (FLAGs).

The creation of FLAGs opens up the possibility to finance projects of a very
diverse nature that help territorial development and job creation in fishing areas.
This possibility has led to an intense debate about the need to seek diversification
alternatives to the traditional fishery (Gallizioli, 2014). Morgan et al., (2014) argue
that diversification approaches are neededwhich complement andmaintain a direct or
indirect link to fishing, so that fishers can exploit their professional skills, knowledge
and social networks gained through fishing (Symes, 2007).

In countries such as Spain where fishing shares territory with a very powerful
tourism industry, the opportunity that these funds can represent when designing
projects that seek to create complementarities and synergies between tourism and
fishing becomes evident. Traditional fisheries are the repository of an enormous
cultural heritage, both tangible and especially intangible.Many of themajorMediter-
ranean tourist destinations are located in former fishing villages where, in just a few
years, fishing was pushed aside in favor of tourism. However, in many cases, fishing
and fishermen are still there, contributing with their products to the local gastronomy
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and providing prints that travelers admire and photograph because they recognize in
them part of the lost essence of these places.

Thefishing diversification projects linked to tourism andfinanced from the FLAGs
are numerous and have been a subject of analysis (Miret et al., 2018, Herrera et al.,
2018). However, another line of financing that explicitly appears in the fishing funds
is linked to cultural projects. These projects are not easy to identify and analyze
because many times they are confused with touristic projects and in their epigraph,
they are mixed with social projects that have nothing to do.

This paper hypotheses is that in recent years have emerged numerous projects
seeking to recover and to value the richness, both tangible and intangible, linked
to fishing cultural heritage. These projects have made flourished numerous cultural
routes, museums, fairs, etc. However, there is no work quantifying and analyzing
these projects and showing the relationship between the European fishing funds, the
FLAGs and the emergence of an entire cultural infrastructure linked to the fishing
and marine world. For all these reasons, this work aims to identify, quantify and
characterize the cultural projects financed in Spain through the European fishing
funds.

To achieve this objective set out in this first section, we will analyze the operation
and expenses made at European and Spanish level by the European fishing funds
in the second section; the methodology and database used will be explained in the
third section, and in the fourth section, we will present and discuss the results.
Finally,wewill present the conclusions, the limitations and the related future research
opportunities linked to this study.

2 The European Fisheries Founds

The last two European fisheries funds, both the European Fisheries Fund [EFF]
(2007–2013) and the European Maritime and Fisheries Fund [EMFF] (2014–2020),
incorporate an axis (4th axis in the EFF or UP4 in the EMFF), which highlights the
specific objective of increasing employment and territorial cohesion in fishing areas.
This supposes the novelty of incorporating a territorial vision in a sectorial fund.

For the management of these funds, numerous Fisheries Local Action Groups
(FLAGs) have emerged in recent years. The FLAGs are public–private partnerships
formed by representatives of the fisheries and aquaculture sectors, as well as by
other members of the local community, working to implement a community-led local
development strategy (CLLD) for their territory.

There are currently 367 active FLAGs in Europe, which therefore act as facilita-
tors of the territory, assuming direct responsibility in managing and applying of the
European Maritime and Fisheries Funds (EMFF). While in the EFF period, there
were 30 FLAGs in Spain. They covered six regions: Galicia, the Canary Islands,
Andalusia, Catalonia, Asturias and Cantabria. In the period of the EMFF 10, Spanish
coastal regions joined the founds. In addition to the above-mentioned areas, Murcia,
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the Valencian Community, the Basque Country and the Balearic Islands, currently
totalizing 41 FLAGs.

The main objective of the FLAGs is achieving the UP4 objective, ensuring the
sustainable development of fisheries communities in social, economic and environ-
mental terms (Marciano & Romeo, 2016), with decision making coming from a
bottom-up approach which brings together representatives from the public, private
and civil sectors (Budzich-Tabor, 2014).

For the whole of the planned period (2014–2020), the EMFF has a total budget of
e 6,4 billion (of which e 1,161 billion are managed by Spain). The Union Priority
4 (UP4), which is the one we are studying here, has assigned a total of 547 million
euros. In the specific case of Spain, 107,6 millions are dedicated to the 4th axis.

Each country has assigned a portion of the fishing fund depending on the size of
its fishing sector. Each country develops its own nationalOperational Program (OP)
where the funds are distributed among the different union priorities (UPs). The funds
in the UP4 are distributed among the different FLAGs. FLAGs select the projects that
they are going to finance based on their own criteria, although the national authorities
are in charge of reviewing and finally approving the projects.

The normative of the EMFF foresees that UP4 funding can be used to achieve the
following objectives (FARNET, 2019):

1. Adding value, which includes adding value to local fisheries products.
2. Diversification of fisheries activities into other sectors.
3. Sociocultural, promoting social well-being and cultural heritage.
4. Environmental, including operations to mitigate the climate change.
5. Governance, reinforcing the role of fishing communities.

The five objectives set out in the regulation Article 63 (EU, 2014) are mandatory
and used for the categorization and reporting of projects once they are approved.
The EMFF projects in Spain therefore follow this classification that it is common
to the rest of the countries. The EFF projects followed another similar classification
but based on four sections: (1) diversification; (2) governance and management, (3)
environment, culture and society; and (4) added value from fishery products.

AccordingMiret et al. (2020) work, based on the latest data on the FLAG projects
reported by countries to the European Commission, in Spain, a total of 461 projects
had been financed, with an amount of e 9,998,202. The projects were distributed
as follows: 165 added value projects, 168 diversification projects, 39 environmental
projects, 75 sociocultural projects and 14 governance projects (Fig. 1).

The sociocultural projects, fromwhichwewill extract to be analyzed in this study,
are a total of 75 projects with a total amount of e1.616.870. These projects are not
all those that appear in our analysis, since the database used here has been updated
more recently, so the number of projects considered is greater. Remember, on the
other hand, that these are data from the EMFF, to these projects we added those from
the previous period (the EFF).
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Fig. 1 Average expenditure in Spain for each objective in UP4

3 Methodology

We collected the data used in this analysis from Spanish Network of Fishing Groups
website database. Thewebsite includes information on the different projects financed
by both the EFF and the EMFF. The database is constantly being updated. We used
data from July 2020 to this study. Therefore, the data covers until the first half of the
last year’s EMFF. However, we should consider that, in practice, European projects
work with the n + 2 rule. That is, EFF projects do not end in 2013, but go all the
way through 2015. Similarly, EMFF projects they do not end in 2020 but span two
more years.

For the EFF period, we can filter projects based on the fourth axis theme. As
mentioned: diversification; governance and management; environment, culture and
society and added value for fishery products. This classification into four large groups
can be broken down into subgroups. Thus, within “Diversification,” we found three
sections: “use of by-products,” “new activities and products” or “tourism.” Similarly,
the “Environment, Culture and Society” section is divided in “Social area” subgroups
into “Culture and Fishing Heritage,” “Infrastructures,” and “Environment.” In this
case, it is easy to identify the target projectswithin the “Culture and FishingHeritage”
section. Within this section, we identified 90 projects. The project initial screening
suggested that some projects should be removed to be able to compare with those
in the EMFF. We finally remove 21 projects to maintain coherence between the two
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programs. For example, we decided to remove those actions carried out in schools,
those aimed at promoting the consumption of fish, etc.

Unlike, EMF, cultural projects were more difficult to select in the EMFF program
since subsections have been eliminated and there are only the five thematic axes:
added value, diversification, governance, environment and sociocultural. That is, the
classification is too broad, heterogeneous and difficult to shape.

For example, tourism projects have usually been classified within diversifica-
tion projects, but since there is a section on sociocultural projects, this epigraph
has been also used, creating some confusion. Cultural projects (museums, routes,
exhibitions, etc.) can be classified either as tourism projects (diversification) or as
sociocultural projects. In practice, tourism projects are usually projects related to
hospitality, accommodation, fishing tourism, recreational fishing, etc. While most
cultural tourism projects, appear in the section on sociocultural projects (as they
were already for EFF).

So for the EMFF, we have focused on sociocultural projects, but bearing in mind
that a large part of the projects that appear are social projects (gender, youth support,
emigrants, etc.) and also considering that this section often acts as a junk box where
many projects difficult to catalog are incorporated.

4 Results

Firstly, we proceeded to identify cultural projects within the database, and later, we
classified them into five major groups: routes, tangible heritage, intangible heritage,
museums and festivals. Within the routes section, we have the adaptation, enhance-
ment and signaling of tourist routes with very diverse characteristics, both nature
and heritage.

The tangible heritage section usually refers to the recovery, rehabilitation or
enhancement of fishing- or sea-related buildings. They are usually historical build-
ings ormonuments, and sometimes, they are the buildings that house the Fishermen’s
Guilds. However, we can also find projects for the recovery of traditional boats or
the recovery and cataloging of documentary collections.

In the intangible heritage section, projects for the recovery, dissemination and
enhancement of culture, history or seafaring traditions are incorporated. On many
occasions, this work ends up being reflected in a book or in some type of audiovisual
material.

Festivals, fairs, markets, days, etc., are included in the festivals section. These are
specific actions, where themarine culture and its products are exposed and promoted.

Finally, the museum section incorporates the permanent exhibitions for which
buildings have been adapted. However, in many cases, they go beyond simple exhi-
bitions and become interpretation or research centers of seafaring culture. In most
cases, they are sea or fishing museums.
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Table 1 Number of cultural
projects financed with fishing
funds

EFF period
(2007–2013)

EMFF period
(2014–2020)

Total

Routes 12 8 20

Tangible heritage 15 14 29

Intangible heritage 17 14 31

Museums 17 19 36

Festivals 6 14 20

TOTAL Cultural
projects

67 69 136

We have identified a total of 136 cultural projects for the two periods analyzed.
We classified the projects in Table 1 in groups five groups: routes, tangible heritage,
intangible heritage, museums and festivals.

Over the EFF period, there are were a total of 710 projects in the database, while
over the EMFF period, we found 834 projects. Therefore, this implies that cultural
projects were just under 10% of the total projects in the EFF period and around 8%
of the total in the EMFF period.

Data indicated that the number of cultural projects is similar between in the two
periods analyzed. However, two aspects must be taken into account. First, the EFF
period is already completed while the EMFF period, due to the n + 2 rule will still
be running for at least two and a half more years. On the other hand, the EFF only
covered six of the ten Spanish coastal autonomous communities, while EMFF covers
a larger territory. The FLAGs over the two programs have increased from 30 to 41.
Figures in each section indicate that similar number of projects related to tangible
and intangible heritage and museums are presented. On the contrary, we observed a
decrease in projects linked to routes and an increase in the number of festivals.

5 Conclusion

This work has made it possible to identify and quantify the cultural projects linked
to the fishing and maritime world that have been financed through the FLAGs and
from the 4thaxis of the last two fishing funds.

The results showa total of 136 cultural projects (67 in theEFFperiod and 69, so far,
in EMFF). Cultural projects, once identified, have been classified into five different
categories: routes; tangible heritage; intangible heritage; museums and festivals.
The distribution of projects among these five categories is quite uniform. It can be
said that the European fishing funds are helping to create a network of cultural and
environmental routes, as well as a network of sea and fishingmuseums. They are also
contributing to the enhancement and recovery of the numerous and valuable tangible
and intangible heritage linked to fishing, as well as to value and spread it through
different kinds of materials and events.
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All these efforts are important to highlight, but we must not lose sight of the fact
that the objective of the 4th axis of the fishing funds is the development and job
creation in the fishing-dependent territories, as well as the job creation. Therefore,
this financial effort must be rewarding the fishing communities. Valuing the marine
culture is a laudable goal, but it is necessary to combine this with the job creation
and an emphasis on the territory development, which involves creating synergies
between tourism, culture and fishing.

The creation of all these cultural networks linked to fishing must also be linked to
tourismpolicy. Tourism is in a time of a profound transformationwhere a new tourism
model is been shaped (Segarra et al., 2012). Sun and beach tourism is no stranger to
these changes and seeks tomove away from amassive, Fordist and impersonalmodel.
For this, the destinations are betting onmore sustainable and original models (Aguiló
et al., 2005), where destinations position themselves offering their own heritage,
cultural, gastronomic products, etc. In this context, adding value to cultural products
linked to fishing can be increase the touristic offer of many beach destinations.

This work is a first step to study the emergence of tourism linked to the marine
culture from the fishing funds. However, thework is very limited due to the scarcity of
existing quantitative data. Undoubtedly, important questions remain to be analyzed.
Among others, to analyze whether these projects favor fishing communities: Do they
increase their income? Do they create jobs? Do they increase the value of the fish
they capture? For many people, valuing their culture is a necessary step to value their
product and their work, but others understand that it is a way to divert funds from
fishing to tourism or, even worse, one more step in the attempt to end fishing as an
extractive activity and transform it into a folkloric and tourist product. In any case,
these issues do need other methodologies and a much deeper discussion.
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Cultural and Tourism Promotion
Through Digital Marketing Approaches.
A Case Study of Social Media Campaigns
in Greece

Constantinos Halkiopoulos, Maria Katsouda, Eleni Dimou,
and Antiopi Panteli

1 Introduction

The focus on digital marketing for designing a successful marketing strategy is the
only way an organization can effectively reach its audience. With the technolog-
ical progress and the increasing use of social networks, especially by young people,
traditional marketing techniques are no longer able to reach such a large audience.
Television, radio, newspapers and magazines have been replaced by YouTube, Face-
book and other social media apps and sites. That is why advertisement has become
digital. There aremanydigitalmarketing techniques ranging fromsearch to social and
email marketing that can improve the digital experience of an organization (Van de
Zee and Vanneste, 2015). Digital marketing allows businesses to see accurate results
in real time as there is more interaction with users (Aziz et al, 2012). According to
(Kannan, 2017) an important characteristic that sets the digital environment apart
from the traditional marketing environment is the ease with which customers can
share word-of-mouth information, not only with a few close friends but also with
strangers on an extended social network (Van der Borg et al, 1997).

The vast majority of businesses and organizations participate in social networks
and invest in their social media presence to rapidly disseminate their brand through
viral content, social media contests and other consumer engagement efforts (Kumar
& Mirchandani, 2012). Social media as a marketing communication channel differ
from traditional marketing channels, and even other digital marketing channels given
the fact they provide a two-way conversation or exchange (Keegan &Rowley, 2017).
The new communication channel challenges marketers because they appreciate the
need to engage in social media in order to protect their brand reputation (Lee &
Youn, 2009), enhance customer engagement (Gummerus et al., 2012) or augment
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online sales (Tsimonis and Dimitriadis, 2014). They acknowledge the contribution
of social media as a powerful mean to generate sustainable and positive word-
of-mouth (Katsoni, 2011). Furthermore, marketers comprehend the crucial role of
social media in the context of marketing, as they influence consumer preferences and
purchase decisions (Halkiopoulos et al, 2019). In addition, consumer engagement
became one of the key objectives of many marketing professionals (Dessart et al.,
2015). Interesting enough that despite the growth of their social media presence, the
plethora of businesses and organizations lacks formalmarketing strategies or policies
regarding social media activity (Ansah et al, 2012).

The project “Regio-Gnosis”, funded by the European Commission, Directorate
General Regional andUrban Policy and by own contribution, aims to provide support
for the production and dissemination of information and content linked to the EU
Cohesion policy. The planned communication strategy has 3 dimensions: (1) to
increase the visibility of the implemented projects funded by the EU in four selected
regions of Greece (Attica, Central Macedonia, Epirus and Western Greece), (2) to
highlight the impact/benefits (social, economic, cultural etc.) of these projects to the
local communities and (3) to encourage civilian participation, engagement and social
dialogue in relation to the projects.

An important part of the promotion of the Regio-Gnosis program is digital and
social media marketing. The internet is now a major part of informing the public,
which is why it is essential to pay particular attention to that. So far, more emphasis
has been placed on Facebook and Instagram, because of the high popularity of these
social networks among the young. Specifically, through marketing campaigns on
Facebook and Instagram, the Regio-Gnosis’ Facebook page has reached over 4.5
million impressions (total count), which is very encouraging for the project.

The aim of the Regio-Gnosis program is to inform people about the EU-funded
projects in Greece and highlight their effects on citizens’ lives. Road, cultural, social
and economic projects that facilitate tourism in Greece and promote cultural heritage
are promoted by Regio-Gnosis’ site and its pages on social media. In Regio-Gnosis’
Facebook page have been conducted four full succeeded photography contests with
over 300 participants. The goal of these contests was the public’s acquaintance with
the various EU-funded projects in Greece and the encouragement to visit them for
photographing in order to take part in the contest. Except from online actions, Regio-
Gnosis program has implemented cultural events in the four selected regions which
are also promoted in socialmedia.According to (Giudici et al., 2013) given the greater
importance for tourists of a deeper understanding of holiday destinations, and the
search of unique, involving and authentic experiences, and of culture as a driver
to obtain sustainability, leads on a sustainable tourism perspective. Regio-Gnosis
program not only promoted the EU funded projects, but through that, encouraged
cultural tourism through cultural events and photography contests.
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2 Methodology

As social media presence growths it is vital to clearly define the marketing objec-
tives, select the right social media platform, design the suitable content, engage the
right users to spread the message and be able to evaluate the impact of social media
marketing activity. The key objective is to maintain and expand the brand’s posi-
tioning in social channels while minimizing negative impacts (Killian & McManus,
2015). A crucial factor that could augment popularity of an enterprise or an organi-
zation is through social media campaigns which have a critical role in promotion of
social networks or the organization’s website. Advertising is themainway businesses
interact with consumers, so building attractive campaigns could raise both interac-
tion and popularity. The most important part for a successful marketing strategy is
the creation of campaigns that serve the purpose of the organization either with the
purchase of products or the customer growth or in our case, the raise of informa-
tion about cohesion policy in Greece through various actions. There are many social
networks with a really large number of users nowadays, but Facebook is the most
popular.

Facebook has almost 5 million users in Greece which population is about 10
million people. Traffic and engagement are high, and studies show that consumer
behavior is influenced by Social Media. Facebook is a platform designed around
the user experience, and advertisements do not differ from this feature. Facebook
advertising appears in a variety of formats such as text, banners (images–photos)
and videos. International studies show that Facebook is a great tool for increasing a
brand’s recognition, awareness for a new service–product or theme, the increase of
users, strengthening loyalty to the public and increasing interactions. An important
feature of Facebook advertising is the possibility of targeting the appropriate target
group, not only based on language and country but also based on gender, age, educa-
tional level or even hobbies. Another important factor is the ability of campaigns to
run across both Facebook and Instagram. All these features contribute to the best
results of an advertisement.

Two main types of Regio-Gnosis’ campaigns were promoted in social media,
especially on Facebook. The first typewas the promotion of the photography contests
that took place through socialmedia in four selected regions (WesternGreece,Central
Macedonia, Attica, Epirus). The strategy followed for the promotion of the above
contests was the same. Initially, the campaign was promoted to the concerned region
and in the next stage the promotion was expanded to neighbor regions aiming for
audience expansion. The second type of campaigns that the Regio-Gnosis project
created was about the promotion of workshops and cultural events that would take
place in the four selected regions. Promotion of these events was aiming to increase
event attendance. Both campaigns have been targeted to increase the visibility of
the implemented projects funded by the EU, to highlight the impact/benefits (social,
economic, cultural etc.) of these projects to the local communities and to encourage
civilian participation, engagement and social dialogue in relation to the projects.
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Regio-Gnosis project had to meet a target of attracting 2.5 million users on Face-
book and Instagram, target which has been achieved. In this paper, we will focus on
Facebook campaigns and the way the project achieved its target of informing people
about EU funded projects in Greece through social media. Photography contests and
promotion of program’s cultural events would encourage both the information and
the raise of touristic and cultural concern. Campaigns were based on the promotion
of the program’s actions to a specific audience, mainly young people and in the area
in which each action took place. Specifically, the program implemented 4 photog-
raphy contests, one for each region, promoting in this way the EU funded projects.
Targeting the audience who are interested in photography and travel is a factor that
increased the effectiveness of advertising.

Apart from promoting a campaign on Facebook and choosing the right audience,
an important element is the type of the campaign. The content of a campaign needs to
be relevant and interactive, like, for example, a Facebook contest. The right planning
and execution of a contest, especially with interesting gifts can clearly attract much
more audience than promoting aworkshop or a cultural event. For this reason, special
emphasiswas placed onfinding valuable gifts for the photography contests thatwould
manage to attract the audience to participate. Through this, the audience would
be encouraged to travel for taking a picture and participating to the photo contest
discovering both the EU funded projects and the visiting area. Contests related to the
page’s subject with attractive gifts are also being helpful to raise the page’s followers.

3 Results

An exploratory research was conducted using Facebook Insights as the main data
collection tool. In the Fig. 1, we demonstrate the steps followed to evaluate the
presence of Regio Gnosis project on Facebook.

Initially, the social media manager of Regio Gnosis program creates written or
visual engaging and attractive content in order to promote our program’s actions
(Fig. 2). Afterwards, the Page administrators check Facebook Audience Insights
which provide aggregated information about people connected to the page and people

Fig. 1 Schematic representation of the evaluation process
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Fig. 2 Post creation

on Facebook so they can share the content in order to find peoplematching the current
audience.

In Fig. 3, Facebook Insights show the day and the time frame inwhich themajority
of the followers are online and therefore the post will have a greater impact. Based
on this information, the Regio-Gnosis page’s administrators make sure to check this
graph before sharing each post for greater performance. After post sharing, according
to our project’s goals, the social media manager decides whether the post needs to
be promoted.

A critical step in our analysis is the data extraction using Facebook Insights.
Figure 4 shows the growth of the page likes from the page’s creation until today.
Specifically, for the Regio-Gnosis’ page managed to reach 6000 likes within a period
of almost 1 year (Figs. 5, 6, 7 and 8).

Themain posts of the Regio-Gnosis’ page mostly concern photo contests, cultural
events, workshops, live streaming videos and photos of these events. After the data
analysis of Facebook Insights, the posts with the greatest impact were the photo
contests. Indicatively, the first photography contest (Fig. 5) with subject “The Inter-
action of the Rio-Antirio Charilaos Trikoupis Bridge with Air, Water, Land and
Light” conducting from 30/06/2019 until 30/09/2019 contributed to the growth of
the newly formed page of Regio-Gnosis. In particular, at the beginning of the 1st
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Fig. 3 When the fans are online

Fig. 4 Total page likes

contest the Page “Regio_Gnosis” had 628 likes while at the end of all contests almost
tripled the total likes (Fig. 4).

During the second photography contest (Fig. 6) which was about the New Wate-
front of Thessaloniki and held from 07/09/2020 until 31/10/2020, page’s likes were
increased by around 3200, an enough satisfying number. It’s important to mention
that the photo campaigns (Fig. 9) as well as the video campaigns (Fig. 10) contributed
not only to the increase of page likes but also to the raise of page engagements.

Subsequently, we used data mining techniques to discover and extract useful
patterns and correlations in our data. In particular, we applied decision trees which is
awidelyusedmethod inmachine learning andassociation rulemining.DataMining is
an emerging knowledge discovery process of extracting previously unknown, action-
able information from very large scientific and commercial databases and drawing
useful conclusions, especially in the case of marketing and advertising. Usually, a
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Fig. 5 The performance of the announcement of the 1st photography contest

data mining process extracts rules by processing high dimensional categorical and/or
numerical data. The steps of the knowledge extraction process consist of (a) Selec-
tion, (b) Preprocessing, where in this phase the purpose is to clean them, i.e. to correct
incorrect, problematic or missing data, (c) Data Transformation, where in this phase
the data is smoothed and noise is removed, for the aggregation of the data, i.e. for
the production of their summary, for their normalization, i.e. for the scaling of the
characteristics of the data set in a specific and limited price range or to create new
features from existing ones, (d) Data Mining, using algorithm (s) to produce a model
and (e) Interpretation and Evaluation, to evaluate the results, which were produced
throughout the process (Fig. 11).

In addition, in the data analysiswe performed,we also checked the case of outliers.
Outlier detection is the identification of objects, events, or observations that do not
conform to an expected pattern in relation to the data set. In the rapidly changing
business environment, it is imperative for companies to analyze their multiple and
complex data and look for outliers that can reveal important information about the
operation of a business, leading to saving money or creating new business opportu-
nities. In our dataset, outliers mostly indicate the posts that have really large reach to
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Fig. 6 The performance of the announcement of the 2nd photography contest

the public because of the paid advertisement. These outliers affect the assumptions
and interfere the analysis, so we removed them from the dataset.

In the next stage we proceeded to the application of classification analysis. Classi-
fication is one of the most important data mining tasks and it is a supervised learning
task. Displays data in predefined groups or classes. One of the most well-known
classification methods is Decision Trees: These are tree structures that graphically
represent the relationships of data. Decision trees are used to categorize and predict
data. A decision tree is constructed according to a set of pre-categorized data training.
Each of its internal nodes identifies the control of the attributes. Each branch that
connects the internals with the offspring corresponds to a possible value for the trait.
The technique of decision trees is quite common in the field of data mining. In the
present work we applied the most common algorithm, J48. Below we present a deci-
sion tree createdbasedon theWEKASoftware (WaikatoEnvironment forKnowledge
Analysis, datamining software is one of themost popular machine learning software,
it is open source software and is written in Java programming language) and captures
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Fig. 7 Performance of the 2nd photography contest’s call for vote

Fig. 8 Performance of the 3rd photography contest’s call for vote
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Fig. 12 Decision tree (J48)

by category of advertising campaign all the important relationships extracted based
on the J48 algorithm (Fig. 12).

Detailed Accuracy By Class ===
TP Rate FP Rate Precision Recall F−Measure MCC ROCArea PRCArea Class
0.824 0.184 0.667 0.824 0.737 0.608 0.845 0.611 Photo
0.333 0.065 0.500 0.333 0.400 0.318 0.801 0.375 Link
0.966 0.068 0.815 0.818 0.811 0.748 0.905 0.769 Video

WeightedAvg 0.818 0.068 0.815 0.818 0.811 0.748 0.905 0.769

In the final stage of data analysis, we proceeded with application of association
algorithms.AssociationRuleMining is a common technique used to find associations
between many variables. In Data Mining, Apriori is a classic algorithm for learning
association rules (Fayyad et al., 1996, Boutsinas et al., 2008). Apriori is designed
to operate on databases containing transactions (for example data collected from
surveys in this case) (RDevelopment Core Team 2008). As is common in association
rule mining, given a set of item sets, the algorithm attempts to find subsets which are
common to at least a minimum number C of the item sets.

Apriori uses a “bottom up” approach, where frequent subsets are extended one
item at a time, and groups of candidates are tested against the data. The algorithm
terminates when no further successful extensions are found. Apriori uses breadth-
first search and a tree structure to count candidate item sets efficiently. It generates
candidate item sets of length k from item sets of length k-1. Then it prunes the
candidates which have an infrequent sub pattern. According to the downward closure
lemma, the candidate set contains all frequent k-length item sets. After that, it scans
the transaction database to determine frequent item sets among the candidates.

Association rules present association or correlation between item sets. An
association rule has the form of A “B, where A and B are two disjoint item sets.

TheGoal: studieswhether the occurrence of one feature is related to the occurrence
of others. Three most widely used measures for selecting interesting rules are:

• Support is the percentage of cases in the data that contains both A and B,
• Confidence is the percentage of cases containing A that also contain B, and
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• Lift is the ratio of confidence to the percentage of cases containing B.

Apriori
=======
Minimum support: 0.85 (47 instances)
Minimum metric < confidence > : 0.9
Best rules found:

post_share= ’(-inf-1.8]’ 50==> talk_share= ’(-inf-1.2]’ 50< conf:(1) > lift:(1.1)
lev:(0.08) [4] conv:(4.55)
talk_share= ’(-inf-1.2]’ 50==>post_share= ’(-inf-1.8]’ 50< conf:(1) > lift:(1.1)
lev:(0.08) [4] conv:(4.55)
post_comment = ’(-inf-1.2]’ 50 ==> talk_comment = ’(-inf-1]’ 50 < conf:(1) >
lift:(1.08) lev:(0.07) [3] conv:(3.64)
post_share = ’(-inf-1.8]’ post_consuptions_link_clicks = ’(-inf-7.8]’ 49 ==>
talk_share = ’(-inf-1.2]’ 49 < conf:(1) > lift:(1.1) lev:(0.08) [4] conv:(4.45)
talk_share = ’(-inf-1.2]’ post_consuptions_link_clicks = ’(-inf-7.8]’ 49 ==>
post_share = ’(-inf-1.8]’ 49 < conf:(1) > lift:(1.1) lev:(0.08) [4] conv:(4.45)
talk_comment = ’(-inf-1]’ post_share= ’(-inf-1.8]’ 48==> talk_share= ’(-inf-
1.2]’ 48 < conf:(1) > lift:(1.1) lev:(0.08) [4] conv:(4.36)
talk_share= ’(-inf-1.2]’ talk_comment = ’(-inf-1]’ 48==> post_share= ’(-inf-
1.8]’ 48 < conf:(1) > lift:(1.1) lev:(0.08) [4] conv:(4.36)
post_comment = ’(-inf-1.2]’ post_consuptions_link_clicks = ’(-inf-7.8]’ 48 =
=> talk_comment= ’(-inf-1]’ 48 < conf:(1) > lift:(1.08) lev:(0.06) [3] conv:(3.49)
talk_share = ’(-inf-1.2]’ post_comment = ’(-inf-1.2]’ 47 ==> talk_comment =
’(-inf-1]’ 47 < conf:(1) > lift:(1.08) lev:(0.06) [3] conv:(3.42)
post_share = ’(-inf-1.8]’ post_comment = ’(-inf-1.2]’ 47 ==> talk_share = ’(-
inf-1.2]’ 47 < conf:(1) > lift:(1.1) lev:(0.08) [4] conv:(4.27)

We also have generated the Correlation Matrix (Fig. 13) to exploit how
the variables are related to one another. The most important finding is
that the number of unique users who created a story about a page post
by interacting with it (variables: @talk_share, @talk_link, @talk_comment)
is highly correlated with both the number of unique users who engaged
the page post and the number of unique users who matched the audience
targeting and clicked anywhere in the page post on News Feed (variables:
@engaged_users, @match_audience_targeting_consumers_on_post). Proportion-
ally, the number of stories created about a page post (variables: @post_share,
@post_link, @post_comment) is highly correlated with both the number of unique
users who engaged the page post and the number of unique users who matched the
audience targeting that clicked anywhere in the page post on News Feed. In addition,
we observe a strong correlation between the number of unique users who engaged the
page post and the number of unique users who matched the audience targeting that
clicked anywhere in the page post on News Feed. Another interesting finding is that
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Fig. 13 Correlation Matrix

the number of times people have given negative feedback to a page post (variable:
@negative_feedback) is not highly correlated with the number of unique users who
engaged the page post (variable: @engaged_users).

4 Conclusion

The study and analysis of data extracted from Facebook Insights could assist a busi-
ness or an organization to establish a brand or improve the brand positioning and
enhance the engagement of its users through the launch of a targeted marketing
social media campaign. In our case study, posts related to photography contests
contributed the most not only to the increase of page likes but also to the raise of
page engagements. From the data analysis derives that Facebook campaigns related
to photography contests, matched the audience targeting and led to the raise of the
number of unique users who engaged the page posts.

Successful Digital Marketing is a crucial factor for a business or an organization
to reach its audience. Through Digital Marketing, Regio-Gnosis program not only
promoted the EU funded projects, but also encouraged cultural tourism through
cultural events and photography contests. As a new kind of tourism is characterized
by continuously searching for new places and new experiences, it’s important for a
social media page to motivate the public to visit places that may not be widely known
by enhancing their interest in exploring and discovering. Facebook advertising can
be very useful to that adjusting the target audience according to their interests or
hobbies. There is a general need for continuing research into social media marketing
strategies and their impact on reaching large audiences.
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Challenges and Opportunities for the Use
of Indoor Drones in the Cultural
and Creative Industries Sector

Virginia Santamarina-Campos, María de-Miguel-Molina,
Blanca de-Miguel-Molina, and Marival Segarra-Oña

1 Context and Overall Objectives

Nowadays, Aerial filming and photography are indispensable resources for the
Creative Industries (CIs) since they expand their creative possibilities. The options
for filming special shots from different angles and heights arise as a competitive
advantage for them. For example, film directors like tilting or panning in movies
when filming actors stepping out of a car or leaving a building. Until now, for shots
like these, helicopters needed to be rentedwhich resulted in high costs and only finan-
cially sound companies could afford them. Or, if the scene didn’t require high angle
shots but just a shot from amoderate height, scaffolding, jibs or lifting platformswere
usually hired or bought. With the rise of the drone industry and the resulting drop
of acquisition costs for those “flying robots”, the Creative Industries are employing
more and more drones for aerial filming. This is quite easy to understand, since there
are several advantages as cost reduction, flexibility, less risky and also less inva-
sive. However, professional drone use by CCIs is limited to outdoor applications as
existing drones lack a precise, robust and affordable indoor positioning system (IPS),
as well as advanced safety features. Positioning systems are key for drone flights.
When filming outdoors, drones use aGPS, which not only helps the operator to locate
the drone and to program flight paths, but also to stabilise the drone while avoiding
drifting issues. This is an important factor for camera operators, but GPS localisation
does not work indoors. Firstly, the signal is too subdued, and secondly, even if it were
not so, the GPS’s precision is far too inaccurate with a meter range margin of error.
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Be that as it may, CCIs would also like to use drones indoors. Unfortunately, there is
not safe and affordable technology available for the CCIs to do so. The technologies
available to work in confined spaces are the following:

(1) The motion capture system, that has a very reliable and precise (mm-range)
IPS. However, this system is very expensive (> 200,000 euros) and it needs
several auxiliary devices, which as a result makes setting up time consuming.

(2) The vision position system, which is affordable. However, how it functions
depends on its surroundings. For instance, on transparent or reflective surfaces
the device might malfunction. Moreover, localisation is just in z-axis and with
a maximum altitude of 2.5 m.

To overcome these issues, within the AiRT project, we have developed a drone
which includes a new indoor positioning system with cm range precision and an
intelligent flight control system. Additionally, the integration of active and passive
safety measures guarantees safe and user-friendly experiences for the drone operator.
Also, an important consideration should be made to the time needed for assembling
and disassembling the filming set, which can be dramatically reduced. Data obtained
from the performed demonstrations tests showed results of “ready to fly settings”
of 20 min and just 10 min for disassembling. Another interesting feature of this
innovative project is that self-calibration is included, which also reduces time needed
for setting-up the filming set.

The professional camera control will make the AiRT drone an attractive tool
(Fig. 1), especially for the Creative Industries.

This product, with its innovative features, will allow most of small and medium-
sized companies to provide new services which, in turn, will increase their chances
to grow within the European and international market.

Fig. 1 Detail of the use of
AiRT software by experts
Source AiRT project
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2 Work Performed and Results Achieved

Four interconnected phases have been developed in our approach to transfer theAiRT
system to the creative industries in an efficient way (Fig. 2):

(a) Identification of needs
(b) Adaptation and optimisation of different technologies
(c) Integration and validation of the system
(d) Evaluation and demonstration of the system

At the same time, our methodology is end-user centred with the goal of using
technological innovation to provide feasible solutions to the Creative Industries. To
do it, this technique relies on three fundamental pillars (Fig. 3):

Fig. 2 Approach of AiRT in
four phases Source Own
elaboration

Fig. 3 The three pillars.
Requirements to be satisfied
in AiRT project methodology
Source own elaboration



712 V. Santamarina-Campos et al.

Fig. 4 Design thinking method applied to AiRT project Source Own elaboration based on Both
(2009)

• Empathisewith creative industries to understand their problems and requirements.
• Generate collaborative activities with end-users. Feedback from all the different

stakeholders will be considered for incorporation.
• Prototype development validated by end-users. The evaluation may lead to

improvements before producing the final product.

After identifying these three pillars, we applied the design thinking methodology
(Rowe, 1991, Both, 2009, Dorst, 2011), where the participation of the CCIs is present
throughout the process (Fig. 4), to AiRT’s project.

This resulted in five interrelated phases in which the end user is always involved:
empathise, define, ideate, prototype and test.

In the first phase three focus groups (Liamputtong, 2011) were held in three
different countries-Spain, the UK and Belgium—to identify customers’ needs. From
these meetings, we were able to obtain information from thirteen different sectors of
the CCIs.

Informants (experts) were chosen strategically from 13 different sectors to guar-
antee that all the Creative Industry’s needs are detected, including experienced drone
pilots working in different CCI sectors (40% of the informants). The Photography
sector was the most numerous (21% of the total), followed byMovie and Advertising
(19%), being these three sectors the most directly related to the industries that are
currently leading the use of drones.
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From the analysis of the information gathered in these sessions, we obtained
the needs, the ethical issues and the risk analysis. Results from focus groups were
obtained by using a Qualitative Content Analysis method. Qualitative data was
obtained through the analysis of interviews of participants in focus groups, which
were recorded and transcribed. The software QDA Miner (Provalis Research) was
used to undertake the analysis and all the information in the transcriptions was codi-
fied. Codes were organized in relation to the predefined questions, trying to guide
the focus group participants’ answers to these questions.

Additional codes were defined to cover information that was also considered to
be important and, moreover, strategies for the commercialisation phase. That is why
results from focus groups have been incorporated in the basic design of the drone,
the development of the European Policy book and the redefinition of the exploitation
plan.

In the Third phase, from the synthesis of the information obtained in the focus
groups, wewrote a script and a breakdown of that script which were used to apply the
storyboard method (Van der Lelie, 2006), representing the use of the AiRT system in
different creative settings, which allowed us to convey our main ideas more clearly
by applying scientific knowledge to a real environment (Maguire, 2001).

On the other hand, by using the storyboard, we were able to extract the require-
ments to define the functionalities of theAiRT system,whichwill include theGround
Control Station (GCS) software, the intelligent flight control system and the final
design of the drone.

The main focus of the fourth phase was on the integration process. All of the
components of the AiRT system have been tested and efforts were devoted to the
system integration and technical validation.

In the last phase, we did the demonstration of the AiRT system with the collab-
oration of the CCIs. Through the use of PAR, Participation action research (Whyte,
1991), we carried out the demonstration in real environments chosen by the users.

Finally, after the demonstration, we presented the AiRT system at the workshop
celebrated in Valencia in June 2018, and at the ICT2018 event in Vienna in December
2018, not only to the CCIs but also to other sectors of the industry. The different
research methodologies, problems and solutions, future benefits and applications,
main features of the innovative product were explained and also a demonstration
was developed to show the objectives achieved by the AiRT team.

The methodology used has allowed to carry out a responsible innovation process,
in which the creative industries, the business sector and the research community
have participated together throughout the project process. Open access to the results
obtained, gender equality tried to be achieved in all the activities, scientific education
through the dissemination of results, the definition of ethics in the area of drones and
participatory governance have been pursued.
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3 Progress Beyond the State of the Art

Four major technical innovations have to be highlighted in the AiRT Project (Fig. 5):

(1) The RPAS itself, especially designed for professional indoor use by CCIs with
passive and active safety measures that integrates (1) a user-friendly fully auto-
mated flight control system, (2) an IPS based on Ultra-wideband technology
(UWB), (3) an on board RGB-D camera which allows 3D reconstruction of the
space prior to the flights for filming, (4) a new flight mode system (from totally
manual flight to totally autonomous flight) as well as (5) internal protocol’s
communication among components were developed considering secure emis-
sions as the main variables (instead of interoperability or speed, that are the
current mainly used protocols).

(2) The IPS, based on novel UWB wireless radio technology, especially suitable
for indoor spaces.

(3) The 3Dmapping software for indoor environments, that allows 3D reconstruc-
tion of the indoor space (3D model), achieved in real-time from data that it is
collected from the RPAS prior to the filming process.

(4) Multiplexers approach to integrate a number of sensors and systems for
managing a complex data flow and providing an adequate decision-making
process on operation.

Apart from technological innovations, the AiRT system also addresses socially
relevant topics, such as helping to suppress risky auxiliary means and thus improving
the safety of the workers. Users will not need auxiliary devices which present
unnecessary risks to their safety or the safety of the workers on set.

Fig. 5 Main technical
innovations of the AiRT
project Source Own
elaboration
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Fig. 6 Lean management of
the airt project Source Own
elaboration

To conclude, AiRT contributes, not only to the economic growth of CCIs, but also
to other sectors and thus to European economic prosperity. Therefore, industries
will be able to offer new services to their clients, helping them expand within the
European market and as a result, employment within CCIs and other sectors will be
secured and new jobs created.

This subdivision led to the AiRT workplan, which consisted of 7 work pack-
ages (WP). In the following sections we describe in more detail the progress and
achievements we have made during the project—in relation to each work package.

Work Package 1 Project management and coordination

This work package develops activities which have ensured the smooth workflow of
all the WPs and their compliance with the overall work plan.

As communication channel between partners the consortium agreed to use the
web-based project management tool Basecamp. All relevant documents (deliver-
ables, drafts, minutes, photos, etc.) have been uploaded and made available to each
member of the consortium. Moreover, on 31 March 2018 a Quality Plan (QP) was
elaboratedwhich played a big part in the success of this project. In this work package,
the biggest achievement we have had is to accomplish lean management (Fig. 6) by
establishing open communication even if the consortium is multi-disciplined.

Work package 2 Analysis of CCIs needs, ethical/security issues and risk analysis

In workpackage two, through three focus groups from Spain, the UK and Belgium,
we were able to obtain information from thirteen different sectors of the creative
industries of which forty percent were drone pilots (Fig. 7).

As a result, we obtained the needs analysis, the ethical issues and the risk analysis
(Fig. 8). Furthermore, on one hand, the design of the drone, the GUI interface and
the development of advanced functionalities were based on the results. On the other,
it was useful for the development of the European policy book and to enrich the
Exploitation plan (Fig. 9).
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Fig. 7 Participants focus group in luton Source AiRT project

Fig. 8 Analysis and results
of the focus groups Source
Own elaboration

Fig. 9 Analysis and results
of the focus groups Source
Own elaboration
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Fig. 10 Detail of the
automatic calibration of the
IPS in AiRT software
Source AiRT project

Work package 3 Analysis of CCIs needs, ethical/security issues and risk analysis

ThisWP ismainly dedicated to adapt the indoor positioning system (IPS) fromPozyx
to the drone. The work done can be divided into three parts:

(a) The Indoor Positioning System

The Pozyx positioning system was adapted for use on drones. The adapted drone
positioning system consists of a central processing unit connected to four ultra-
wideband (UWB) units to be mounted on the corners of the drone. The four UWB
units consist of a small wireless transceiver and an antenna. To make optimal use
of the novel hardware, a specialized positioning algorithm was developed and an
improved system for automatic calibration of the IPSwas developed to automatically
determine the positions of the IPS infrastructure (Fig. 10).

(b) Communication IPS and drone

For the development of WP3, the main task assigned to AeroTools has been to
provide technical support to Pozyx (e.g.communication between IPS and RPAS,
providing support and performing functioning tests of the IPS in RPAS environment,
mechanical requirements of the tags to a better adaptation to the RPAS, etc.).

The support has been provided in the form of both technical knowledge and
material resources and spaces dedicated to perform required tests.

(c) On-board Control System and Mapping

During the development of the project, the main results achieved by the Universitat
Politècnica de València development team has been achieved, from the hardware
designof anOn-boardControl System (OCS) suitable to be installed on aRPAS, to the
implementation, troubleshooting and refining of the (1) communication protocol to
transfer the commands from theOCS to theGimbal controller, (2) the communication
protocols (defined by the recording camera manufacturer) to transfer the commands
from the OCS to the Camera controller or the troubleshooting and refining of the
communication protocol (defined by Pozyx) to transfer the IPS information from IPS
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to the OCS, and to calibrate the IPS from the GCS. Also the secure the transmissions
between the OCS and the GCS has been achieved.

Work package 4 RPAS Design and optimization

The main goal of the WP4 was the definition and manufacturing of a flexible flying
platform that meets the needs of the Creative Industries (end-users), set by the focus
groups. The final design considered parameters like weight, easy to deploy, flexible
platform capable of allocating a complex electronic architecture and outstanding
performer drone. Considering theRPASdesign, theAIRTdrone is a solid and reliable
flying platform, very stable and gentle when moving, as it has demonstrated during
the test flights.

Work package 5 Integration, validation and demonstration

This WP5 can be divided into 4 main tasks:

(a) The GUI (graphical user interface)

Figure 11 shows the five non-linear phases that have been applied to develop the
AiRT software: empathise, define, ideate, prototype and test.

• 1st phase. Empathise: This phase started with the Focus Groups activities in
the three participating countries (Spain, UK and Belgium). There, the topic of
“software” was included in the discussions.

• 2nd phase. Define: The evaluation of the 1st phase was carried out, using the
Qualitative Content Analysis, Social Network Analysis (SNA). This process is
known as the define phase.

Fig. 11 Methodologies used in the design of the GCS software and GUI Source Own elaboration,
adapted from (Both 2010)
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Fig. 12 Participation,
action, and research
interoperation generates PAR
methodology Source own
elaboration

• 3rd phase. Ideate: In the third phase, based on the synthesis of the information
obtained in the Focus groups, written scripts were prepared and then transferred
to Storyboards representing the possible functionalities of the GCS software in
different creative scenarios. This helped to communicate themain ideas and needs
more clearly. This step included also the analysis of available software on the
market. In this phase the requirements of the softwarewere definedmore precisely,
based on simulated real case scenarios (the storyboards).

• 4th phase. Prototype: Once the heuristic evaluation of the flight plan software
available in the market was completed, and the design elements extracted from
the Storyboards were defined (user interface of the client application), an itera-
tive design process was initiated using the Wizard of Oz Prototyping Technique
(Both, 2010). To do this, the models for the GUI were designed, first using paper
prototypes as visual language and then the online tool NinjaMok© (Figs. 13, 14a
and 15b). All these results have been integrated in the final user interface.

Fig. 13 Detail of the
lollipop icons (obverse)
Source AiRT project
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Fig. 14 Detail of the use of
AiRT software by experts
Source AiRT project

Fig. 15 ‘Recall’ procedure,
applied for both
communication and
dissemination monitoring
and evaluation Source Own
elaboration based on Kusek
and Rist (2004)
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Fig. 16 canvas business model of the AiRT project Source Own elaboration

• 5th phase. Tests: In this last phase, end users made use of the prototypes, based
on the selection of relevant scenarios for the creative industries, in the three partic-
ipating countries. The objective of this stage was to identify failures or to provide
new improvements, through the Participation Action Research tool (PAR). The
evaluation of this step helped to identify potential usability issues, and to check
compliance with previously established usable design principles.

• The results of the UCD are presented in the following sections.

(b) Design and implementation of a multiplatform Ground Control System
(GCS)

The objective of this task, led by UPV, was to develop an application for allowing
users to command remotely the RPAS via the OCS and to receive and display
telemetry information from the drone. We designed a new workflow for helping
users of the creative industry to design their desired shots within a friendly, easy to
use and complete interface. The application has been developed using a framework
that allows us to build it for different platforms, mainly Android and Windows.

The AiRT Software GUI is feature complete. It contains all the planned func-
tionality and some new functionality that has arisen during the development. The
interactive and autonomous control of both the recording camera and the RPAS
itself has been integrated. The GUI allows the end-users to control all parameters of
the AiRT system in a simple and intuitive way. The application is divided into four
sections, for allowing the user to perform all the tasks available in AiRT:

1. Configuration
2. Mapping
3. Planning
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4. Recording

The following sections show some screenshots of each of the four sections. The
detailed instructions for using the application are available in the User Manual
(zenodo.org/communities/airt_project).

(c) Integration process of the different components and flight tests

Although many of the Advanced Functionalities were already working correctly,
such as the distance sensors or the safety elements, or the camera & gimbal control,
the integration stage affects the whole drone and systems. Therefore, the process and
workload in integration and optimization had to be carried out very carefully.

In the last stage of the project, the IPS was tightly integrated with the onboard
autopilot in order to achieve autonomous flight.

During the development of the drone several innovations must be highlighted,
such as:

• A protocol oriented to a safety automatic flight that allows system to change
between manual and automatic flight.

• A modular design and integration of a variety of systems and sensors.
• A Control Multiplexor as a central system that coordinates the OCS with the rest

of the electronic areas, like the FCS, sensors, cameras, IPS…
• A camera and gimbal with outstanding performance:
• Free 360º turn
• Interchangeable lenses
• Remote control of both, camera parameters and function, and gimbal.

Demonstration

In this task, end-users tested the prototype, based on the selection of a relevant
scenario for the creative industries, the Science Museum designed by the Spanish
architect SantiagoCalatrava, which is located in the City ofArts and Sciences (CAC).

The objective of this stage was to identify failures and to provide new improve-
ments through the PAR tool (Whyte, 1991) (Fig. 12). The PAR was divided into
two phases. In the first phase, two user tests were developed, one for the user guide
(Fig. 13) and another for the prototype. Also, the heuristic evaluation of the AiRT
system was carried out with the aim of identifying potential usability problems,
checking for compliance with previously established good design principles (Von
Hippel & Tyre, 1995; Kemmis et al., 2013). The PAR methodology allowed us to
evaluate the software (Fig. 14) and the system.

Results for the software indicated that some elements needed to be improved, for
example, the support offered in the help link and the information given about the
remaining time until a task is completed.
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The aim of this tool was to integrate three basic aspects in the dynamics: partici-
pation (democratic participation of the CCIs), action (engagement with experience),
and research (soundness in thought and the growth of knowledge).

After the usability test, twelve basic tasks were carried out for the control and
management of the AiRT system in the process of filming in an interior space. In
these tasks, experts and developers worked collaboratively. This second stage was
very enriching, as the developers were able to identify improvements and even to
discover some newdevelopment opportunities. Once this stagewas finished, a second
test was carried out in which the experts provided many situations in which the drone
could work indoors. However, they specified some improvements related to helping
the user to understand more quickly how to use the system. After considering all our
analyses, we can conclude that some of the improvements said by the experts were
considered when the business model was defined.

Work package 6 Dissemination of project results
AProject communication and dissemination planwas designed in order to provide

practical advice for all participating parties on how to communicate, disseminate and
engage with stakeholders committed with the community. Three main topics were
elaborated: Website (http://airt.eu), social media and internal/external communica-
tion. Moreover, different types of communication material and its purpose/target
audience were produced. Simultaneously, a report on monitoring and evalua-
tion of communication and dissemination activities was elaborated, clarifying the
programme objectives and analysing whether the intended results were achieved or
not. To do so, AiRT followed for both dissemination and communication strategies
the ‘recall’ approach which relies on a 6-step model (Fig. 15).

The goal of the dissemination activities was to draw people’s attention to the
AiRT project and Horizon 2020 funding. This was achieved on one hand by a
PCPD especially tailored for the different stakeholders, dissemination material and
templates, and a communication material report. At the same time, the results were
presented to the various stakeholders throughout the project. The overall results of
the dissemination are very positive:

(1) Scientific publications. 20 publications.
(2) Social networks. The result obtained after two years of work, has been of

great impact, exceeding in most of the channels the objectives set out in the
communication plan. Among the objectives exceeded we can highlight, e.g.,
1175 Facebook Likes, 113,800 Twitter Impressions or 3995 Instagram Likes.

(3) Press. We published 36 articles, which is three times the number expected.
We have also participated in other events such as fairs (Belgium, Germany
and Spain), exhibitions such as NEM (Madrid) and ICT 2018 (Vienna), and
other workshops by invitation, that have been disseminated through their own
channels.

(4) Website. We have used our website to disseminate as much information of the
project as possible, such as the newsletters or the workshop, among others. In
these twenty-four months, we have got around 13,800 visits.

http://airt.eu
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(5) Videos. We have produced eight videos. Three of them were about the focus
groups. Other two were videos showed the project, being one focused on the
consortium and the other three on demos, workshop and Vienna exhibition.

Work package 7 Exploitation strategy

This WP had two main goals:

1. To give a tool to the CCI SMEs which might help them to grow within the
European and international market.

2. To make research data generated by selected Horizon 2020 projects accessible
with as few restrictions as possible, while at the same time protecting sensitive
data from inappropriate access.

Here, too, the design thinking method was applied. As a consequence, AiRT
developed a Business Strategy Plan (BSP), including IPR strategy and agreement
and Data Management Plan (DMP). The BSP was based on the Canvas Business
Model (Fig. 16) approach by Osterwalder & Pigneur (2010), analysing:

Customer segments; Value proposition; Channels; Customers relationship; Key
resources and activities; Key partners and suppliers; Sources of incomes; Costs.

4 Conclusions

The first conclusionwe can draw is that the application of theDesign thinkingmethod
for the AiRT project can be considered as a successful approach. This methodology
has allowed us to carry out an innovation process in which the creative industries,
the business sector, the research community, the education sector and government
institutions have participated jointly throughout the project.

We have sought open access to the results obtained, gender equality in all the
activities carried out, scientific education through the dissemination of results and
the involvement of primary and secondary school students, the definition of ethics
in the area of drones and participatory governance (Fig. 17).

TheAiRTproject hasmade possible to create a dronewith the cultural and creative
industry and for the benefit of it, facing the enormous challenges of this sector,
and generating responsible practices in innovation. The participation of end users
has allowed innovation policies to be more acceptable and responsible, improving
competitiveness and creativity within the framework of the project. Ethics has been
considered in every step as a drive instead of as a restriction for innovation.

The AiRT project has placed special emphasis on openness, transparency, diver-
sity, inclusion and adaptation to changes in European creative industries. It has helped
us to redefine our role in the small business sector, and boost the interactions between
science and the creative industry. All actors were involved in the innovation process
with the aim of obtaining resultsmore appropriate to the needs of this sector (Fig. 18).

Overall, it can be stated that theAiRTprojectwas a success. The goalswere largely
achieved and innovative technologies integrated. In some areas, expectations were
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Fig. 17 Actors participating
in the process of research
and responsible innovation
Source Own elaboration

Fig. 18 Target audience of
the Airt project Source Own
elaboration

even exceeded. For example, in the field of dissemination, it is worth mentioning the
impact of scientific publications. In the case of the book “Ethics and Civil Drones,
European Policies and Proposals for the Industry”, it is among the top downloaded
in Law in the Springer publishing house, with 15.000 downloads. On the other hand,
the book “Drones and the Creative Industry. Innovative Strategies for European
SMEs” also published by Springer, reached around 10,000 downloads six months
after its publication. This publisher is in the fourth position in the Scholarly Publisher
Indicators Ranking (RSPI).

We have also checked that our paper “Ethics for civil indoor drones: A qualitative
analysis”, published in the International Journal of Micro Air Vehicles (in August
2018, as an open access format), is the third most read of the journal. This journal is
indexed in the Journal Citation Report.
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In the first step of the project, the identification of the needs of the CCIs (focus
groups activities) were held successfully and made up the basis for next steps of the
project (RPAS design, GUI, future market uptake etc.). In order to enable indoor
operation, a novel indoor positioning system was designed and tailored to inte-
grate tightly with the RPAS. More specifically, a multi-antenna system resulted in
improved accuracy, reliability and orientation estimation. In the last stage of the
project, the integration with the autopilot was completed, enabling the autonomous
flight. The innovative integration of a new flight mode system, consisting of different
flight modes with different degrees of freedom (from totally manual flight to totally
autonomous flight, and a number of intermediate flight modes with configurable
restrictions) must be highlighted. Also, the multiplexor approach to improve the
safety of the drone during the flight is worth mentioning. Finally, we want to point
out that our system was tested first in a relevant space (Science Museum at the City
of Arts and Sciences, Valencia). To do so, we applied the PAR method, based on
the critical analysis of the AiRT RPAS & software, with the active participation of
some CCIs stakeholders. This method combines two processes, to know and to act,
involving the CCIs in both of them. The extracted information from the analysis of
this activity was used for cycles of product improvements/optimizations.

It is important to note that the three main developments of the project (drone,
IPS and software) can be acquired separately or together, facilitating the diversity
of applications. The IPS can be purchased together with the drone, or independently
and adapt it to other equipment.

On the other hand, the on-board control of unmanned aerial systems for indoor
flight, and the user interface for the design of flight plans (with unmanned aerial vehi-
cles for indoor flight), are free software (FOSS) and open source (FLOSS) licensed,
in a way that users can research, modify and improve their design through the avail-
ability of their source code. For this reason, both products are available on GitHub,
with the aimof expanding thepossibilities of adaptability to other equipment or needs,
enhancing collaborative work and making accessible to small European companies
a tool without cost. In conclusion, the potential market of the software was demon-
strated by its impact in Instagram. The number of “likes” that the post received in
24 h was close to 19,000.

Another important fact to be highlighted is that the AiRT Project has resulted in
growth and development for the small companies involved in it. For example, the
number of employees in these companies has grown between 44 and 275% in two
years. On the other hand, all the companies involved in the project have started new
lines of research and innovation linked to the results of the AiRT, with the prospect of
presenting new proposals in the EU Research and Innovation programme of Horizon
2020 (Santamarina et al., 2019).

Finally, the AiRT team is aware of the essential role of scientific education in
responsible research and innovation. On December 2018, they developed and imple-
mentated the permanent workshop “Drones” in the Science Museum of the City of
Art and Sciences from Valencia. This activity was developed with the support of the
Science Museum, the Valencian Innovation Agency and The Generalitat Valenciana,
themain governmental institution in theValencianRegionThe focus of thisworkshop
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was primary and secondary school children. In this way, through the collaborative
construction of drones and piloting them in an indoor circuit, students learn in a
playful and co-creative way the challenges that the world of indoor drone presents,
and also the ethical and legal implications that they will entail. Involving students in
the innovation process and providing themwith fundamental competences, educators
can implement scientific education.
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Intangible Cultural Heritage in Spata
Greece: From Mythology to Gastronomic
Folklore and from Tradition
to Contemporary Culture

Dionysia Fragkou, Loukia Martha, and Maria Vrasida

1 Introduction

The importance and role of cultural heritage in the shaping of modern life has been
greatly appreciated and studied by many scholars (Jurkovic et al., 2019). Still it
is important to distinguish between tangible and intangible cultural heritage and
provide a clear distinction between them. Tangible heritage is related with monu-
ments, objects, buildings, landscapes, books and more and it has been protected and
appreciated. Intangible cultural heritage is a relatively new term and is mainly based
on the definition of culture as “the way of life of a community”. It is strongly related
to the stories, habits and traditions of a community that are passed down verbally
through generations. According to the classification of folklore, traditional songs and
poems are considered part of the folk tradition of a locality. Stories, values, heroes,
local identity and even in some cases potential foes can all be traced in those tales and
stories (Harun and Jamaludin, 2018). A Conceptual Model of Folktale Classifica-
tion as a Visual Guide to a Malaysian Folktale Classification System Development.
MATEC Web of Conferences.). Some of the folk tales, poems and songs have been
documented and written and have managed to be salvaged but traditional fairs have
been a different approach to the historic continuum such as the case of Spata.

The aim of this paper is to create a connection between tradition, culture and folk
tales as they are manifested in the case of Spata. Through the description and historic
trace of this gastronomic tradition a link between mythology, culture and tradition
is attempted. Finally the overall goal is to provide a viable sustainable future for
such events by connecting them to the modern day technology, acknowledging the
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event as part of the intangible heritage of the area and listing it in UNESCO and
finally adding an economic viability axis through tourism. Recent studies, globally,
emphasize that culture in the broadest sense and according to the anthropological
approach—values, symbols, beliefs, traditions—is the driving force for the social,
political and economic structure of modern societies. This will act as the rationale for
this paper emphasizing the importance of including St. Peters Stew in the UNESCO
catalogue of intangible heritage.

2 Event Description

Intangible cultural heritage will be discussed and analyzed through the description
and analysis of the traditional fair in Spata that has been taking place on the 29th of
June. The day is related in the orthodox calendarwith St. Peter and St. Paul and in folk
tales it is related to the summer equinox. The fair is better known as St. Peters Stew.
It is a Christian tradition that can be traced back to the Othman occupancy times.
The tale describes a Christian being chased by Turks. The Turks stopped under a tree
where the Christian had climbed to escape. While he was holding his breath on the
tree in order not to be found, he was praying to St Peter to help him and spare him
and in return he would bring a sacrifice to the Saint. In a few moments the Turks left,
the Christian was saved and he kept his promise to the Saint by sacrificing a lamb
in the chapel of St. Peter and St. Paul on the 29th of June and then they made the
first stew. Every year this tradition was kept, and the family kept growing with an
increasing number of people participating in the sacrificial stew cooking (Toundas,
2005).

Later the lamb was replaced with bull which is a clear reference to the Greek
mythology, and the sacrifice of Iphigenia, the daughter of King Agamemnon and
Queen Clytemnestra. In the story, Agamemnon offends the goddess Artemis on his
way to theTrojanWar by accidentally killing one of her sacred deers. She retaliates by
preventing the Greek troops from reaching Troy unless Agamemnon kills his eldest
daughter, Iphigenia, at Avlis as a human sacrifice. A sacrifice (thusia in Greek) to
the gods was the most important activity in Greek religion. According to the Greek
philosopher Theophrastus, the Greeks sacrificed to the gods for three reasons: to
honor them, to thank them, or to request a favor from them. Sheep, goats, pigs, and
cattle, as well as fish and birds, were offered to the gods. The sacrifice of an animal
was carried out according to strict guidelines and following a specific ritual (Sorum,
1992).

One of the main rituals of both Greek and Roman religion was animal sacri-
fice. Sacrifices established the appropriate relationships among gods, humans, and
animals. The gods were superior and immortal, whereas humans were mortal and
ought to be pious and submissive to the deities. Animals existed to be used by
humans in their worship of their gods. Sheep and goats were the most common
sacrificial animals, although some special sacrifices involved bulls. In recent times
animal sacrifice is not an acceptable practice and has been replaced or is symbolized
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by cooking and gastronomic rituals that do not involve animal cruelty and sacrifice.
More theatrical and symbolic expression of the traditional folk tale have been used to
keep the memory alive but still obey to the constantly changing needs and principles
of a modern society (Fischer, 2005). Theater, sacrifice and ritual present a radical
re-definition of ritual through the analysis and the performance.

Moving on to Cristian times, as a religious symbol St Peter is a characteristic
patron saint of the residents of the city of Spata with St. Peters chapel being located
in a historic area where older relics were found (Zafeiris, 1977). The festivity for St
Peter is a central element that connects the people of Stata with their devotion and
promise to the saint and with each other, thus acting as a timeless bonding agent for
the locality. The ancient times the orthodox tradition, the present days and the future
of Spata are all connected on a continuous timeline through their initial sacrifice and
the folklore, thus creating a contemporary cultural event (Markou, 1981). Despite
the fact that there is a chapel in the area, this tradition and cultural event can be
categorized under intangible cultural heritage because the emphasis is not on the
location and the chapel but on the ritual and the communal cooking as an activity.
Activity based cultural events are mainly characterized as intangible and this offers
a flexibility and an opportunity for community bonding that is not dependant on
physical locations or physical participation (Meraklis, 1984).

The tradition of the St Peters Stew is kept active throughout the years in the
area and every family had to bring part of the materials. In very poor years during
2nd WW the communal sharing of food which was scarce, created a strong bond
between the locals. The years that followed and as the tradition was growing even
more, the need for better quality rawmaterial and the growing number of participants,
made the tradition less spontaneous and more organized (Bertolis, 2004). A citizens
associationwas created and tookover the organization of the event. Still the procedure
was formalized but the bonding and sense of community remained unchanged.

St Peters Stew tradition is strongly related to the orthodox religious faith of the
locals. The preparation of the stew starts after the evening mass and the stew is
cooking all night. After next morning’s mass people gather at the chapel and every
family takes their pre-determined quantity of Stew to eat at home. The process of
preparing this food, with the “cleaning of the onions” and the preparation of all the
necessary materials belongs to the collective responsibility of the women of the city.
Cooking in huge cauldrons (now numbering around seventy) on wood fires is the
sole responsibility of men. During the preparation of this meal, the festival unfolds.
In traditional tales and folk tales, culture has been greatly linked to gastronomy and
cooking, clearly establishing the link between gastronomy and culture. Furthermore,
the social dimensions of communal cooking with food that is later distributed to the
community with emphasis on the poorest families create a culture of participation,
social inclusion and sharing.

A series of unexplained events relate St Peters Stew with religious spirituality,
folk tales and local legends offering a mystic dimension and connecting it with
the meaning of ritual sacrifice as it is passed down. In ancient Greek and Roman
religion, performing a ritual according to specific tradition and custom was crucial.
Failure to do so rendered the act meaningless. Thus, preserving rituals and passing
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them from one generation to the next became an important social function. Dundes
(1965) also provides another definition of folklore consisting of an itemised list
of the forms of folklore and I think this could help us understand what is really
referred to when one talks of folklore. According to him, folklore includes myths,
legends, folktales, jokes, proverbs, riddles, chants, charms, blessings, curses, oaths,
insults, retorts, taunts, teases, toasts, tongue-twisters, and greeting and leave-taking
formulas…It also includes folk costume, folk dance, folk drama, (and mime), folk
art, folk belief (or superstition), folk medicine, folk instrumental music (e.g., fiddle
tunes), folksongs (e.g., lullabies, ballads), folk speech (e.g., slang), folk similes (e.g.,
as blind as a bat), folk metaphors (e.g., to paint the town red), and names (e.g.,
nicknames and place names)… oral epics, autograph-book verse, epitaphs, latrinalia
(writings on the walls of public bathrooms), limericks, ball-bouncing rhymes, jump-
rope rhymes, finger and toe rhymes, dandling rhymes (to bounce the children on
the knee), counting-out rhymes (to determine who will be « it » in games), and
nursery rhymes games; gestures; symbols; prayers (e.g. graces); practical jokes;
folk etymologies; food recipes; quilt and embroidery designs; house, barn and fence
types; street vendor’s cries; and even traditional conventional sounds used to summon
animals to give them commands;… mnemonic devices (e.g. the name Roy G. Biv to
remember the colors of the spectrum in order), envelope sealers (e.g. SWAK−Sealed
With A Kiss), and the traditional comments made after body emissions (e.g., after
burps and sneezes),… festivals and special day (or holiday) customs (e.g., Christmas,
Halloween, and birthday). The past is omnipresent in the daily life. It comes up in
many ways, and it is something that people seek for relentlessly. Memory, history,
and relics continually furbish our awareness of the past (Lowenthal, 1985). In fact
for what is said to be the past we openly relay on what is written in the history
books and the archives, all the data that has been collected by the historians through
the centuries. In this concern the often-neglected difference between the notions of
memory and history becomes relevant (Nora, 1989).

It is important to realize that folk traditions as part of the intangible cultural
heritage of an area are not reviving history which is based mainly on events. They
are reviving collective memories that are part of the common shared experiences of
a community, thus enhancing and preserving the bond of a community regardless
of time and distance. Folklore is the generic term to designate the customs, beliefs,
traditions, tales, magical practices, proverbs, songs, etc.; in short the accumulated
knowledge of a homogeneous unsophisticated people. According to Leach, (1996),
folklore is that art form, comprising various types of stories, proverbs, sayings,
spells, songs, incantations, and other formulas, which employs spoken language
as its medium. In Aurelio N. Espinosa’s terms, folklore, or popular knowledge, is the
accumulated store ofwhatmankindhas experienced, learned, andpracticed across the
ages as popular and traditional knowledge, as distinguished from so-called scientific
knowledge. In the case of Spata it is an tale that has never been officially recorded and
is passed down from generation to generation and more related to family traditions.

As Katan (1999) puts it, all people instinctively know what culture is and the
culture they belong to, but it does not follow that they can define it with ease. People
of Spata when asked in open ended questions, they could not easily Identify the
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elements that defined their culture and their particularities in relation to the specific
locality.Yetwhen the Stewwasmentioned and the questionswere specific, they could
easily define themselves as Spatans and they could identify their cultural differences
in relation to other citizens of Attica. Their sense of local identity and pride seemed
to increase when they associated themselves with the tradition of the Stew. However,
it seems that, according to the same author (1999: 16), defining culture is imperative,
particularly for anthropologists, because it delimits how it is perceived and taught.
Still, although many anthropologists have attempted to define culture, they have not
reached any agreement regarding its nature. Following this lack of agreement as to
the nature of culture, different anthropologists have come up with different defini-
tions. Edward Burnett Tylor (in Katan, 1999) defines culture in the following terms:
Culture is that complex whole which includes knowledge, belief, art, morals, law,
customs and any other capabilities and habits acquired byman as amember of society.
For the American anthropologists Alfred Louis Kroeber and Clyde Kluckholm (in
Katan, 1999), culture can be defined as follows: culture consists of patterns, explicit
and implicit of and of behaviour acquired and transmitted by symbols, constituting
the distinctive achievement of human groups, including their embodiment in arte-
facts; the essential core of culture consists of traditional (i.e. historically derived and
selected) ideas and especially their attached values. Folklore, Culture, Language and
Translation even if these models consider culture from different points of view, they
have much in common and constitute a fund of information for the understanding
and the definition of culture.

Culture systems may, on the one hand, be considered as products of action, on
the other hand, as conditioning elements of future action. In her definition of the
term ‘culture’, Gail Robinson (in Katan, 1999) argues that culture can be defined as
a system consisting of two levels. The first is the external level which consists of
behaviours (language, gestures, customsandhabits) andproducts (literature, folklore,
art, music, artefacts). The second is the internal level which is related to ideas (beliefs,
values and institutions). Other definitions of culture can be drawn from the models
of culture known as Trompenaars’ layers, Hofstede’s onion, the Iceberg theory and
Hall’s Triad of culture.

Folklore, language, culture and translation. These four elements are closely related
to one another. Firstly, folklore is related to culture in the sense that it is, as previously
mentioned, amirror of culture. Folklore reflects culture because it relates to thewayof
life of the people who produce it: their ceremonies, their institutions, their crafts and
so on. It also expresses their beliefs, customs, attitudes and their way of thinking.
Folklore actually gives a penetrating picture of the way of life of the people who
produce it (Dundes, 1965: 284). For that reason, it is, as pointed out by Malinowski
(in Dundes 1965: 281), important to understand the setting of folklore in its actual
life if one wants to understand it. The relationship between culture and folklore can
also be shown in the definition of folktales, as part of folklore, by Lester (1969:
vii) (found in Held and Moore, 2008), who says that Folktales are stories that give
people a way of communicating with each other about each other- their fears, their
hopes, their dreams, their fantasies, giving their explanations of why the world is
the way it is. It is in stories like these that a child learns who his parents are and
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who he will become. Arbuthnot (1964: 255) corroborates this idea by saying that
‘…folktales have been the cement of society. They not only expressed but codified
and reinforced the way people thought, felt, believed and behaved.’

3 The Future of St Peters Stew

As it has been established above, customs, rituals and various events associated with
popular culture, play a central role in local communities. They preserve the collec-
tive memory alive and demonstrate in the most eloquent way the connection with
the cultural heritage the cultural identity and the social and cultural development
(Sheenagh, 2009). Cultural Research and Intangible Heritage. Culture Unbound:
Journal of Current Cultural Research). Popular culture archives have traditionally
existed in the form of friable paper, brittle sound tapes, or fragile photographs.
However, during the past decades the challenges of the digital era have been met and
digital archives have been created. Traditionally, the main role of folklore archives
has been to protect the collected items and making them accessible. As technology
evolves, it must not be viewed simply as an information storage tool. Through tech-
nology traditions and culture can become accessible to everyone, offering a link and
a connection to the locality and a local community regardless of time and distance.
Participants in the events can be informed and learn, using the internet as an educa-
tional tool but with the very recent turn of global events, they can also find new ways
of participating. Physical presence is no longer implied and the experiences have
been transformed to serve the new digital reality. Proximity is not always a prerequi-
site for creating a sense of community sharing and the links that bind people to their
history and locality become intangible as well. Common memories, shared experi-
ences, and real time participation enhanced by digital representations, augmented
reality and many more, can act as the new social binding tools. The importance is not
in the medium (technology or physical access) but in the narrative and the collective
memory (folklore, culture) (Balling and Christensen, 2013).

4 Conclusion

All the customs and events offer the opportunity for the members of the community
to meet, celebrate together and show their respect to the traditions, the history and
the commitment to the common bonds that bind them to their locality. In this way
the various events contribute to the preservation of a collective memory, mutual
understanding and the strengthening of social identity.Very often they are an occasion
for peoplewhohavemovedaway from the locality to return to their origin to reconnect
with other members of the community. At the same time, through technology, they
create a channel of wider communication with other groups that are attracted by the
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events and arrive in the area as tourists or as visitors or as researchers and observers
(Portalés et al., 2018).

Such events, like St Peters Stew, prove in the most apparent way that beyond
differences and diversity, all events have common elements that shape the common
European heritage as they reflect not only the rural cultural wealth but also the simi-
larities that connect the rural populations (Satterthwaite andTacoli 2003), “The urban
part of rural development: the role of small and intermediate urban centres in rural and
regional development and poverty reduction”, Rural-Urban Working Paper 9, IIED,
London; this can be downloaded from IIED’s website (http://www.iied.org/rural_
urban/ downloads.html#UPWPS). They offer a common European historic time-
line emphasizing the agents that bond communities and create a common collective
memory. The various symbols that have always been used have been the means for
cultures to express their relationship to various phenomena and to structure their
survival. Customs and popular cults were not only elements of dealing with nature
and its consolation but also a means of strengthening ties and collective identity.
Customs and traditions emphasize the similarities in the tiles that form the common
European mosaic of communities. At the same time, new forms are developed that
utilize the cultural resources of quality tourism services, which highlight the folk
heritage as an important element of economic development. Local development with
a European perspective and is enhanced and nurtured under the preservation of intan-
gible cultural heritage. Traditions and customs are the everlasting memories devel-
oping the common collective memories of present and future citizens. In many cases,
culture and heritage tourism have been associated with the immovable heritage and
the protection of various monuments. In recent years, however, along with the emer-
gence ofmonuments and historic buildings, attention has also turned to the intangible
heritage, local traditions, rituals and customs.

Thus, the various events offer an opportunity for the rural population to benefit
themselves both in their ‘internal environment’—strengthening ties, strengthening
relationships, strengthening identity—and in the ‘external environment’ by devel-
oping exchanges and communication and consequently tourism and economic devel-
opment, giving the opportunity to young people to remain and/or return to the coun-
tryside, as they will be able to experience an environment in which tradition and
modernity coexist (Keat, 2000), a new model of development, which will not be
based exclusively on material production and consumption, but on a system of social
values and an economy of knowledge and relations.
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Silk Road Regionalism and Polycentric
Tourism Development

Stella Kostopoulou, Evina Sofianou, and Dimitrios Kyriakou

1 Introduction

Over the postwar period, tourism has become one of the largest and fastest-growing
global industries, characterized by continuous growth, spatial expansion and product
diversification, a multidimensional crucial development parameter of the world
economy, gaining ground as an essential source of revenue formany countries (Batala
et al., 2017; Dimadama & Chantzi, 2014). Tourism, widely interconnected to several
other sectors of the economy, has a major impact on the economic and social devel-
opment of countries and regions opening up for business and trade, creating jobs,
motivating entrepreneurship and protecting heritage and cultural values.

Over the last few decades, evolving tourism trends have led to a shift away from
the standardized mass tourism model popularized since the early postwar period, to
more individualistic creative tourism patterns, where visitors try to attain qualitative
experiences and gradually tend to become more concerned about brands (Gilbert,
1989; Manhas et al., 2014). Many scholars emphasize that creating brand can help to
insert a positive identity and illustration of a destination,making the destination better
recognized and easier to be advertised as a tourism product (Cai, 2002; Krajnović
et al., 2013).

In such a perspective the Silk Road regions may provide a contemporary branding
approach as an array of emerging destinations over the historic route that served as a
bridge between East andWest. Nowadays, the legendary Silk Road revives again as a
wide tapestry of rising tourism destinations and products, engaging numerous coun-
tries with rich natural and cultural heritage. Silk Road can thus be used as a unique
branding tool to further develop a broad variety of tourismpolicy goals (Kostopoulou,
2019). Silk Road tangible and intangible heritage, such as monuments, archeological
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sites and architectural complexes, arts,music, customs, traditions, clothing, lifestyles,
etc., if developed as an international brand connecting West and East, may attract
tourists to visit destinations, attaining a lot more excitement than on an ordinary
trip. Therefore, determining the concept of Silk Road destination, may offer great
opportunities for the expansion of the tourism industry, allowing to better conquer
new tourism markets (Kour, 2016; Douglas et al., 2001; Manhas et al., 2014).

This requires the efficient cooperation of chains of tourism resources, forming
networks of destinations located overmany regions and countries. In terms of tourism
regionalization, developing a transnational inter-regional network approach of desti-
nations could open up new tourism markets and economic opportunities within the
Silk Road areas. Regionalism can promote tourist cooperation among destinations
in order to create inter-regional tourism supply, that would eventually integrate the
sub-regional tourism resources of destinations. Furthermore, incorporating tourism
activities and resources into integrated polycentric networks can stimulate the collab-
oration and partnership among destinations, while also create opportunities for the
tourism industry to set the standard at the international level (Manhas et al., 2014).

In this paper we seek to discuss the concepts of cultural heritage tourism region-
alism and polycentric networking along Silk Road areas, to highlight the need for
the systematic organization of tourism intelligence and a common methodological
Silk Road approach, enabling country-specific, yet comparable tourism analysis
of emerging Silk Road destinations. Introducing a regionalism and polycentricity
networking approach for Silk Road tourism development may help to improve inter-
regional and international cultural heritage tourism synergies to support sustainable
destination management and offer a dynamic potential to local tourism business.
Undertaking the term of tourism networks that exhibit the characteristics of linkages
within the Black Sea area among destinations, we take into consideration for our
research the traditional bazaars as Silk Road cultural heritage assets, considered as
nodes for the regionalization of tourismdestinations through cultural heritage tourism
polycentric development. The researchmethodology of this conceptual study is based
upon secondary data on Silk Road heritage as an international tourism prospect,
collected from different sources i.e. articles, reports, books, journals, magazines,
internet documents, websites and other online sources. The case of a Black Sea
cultural heritage tourism network based on a specific category of Silk Road cultural
assets, the urbanbazaars, is used to highlight the emergence of the proposed approach.

2 Silk Road Overview

Silk Road is widely recognized as a historical vast trade network, the longest and
oldest trading route in the world, consisting of land routes, many of them in the form
of caravans, and maritime routes of sea trade, that linked the great civilisations of
the East and the West (Map 1).

Early activities along the Silk Road are generally believed to have started during
the Chinese Han dynasty (206 B.C.–A.D. 220), stimulated by the mission to the
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Map 1 The old silk road Source China discovery, silk road maps collections https://www.chinad
iscovery.com/china-silk-road-tours/maps.html

West of the Chinese ambassador Zhang Qian (138–139 B.C.). However, the route
was already several thousand years old by then, when Alexander the Great from
the ancient Greek kingdom of Macedonia, followed much of it during his eastern
conquests (Green,1991; Hammond, 1989; Kostopoulou et al., 2016). For many
centuries valuable Chinese silk, spices, handicrafts, precious stones and minerals,
porcelain, and other goods were transported to Europe, while China received gold
and other precious metals, glass and many other products from the west (Stano-
jević, 2016). Hence, the Silk Road has not only been a trade route, but also a bridge
for contact between people and civilizations promoting cultural, religious, lingual
and information exchanges among the flourishing economies of China, Persia, India,
Arabia, Greece and Rome. The historic Silk Roadmeant connections and challenges,
but also safe long distance travelling (Wojciech, 2006). Many cities were built along
the Silk Routes, originally founded as small transportation gateways, then gradually
turned into major trade and exchange centers (Vasiliev & Shmigelskaia, 2016).

The term Silk Road ‘Die Seidenstraße’ was first introduced in 1877 by the
German geologist and geographer Ferdinand von Richthofen (1833–1905) (Chin,
2013), deriving its name from the silk first exported from China, considered to be
an especially expensive and highly valuable product at the time. Richthofen laid the
foundation for a whole direction of historical research, which later became interdis-
ciplinary, since the subject of analysis concerns the processes of cultural, economic
and political interaction of states along the Silk Roads (Kylasov, 2019). It should be
noted that Richthofen also used the term “Silk Roads” in the plural for routes both

https://www.chinadiscovery.com/china-silk-road-tours/maps.html
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east and west (Waugh, 2007). Other scholars and explorers added further detail by
gatheringmanuscripts, artefacts and artworks, providing unique insights into some of
the multivalent, multi-directional flows and networks of a pre-modern world system
(Winter, 2020).

Today the Silk Road covers a vast geographical area and a large number of coun-
tries, heterogeneous in their economy, politics, society and culture. The areas along
the Silk Road have a multidimensional character, as they include a multitude of
interconnected aspects, such as natural and artificial barriers, as well as cultural,
social, economic and political interactions. Given this reality, a significant number
of regional tourism development goals can only be effectively addressed through
successful collaborative processes, which require continuous networking, collabo-
ration and integration between different entities (EC, 1999, 2011), based also on the
regionalism concept.

3 Literature Review

3.1 Overview of the Concept of Regionalism

Regionalism as a cognitive example and a new type of scientific thinking, utilises the
term region and its derivatives explaining the essence and principles of cooperation
between national and global (supranational) levels of world organization (Tolpakova
& Kuchinskaya, 2015). The term “regionalism” refers to a set of ideas, values and
policies aimed at forming a region, or it can mean a type of world order, while in the
first sense is usually associated with a regional project or organization (Soderbaum,
2016).

According to the academic literature, regionalism may be distinguished in two
eras. First, the early 1950s and 1960s that were largely inspired by the early successes
of European integration and the growing popularity of dependency theories, with an
emphasis on collective autonomy in the greatest part of the ThirdWorld. The second,
also known asNewRegionalism, can be traced to themid-1980s and is usually closely
linked to the evolving forces of economic liberalization and globalization (Ruland,
2001). New Regionalism approaches underlined the importance of non-state actors
in a more multidimensional and pluralistic way (Söderbaum, 2015), claiming that
there are no ‘natural’ regions, but these are made, remade and unmade, intentionally
or non-intentionally, in the process of global transformation, by collective human
action and identity formation.

The scientific concept of regionalism in its contemporary dimension thus elab-
orates the objective processes of formation of large multidimensional areas and
other territorial communities (e.g. supranational groups, regional and intra-country
communities) that have a common cultural code, seeking the most effective use of
internal and external development factors (Dergachev, 2008). Modern ideas about
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the region as a form of spatial organization created by integration processes in inter-
national relations, are limited to the problem of forming a new (global) compar-
ative regionalism, developing as a modern version of multipolarity. Having been
formed “from bottom up”, it contains elements of spontaneity and autonomy of
its actors and seeks to implement the ideas of open regionalism that are compat-
ible with economic interdependence. Being multidimensional, the modern region
includes economic, environmental, social, political and other dimensions, as well as
non-state and sub-national bodies (Hettne et al., 1999).

As a result of the above, the outcome of regionalism is regionalization, where
regionalization of a geographical area is considered as a consequence or an objective
process resulting from the historical, political, socio-economic, administrative and
cultural development of a particular territory (Shopova, 2017). Moreover, regional-
ization is based on the notion that regions are important geographical entities that
should foster endogenous growth and thus create stronger regions and stimulate
development and cohesion (Camagni & Capello, 2013).

As Shopova (2017) claims, tourism regionalization or zoning plays an important
role in tourism management, forming regional structures as a result of various terri-
torial typologies. According to this latter, regionalization can also be considered as
a territorial classification according to certain criteria (e.g. production, demography)
and indicators (e.g. labor, population, urbanization) that are similar to a given terri-
tory. Therefore, tourism regionalization refers to a modus operandi of inter-regional
cooperation, integration and cohesion that creates a regional space. In the most basic
sense, it may mean no more than a deepening or widening of activity, trade, people,
ideas at the regional level (Fawcett, 2005:25).

The emergence of Silk Road tourism is a typical example for inter-regional
cooperation among neighboring countries, aiming at transforming the advantages
of geographical proximity and tourism complementarity into practical cooperation
and joint development, as well as reference to a heritage of common cultural values,
mixed with a highlight of principles of pragmatism and flexibility (Grimmel & Li,
2018, Long & Xu, 2017). Therefore, the Silk Road vast geographical area, vaguely
defined based on historical knowledge, could be regionalised into tourism regions
with specific distinct characteristics, e.g. Central Asia, Black Sea, Mediterranean,
for better analysis and research. Traditionally, knowledge of the Silk Road and its
tourism assets have focused on an area ranging from China to Istanbul in Turkey, the
so-called ‘Classic Silk Road’. In 2016, the United Nations World Tourism Organiza-
tion (UNWTO) in collaboration with the European Commission (EC) launched the
Western Silk Road (WSR) Tourism Development Initiative, a joint tourism project
focusing on the impact of the Silk Road also on European destinations (UNWTO,
2017). The WSR Initiative aims at revitalizing the Silk Road heritage located in the
European region, from the Caspian Sea, around the Black Sea and along parts of the
Mediterranean basin, where sub-regions may be further identified.

ForSilkRoad tourism tobe successful, itmay incorporate a comprehensive region-
alization logic and encourage the voluntary involvement of targeted states and/or
regions by providing a comprehensive framework for cooperation (Qoraboyev &
Moldashev, 2018). Getting in depth, paraphrasing Teye (1988), tourism development
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at the regional level means that regions must work together and integrate attractions,
capital, infrastructure, natural and human resources to serve the domestic and interna-
tional (inter and intra-regional) tourism sector. Since this typically refers to extensive
geographical areas, the polycentricity concept is introduced as a newmethodological
approach in the development of cultural tourism networks.

3.2 Polycentric Tourism Networks

In spatial terms, a network is defined as a set of items, called vertices or nodes,
with connections between them, called edges or links describing whether the nodes
are interconnected or not (Boccaletti et al., 2006).Tourism as a socio-economic
phenomenon has spatial dimensions characterised by three elements, the place of
origin, the destination (attractions) and the links between them (Tang&Li, 2016) that
form spatial connections creating interactions among the nodes. Tourism networks
are viewed to function as systems which can organise and integrate tourism destina-
tions, creating benefits for the stakeholders involved, enhancing destination perfor-
mance and quality (Żemła, 2016; Zach & Racherla, 2011). Tourism networking may
be expressed as the cooperation among destinations, their local authorities, tourism
stakeholders, local societies e.tc. that favors the competitiveness of the destination,
as the tourist area is expanding boundaries within the network.

According to Gaman et al., (2017), the lack of effective tourism planning led to
polarisation phenomena, where tourism flows were mainly oriented towards popular
destinations and thus, the rest of territory did not receive the adequate amount of atten-
tion. However, tackling down territory disparities, brought to surface the definition of
polycentricity or polycentric development, aiming at territorial cohesion, economic
performance and tourism development through establishment of functional spatial
cooperation, taking into account the socio-economic relations between settlements.

Polycentric spatial development involves numerous and varying definitions
(Lambregts, 2009). In a narrow, literal sense, the term refers to a spatial unit that
consists of more than one centre (Brezzi & Veneri, 2014; Schmitt et al., 2015).
According to Riguelle et al. (2007), an area is polycentric if its population or employ-
ment is not concentrated to a substantial extent in one single centre. Polycentricity,
is a concept that encourages regions and cities working with neighboring territories,
to explore common strengths and reveal potential complementarities (Cowell, 2010;
Meijers, 2008; Nordregio, 2005) bringing added value that cannot be achieved by
the individual regions and cities in isolation (ESPON, 2016).

Polycentricity as a multi-scalar concept (Rauhut, 2017) has been put to a wide
variety of different uses at different spatial scales (You, 2017), urban, regional,
interregional, national and international, also with regard to the cross-border issue
(ESPON, 2013). On a regional scale, polycentricity often refers to the development
of functional relationships within a network of cities, reflecting the fact that cities
establish some forms of cooperation or interaction with their neighbors (usually
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labelled as ‘city region’) (Dembski, 2015; Evers and de Vries, 2013; Hall & Pain,
2006), with common characteristics.

In the growing body of literature on polycentric spatial configurations, polycen-
tricity has two dimensions, focusing on two aspects, the size and distribution of
cities in polycentric regions (morphological dimension) and their interrelationships
(functional dimension) (Brezzi & Veneri, 2014; Burgalassi, 2010; Burger &Meijers,
2012; Finka & Kluvánková, 2015), which may reflect “multidirectional flows”, such
as economic, cultural, trade (Burger et al., 2014; ESPON, 2013; Davoudi, 2008), as
well as travel, social visits and leisure trips (Hewings & Parr, 2007; Parr, 2005).
The morphological dimension focuses on the characteristics of nodes, basically
addressing the rank-size classification of the urban centres in the network, the territo-
rial distribution or location of the urban centres within the network, and their connec-
tivity (Burger &Meijers, 2012; Lambregts & Kloosterman, 2006; Meijers & Burger,
2010; Parr, 2004). Within the functional dimension the focus lies on the level and
spatial distribution of inter-dependencies between the urban centres (Schmitt et al.,
2015). Functional specialisation is an important dimension of polycentricity as it is
these functions that make cities or areas different from each other produc the flows
necessary for economic and political integration (Nordregio, 2005).

Cultural heritage assets can be represented as a variety of nodes on a network,
providing cultural interaction spaces andmay focus on a certain theme (Radosavljević
et al., 2019; Chun & Bin, 2008). Cultural heritage networks can therefore be defined
as mechanisms for the conservation and protection of cultural heritage, encouraging
tourism cooperation of all actors and authorities involved in the tourism sector. The
promotion of interactions between areas can lead to functional synergies, offering
enriched tourist products to visitors. Developing cultural heritage tourism networks
along the Silk Road stands on the idea to put collectively a range of destinations,
activities and cultural assets under an integrated theme, and thus encourage industrial
prospect with the growth of auxiliary products and related services (Greffe, 1994 in
Kour (2016)).

This paper focuses on the morphological polycentricity approach, meaning the
analysis of the nodes (specific Silk Road heritage assets), their attributes and inter-
actions. According to Limtanakool et al. (2007), the node-attribute approach focuses
on the concentration of activities or functions in a node, and it is considered that
the largest concentration of functions e.g. products, facilities, and services one node
concentrates, themost important is its positionwithin a network. The paper considers
a specific category of Silk Road cultural heritage assets, the traditional urban bazaars,
as nodes of the morphological tourism polycentric network. The Silk Road bazaars
with common typological and morphological characteristics, e.g. traded products
linked with the Silk Road cultural heritage, are represented as nodes on interregional
tourism networks that denote a topological structure taking under consideration
spatial functional linkages between the nodes.
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4 Silk Road Bazaars and Old Traditional Markets

Bazaars are considered among the most typical Silk Road cultural heritage assets.
The word “bazaar” is derived from the ancient Persian word “Waazaar” (Porushani,
1995 cited in Assari et al., 2011:21). Historically, agora, forum and bazaar, basilica
and bedesten, kaisariya and tcharshi, souq, khan and stoa, indicate architectural
and urban typologies which were developed in order to accommodate production,
exchange and distribution of goods in different civilizations that succeeded one
another (Yerolympos, 2007). Silk Road bazaars were formed along the caravan
routes, where caravans stopped for rest and overnights in the caravanserai, khans,
etc. way stations, built with the aim of providing a secure and comfortable journey
for travellers. Bazaars are known as the marketplaces or assemblage of shops where
a variety of goods, domestic animals and services were displayed to buy and sell. Out
of the spontaneous trade places that appeared, later forming constant bazaars, often
suburbs developed as settlements that gradually evolved into villages and cities.

Usually bazaars had specialized sections of various land uses and functions, like
silver and gold sellers, leather, shoes, bags, carpet sellers, wooden works, glass and
mirror sellers, silk, cotton, copper sellers and many others (Pourjafar et al., 2012),
while the central area was also hosting the gathering of other public activities such as
social services, administration, trade, arts and crafts and baths (Assari et al., 2011).
Therefore, bazaars were more than local markets for the barter of traditional goods
and handicrafts, they were also marketplaces where national and international trade
was conducted (Pourjafar et al., 2012).

The urban bazaar was part of the public street network as a unique place in the
city to function as a market, and it was organized according to professions, guilds
and corporations (Geist, 1989 cited in Yerolympos, 2007). In architectural terms,
the urban bazaar was a covered public passageway surrounded by shops and stores
in two sides (Assari et al., 2011). Comparison of the bazaars along the Silk Road
shows many similarities in terms of types and elements of spatial and architectural
configuration, social network, proportion parameters and function in their various
traditional urban spaces (Pourjafar et al., 2012). However, the typologies of these
trade places varied between East and West (Yerolympos, 2007).

Nowadays, traditional bazaars, are part of the contemporary urban fabric, endowed
with cultural and functional uniqueness and authenticity. Compared to typical shop-
ping centres, traditional bazaars in modern cities are more than just a retail environ-
ment, including activities such as baking, sewing, shoe making, metal smithing and
so on, since most of the goods are often produced within the bazaar. These activi-
ties create an active, enlivened environment designed to strike the senses, attracting
consumers and visitors that wish to learn how handmade goods come about in small,
private retail stores, possessing quality and local identity (Najdjavadipour, 2011).
Another distinctive morphological element of traditional bazaars is the mix of indoor
and outdoor space, by the use of courtyards, often beautifully landscaped. Moreover,
bazaars are pedestrian-oriented, offering an exclusive shopping promenade expe-
rience, that keep visitors occupied and entertained in the dense web of shops and
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corridors. Traditional bazaars, as spatial, architectural and functional ensembles,
could indicate new tourism destinations, combining entrepreneurial opportunities
through polycentric networking and synergies.

5 Methodological Approach

The main aim of this paper is to identify morphological elements and functional
values incorporated in the form of bazaars and traditional markets polycentric
networks. The methodological approach used for the research is a descriptive-
analytical method, based on qualitative and quantitative data. Qualitative data were
collected on citing historical and objective observations, using a plethora of docu-
ments and indexing, i.e. articles, reports, books, internet documents and other online
sources, while quantitative data were based upon a classification system of bazaar
trading activities.

Based on secondary research, the identification and analysis of themain bazaars is
performed on regional and inter-regional level. The data was organized in an inven-
tory according to the bazaars’ attributes. All bazaars/traditional markets under study
with their traded products are recorded and classified following a regionalization
pattern, on the basis of the following territorial units: Country, NUTS I II (Regions)
(Nomenclature of territorial units for statistics), and LAU I (Local Administrative
Units) (Municipalities). Then, the bazaars with products and attributes connected to
the Silk Road culture are selected.

In order to filter the bazaars under investigation, the methodological step implies
the identification of the products connected to the Silk Road cultural heritage to be
included in the final inventory. For this research the following products or trading
activities in traditional bazaars related to Silk Road culture are considered for anal-
ysis: spices, tobacco; fabric and textile products, silk, cotton; clothing and acces-
sories; carpets; gold/silver jewellery and goldsmiths/silversmiths articles; leather
works, shoe, purse; wooden works and carpenters, furniture; glass and mirror;
antiques; copper makers and sellers, metal works, iron works. The bazaars with
an increased abundancy of traded products linked to the Silk Road heritage are clas-
sified as main nodes within the potential polycentric functional networks. These
nodes are considered as Silk Road bazaar destinations of high-level hierarchy, with
major interregional and regional impact in the network. The bazaars with less traded
products connected to the Silk Road are classified as nodes with local impact in the
network.

The Black Sea region is the area selected to highlight the proposed methodology,
as a sub region of the Western Silk Road (UNWTO, 2017). The Black Sea region,
at the crossroad between East and West, is a developing tourist destination that
presents slow, yet steady growth within the global tourism market (UNWTO, 2019).
The Black Sea countries Silk Road are endowed with significant cultural and ethnic
diversity, rich historical and architectural heritage that shape a unique tapestry of
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diversified communities, languages, cultures and religions, as potential exclusive
poles of attraction for tourists (Dimadama & Chantzi, 2014).

For the present analysis, ENI CBC Black Sea Basin Programme eligible areas1

in Greece, Bulgaria and Turkey have been selected as study areas, based on the
criterion of cross-border tourism development potential. For the application of the
methodology introduced several criteria are prescribed:

• The study areas selected consist of theNUTS IIRegions ofCentralMacedonia and
of Eastern Macedonia and Thrace in Greece, the NUTS II Regions of Severoiz-
tochen andYugoiztochen in Bulgaria and the NUTS II equivalent regions of TR10
(İstanbul) and TR21 (Tekirdağ, Edirne, Kırklareli) in Turkey.

• The selectedRegions are neighbouring and accessible by road and/or rail transport
for further cross-border cooperation in tourism development.

• The LAU I equivalent spatial entities are considered for Municipalities and as
sphere of influence the urban and rural areas within their boundaries.

• The bazaars/traditional markets are considered as nodes of the networks.

The research adopts a twofold perspective, addressing both the regional level (sub-
regions defined in each country) and the inter-regional level (sub-regions networking
across Greece, Bulgaria and Turkey). The main aim of the research is to support
building polycentric tourism networks based on the bazaars as Silk Road cultural
heritage assets. The ultimate goal is to propose various polycentric tourism networks
with potential for functional specialization in order to further establish a unified ‘Silk
Road’ bazaar brand name and improve the performance of cross-border regional
cooperation in cultural heritage tourism.

6 Silk Road Cultural Heritage Polycentric Tourism
Networks in the Study Area

Within the study area, there is a plethora of urban and rural bazaars and traditional
markets, with similar attributes concerning the products sold, as well as typological
and morphological characteristics. In this research, urban bazaars and traditional
markets with linkages to the Silk Road cultural heritage are identified, located over
the selected study regions within the three countries. The bazaars identified are then
mapped and classified in tables, and finally represented in graphs as nodes on the
proposed polycentric bazaar functional networks with interregional and local impact.

1https://blacksea-cbc.net/programme/eligible-areas/.

https://blacksea-cbc.net/programme/eligible-areas/
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6.1 Identification of Urban Bazaars Over the Study Areas

Some indicative examples of bazaars and traditional markets within the study area,
with the above mentioned characteristics are presented below.

Bedesten of Thessaloniki, Region of Central Macedonia, Greece

Historically, the city of Thessaloniki has been an important hub on the major land
and sea routes between East and West. The Bedesten covered market of Thessa-
loniki, located in the central urban core, was traditionally a point of reference for the
commercial life of the city, the shopping center that defined the urban planning of the
market area (Cezar, 1983; Falmpos, 1961), where imported and non-imported goods
were safely stored and sold, mainly luxurious textiles and fabrics, precious stones,
metals, gold, silver and jewelery (Kuran, 1968). Thessaloniki Bedesten, dates back
to the “classical” era of Ottoman architecture and is a listed monument. Located in
the heart of the old Ottoman market, which is also a listed historical area, Bedesten
is a lively, popular market with small shops with jewellery, textiles, fabrics and local
products, attracting locals and visitors.

Old Market of Komotini, Region of Eastern Macedonia and Thrace, Greece

The city of Komotini, an important regional hub, is seat of the Region of Eastern
Macedonia and Thrace and a node of geopolitical importance between Greece,
Bulgaria and Turkey. The Old Market of Komotini. located in the city centre, dates
back to the Ottoman era, and retains the morphological and typological character-
istics of oriental spatial patterns, designated as a historic place under special state
protection, Among the main characteristics of the traditional market are the alleys
and narrow streets, the one or two storey buildings and the small shops with local
products, such as spices and herbs, nuts, textiles, jewellery, coffee, syrup sweets,
traditional delicacies, antique stores, clothes and shoes, while also tin and copper
smiths, tailors, knives and textile merchants.

Kapaliçarsi, Istanbul, Istanbul Subregion, Turkey

The Kapaliçarsi or Covered Bazaar or Grand Bazaar, is one of the main markets and
tourism attractions of Istanbul. It is a labyrinth complex of two bedestens built in the
fifteenth century, the Cevahir and Sandal Bedestens, that became the hub of Istanbul’s
commerce, where numerous stalls and shops were built and gradually roofed.2 The
streets of the covered bazaar are named after its artisans, i.e. silk-thread makers
(kazazcilar).3 The building complex, hit by many fires and earthquakes, consists of
over 3000 shops and 61 streets including wells, fountains, mosques, cafeterias and
restaurants. In the bazaar there are many traditional items and products, e.g. antiques,
copperware, icons, mirrors, water pipes, clocks, old coins and jewellery, traditional
sweets, spices and herbs.

2http://www.turkishculture.org/architecture/bazaar/the-covered-bazaar-98.htm.
3https://archnet.org/sites/3472.

http://www.turkishculture.org/architecture/bazaar/the-covered-bazaar-98.htm
https://archnet.org/sites/3472
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Bedesten of Edirne, Tekirdağ Subregion, Turkey

The Bedesten is the oldest of Edirne historical bazaars dating back to 1418, built
after the completion of the Old Mosque. In the Bedesten a variety of valuable goods
were sold including gold, jewellery, weapons, and carpets. Caravans of traders from
Persia arrived to Edirne to sell their merchandise and buy local products, and then
continue their journey to the Balkans. Europeanmerchants who visited the Bedesten,
returned home with beeswax and leather products, silk from Bursa and wool from
Ereğli. The Edirne Bedesten now comprises 36 rooms for merchants located along
two streets inside the building and is roofed by 14 domes and a row of shops around
the external facade.

Central outdoor market, Varna, Severoiztochen (Northeastern) Region, Bulgaria

The outdoor market is located in the central part of Varna, between Dr. Piskyuliev,
Drin and Angel Kanchev streets. It is the largest outdoor market in Varna, where the
main local products traded are seafood products, meat, agricultural products, spices
e.tc. There are also jewellery shops, accessories, flower shops, e.tc.

Sozopol Old Street Market, Yugoiztochen (Southeastern) Region, Bulgaria

Sozopol is the oldest town in Bulgaria, founded in 610 BC as a Hellenic colony.4

The Old Town of Sozopol is an architectural reserve and the most popular tourist
attraction on the Bulgarian Black Sea coast. It features narrow stone laid streets,
with tiny sidewalks, churches, antique houses, of small hotels, galleries, restaurants,
souvenir shops and street vendors and performers.5 Among the main products sold
in the Old Street market area are food products, paintings, candles, household items,
pottery, metal and copper items. The majority of the shops are low-rise, wooden
small shops, following the architectural typology and morphology of the Old Town.

6.2 Mapping of Urban Bazaars Over the Study Areas

See Map 2.

6.3 Classification of Urban Bazaars Over the Study Areas

See Table 1.

4https://www.europeanbestdestinations.com/destinations/sozopol/.
5https://www.myguidebulgaria.com/attractions/the-old-town-of-sozopol.

https://www.europeanbestdestinations.com/destinations/sozopol/
https://www.myguidebulgaria.com/attractions/the-old-town-of-sozopol
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Map 2 Case study areas with bazaars/traditional markets connected to the silk road cultural
heritage. Map background: Google Maps, authors’ elaboration

6.4 Visualisation of Bazaars Polycentric Tourism Networking
in the Study Area

In the following graphs, examples of potential polycentric bazaars’ networks are
presented. The bazaars identified are considered as the nodes of the potential poly-
centric tourism networks. Functional links between nodes are based on the existence
of a main Silk Road product, as an example the silk textiles, featuring on regional
level (Graphs 1, 2, 3) and copper items on interregional level (Graph 4).

6.5 Discussion

The case study research over the selected Black Sea areas identified a complex
system of urban destinations that have the potential of connectivity through their
bazaars as Silk Road cultural assets, for the development of functional relationships
for cultural heritage tourism development. According to the theoretical analysis, the
contribution of traditional local products connected to the Silk Road heritage could
act as a lever to local development, since through their link to the culture, history,
customs and traditions of the region, they signify a local identity. In conjunction with
the preference of consumers for quality tourism products, they can boost the region’s
popularity and attract visitors.
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Graph 1 Potential polycentric silk textile bazaars’ network in the NUTS II Region of Central
Macedonia and Region of Eastern Macedonia and Thrace, Greece

Graph 2 Potential polycentric silk textile bazaars’ network in the NUTSII equivalent Istanbul and
Tekirdağ sub-regions, Turkey
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Graph 3 Potential polycentric silk textile bazaars’ network in the NUTS II regions of Severoiz-
tochen (Northeastern) and Yugoiztochen (Southeastern), Bulgaria

Graph 4 Potential polycentric inter-regional copper bazaars’ network within the study areas
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Research results demonstrate that the selected regions under study in Turkey and
Greece are endowed with a significant list of Silk Road bazaars, while the list of
Bulgaria is rather limited. However, polycentric networking perspectives emphasize
the potential for cross-border cooperation on Silk Road cultural tourism develop-
ment. More specifically, on intra-regional and regional level, the analysis has proven
that there are many complementarities among the bazaars in terms of morphological
Silk Road characteristics. Bazaars and traditionalmarketswithin each region/country
present a significant plethora of traded products linked to Silk Road culturewithin the
study regions namely, Thessaloniki Bedesten and Komotini Traditional Old Market
inGreece, IstanbulKapaliCarsi andEdirneBedesten in Turkey,VarnaCentralMarket
and Sozopol Old Town market in Bulgaria. These bazaars and traditional markets
are classified as nodes of regional and inter-regional dominance due to their strong
morphological connection to the Silk Road cultural footprint. They are thus consid-
ered as main nodes of the potential polycentric networks although they do not share
the same list of traded products, and because of their impact in the wider area. The
rest of the bazaars are classified as nodes with local impact and they can be integrated
in various functional polycentric networks based on the traded product categories.
In this aspect, the potential of local and regional polycentric networks is relatively
high, increasing the opportunities for enhancing local bazaars as Silk Road tourism
destinations and for entrepreneurial synergies in tourism and commerce sector.

On the inter-regional scale, research results provided evidence that there is strong
differentiation among the bazaar characteristics. The bazaars in Greece and Turkey
are highly related because of the relevance of Silk Road traded products and the
common bazaar architecture typology. However, the degree of interdependence
among the bazaars throughout the study area, appears to be rather limited in the
case of Bulgarian bazaars and traditional markets, nevertheless functional relation-
ships exist. The research displays bazaars with traded products linked with the Silk
Road cultural heritage that can stimulate networking with other regions. Although
these relations are not numerous, they are significant in terms of tourism devel-
opment potential. Further research that would include including more regions and
countries is expected to support the research’s findings with regard to the polycen-
tric inter-regional functional networking towards cross-border tourism development.
Cross-border, inter-regional and/or transnational Silk Road bazaar networks over the
study areas may prove to be typical examples to highlight the benefits of polycentric
networking on the productivity and efficiency of tourism business activities within
the networks. Furthermore, Silk Road bazaars’ inter-regional networks could provide
additional support especially for peripheral destinations, e.g. Silk Road bazaar circuit
tourism packages designed also to reduce spatial tourism inequalities.

7 Conclusions

The present paper focuses on the cultural and tourism value of the Silk Road bazaars
and traditional markets as Silk Road cultural assets in the Black Sea area. The main



758 S. Kostopoulou et al.

aim is to identify the bazaars connected to the Silk Road cultural heritage in the
study area, and highlight their significance as tourism destinations of local, regional
and inter-regional scale. The ultimate goal is to propose polycentric Silk Road
bazaar morphological and functional networks and promote cross-border collab-
oration opportunities, through featuring new Silk Road tourism destinations and
products.

Although bazaars are included in the tourism attractions lists as places to visit,
there is limited research on their potential as Silk Road tourism products, offering
an intriguing and rather unexplored field of academic study. However, Silk Road is
a complex tourism system, on various spatial scales (international, national, inter-
regional, regional, local) and thus, it is necessary to be systematically organized. In
order to develop a common methodological Silk Road approach enabling country-
specific, yet comparable Silk Road tourism analysis, the concepts of regionalism at
the inter-regional level and polycentricity at the intra-regional and regional levels are
implied, as a modus operandi for regional cooperation, integration and cohesion.

To achieve the formulated objectives, this paper assigns the following tasks: (i)
delimitation of the study area; (ii) identification of the urban bazaars connected to
the Silk Road cultural heritage within the study area; (iii) collection of information
and data on their typological characteristics and traded products with connection
to the Silk Road; (iv) classification of urban bazaars and creation of a Silk Road
bazaar morphological inventory; (v) visualization of the potential polycentric bazaar
networks based on the Silk Road cultural heritage.

One of the main difficulties of the research was the demarcation of the bazaars
connected to the Silk Road, due to the differences on typological and morphological
bazaar characteristics amongcountries and regions. Furthermore, the lackof available
information in English about bazaars facilities and functions, as in most cases all the
informationwas in the country’s/region’s native language,was a significant hindrance
for the analysis.

The research analysis findings showcase the plethora of bazaars in the study area
as Silk Road cultural tourism resources. These resources feature the potential of
enhancing alternative tourism destinations with a unified ‘Silk Road’ brand name,
promoting an authentic experience for tourists and share the way of life of local
communities. Furthermore, results clearly show the polycentric networking tourism
potential based upon the Silk Road bazaars through numerous opportunities for
entrepreneurial synergies across the study area.

The development of collaboration synergies between bazaar and tourism
entrepreneurs involved within the study areas is expected to have a major impact
on reinforcing interregional cultural and economic relations. Furthermore, research
has clearly spotted the opportunity for further developing tourism by using Silk Road
bazaars as key tourist attractions for promoting cross-border synergies among local
communities over the Black Sea Basin region.
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