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Tourists are increasingly seeking authentic experiences, and
in the framework of authenticity, cultural and natural heritage
have become a significant focus (Duffy, 2009; Mandi¢ &
Petri¢, 2021; Mandi¢ & Kennell, 2021). According to
Timothy and Boyd (2003), for some, a visit to a heritage
destination or site provides a sense of pleasant escapism,
while for others, it may be a quest for knowledge or a
complex amalgam of different social, cultural or leisure
oriented-motivations. Successful heritage destinations will be
in the “process of continuous reinvention of their imagined
pasts” in response to the changing nature of tourism demand
(Ashworth, 2009). Acknowledging the challenges associated
with the development and management of sustainable and
resilient heritage destinations, this edition of the Cultural
Sustainable Tourism is divided into the three significant parts
to reflect on (1) Sustainable environment: geography and
tourism, (2) Social and economic impacts, and finally
(3) Policies and mechanisms for heritage preservation.

Tourism is dependent upon a healthy and preserved
environment; therefore, it should ally itself firmly with the
concept of sustainable development (Butler, 2000).
Nevertheless, in the last two decades, tourism progress
towards this goal has been minimal (Sharpley, 2020). Driven
by deregulation, globalisation, and the neoliberal capitalist
system, massive tourism growth has become a critical
challenge for many tourism destinations as the symptoms
associated with over-tourism become more and more
pronounced (Peeters et al., 2018; UNWTO, 2018). As a
society, we are growing awareness of how a sustainable
future of tourism requires the fundamental rethinking of the
consumption and the production processes within the entire
industry (Higgins-Desbiolles, 2020; Higgins-Desbiolles
et al., 2019). This means paying greater attention to the
health of ecosystems, economies, and communities while
transforming personal patterns of behaviour by committing to
more responsible acts and choices (Programme, 2020;
Becken & Loehrn, 2022).

The first part of the Cultural Sustainable Tourism edition,
titled Sustainable Environment: Geography and Tourism, is
organised into five chapters . Within Chapter “Re-looking

Through Ian Mc Harg’s Perspective on Landscape Planning:
Watershed Management of Cultural Landscapes of Orchha,
Madhya Pradesh, India”, Ramani employed the holistic
approach to the sustainable development of the city’s cultural
landscape while critically examining water resources
management. The comprehensive analysis conducted in
Madhya Pradesh, India, using Ian McHarger’s framework
revealed critical challenges which should be addressed to
ensure sustainable development and prevent the degradation
of the water resources. La Ghezza (Chapter “Heritage
Tourism: The Case Study of I Benedettini (BARI)”)
discussed the notion of traditional values and modern
lifestyles and how they convey the concept of
community-based tourism. The study focused on the
intersection between communities, economic development
and conservation of heritage and delivered several valuable
suggestions on how to market such destinations and
businesses efficiently. Within Chapter “From the Paradise
of Beit Shean Valley to the Contested Landscape of the
Valley of Springs; Water Amenities, Environmental Justice
and Sustainable Development”, Mozes explores the role of
the natural heritage in the process of regeneration of Beit
Shean Valley in Israel. Waster and natural resources are
discussed as agents of social relationships and essential
substances. Through the lens of environmental justice, the
author proposes an alternative approach for creating a more
sustainable future in the region. Martins (Chapter “Religious
Tourism During the COVID-19 Period: The Case of Our
Lady of Agony Festival, Viana do Castelo, Portugal”),
reflects on the impacts of the COVID-19 pandemic on
religious tourism development in Viana do Castelo. The
analysis confirmed the resilience of this niche tourism form
and delivered an extensive discussion of managerial
implications. Within Chapter “Visitors’ Perception of
Tourist Attractions in a Green Protected Area: The Case
Study of the Peneda-Gerés National Park”, Martins focused
on visitor perception of tourist attractions in the
Peneda_Geres National park in Portugal. The author
employed netnographic approach and conducted an
extensive analysis of TripAdvisor review over the three
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years. The content analysis provided new insights into the
visitor experience constituents and factors affecting visitor
satisfaction and future behavioural intentions.
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Sneha Ramani

Abstract

Orchha uplands in central India, once the capital of the
Bundela Rajputs from 1531 to 1783, and now in Madhya
Pradesh, India, is facing increasing pilgrimage and
tourism pressures. The protected monuments of the
region are only a part of a complex multi-layered cultural
landscape heritage of the setting—the importance of the
Orchha is not limited to its architectural heritage, but also
encompasses its environmental and landscape heritage.
The environmental heritage of Orchha includes—the
Orchha Sanctuary, the braided Jamni and Betwa River.
During the course, the Betwa and Jamni River carve
interesting geological forms like rocky outcrops, rapids,
etc., adding to the leisure value of the setting. The Orchha
Sanctuary forms a habitat for many species of reptiles,
mammals, and birds, making it a must-visit destination
for nature lovers. The urban development of Orchha and
its adjoining villages, owing to the cities pilgrimage and
heritage value, requires a holistic approach to the
sustainable development of the city's cultural landscape
while critically examining the management of water
resources. The idea of the study was to comprehend the
tourism pressures of the region and propose a holistic
conservation framework (using Ian McHarg’s framework,
as presented in Design with Nature book) based on
managing and protecting the water-dependent cultural
landscape. The extent of the region selected for our study
aligns with the watershed basin of the rivers Betwa and
Jamni. The grounded conjectures of Orchha from site
readings, mappings, and interviews of water resources
revealed issues about pollution, groundwater degradation,
degradation of vegetation, habitat fragmentation, etc. This

S. Ramani (IX)
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understanding helped identify the potential areas of
intervention to ensure sustainable development and
prevent the loss of essential water resources.

Keywords

Watershed management ¢ Cultural landscape ¢ Water
resources * Sustainable development ¢ Environmental
heritage

1 Introduction to the Study

The region is known for its religious and heritage signifi-
cance, as it happens to be a stop for the Kawad yatra. The
city of Orchha, highlighting the magnificent heritage and
architecture of the Bundelas, has temples and monuments
surrounded by woody forests. It has monuments like
Jahangir Mahal, Chaturuhuj Temple, Ram Raja temple, Raja
Mahal, and Lakshmi Narayan Temple. Further, the region is
also known for its environmental heritage of Orchha,
including—the Orchha Sanctuary, the braided Jamni, and
Betwa River. The rivers also add leisure value to the setting
as it has interesting geological forms like rocky outcrops,
rapids, etc.

The region has tourists visiting the place all year round,
with the peak inflow of domestic tourists observed during
the month of January and that of foreign tourists observed
during October and November. Domestic tourists visit the
region for the purpose of religious pilgrimage. The region is
a significant tourist and pilgrim destination and is one of the
vertices of the Orchha—Khajuraho—-Bandhavgarh tourism
circuit. The influx of tourists within the city has also trans-
formed its population from a few hundred to more than 8000
residents within 20 years. According to the influx, one can
see this reflected in the investment pattern of the residents in
the hotel and leisure business (Kalinowski, 2016; Shrivas-
tava et al., 2020).

© The Author(s), under exclusive license to Springer Nature Switzerland AG 2022 3
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The study region aligns with the watershed basin of the
rivers Betwa and Jamni, within which the city of Orchha is
situated. Further, it has led to the increased attention of
locals and authorities to heritage and its preservation; how-
ever, it has also led to the degradation of natural resources
within the watershed region of the city. The study intends to
comprehend the tourism pressures of the region and propose
a holistic conservation framework, using lan McHarg’s
framework, as presented in Design with Nature book that is
based on managing and protecting the water-dependent
cultural landscape. To achieve this, the objectives of the
study are divided into three parts—(1) to understand the
religious, cultural, and environmental heritage of the region,
(2) to delineate and overlay the natural layers in order to
identify the ecologically sensitive areas with the delineated
region, and (3) to extract suitable sites for landscape
restoration for proposing appropriate conservation measures
within the setting.

Methodology of the study—The vegetation character
mappings were carried out on the field by collecting samples
and identifying visually similar sightings (both color and
textures were considered). The maps and drawings were
prepared using QGIS to delineate and overlay the region's
natural features. The village and city survey was conducted
to understand people’s livelihood dependency and culture. In
a similar manner, tourists interviews were conducted to
study their profile and their perceptions of the city. Further,
to collect data on natural, administrative, and cultural layers
and the nature of the region's development plans, Orchha
Administrative Offices were visited.

2 Design with Nature—lan Mc Harg’s
Perspective on Landscape Management

Ian Mc Harg laid down his theories of ecological planning
and contributed to the methodology of overlay analysis of
maps. This, eventually, led to the development of the ArcGIS
software, which is the basis of land use planning widely
across the world. Mc Harg addresses his theory of working
and designing with nature not only for social welfare but also
for ensuring public safety and endurance against nature.
A hydrologist, on the other hand, from his discipline, may
incorporate this theory of designing with nature, analyze a
terrain where groundwater is prone to pollution, and advocate
necessary measures to the welfare of the community.
Although here we see that the theory is scientific in approach,
the intention and purpose of conducting their practice are
backed up by a strong sense of compassion toward social
health and ecological health (McHarg, 1. L., 1969).

S. Ramani
3 Context

3.1 Regional Context

The intended study region, i.e., Orchha, a historic city nes-
tled on river Betwa, is a tourist destination in Madhya
Pradesh.

The Orchha upland is situated in the Tikamgarh district of
Madhya Pradesh state, India.

Orchha in central India, once the capital of the Bundela
Rajput from 1531 to 1783, and now in Madhya Pradesh, is a
case study of increasing tourism and pilgrimage at a heritage
site. (Sinha & Valderrama, 2014).

The study region comprises the town of Orchha and the
villages around Orchha, which extends into two adminis-
trative zones, which are the Tikkamgarh district, Madhya
Pradesh, and Jhansi and Lalitpur districts, Uttar Pradesh. (as
seen in Fig. 1).

3.2 Climatic Context

Orchha has a pleasant climate as its location is in the flat
terrains. It is a historic place; most tourists visit from
October to April, which are the comfortable months. The
region receives rainfall of about 900 mm every year (aver-
age). The monsoon winds come from the southwest winds
from the Arabian Sea. It lasts for about 3—4 months, during
which the river Betwa remains flooded. The region received
most of its precipitation in August, about 355 mm yearly.

Orchha has a warm and temperate climate. The region's
average temperature is about 34.6 °C, with May being the
warmest month and April being the driest month with
10 mm average rainfall. The region receives its lowest
temperature in January, which is 8 °C.

The region and its environs have a dry deciduous forest
with higher variation in diurnal temperature.

3.3 Hydrological Context

The Betwa is a river in Northern India and a tributary of the
Yamuna. It originates in the Vindhya Range just north of
Hoshangabad in Madhya Pradesh. R. Betwa flows northeast
through Madhya Pradesh and Orchha to Uttar Pradesh and
joins the Yamuna River. The river Betwa becomes the
lifeline of the city of Orchha and the Surrounding villages
and settlements.

The James River is a tributary, which meets the Betwa
River at Panchmaria. The two rivers and their conjunction
and confluence form the boundary of the Sanctuary.
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Fig. 1 Orchha city and its
surroundings

The extent of the basin of the watershed (as seen in
Fig. 2), which creates the region of our study, reaches Jhansi
in the North West, Babina cantonment in the South West,
Bharua Sagar village, fort and settlement in the North East,
Talbehat for and lake in the South East, to the reservoir in
the South.

4 Orchha—City

Orchha came into existence in the sixteenth century, when
accounting for the remote and challenging terrain of the
region, Rudra Pratap Singh shifted his capital from Garh
Kundar (48 km southwest of Orchha) to present-day Orchha.
The Bundela kings began building the town of Orchha, also

Fig. 2 Delineation of study area. Source author

ORCHHA
REGION

MADHYA PRADESH frr
J
Figure 3 : Orchha City and Surrounding Districts

known as the heart of Bundelkhand, in 1531. The citadel
island of the medieval Bundela rulers is situated on the
Betwa River. Until 1738, Orchha remained the capital of
Bundelkhand.

5 Infrastructure

Orchha has Indian Railways connectivity (as seen in Fig. 3)
with stations at Orchha, Arjar, and Teharka and sections like
Jhansi-Bhopal Jhansi-Manikpur. Its population is 11,511
approximately, with about 2049 households (Primary Cen-
sus Data Tables—Madhya Pradesh, 2011). The region has
rocky terrain with rocky outcrops and stony soil. The soil is
not fertile. Furthermore, as seen in Fig. 4, the region attracts
a similar proportion of domestic and foreign tourists.

The occupation pattern within the region comprises about
33% of people engaged in agriculture, 20-30% engaged in
small business and tourism-related activities, and about 20%
engaged in contractual labor. The city’s growth, Orchha, has
been observed along State Highways-37 toward Jhansi,
which is also the route taken by most pilgrims and tourists.

In the older part of the town of Orchha, untreated sewage
(0.80 MLD) and sullage are discharged into stormwater
drains. The town has 90% septic tank toilets, while 7% uses
the field and the remaining 3% uses the public toilets.

5.1 Heritage Significance

5.1.1 Cultural Heritage

The ruins and remnants in the form of the architectural
heritage of the Bundelas within the region picture and depict
their presence and connection with Mughals and their
influence. The significant palaces and temples are located in
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Fig. 4 Tourist population of Orchha

higher areas—Ilike a promontory—(greater than 225 m)
within the region like Jahangir Mahal, Chaturuhuj Temple,
Ram Raja temple, Raja Mahal, and Lakshmi Narayan
Temple. Other places such as mansions, smaller temples,
and plazas are situated on low heightened hillocks like
Raghuvamsani, Kanhaiyya mandirs, and Radhika Raman
(about 220 m). The reflections of the cenotaphs and ghats
can be seen in the river Betwa, accounting for its closer
proximity to the river. The visual relationship among the
buildings, less the street layout, is crucial in understanding
the visual order discerned in triangular yantras and circular
mandalas. (Sinha & Valderrama, 2014).

The city of Orchha has open spaces ranging from house
courtyards to the Betwa River ghats, with a different
character.

S. Ramani

Orchha is a crucial pit stop in the Kavad Yatra. Pilgrims
halt here and carry Betwa water to their destination.

The temple plaza acts as a platform for the rituals in
Orchha, a spillover space for pilgrims. Significant celebra-
tions like Navratri occur in the ground behind the temple;
however, the space is insufficient when the users are large in
number.

5.1.2 Environmental Significance

Orchha Sanctuary is situated between Betwa and Jamni
rivers in the erstwhile Bundelkhand region of Madhya
Pradesh. The two rivers and their conjunction and con-
fluence form the boundary of the Sanctuary. The Orchha
Sanctuary forms a habitat for many species of reptiles,
mammals, and birds, making it a must-visit destination for
nature lovers.

The total area of the Nature Reserve is 45.86 km?, which
includes both land and water bodies (rivers). It is just 19 km
from Jhansi in Uttar Pradesh. The altitude of Sanctuary
varies from 207 to 357 m above mean sea level.

Orchha Wildlife Sanctuary has about 200 bird species,
including in-house and migrant birds, which can be found
accounting for its location near the river ecosystem. Jungle
Bush Quail, minivet, stork, kingfisher, owls, woodpecker,
peafowls, peacocks, swans, black swan, geese, collared
scops owls, and many more can be observed within the
Sanctuary environs. Further, faunal species such as Jackal,
Nilgai, peacock, blue bull, wild pig, slot bear, and other such
species can be spotted within the Sanctuary (as seen in
Fig. 5, which highlights spotting of some fauna within the
sanctuary environs).

The river’s course (river Betwa and river Jamani) within
the region has many islands, and therefore, the river is
braided. These islands show diverse vegetation types and
densities such as tall grasses, open to dense scrubs, dense
teak forests, etc. Many landforms formed due to erosion and
depositional works of the river can be observed along its
course within the region. These include rocky outcrops,
islands, rapids, shallow banks with pebble beds, banks with
fine sand, etc.

As most of the Betwa is not navigable, it is among the
least polluted rivers of the country. The depth of water in the
river varies from 1 to 13 m. Shallow depths are observed
near Orchha city, whereas deeper water depths are observed
near the reservoirs for dams. The diversity in vegetation,
landforms, and water depths observed along the river course
forms habitats for much aquatic fauna, avifauna, and terri-
torial fauna. Due to the diverse resources available here, the
region is a host to 97 bird species rare turtles, among other
fauna.
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Fig. 5 Orchha Sanctuary—
environment heritage

6 Orchha—Regional Study—Natural
Features of the Delineated Region
6.1 Terrain—Topography, and Slope
The elevation varies from 120 to 420 m, with an average
elevation of 220 m—the land slopes from the southwest to
the northeast corresponding to the flow of the rivers. The
highest ridges are found along the eastern side of the
delineated region. The highest elevation is near the reservoir,

while the lowest is near the Parichha thermal power plant (as
seen in Fig. 6).

6.2 Hydrology

The river's total length from its origin to its confluence with
the Yamuna is 590 km, of which 232 km lie in Madhya
Pradesh and 358 km lie in Uttar Pradesh. For the regional
study, the length of Betwa River spanning between Matatila
Dam (elevation of 310 m above mean sea level) and
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Parichha Dam (elevation of 200 m above mean sea level)
has been considered. (Government of India, 2014).

The region is divided into catchments of Betwa River and
its tributaries—Jamini and Gorai. The Betwa River originates
in the Bhopal district of Madhya Pradesh at an elevation of
about 475 m above the mean sea level (as seen in Fig. 8).
After flowing in a generally northeastern direction through
Madhya Pradesh, it enters the Jhansi district of Uttar Pradesh.
The river further pours down into the Yamuna catchment
downstream, which forms a part of the Ganga Basin.
Majorly, the stream flows in Monsoon and is generally dry in
the summer months. The streamlines follow a dendritic pat-
tern in the region. Based on the SCS-CN method (Soil
Conservation Services (SCS) of US)) for run-off calculation.

The total area of watershed = 2215.64 km>.

Total volume of water coming inside the water-
shed = 2,306,481,240.00 = 2306.48 mcm.

Yearly discharge, QO = 2,141,114,160 cu. m = 2141.11
mem.

The volume of surface run-off in watersheds of Orchha
region (based on SCS-CN method) (ref Fig. 7 for watershed
boundary demarcation):
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Fig. 6 Topography

Fig. 7 Hydrology

Fig. 8 Vegetation degradation

o Watershed-A—386.87 MCM
o Watershed-B—381.46 MCM
o Watershed-C—681.46 MCM
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e Watershed-D—246.77 MCM
o Watershed-E—298.33 MCM
o Watershed-F—146.22 MCM.
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The surface run-off differs according to the topography
and the land use or cover of the region, hence contributing to
understanding the areas that need to be conserved (ones with
more surface run-off). Further, regions with agriculture and
forest area have good groundwater recharge potential, as
seen in Watershed-C.

Flash floods occur during the months of July—August.
The average depth of rivers in the watershed area is 1-13 m.

Percentage percolation loss—4.32% (for the region with
an average annual rainfall of 1041 mm, by taking the
specific yield of weathered granite to be 2% and average
change in groundwater level 2.25 m) (Ministry of Water
Resources, 2013).

Hence the percolation in the total watershed—99.7038
mem.

The weirs and dams found within the study region are
(Government of India, 2014):

e Matatilla Dam: dam depth—17.3 m; area of dam—65.6
km?; maximum capacity of the dam—1132.7 McM;
average discharge—23,390 m’/s

e Sukhwan-Dukhwan Dam: dam depth—3.9 m; area of
dam—15 km?, maximum capacity of the dam—57.8
McM; average discharge—15,177 m>/s

e Parichha Dam: dam depth—5.3 m; area of dam—
14.8 km?; maximum capacity of the dam—78.8 McM,;
average discharge—21,547 m’/s.

6.3 Vegetation Mapping

With five main species within the region, Tectona grandis
constitutes the highest percentage of the forest vegetation,
followed by Anogeissus Pendula.

The flora species Tectona grandis is found abundantly
within the region, with a mixed forest of a deciduous type

Fig. 9 Geology

with species such as Mitragyna parvifolia, Boswellia Serrata,
Bombax Ceiba, Sterculia urens, Madhuca indica, Soymida
febrifuga, Ougenia oojeinensis, Buchanania lanzan, Termi-
nalia bellerica, Albizia procera, etc. The Tectona grandis
forest comes under the dry deciduous type of forest can also
be categorized as a suitable forest concerning the minor
degradation along the fringes in comparison to the rest of the
domain (Fig. 8 shows the vegetation degradation mapping
with the white part being highly degraded and black being
least degraded). (Shrivastava et al., 2017).

Scrubland/wasteland constitutes most of the regional
area, either barren or used for purposes other than agricul-
ture. Land near Orchha city is not used for agriculture.

Linear hillocks form a crucial geological formation and
help agriculture because of sediment deposits.

6.4 Geology

The geological context is of quaternary type. Rock forma-
tions such as Gneiss and Bundelakhand Granite can be
found within the region, older than 2500 million years from
the earliest period. (Saxena, Jitendra prasad, 2015).

The region is mainly a granite country with rocky out-
crops of more extensive diversity in its mineral compositions
and sizes (ranging from small patches to large hillocks).
These are primarily found in Lalitpur, Chhatarpur, Sagar,
Datia, Panna, Jhansi, and Tikamgarh. (Saxena, Jitendra
prasad, 2015) (Mineral Resource Department & Ministry of
Environment, 2002).

The area is the part of Bundelkhand craton with Bun-
delkhand Gneissic Complex of Archaen—Paleleo—Protero-
zoic age (>2500 to 2000 million years old) forming the
oldest rock group. (Central Groundwater Board, 2002).

Foundation characteristics are excellent; hence, they
provide suitable structural conditions. Steep ridges need to
be avoided for construction work.

Geology
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As the native material, granite provides easy construction
materials like aggregates, sand, and chiseled stone (Ramizr
& Mondal, 2015).

For earthquake, region is liable to zone 1 and is classified
as low damage risk zone.

Significant areas have shallow soil cover and rocky out-
crops with less permeability for groundwater recharge.
Water could be collected near dykes and lineaments; as they
are good water recharge areas, accounting for the granitic
strata, these points are the only respite for groundwater
recharge. (The black sections marked in Fig. 9 are good to
recharge areas—as they depict dykes and lineaments)
(Central Groundwater Board, 2002).

Rocky outcrop can be seen evidently within the Betwa
River. The soil formation is a combination of coarse loamy
and fine soil. Steep slopes vary from shallow to steep in fine
soil. These tributaries flow from the Sukhma Dukma weir,

Fig. 10 Erosion susceptibility

Fig. 11 Groundwater recharge
Potential

where deep soil depth. (Refer to Fig. 10) (Ramizr & Mondal,
2015).

6.5 Ground Water Recharge Potential

Riverbeds and streams are considered good recharge potential
due to the complex rock foundation, i.e., where drainage lin-
eament is considered good potential areas. The area under
stable forests is considered good potential, whereas the area
under degrading stage forest is considered a potential fair
zone. Region aquifer is confined; first, fracture depth is 12 m
to 18 m; second fracture depth 24 to 36 m; after that starts
from 36 to 42 m. The shape of the aquifer is irregular.
Groundwater is mainly tapped from the weathered zone
aquifer, whose thickness varies with weathered zone thickness.
(as seen in Fig. 11) (Central Groundwater Board, 2002).
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7 Results and Discussion

7.1 Issues
There is a shortage of water supply in the city and the
environs of the delineated study region. Also, there is no
sewerage in Orchha, and there is one privately owned STP in
the city-owned by a resort, which releases its treated water in
Betwa River.

Further, garbage dumping along the riverbed causes
much damage to the otherwise clean waters of the Betwa
River, which in turn affects the turtle nesting sites on the
banks of the river. Soil erosion on steeper slopes and rocky
terrains further degrades the forests’ status. Faster rainwater
run-off due to less ground cover is also noticeable in the
sanctuary area. The existing depressions and ponds do not
hold enough water to sustain summer. The lack of surface
water bodies in the Sanctuary and the drying up of the
perennial river is also an issue that affects flora and fauna.

7.2 Watershed Management

Pollution can be observed along the river's course, where the
edges have been deforested due to bathing, defecating, and
washing. Pollution of water, due to the formation of a thick
fly ash layer (fly ash is released from the Parichha Thermal
Power Plant), especially during summer months, is observed
in the vicinity of the Parichha Dam.

Here, Watershed-A and Watershed-B are chosen as a
point of reference for the study, as the quality of water
reaching Orchha will be determined by the surface run-off of
the Watersheds A and B. Further, within the watersheds, the
measures for water recharge are proposed based on six zones

identified by overlaying four layers of surface hydrology,
groundwater recharge potential, degradation stage of the
forest, and land use.

o Further, the first layer will determine the streamlines and
water bodies, naturally allowing water to percolate.

The second layer will determine the spots or regions that
give good groundwater yield and the poor ones; hence, the
ones with poor recharge could be used to capture surface
run-off that will subsequently allow for percolation.
Further, the third and the fourth zones will again deter-
mine to give the regions of good surface run-off, and
degraded forests will be the regions with good run-off,
hence laying the grounds to propose a measure for cap-
turing the same.

Based on the ground water recharge potential mapping
(as seen in Fig. 12) for capturing potential surface and
ground water recharge areas, the distribution of surface run
of within watershed is (refer to Fig. 13 for percentage dis-
tribution of surface run-off in watersheds):

Recharge pits = 0.5% (1.93 MCM)
Percolation ponds = 1% (9.671 MCM)
Farm ponds = 5% (19.3 MCM)

Existing water bodies = 6.5% (3.474 MCM)
Check dams = 16% (61.76 MCM).

AEE Nl

7.3 Landscape Management

The landscape management plan results from the overlay of
the different eco-layers such as erosion susceptibility,
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geology, groundwater recharge potential, hydrology, slope,
and vegetation. The sub-layers within each of these layers
were identified and categorized accordingly based on their
eco-sensitivity as most critical, medium critical, and least
critical.

The identified zones are then prioritized, where Zone 1 is
the most critical eco-sensitive zone within the region, while
Zone 5 is the least critical eco-sensitive zone within the
region. Further, a proposal module involving rejuvenation
techniques for sustainable natural resource management is
suggested concerning the natural feature within each zone—
forest, agriculture, scrubland, and water bodies.

8 Conclusions

The study takes its theoretical framework from design with
nature by Ian McHarg, which provides a method to intervene
in urban landscapes—the layering of complex spatial data to
discern the site suitability for evolving conservation,
restoration, or development plans for the region. The study
helped extract suitable sites for landscape restoration with

Fig. 13 Percentage distribution of surface run-off in watersheds

the help of maps of natural and cultural systems in the set-
ting. The overlay analysis also suggests the higher ground-
water recharge potential seen in patches with agriculture and
forests. Besides this, geological formations like dykes and
lineaments are good respites for groundwater recharge.
Further, the proposed landscape restoration considers the
conservation of heritage and religious structures, accounting
for its tourism significance. In addition to this, the restoration
proposal considers topography, hydrology, vegetation
restoration, geology, erosion susceptibility, and groundwater
recharge potential, thus identifying potential areas for
groundwater recharge and surface recharge using different
techniques (as seen in Figs. 12 and 13).

Using the approach of overlay analysis, the study illus-
trates a holistic approach toward landscape restoration by
taking into account the natural and cultural significances of
the heritage setting. It also takes into account the degradation
of forests and agricultural lands and proposes an appropriate
module for rejuvenating the natural features (as seen in
Fig. 14). It illustrates the analytical framework of McHarg
by delineating and overlaying the natural layers in order to
identify the ecologically sensitive areas with the region. The
proposed site planning and design strategies suggest con-
servation of native trees and plantations in the Orchha
Sanctuary, along with a proposal to plant along with the
existing water bodies for soil loss due to erosion. Thus, the
proposal limits itself in predicting an ‘ideal’ scenario, where
water and natural resource management is taken up,
assuming human participation at all scales of landscape
management.
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Fig. 14 Landscape management plan based on ecologically sensitive zones identified
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Ludovica La Ghezza

Abstract

Heritage tourism is a cultural phenomenon in which
examples of historical, monumental, folklore and envi-
ronmental excellence gather in specific itineraries to
enhance destinations and convey different feelings and
meanings to different targets. Understanding these
dynamics is fundamental to develop an effective and
well-integrated marketing strategy for possible heritage
tourism destinations. The purpose of this study, therefore,
is to understand how to promote a small destination in the
province of Bari, San Vito. In particular, we chose to
focus the analysis on a social cooperative that runs the
restaurant i Benedettini: a local enterprise which has been
working for years with the aim to introduce disadvan-
taged people to the job market, pursuing solidarity and
social inclusion in a conscious, sustainable and respectful
way. Basing our research on qualitative and quantitative
survey on tourists’ habits, we concluded that San Vito is
an important spot to develop a sustainable and
community-based tourism. The analysis of the case study
relating to i Benedettini should be, therefore, a starting
point for the development and promotion of sustainabil-
ity, traditional values and modern lifestyles as an example
intangible cultural heritage.
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1 Introduction

Heritage tourism is one of the most successful tourist phe-
nomena of recent years. A multidimensional activity touches
many lives and many different economic activities within a
framework where time and location are key variables. In
addition, heritage tourism is built upon an intangible set of
service and cultural values, so that it can offer travel expe-
riences to satisfy visitor’s imagination and expectations. In
other words, heritage tourism is a cultural phenomenon in
which examples of cultural identity and environmental
excellence gather in specific itineraries to enhance destina-
tions and convey different feelings and meanings to different
people.

Today, in fact, heritage tourism enables us to understand
the world around us, the way in which we travel within it
and the relationship between history, regional cultures, tra-
ditions and identities and the different places where these
interactions occur.

Bound to all of this, there is the need to understand the
shape and scope of heritage tourism industry and under-
standing heritage tourists’ own perspectives and motivations.
Focusing on concepts such as cultural heritage and authen-
ticity, we will analyse the development of heritage tourism
market and its implications concerning sustainability, such
as destinations’ cultural values, landscape and gastronomy.

The purpose of this study, therefore, is to understand how
to promote the cultural and rural heritage of a small site, San
Vito, which today is still unknown by locals and tourists. In
particular, we will focus on intangible values, such as cul-
tural identity, authenticity, self-responsibility and sustain-
ability. The author’s will is, then, to demonstrate that
heritage is not just far from what we are and where we live.

San Vito is a small Apulian village in the municipality of
Polignano a Mare (Bari), where there is a restaurant—I/
Benedettini—set in the former oil mill of a tenth-century
Benedictine Abbey. Here, people have been working for
years to help and support disadvantaged workers, and this is
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why the author decided to focus her research on this cease
study.

The main purpose of this study, therefore, is to offer a
new perspective on heritage tourism destinations, starting
from intangible values and merging them with landscape,
gastronomy and history of the destination itself.

Our research revolves around historical and geographical
sources about San Vito, but above all, we focused on a
target-oriented survey to fix the gap between tangible and
intangible cultural heritage. We analysed concepts such as
authenticity, gastronomy and landscape, as we asked our
respondents to give their own ideas about the destination, the
restaurant and their travel habits in general. Therefore, we
concluded that today it is possible to develop a sustainable
tourism destination nearby the world-famous Polignano a
Mare and that heritage tourism should be a landmark for
those small communities who live there.

We believe that thanks to this study, both locals and
tourists will understand the intangible cultural heritage of
San Vito, so that it will be possible to increase mutual
respect for others’ ways of life, as well as to learn about local
cultural identity. Above all, this study could also set the
basis for further analyses and research about other small
communities in Southern Italy, where locals struggle to
survive to the strong impact of mass tourists and are afraid of
losing their cultural traditions and habits.

Cultural heritage today does not mean only ruins and
rural landscape, but people and their customs. There is a real
need to save our roots and to create new relationships
between locals and tourists, starting from the authentication
of lands and of what they cherish from historical and geo-
graphical perspectives.

2 Heritage Tourism: New Cultural
Perspectives

What is cultural heritage? In 1972, UNESCO gave the first
concrete definition of cultural heritage during the convention
concerning the protection of the World Cultural and Natural
Heritage. By that time, it also introduced the concept of out-
standing universal value, explaining that the resources
above-mentioned should be protected for their historic, artis-
tic, ethnological or anthropological values (UNESCO, 1972).

However, the first definition of cultural heritage referred
exclusively to the monumental remains and collections of
objects of cultures. It was only at the beginning of the
twenty-first century that cultural heritage gradually started to
include new categories, related to traditions or living
expressions, for instance, performing arts, social practices,
rituals, festive events, knowledge and practices concerning
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nature and knowledge. The idea of heritage currently
includes both human, cultural and natural environment and
its preservation (Jokileto, 2005).

Because of the redefinition of cultural heritage, tourism
industry has seen emerging a new field in which products
and services derived from cultural assets can be commodi-
fied: that is what we today call cultural tourism. The term
cultural tourism was coined to define those journeys that
include visits to cultural resources, both tangible and intan-
gible. In particular, the World Tourism Organization
(UNTWO) has defined cultural tourism as:

A type of tourism activity in which the visitor’s essential
motivation is to learn, discover, experience and consume the
tangible and intangible cultural attractions/products in a
tourism destination. These attractions/products relate to a set
of distinctive material, intellectual, spiritual and emotional
features of a society that encompasses arts and architecture,
historical and cultural heritage, culinary heritage, literature,
music, creative industries and the living cultures with
their lifestyles, value systems, beliefs and traditions.

Moreover, according to the sociologist Monica Gilli
(Gilli, 2003), cultural tourism recently has evolved in niche
sub-genres that have the purpose to offer tourists holiday
experiences based on cultural identity, nostalgia for the past,
revitalization of the rural society and authenticity, including
Heritage Tourism.

This niche is a different approach that aims at preserving
both cultural assets and natural places through mechanisms
of education and active participation. What does this actually
mean?

Originally, heritage tourism entailed visiting ancient
monuments and dwellings, rural and agricultural landscapes
or locations where historic events occurred and places of
interesting and significant values (Dallen, 2006). Today,
these statements go beyond visiting historic sites and mon-
uments; this is why heritage tourism includes experiencing
life and habits, local pride, nationalism and mythology of the
places visited. This new approach suggests that history is a
vital part of the experience, where each place or
objects establish a strong connection between local com-
munities and tourists. Nevertheless, when they can relate to
their personal, local, regional or national heritage, both
visitors and residents are motivated to safeguard historic and
cultural resource.

In other words, through involvement and exposure to
local historic sites, heritage tourism becomes an educational
means and helps visitors understanding the importance of a
place and its related culture. These kinds of experiences
allow the host community to recognize themselves as living
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part of cultural heritage and at the same time allow tourists to
strengthen their ties with different cultures and traditions
(Gilli, 2003).

Heritage tourism bridges the gap between visitors’ desire
to escape from their daily routines and the authentic tourist
experiential consumption, thanks to its relational and close
connection with a sense of place and identity. However,
these are only theoretical trends towards heritage tourism;
for this reason, we believe that it is important to focus also
on practical trends and strategies related to the management
of heritage tourism products and destinations, analysing the
importance of landscape and gastronomy as sustainable
products.

3 Landscape and Gastronomy as Sustainable
Heritage Tourism Resource

Heritage tourism products and experiences can generate sub-
stantial economic and social contribution to local communi-
ties. Yet, as all tourism sectors, there are challenges related to
target visitors and environmental context that help preserving
destinations from deterioration and commodification.

According to a preliminary review of heritage strategies
applied on tangible heritage products conducted by Chris
Landorf in 2009, it is possible to categorize preservation
efforts for heritage tourism sites into three main approaches:
physical restoration, adaptation and education. All of these
can be employed independently or in combination (Little,
2020).

Creating tourism experiences in heritage sites has sig-
nificant potential for the destination themselves, as it can
contribute to the communication and preservation of history
and culture. Today, the symbiosis of tourism and cultural
landscape has become a major objective as a new sustainable
method in the management and planning of heritage tourist
areas.

On one hand, this aims at achieving a balance between
economic success, social equity and environmental preser-
vation. On the other hand, it also enhances the role of
place-based identity in tourism as a local development tool,
stressing that the active use of landscape in tourism can
bring about a positive response to destination competitive-
ness and development of a tourist site, regarding its positive
influence on destination recognition and heritage revital-
ization. (INFOTA, 2016).

For these reasons, recently the World Tourism Organi-
zation has promoted new approaches about heritage preser-
vation, which draw attention to intangible heritage products.
These are a significant resource in the field of heritage
tourism for a sustainable development of both existing and
emerging sites.
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Intangible cultural heritage according to the UNESCO
General Conference in 2003 means:

Practices, representations, expressions, knowledge, skills—
as well as the instruments, objects, artefacts and cultural
spaces associated therewith—that communities, groups and,
in some cases, individuals recognize as part of their cultural
heritage.

Furthermore:

Intangible cultural heritage is transmitted from generation to
generation, and constantly recreated by communities and
groups in response to their environment, their interaction
with nature and their history, and provides them with a sense
of identity and continuity, thus promoting respect for cul-
tural diversity and human creativity.

In other words, intangible cultural heritage represents
communities’ living culture and communities and has an
intimate connection with its creators, as well as the
self-identification by communities, groups and individuals. It
is the result of the interaction with nature and history and
provides communities with a sense of identity and continu-
ity. This means that intangible cultural heritage is a rela-
tionship between the community and the context in which
they live and a product of this interaction raise in form of
cultural heritage (Giudici, 2013).

In addition, the UNWTO clarified that such sustainable
development approaches can assist in securing a growth path,
where providing for the needs of the present generation does
not mean compromising the ability of future generations to
meet their own needs. In other words, creating tourism
activities and experiences in a sustainable way brings
improvement to destinations, satisfies locals’ needs and
allows future generations to have equal access to heritage,
without deteriorating the natural and cultural environment.

Today, the enhancement of cultural heritage, even for
tourism purposes, needs to be based on the affirmation of its
significance, in particular on the image of the destination in
its historical, but also contemporary values.

A prime example of intangible cultural heritage products
that constitute the basis for an effective heritage tourism
management project are landscape and gastronomy. These
two aspects are particularly important for the development of
sustainable marketing strategies in the field of heritage
tourism.

On one hand, landscapes have a range of cultural and
natural values that communities recognize as important and
want to conserve, and therefore, it is fundamental that
stakeholders must know what values are to be found in their
cultural landscapes and consequently reinforce the protec-
tion and enhancement of the destination (Esposito, 2006).



However, when speaking about tourist experience, land-
scape can be subject to different interpretations depending on
its evolving appearance over time; it can be designed and
created intentionally by man, or a relict or fossil landscape, a
cultural landscape which may be valued because of the
religious, artistic or cultural associations of the natural ele-
ment (INFOTA, 2016).

Relating to this, the Italian scholar Paolo Pileri believes
that there is a sort of tautological relationship between
tourism and landscape. The latter forms a whole, in which
the natural and cultural components are complementary,
including urban areas, historic towns and cities, rural areas
city, as well as taste, art, nature, culture, history, traditions
and cultural identity of a certain territory (Pileri, 2014).

Furthermore, Barbara Bender has carried out a multidis-
ciplinary study, concluding that landscape is:

The world out there as understood, experienced, and
engaged with through human consciousness and active
involvement. Thus, it is a subjective notion, and being
subjective and open to many understandings it is volatile.
Different people will experience the same place at the same
moment differently; the same person will experience the
same place, at different moments, differently; the same per-
son may even hold conflicting feelings about a place.
When, in addition, one considers the variable effects of
historical and cultural particularity, the permutations on how
people interact with place and landscape are almost unend-
ing, and the possibilities for disagreement about, and contest
over, landscape are equally so. (Tilley, 2006).

From a heritage tourism perspective, then, the cultural
richness of the territory, and in particular that of rural
areas that have not undergone phenomena of identity com-
modity, constitutes an opportunity on which running a
tourist business able to reintegrate the heritage in the local
economy.

Attracting new visitors means creating a destination
where they can feel completely overwhelmed by the heritage
landscape they observe, so that their pleasure turns into a
desire of being actively part of that landscape and not just
tourists (Pericoli, 2015).

Speaking about gastronomy, it has become a single
touristic product from being a helping sector to tourism,
holding important places in destinations’ images. Every
cuisine has a unique characteristic, so that some local foods
are better known than their origins.

Local food is indeed a powerful and effective tool for an
area to become a tourism destination. With a great contri-
bution to the image of the destination, gastronomy is also
able to develop rural tourism and contribute to the protection
of cultural heritage (Kocaman, 2014).
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Culinary heritage, cuisine and food ways are an inter-
esting and vital part of a living culture, and they all play an
important role in developing countries. They reflect the
geography and place of a region or nation, and other aspects
of heritage such as religion and culture. Food invokes and
incites emotions and experiences that connect people to the
past and the present traditions of a community, creating
socio-cultural identities.

Today, there is a growing interest in food and wine
tasting as tourist products, especially in those kinds of tourist
activities oriented to the rediscovery of nature, rurality, roots
and traditions linked to the territory. Therefore, all of the
local sourcing and legacy of ingredients, the traditions and
meanings associated with preparation and consumption of
cuisine and the conservation of particular food often
invariably led to the use of food and cuisine in heritage
tourism (Richards & Hjalager, 2002).

Gastronomy offers many authentic encounters with dif-
ferent cultures. That is why recently many destinations have
chosen to create experiences based on food and culinary
heritages and traditions, linking resources in a single or in
different regions through gastronomic trails and routes, along
which tourists can taste a range of products or compare those
products to others from different locations.

Experiencing new local cuisines, therefore, means firstly
experiencing a new culture, and this is the prime motivator
that leads tourists into searching for authenticity and cultural
heritage in societies other than their own. Therefore, regional
cuisines are an emblem of particular community’s identity,
regional values and social connections and can create her-
itage meanings through the establishment of traditional
foods supply chain that includes both human geography,
local landscape and environment (Ramshaw, 2015).

In the light of all this, we can conclude that gastronomy
can be a driving-force behind the cultural revival of heritage
tourism industry and a powerful marketing tool, because
seeking authentic local and regional foods is a valid moti-
vation for visiting a particular destination.

Together with a well-structured sustainable effort, gas-
tronomy and landscape allow local communities to com-
municate their values and traditions without conforming to
globalization standards and allow tourist to escape from
mass tourism and their frenetic routines and experiencing
authentic past values.

4 Research Methodology: How to Develop
a Heritage Tourism Plan

To be successful, a heritage tourism plan must be locally
driven and should create an incentive for broad local
involvement, so that the result accurately reflects your
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Fig. 1 The Abbey of San Vito

community’s culture, heritage, values and goals. Thus, a
community, whether a town, county, region or local business
should collectively decide which resources it wants to share
with visitors and then develop a strategy.

The small harbour of San Vito, a district of Polignano a
Mare (Apulia), has the potential to become a heritage tour-
ism destination to enhance the social identity of the territory
and the values pursued by the local community. Here, a
small social cooperative has opened a restaurant in the for-
mer oil mill of the abbey of San Vito with the aim of
bringing back to life the history of that place (Fig. 1).

In a community-based heritage tourism destination, the
entire community’s activities and attractions have the
strength to pull visitors to the destination. In addition, cre-
ating a community-based tourism plan with an integrated
range of varying experiences will have the advantage of
providing a unique selling proposition of the community’s
sense of place and of building residents’ pride.

According to the National Trust for Historic Preservation,
an effective heritage tourism plan should incorporate the
following five principles. The first principle is Find the Right
Fit and Define Your Purpose. This implies that heritage
tourism development should find the fit between community
and tourism needs and, at the same time, maintain a com-
munity’s unique character.

The second principle is Tell Your Own Story and Focus
on Authenticity and Quality. Visitors are interested in dis-
covering what distinguish a community from the others.
Hence, the stories worth telling are the ones that compare the
current and previous generations, with a focus on authen-
ticity and cultural values.

The third principle is strictly linked to the second one,
because it is make tourism sites come alive—tell a story.

Today’s visitors want the human drama of history, not just
names and dates. The stories about a community and its sites
should provide accurate, authentic information in an
engaging and memorable way that makes the site come alive
for the visitor.

Moreover, in order to add appeal to the site, planners can
integrate the history and traditions of a community with links
across the region or the state. But most of all, to attract
visitors and stay competitive, the message should be creative
and exciting, identifying how the community fits into overall
patterns of the destination history.

The fourth principle focuses on the preservation of
community’s ethics and resources. Tourism has an impact on
the resources and puts stress on infrastructure such as roads,
airports, water supplies and public services. When a com-
munity’s heritage is at the core of the visitors’ supply, it is
essential to protect the historic landmarks, places and tra-
ditions and avoid that possible increasing tourism flows do
not destroy the very qualities that attracted visitors in the first
place.

Finally, the first principle is Collaborate with Partners
and Form Alliances. An excellent way to leverage scarce
financial and human resources is to form partnerships
between the community and other stakeholders. These col-
laborations are important in planning a community-based
heritage tourism destination because they can create oppor-
tunities to enhance travel experiences.

In addition, linking historic and cultural resources
through the combination of several experiences, stories and
themes develops a more complete understanding and
appreciation of that area and draws tourists to attractions
they might not otherwise visit (Speno & Green, 2010).

The small village of San Vito is settled around an ancient
haven on the Adriatic coast, three kilometres from Polignano
a Mare, and owes his celebrity to the abbey that stands upon
the haven, overlooking the sea. A programme that aims at
promoting this territory should focus on sustainable and
ethical tourism, preserving the destination from mass tour-
ism and modern attractions.

A possible solution could be recalling the old fame of the
Abbey of San Vito through the Grand Tour experience,
offering modern tourists the opportunity to spend their time
in the majestic venue I Benedettini, as the eighteenth-century
travellers that stopped there asking monks for hospitality.
However, the attempt to revive the history of San Vito
requires also an accurate knowledge of modern culture and
good creative skills, which are currently fundamental to
create an itinerary for modern tourists that will help them to
live a memorable experience in the footsteps of the past in
Southern Italy.

The classic Grand Tour may be old-fashioned, but it is
true that Apulia is still able to connect past and present with
its small towns and villages, landscape views and cultural
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heritage. And yet, these peculiarities can be a springboard
for the future of the region and would allow tourists to find
the cultural authentic roots in its local realities.

5 Case Study: I Benedettini

The tourist offering aimed at the management and promotion
of San Vito is not confined to an overview of data and
documentary sources, but it also concerns a small business
that has been working in the area for years: the restaurant I
Benedettini (Fig. 2).

This local business, run by people who focus their mis-
sion on helping disadvantaged human beings and on sus-
tainability, represents the starting point for the promotion of
a contemporary Grand Tour itinerary and for the preserva-
tion of the cultural heritage of San Vito.

Within the framework illustrated so far, the management
model applied by the partners of the restaurant is relevant for
creating a strong heritage tourism product. According to the
scholars Carmichael, Getz and Brown and Urry, in fact, the
involvement of both physical and psychological senses can
stimulate and determine the tourists’ motivations behind the
destination choices (Patti & Messina, 2013).

Furthermore, the context in which meals take place is
relevant too: venues, settings, décor and staging, as well as
the atmosphere and the environment add importance and
values to the preservation and promotion of an intangible
heritage, such as traditional cuisine. In this perspective,
choosing a restaurant would mean choosing a place where it

Fig. 2 Restaurant layout—I
Benedettini

is possible to get involved in an experience that goes beyond
a simple meal.

The restaurant is located in the former olive oil mill of the
abbey; inside the venue, there are two large rooms, with the
original oil presses used by the monks in the past. It opened
in 2008 on behalf of Sol&Blu social cooperative, which was
founded in 2005 by the chef, Benedetto Ventura and the
manager Giuseppe Pagano.

Today, eleven people work in the restaurant, and among
them, there are four young men with mental or motor dis-
abilities. So, the ideas behind the social cooperative are that
work should be first of all a social activity and that an
employer should recognize and valorise the capabilities of
every human being, including disabled and disadvantaged
people.

These values developed a certain sensibility and nostalgia
for the past and history of the venue, where the Benedictine
monks worked and welcomed Grand Tour travellers.
Therefore, all the crew tried to recreate the same atmosphere
described in the old travellers’ diaries, making possible for
disadvantaged people to become an intangible cultural her-
itage practitioners and a sustainable tourism resource.

Consequently, this study will provide an integrated pro-
ject design for the realization of a short trip for those who are
mainly interested in cultural heritage, food and wine tourism
and rural sites, as well as the locals and casual visitors from
the neighbouring cities.

Restricting the claim only to natural, cultural, historical
resources of the territory of San Vito does not seem the best
promotional and marketing solution, as it would make
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people believe that the tourist product developed has nothing
different from the others. Our starting point should be an
analysis of the human beings in the time-spatial context of
San Vito and the restaurant I Benedettini, so that it would be
possible to create a network between the site resources and
the actors that exploit them and design a project in which
these different types of products blur.

The best way to proceed is to find out what Italian and
foreign tourists like the most about San Vito and about the
restaurant. The final product must fulfil three standards:
(a) promote the preservation of the cultural heritage,
(b) create interest of the visitors and (c) make profit for
tourism industry and especially for the restaurant.

6 Baseline Survey and Study Findings

Assuming that I Benedettini has a great potential from the
point of view of capability and suitability, it iS necessary to
analyse what is its potential relating to feasibility, that is in
other words, gaining insight into how tourists want to
experience San Vito as heritage tourism destination.

In order to understand the best solution to promote the
destination, we decided to carry out a survey to identify and
profile the possible targets and their habits.

The survey is based on a combination of quantitative and
qualitative approaches that aim at investigating the habits of
visitors and residents who have recently spent their time at
the restaurant. It has been launched online from April to
August 2020 through the official webpages and the main
social networks of the restaurant, such as Instagram and
Facebook.

The questionnaire, both in Italian and in English, was
individual and anonymous. It included multiple choices
questions about visitors’ experiences, expectations and about
the quality of services provided by the restaurant, that are
hospitality, attitude towards visitors, activities and tourist
products provided.

Questions were organised in three main sections. In the
first section, respondents’ sample was firstly asked to indi-
cate their gender, age, level of education and country of
origin. Then, they were asked to select from a series of given
answers, the one which represented the motivation behind
their holiday and travel choices, and which factors influ-
enced their choices.

The second section is about the site of San Vito: the
respondents are asked whether they have ever been there,
and what they liked most in the destination. These questions
are useful to understand tourists’ perception of the image of
San Vito. Image is becoming an increasingly important
element in the competitive struggle to attract cultural tour-
ists, and destinations strive to offer a product that is unique
and clearly recognizable.
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Moreover, beliefs and perceptions that people have about
a destination can influence the growth of a tourist area, so
that by exploring the personal meaning of tourists’ experi-
ences in San Vito, the author’s research sought to strengthen
support for preservation and promotion and gain a rich
personal insight of the site.

It is also possible to establish cross-relations—if statisti-
cally significant—between expectations and experiences of
the visitor, on the one hand, and variables like origin, age,
education, previous visits, motivations, etc. (Gonzalez Fer-
nandez et al., 2010).

Finally, the third section of the questionnaire examines
respondents’ opinions about I Benedettini, analysing the key
factors for the quality of stay and for possible further visits.
In particular, people were asked if they knew the restaurant
and, in case of affirmative response, to express their satis-
faction, or in case of negative response, to express their
curiosity to have an experience there on a scale of one to
five.

The analysis of data provided by the survey has showed
what are tourists’ preferences, motivations and habits when
they travel; in particular, data revealed that the average of
responses about where tourists want to go on holiday and
what they would like to experience depends on their
socio-cultural status.

Overall, the sample consisted of 262 people, aged 18 to
over 65 (68% women, 32% men), mainly students (55%),
office workers (15%) and freelancer professionals (22%). All
of them have mostly high-school education or a university
degree (see Table 1). 95% of the sample comes from Italy,
while only 5% comes from different foreign countries (see
Table 1; Fig. 3).

The majority of them (58%) travel once a year, followed
by those who travel less than once a year (30%), every
month (7%) and every week (0.8%). Only the 3.2% of the
sample reported that they have never travelled so far.
Besides, most of them usually travel “with a group of
friends”, “in couple” and “with family», while only a small
amount of the sample reported of travelling alone.

Speaking about the motivations behind their travel choi-
ces, the answers with most votes were “visit new places”
(81%), “make new and/or cultural experiences” (45%) and
“escape the routine” (35%), while, among the multiple
choices relating to the most important aspects that determine
the choice of a holiday destination, the sample chose
“landscape beauty”, “cultural heritage” and “value for
money”. Other variables, such as “site reputation”, “
sibility”, “hospitality services”, food and wine tasting”,
“guided tours” and “festivals” were considered neutral or
less important (Table 2; Fig. 4).

In questions 10, when respondents were asked if they
have ever been to San Vito, little more than the 50% of the
sample gave an affirmative response, but a small 10%

acces-
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Table 1 Socio-demographic Gender Number Percentage

profile of the sample
Male 81 30.9
Female 179 68.3
Not specified 2 0.8
Age
18-24 128 48.9
25-34 60 22.9
35-44 14 53
45-54 42 16
55-64 16 2.1
65+ 2 0.8
Education
Middle school diploma 25 9.7
High school diploma 118 45.6
Bachelor’s degree 70 27
Master’s degree or higher qualification 46 17.8
Profession
Student 145 55.3
Housewife 10 3.8
Office worker 40 15.3
Freelance professional 22 8.4
Businessman 9 3.4
Retired 3 1.1
Others 33 12.7

O Australia

B Austria
Belgium

B Cambodia

B Croazia

E Francia
Hungary

M Italia / Italy
Portugal

@ Russia

@ Ukraine

0 Ungheria
USA

Fig. 3 Sample’s home country

asserted of knowing the place. However, it is relevant to
notice that, although the 40% has never been there, seeing
the picture within the question, 250 respondents have judged
the site appealing, with a score from 3 up to 5.

In particular, the survey showed that the cultural heritage
and the rural landscape represent the most attractive features
of San Vito; only the 15% of the participants consider the
site a simple seaside resort.

In the series of answers about I Benedettini, instead, 57%
of respondents have never been there, although they knew
the restaurant, and yet only the 11% of the participants have
never had heard about it. Among those who have been to the
restaurant, 127 participants have expressed a positive opin-
ion in terms of satisfaction, with a score that goes from 3
(neutral) to 5 (highly satisfied).

Nevertheless, only the 23% of the sample knew that the
restaurant is run by a social cooperative, but, on the other
hand, 173 participants agree with the objectives of social
cooperatives and 197 would like to live an experience in the
restaurant and try its cuisine (Table 3).

The survey included also photograph-based questions, in
which respondents were asked to choose the photographs
they liked the most about the restaurant. All the pictures
were introduced by the question:

Imagine you are making a tour inside the restaurant. Could
you tell us what do you like the most about its layout?
Imagine you are having your meal at the restaurant. Could
you tell us what do you like the most about the staff?

Try to remember the menu options. Could you tell which
course you like the most among those you tasted and why?
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Table 2 Travel profile

Frequency of Travels Number Percentage
Every week 2 0.8

Every month 20 7.6

Never 9 3.4

Less than once a year 79 30.2

Once or twice a year 152 58

Travel preferences

In couple 76 29
Alone 20 7.6
With friends 93 355
With family 73 27.9
Motivation behind travel choices

Escape the routine 92 35.1
Have cultural experience 120 45.8
Visit new places 213 81.3
Have new experiences 121 46.2
Enlarge social Relationships 32 12.2
Work 1 0.4
Summer vacation 1 0.4
Know new traditions 1 0.4
Relax 1 0.4
Stay with family 1 04
Stress release 1 0.4
Try local food and delicacies 1 0.4

Fig. 4 Destination choices
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After processing all the answers, the researcher analysed the atmosphere of the room, the smiles and kindness of the
the answers useful and relevant to determine and underline staff and the freshness and flavours of seafood attracted
the meaningful relationships between tourist's behaviour and  participants.
the tourist product presented. From the analysis of the Moreover, the photograph-based approach confirmed
answers emerged that the stone ceiling, the brightness and participants’ opinions and emotions relating to the dishes
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Tab!e 3 Responfients trends About San Vito Number Percentage

relating to San Vito and |

Benedettini Have already visited the place 138 52.7
Have never visited the place 98 374
Do not know at all 26 9.9
Level of appeal of the site
High 136 51.9
Good 87 332
Normal 28 10.7
Low 11 4.2
Null 0 0
About La Locanda dei Benedettini
Have already been at the restaurant 150 57.3
Have never been at the restaurant 81 30.9
Have not been at the restaurant yet 31 11.8
Know that it is run by a social cooperative 62 23.7
Do not know that it is run by a social cooperative 200 76.3
Costumers’ level of satisfaction
Very satisfied 40 29
Satisfied 39 28.3
Neutral 48 34.8
Not Satisfied 2 1.4
Totally unsatisfied 6.5
About social cooperatives
Know what their objectives are 126 48.1
Do not know what their objectives are 137 51.9
Totally agree with the objectives 173 70.9
Agree with the objectives 50 20.5
Indifferent to the objectives 20 8.2
Disagree with the objectives 1 0.4
Totally disagree with the objectives 0 0
Level of curiosity about 1 Benedettini
High 197 75.2
Good 55 21
Neutral 10 3.8

prepared at the restaurant. Among the pictures provided in
the question, 57% chose the picture of the chef cooking
spaghetti and another one that shows a bottle of organic
extra-virgin oil with focaccia on the background, and 40%
chose the picture of a kitchen-girl seasoning some seafood
starters (Table 4).

These results are important from the point of view of the
analysis of the potential feasibility of I Benedettini. They
show that the layout of the restaurant, the staff, the meals and
the spirit of the place have a great extent of appeal in relation
to what tourists would like to experience in their visit to the
destination. In addition, the responses to the Grand Tour

questions are important from the point of view of heritage
and cultural sustainability, because they show how much
visitors care about authenticity in what they experience.
Therefore, we can assert that I Benedettini can be site of a
community-based heritage tourism destination.

In the end, in order to better identify the potential target
and to understand how to create an effective heritage tourism
destination, it has been carried out a multiple correspon-
dence analysis of the responses.

Two clusters are relevant for targeting visitors in San
Vito: The first one includes about 70% of the sample and is
made up of Italian from 18 up to 35 years old, who usually
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Table 4 Grand tour questions

Fig. 5 Targets’ travel
motivations

Fig. 6 Key factors for
destination choices

Q1: Imagine you are making a tour inside the
restaurant. Could you tell us what do you like the
most about its layout?

Q2: Imagine you are having your meal at the
restaurant. Could you tell us what you like the most
about the staff?

Q3: Try to remember the menu options. Could you
tell us, which course you like the most among those
you tasted and why?
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This venue looks rural and I really like it
Honestly, I have never been there. But the colour of
this pictures make me feel at home. This venue has
a story to tell, and I would really know it

They look funny and make me feel happy

They make you at your ease and convey a sense of
peace, which is the overall atmosphere of the
venue. Have lunch here is a true culinary
experience

Cavatelli with cheakpeas and clams is a perfect
balance of flavours. When you eat them, you feel
sea shents in your mouth

Tagliolini with jumbo shrimps! A course like this
deserves a big spot of tomato sauce on your shirt!

—
45 - 54 55-65
= CULTURAL EXPERIENCES
VISIT NEW PLACES

FOOD AND WINE ACCESSIBILITY
TASTING

25-35 m45-54 ®m55-65



26

travel once or twice a year in couple or with friends. They
mostly enjoy travelling to have new experiences and visit
new places, but also to escape their routine, and consider
heritage sites and local traditions the best options for their
holiday.

The second cluster includes about 20% of the sample: Italian
participants from 45 to 65 years old, who travel on average once
or twice a year with their families. They enjoy travelling to visit
new places and escape their routine, but for them food and wine
tasting, accessibility and local traditions are relevant aspects
when choosing a destination (Figs. 5 and 6).

Thanks to this socio-demographic analysis of tourists we
could contextualize the potential target that would visit San
Vito, that are people that enjoy travelling with friends or in
couple for having cultural experiences or visiting new pla-
ces, and yet choose their destination to visit heritage sites
and discover local traditions.

In conclusion, this study confirmed that San Vito, with its
landscape, heritage and the restaurant I Benedettini as
additional benefit, totally matches and satisfies tourists’
needs. Therefore, it is possible to inscribe the small village
and its peculiarities in the field of heritage tourism with the
aim to attract an even greater number of tourists, especially
foreigners, who are still a minority.

7 Conclusion

Heritage tourism is not defined in terms of its resources
themselves, but from the perceptions and the interactions
that tourists and stakeholders have with the resources. This
research aimed at understanding the concept of cultural
heritage, what it implies in the tourism market and what are
the characteristics of a heritage tourism destination to create
an effective plan to promote the site of San Vito and La
Locanda dei Benedettini in the province of Bari.

Through the analysis of the case study, it has been
demonstrated that heritage tourism may be also used to
create or confirm cultural identities and a community-based
cultural heritage. It has also emerged that it is possible to
create a heritage tourism promotion plan to attract new tar-
gets, such as young people who enjoy discovering new
places, able to offer them the possibility to know local tra-
dition and discover cultural heritage sites.

These results are important from the point of view of the
analysis of the potential feasibility of La Locanda dei
Benedettini, as they show that the layout of the restaurant,
the staff, the meals and the spirit of the place have a great
extent of appeal in relation to what tourists would like to
experience.

L. La Ghezza

We believe, however, that within the development of a
heritage tourism destination the creation of a heritage tour-
ism destination must include an effective marketing, brand-
ing and communication plan. To do so, however, a strong
connection between I Benedettini and other partners and
local administration must be created. Only then, it will be
possible to promote the gastronomy and the destination
image, enhance the sustainable development of the site and
give rise to competition between traditional values and
modern lifestyles as an example of the interpretation of the
cultural heritage resources.

However, this study offers a first sight on new possible
way to promote rural destinations in Apulia without mass
tourism attractions. We are aware that there is still much to
do, in order to succeed and develop a real sustainable project
for both locals and tourists.

Our survey demonstrate how much today is important for
tourists this topic and, above all, how much young people
care about sustainability and authentic places. In the end,
these are the actual aspects to be taken into account to face
the new challenges in the contemporary tourism market.

References

Dallen, J. T., & Boyd (2006). Heritage tourism in the 21st century:
Valued traditions and new pespectives. Journal of Heritage
Tourism, 1-16.

Esposito, C. (2006). The World Heritage and Cultural Landscapes.
PASOS. Revista de turismo y patrimonio cultural, pp. 409-419.

Gilli, M. (2003). Turismo. Generi, Generazioni. Bologna: Zanichelli.

Giudici, M. E. (2013). Is intangible cultural heritage able to promote
sustainability in tourism? International Journal of Quality and
Service Sciences, 105.

Gonzalez Fernandez, A. M., Rodriguez Santos, M. C., & Cervantes
Blanco, M. (2010). Measuring the image of cultural tourism
destination through the collage technique. In G. Richards & W.
Munsters (Eds.), Cultural Tourism Research Methods (pp. 156—
172). CABL

INFOTA. (2016). Relationship between tourism and cultural landscape:
a new sustainable development model. In Proceedings of TCL2016
Conference, (pp. 376-384). Budapest.

Jokileto, J. (2005). Definition of cultural heritage. References to
documents in history. ICCROM Working Group Heritage and
Society.

Kocaman, M. (2014). The importance of cultural and gastronomic
tourism in local economic development: Zile sample. International
Journal of Economics and Financial Issues, 735-744.

Little, C. (2020). Innovative methods for heritage torusim experiences:
Creating windows into the past. Journal of Heritage Toruism, 3—4.

Patti, S., & Messina, A. (2013). Il viaggiatore del gusto: indagine sulle
motivazioni al consumo turistico della gastronomia locale. Econo-
mia Marche—Journal of Applied Economics.

Pericoli, T. (2015). 1l turismo enogastronomico: progettare, gestire,
vivere l'integrazione tra cibo, viaggio, territorio. In E. Croce, & G.
Perri (Eds.), Milano: Franco Angeli Editore.



Heritage Tourism: The Case Study of | Benedettini (BARI) 27

Pileri, P. (2014). Turismo e Paesaggio in Il grand tour del XXI Secolo:
I'Ttalia e i suoi territori. In Italiadecide Rapporto 2014. Bologna:
Societa Editrice il Mulino.

Ramshaw, G. (2015). Food, Heritage and Nationalism. In J. T. Dallen
(ed.), Heritage cuisines. Traditions, indentities and tourism (pp. 55—
64). London: Routledge.

Richards, G., & Hjalager, A. M. (2002). Tourism and gastronomy.
Routledge.

Speno, L., & Green, B. (2010). Heritage Tourism handbook: A
how-to-guide for Georgia. Historic Preservetion Dividion Georgia
Department of Natural Resources.

Tilley, C. (2006). Introduction: Identity, place, landscape and heritage.
Journal of Material Culture, 7-32.

UNESCO. (1972). World heritage convention concerning the protec-
tion of the world cultural and natural heritage. Art, 1.



Tal Alon Mozes

q

Check for
updates

If paradise is found in the Land of Israel, its entrance is through the gates of Beit Shean (Reish Lakish, third

century Jewish sage).

Abstract

This chapter discusses the failure to revive paradise in the
fertile lands of the Valley of Springs, located in the
northeastern part of the Jordan River Valley in Israel. It
focuses on the area’s abundance of water and sunshine,
which could have served as the essence of life and
enjoyment for the various communities of the Valley and
also for domestic and international tourists. However,
during the 2020s, it provoked a symbolic as well as a
physical struggle among the locals and the Israeli public
at large. While currently proposed solutions focus on
limited legal and spatial resolutions, the chapter suggests
examining the Valley of Springs environmental history
and current predicament through the perspective of water
as an essential substance for living and tourism and an
agent of social relationships, which also holds symbolic
meaning. As such, and in light of the three pillars of
environmental justice: distribution, procedure, and inter-
action—it proposes an alternative approach for creating a
more sustainable future for the Valley’s tourism industry
and for the region as a whole. This chapter is based on a
comprehensive review of local and regional schemes that
address water as a prominent, local resource, and the
actual water-based recreation sites which were established
throughout the Valley since the 1950s. The results
indicate the need to adopt a holistic vision for the region,
based on water.

T. A. Mozes (IX)
Technion, Israel Institute of Technology, Haifa, Israel
e-mail: artal@technion.ac.il

Keywords

Water » Recreation * Environmental justice ® Sustainable
development e Israel

1 Introduction

The Valley of Springs (Figs. 1 and 2), located in the north-
eastern part of the Jordan River Valley, is one of the hottest
areas in Israel. In the summers of 2020 and 2021, the dozens
of springs which are dispersed throughout the Valley barely
succeeded to cool the air and alleviate the tension between the
various Israeli communities that share this mythological gate
of paradise (Kershener, 2021). Residents of the town of Beit
Shean, belonging to a low socioeconomic status, and thou-
sands of domestic tourists who could not vacation abroad due
to the pandemic, fought over the right of access to the Assi
Stream and the lavish lawns on its banks, which have been
inhabited since the mid-1930s by the affluent agricultural
settlement-Kibbutz Nir David. The heated encounter, which
repeated itself each weekend, and at times even deteriorated
into physical altercations, was loudly echoed in the social
networks, in the national media and even in the Israeli par-
liament. Although it focused solely on several hectares of
pastoral European-like landscape, it expressed nearly a cen-
tury of economic, social, and institutional disparity.

2 Problem Statement and Methods
of Investigation

The chapter discusses the failure to revive the mythological
paradise in contemporary Israel, in a region with an abun-
dance of water, and a sun which shines almost year-round. It
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Fig. 1 The Valley of Springs: in the foreground—Kibbutz Mesilot, in the middle ground—the town of Beit Shean, and in the background the—

Jordan Valley (Beit Shean Museum, http://www.betshean-museum.co.il/)

presents Spring’s Valley environmental history, focusing on
the role of recreation planning near water amenities, and
suggests discussing the current crisis and future challenges
through the perspective of water as a substance for living
and an agent of social relationships, which also holds sym-
bolic meaning. As such, it proposes an alternative approach
for creating more sustainable tourism for the Valley and for
the region as a whole.

The chapter is based on a comprehensive analysis of
Israel’s Valley of Springs from diverse perspectives: physi-
cal, social, cultural, and political—emphasizing the role of
planning in making the region a heaven for domestic tour-
ism. It is based on rich secondary sources of information on
the Valley and on an in-depth investigation of the role of
water in regional and local schemes. The chapter is divided
into three parts: The first part lays out the theoretical
framework of the research, emphasizing the connection
between sustainable tourism/recreation, environmental jus-
tice, and water; the second part discusses the Valley of
Springs as a case study; and the third and last part proposes a
framework for a more sustainable future for the Valley.

3 Literature Review: Sustainable Tourism
and Recreation, Environmental Justice,
and Water

Since the 1990s, and in parallel to the emerging discourse on
sustainability in all fields of development, sustainable tour-
ism became the topic of numerous texts which explored the
unique dimensions and challenges of the new paradigm
(Buckley, 2012; Hall et al., 2015; Hardy et al., 2002; Waligo
et al., 2013). Tourism as a growing industry (despite the
Covid-19 pandemic) contributes to environmental changes
more than ever (Hall et al., 2015: 4). Consequently, main-
taining and developing tourism while aiming to balance its
economic, environmental, and social impacts are a great
challenge for present and future generations. Sustainability,
in general, and sustainable tourism, in particular, are

“wicked problems” (Hall et al., 2015; Blahna et. al. 2020).
The latter is examined using objective and subjective tools,
with the intent to establish a set of defined indicators
(Rasoolimanesh et al., 2020). While in theory, the concept of
sustainable tourism is a success in academic circles and in
policy discourse, on the ground, tourism has also negative
impacts as it changes landscapes, natural and man-made
systems, and economic and social relationships (Hall et al.,
2015: 4).

Among the various aspects of sustainable tourism, envi-
ronmental justice, or the fair distribution of environmental
amenities and hazards, is an issue which has received rela-
tively little attention (Hales & Jamal, 2015). Rigolon et al.
(2019) examined environmental justice as part of an eco-
logical model for recreation, emphasizing distributional,
procedural, and interactional justice as the three main pillars
of environmental justice.

Distributional justice relates to people’s spatial access to
environmental amenities and their exposure to environ-
mental hazards regardless of their race, ethnicity, social
class, gender, sexual orientation, disability status, and other
characteristics.

Procedural justice refers to the inclusion and the lack of
representation of marginalized groups in decision-making
processes which address the location and qualities of envi-
ronmental amenities and hazards.

Interactional justice describes the experience of marginal-
ized groups in public spaces and recreation settings. It
examines whether “these groups are being treated in a dis-
criminatory way, or whether they are targets of harassment,
insults, or other rude behaviour” (Low, 2013, p. 298). In
addition, interactional justice calls for creating recreational
spaces that “suit” the preferences of marginalized groups
(Gibson et al., 2018).

This chapter highlights the role of water in the context of
sustainable tourism and recreation. It argues that water is
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Fig. 2 The Valley of Springs
(https://www.masa.co.il/article)

currently considered as one of the most pressing environ-
mental concerns globally (Tempelhoff et al., 2009). From
scarcity to excess, responsible for the death of thousands and
the migration of millions, water is first and foremost the
essence of life, and after that a source for enjoyment,
happiness, and recreation activities. Krause and Strang
(2016) suggest studying water not only as an object of social
relationships or as a natural resource, “but rather as a gen-
erative and agentive co-constituent of relationships and
meanings in society” (Krause & Strang, 2016: 633). They

argue that such an approach extends beyond the conven-
tional in analyzing topics which were previously analyzed
separately and includes more critical and ethical dimensions.
Therefore, in their opinion, it is deserving of more nuanced
policies and practices. This framework discusses water as
fashioned by the interrelated relationships between geology,
climate, institutional arrangements, property relations, mar-
ket forces, ideologies, and social and power relations. To this
extensive list, this chapter adds and emphasizes the role of
planning as an organizing force of the landscape.
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Below, I discuss the role of water in the Valley of Springs
and the failure to create sustainable tourism in the Valley
mainly because of the failure to fairly distribute its promi-
nent natural resource among its various communities. The
conclusion suggests an alternative approach for the region.

4 Results: The Valley of Springs as a Case
Study

4.1 Geology and Hydrology

The Jordan Valley, of which the Valley of Springs is a part
of, is the product of two fault systems: the great Syrian
African fault line, which runs north to south, and several
west to east faults, which uplifted the Gilboa Mountains.
These faults are responsible for the abundance of springs in
an area with an annual rainfall of only some 100 in. There
are 30-35 springs in the Valley, which differ in their annual
water flow, temperature and level of salinity, and also a
stream—Harod Stream—which flows eastward to the Jordan
River. In the past, many of the springs and their tributaries
flowed into large swamps, while others flowed into the
Jordan River.

4.2 Human Settlement

Well-organized societies and technology to tame water
enabled the construction of more than 40 settlements in the
Valley, from the Chalcolithic period (4500 BCE) onward. At
its peak, during the Hellenistic period (fourth century BCE
to first century AD), the city of Scythopolis prospered with
great underground reservoirs of water, bathhouses, public
fountains, public restrooms with running water, and a
municipal drainage system. Nearby, its affluent population
even enjoyed a water theater on the banks of Assi Stream. In
749 AD, a great earthquake destroyed the city, and for
generations, the region declined. In the mid-nineteenth
century, the Ottoman rulers established a small regional
center named Beshan next to the ruined old city, but it was
the Zionist settlement in the 1930s which changed the
landscape. European Jewish settlers brought modern
knowledge, great enthusiasm, and firm ideology to this
peripheral edge of the Ottoman Empire. They established
communal agricultural settlements—kibbutzim—and earned
their living from agriculture, growing dates, grains, and
vegetables. In 1939, they built the first fishponds, which
have since become a main source of income for the Valley
residents.

The modern town of Beit Shean was established after
Israel’s War of Independence (1948-9) and the deportation
of the Arab residents of Beshan. During the 1950s-1960s,
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the town was populated by Jewish refugees from Iraq, Iran,
Romania, and Northern Africa. First, they were settled in the
deserted Ottoman town, and later, the State housed them in
poorly built two-to-three-story housing projects. Since its
establishment, the town’s residents have belonged to Israel’s
lower social-economic status (4/10). Currently (2021)
18,500 people reside in Beit Shean, and new schemes aim to
increase its population by 50% by the year 2035.

4.3 Water for Living and Enjoyment

The ability to produce water was essential for settling the
region. There are numerous irrigation facilities and
water-based plants scattered throughout the 180 square
kilometers of the Harod Stream drainage basin, some dating
back to Roman times (Avisur, 1963). Since the 1930s,
Jewish settelers pumped water from Harod Stream and later
established a Water Association Cooperative, which from
1934 to the 1970s drilled 40 wells. During the 1950s, and
soon after its establishment, the State of Israel built a
sophisticated regional water plant to supply fresh water for
irrigation and living and saltwater for fishponds. The State,
which owns and controls all the country’s water sources,
pooled the various sources and distributed the water in open
cement channels throughout the region. In the ensuing years,
new water projects were initiated, including the drilling of
new wells and the construction of a large reservoir for
storing winter floodwater.

In parallel, as early as the 1930s, the Jewish settlers
discovered the pleasure of bathing in the Valley’s springs
during the hot summers and the cold winters (as the springs
differ in temperature). Residents of Kibbutz Nir David
drained the swamp formed by Assi Stream and built their
houses on its banks (Fig. 3). In the 1940s, they proposed
establishing a number of recreation sites along the Gilboa
fault line, and in 1958, on Israel’s tenth anniversary, Israel’s
president declared the area along the length of Assi Stream
as one of the State’s first national parks, Gan HaShlosha
(Alon-Mozes, 2013). Since the 1960s, due to the
improvement in Israel’s economy and the establishment of a
modern highway system, the area attracted vacationers from
all over the country, who arrived to recreate in Harod
Spring National Park (Lissovsky & Dolev, 2012) and in
other sites, which offered archeologic and scenic amenities.
As no swimming pools existed in the nearby Arab villages,
the various water amenities attracted this population as well,
and after the 1967 war, also people from the occupied
territories of the West Bank (Alon-Mozes, 2015). In the
following years, the success of the Valley made it popular
among Christian pilgrims and tourists from abroad, as
reported in 2007 by a Jewish journalist visiting Gan
HaShlosha:
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....Jt was everything I had imagined I would find in Paradise: As
we walked through the site, taking in the majesty all around us,
we began to notice something almost as fascinating — the people.
Here, lounging in Paradise, was a complete blend of Israelis and
Arabs — Jews, Christians and Muslims, side by side, enjoying the
park together. Well, maybe not together, but side by side. In fact,
with everyone in their swimming suits, splashing in the water, it
was sometimes hard to tell them apart. (Ben David, 2007).

Since the 1990s, following the demand for more
water-based recreational sites, various proposals emphasized
the Valley of Springs’ role in benefiting the local community
and others, as detailed in Table 1.

Currently, the regional council, in collaboration with State
authorities, completed the development of approximately a
dozen sites for public use. Table 2 summarizes the amenities
of the prominent sites, which differ in their salinity level,
amount of available water, on-site recreation facilities, dis-
tance, accessibility from the town of Beit Shean, and entry fee.

However, water was not always distributed equally
among the inhabitants of the Valley. While the residents of
the agricultural settlements were given free access to water
amenities—and particularly Kibbutz Nir David, which
established its residential area on the banks of Assi Stream—
residents of Beit Shean, the only town in the region, barely
had access to fresh water for recreation (Fig. 3).

4.4 Beit Shean and Water

Fresh water, in built channels, ran through the Palestinian
town of Beshan, and later also through Beit Shean. The
water served household uses, and during the 1950s, the
channels were buried and disappeared from view and use.
Since then, the residents of Beit Shean had limited access to
on ground water for various activities. Harod Stream, which
used to flow year-round on the outskirts of the town, lost
most of its water to irrigation and to the fishponds. Instead, it
absorbed the polluted water from the ponds, which turned it
into a hazard of poisonous water and a source of foul odors.
Furthermore, there were no other water sources within
walking distance. For years, Beit Shean residents experi-
enced the water amenities mainly as day laborers for

Fig. 3 Assi Stream and Kibbutz
Nir David (left), Harod Stream
and Beit Shean (right)

minimum wage, when constructing Gan HaShlosha National
Park and other water-based recreation sites. The current
urban planning of Beit Shean continues to locate the com-
munity with its back to Harod Stream, and future schemes to
include the stream as part of the cityscape are very modest in
terms of water use, proposing only strolling along the stream
and not making it part of the scenery.

4.5 The Symbolic Meaning of Water
in the Valley of Springs

Veterans of Beit Shean remember living next to Harod
Stream, using its water for drinking, bathing, swimming, and
watering the vegetable patches surrounding their houses. In
retrospect, not devoid of nostalgia, they recall those days of
poverty and hardship as full of joy, confidence, and happi-
ness (Asur, 2021). In parallel, kibbutz members also regar-
ded the fresh water as compensation for their daily
difficulties in the harsh climate of the Valley. They cleaned
the springs, planted communal gardens around them, and
built their houses on the Assi Stream’s banks (Fig. 3). They
also made extensive use of the local water for establishing
their agricultural initiatives, and especially the fishpond
industry. Throughout the 1960s and onwards, Gan HaSh-
losha National Park served as a symbolic icon of hegemonic
Israel. It was a preferred site for weekend car trips for
middle-upper-class Israelis and functioned as the site for
ceremonies marking the end of military trainings in the
Valley. These overnight gatherings around the bonfire, in an
Eden made by the Zionist early settlers, were very influential
in strengthening self- and national identity. The Valley
expressed the wish of the third century Jewish sage Reish
Lakish, who asserted: “If paradise is found in the Land of
Israel, its entrance is through the gates of Beit Shean” (Reish
Lakish, third century).

But paradise was not equally shared by the various com-
munities of the Valley, and since the 1950s, water and the
access to water have symbolized the gap between the two
local communities: the relatively small agricultural commu-
nities (mainly kibbutzim), which are under the auspices of the
regional council, and the relatively large urban community of
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Table 1 The role of water in the various schemes for the Valley of Springs and Beit Shean

Year | The Scheme Initiated by The role of water
1992  Comprehensive local scheme for | Beit Shean local council, and State — Addition of channels, small waterfalls, pools, and fountains to
Beit Shean C 6995 (1992) authorities (Rachamimov) cool the temperature of town

— Development of the north—south ancient aqueduct axis
expressing the importance of water for the town

— Rehabilitation of Harod Stream in collaboration with the
regional council and State authorities. Rehabilitation of the
stream banks and development of hiking routes and other
activities along the stream

2017 ' Comprehensive local scheme for | Beit Shean Municipality and the State Not a part of the town plan. A proposal to establish a hotel next
Beit Shean 203-0,293,993 (2017) to Harod Stream as part of the national park

— Restoration of the stream to revive its fauna and flora

— Priority for the stream as a drainage system. In addition,
hiking trails, management routes. Any schemes must be
coordinated with the drainage authority

— Any scheme will be coordinated with the landscape plan of
Harod Stream

2007 | Local Scheme for Harod Regional council, Beit Shean — Conservation and restoration of the stream as a water system
Stream C. 13,353 (2007) Municipality, JNF — Controlled development of the stream for recreational uses

2015  Harod Stream East Part C. 21,331 while maintaining the agricultural/rural character of the region
(2015) and preventing damage to agricultural areas

— Designation of agricultural areas for reservoirs and fishponds
— Proposing several areas for intensive tourist development

— In 2015, the scheme was revised to include instruction for
ecological protection along Harod Stream and its outlying areas

2004 Harod Stream: Instruction for Ministry of Agriculture, Harod Stream — Restoration and preservation of the stream and the open space
development the Stream route Administration, KKI, and others. (Tibi for the benefit of the public
and planting (2004) landscape architecture) — Improving the qualities and quantities of water for the

rehabilitation of the stream system

— Development of Harod Stream as a lever for realizing the
economic potential of tourism in the area

— Landscape development of the stream area

— The stream as an educational and tourist theme

— Maintaining a continuum of pedestrian accessibility
throughout the axis of the stream

— Creation a “body” for the stream

— Locating existing hotspots and sites along the stream and
Harod Valley and the realization their touristic potential

— “The Stream Route” as a road designated for pedestrians and
cyclists and limited to vehicle maintenance and service only

2009  Master Plan for Spring Valley (D. ' Regional council, Ministry for Water is one of the core elements of the region. The plan calls
M. R., 2009) Environmental Protection, Ministry of for:
Agriculture, and others — A comprehensive master plan in cooperation with neighboring
authorities including the Palestinian Authority and the Jordan
Kingdom

— Examination of various technologies for improving water
quantity and quality

— Making water a central theme of research and dialog

— Exposing water as a leading motif in branding the region

— Exposing the hidden network of water by user-friendly access
routes and observation points

— Unveiling the local water system and its agricultural
achievements

— Preserving water sources, mainly by stream restoration

— Upgrading existing infrastructure for sustainable use

— Examining the feasibility of establishing and R&D center with
Jordan
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Table 2 Water recreation amenities in the Valley of Springs

Distance Amenities Accessibility  Price of entrance
from Beit
Shean
Ein Moda 7.6 km Fresh water, Eucalyptus 10-15-min. Free of charge
16 min. by trees, picnic tables, no lawn walk, rent
car. No bicycle, or
public golf carts
transportation
Ein 5.4 km Fresh water, Eucalyptus 15-20-min. Free of charge
Shokek 13 min. by and other trees, natural walk, rent
car. No vegetation, remains of bicycle, or
public water mill picnic tables, no | golf carts
transportation | lawn
Kibbutzim 4.1 km Upper part nature reserve By car No parking
Stream 7 min. by 1.5 km of fresh stream, no payment
car. NO lawn
public
transportation
Gan 6.2 km Old national park, big By car Almost $13 for
HaShlosha 8 min. by swimming pools, lawns, adult and $7 for
car. No coffee house lifeguard kids. The most
public expensive national
transportation park
Ein Huga 6.3 km Large swimming pools, By car $14 for adult
11 min. by lawns, café lifeguard
car. No
public
transportation

Table 3 Characteristics of the
communities in the valley of

Springs Beit Shean (1 town)

The valley of Springs (24 communities)

Beit Shean. While the population of the town is 1.5 times
larger than the population of the regional council, its area of
jurisdiction is almost 35 times smaller, and consequently, the
town’s population density is almost 50 times greater. Table 3
summarizes the differences between the two communities.
Missing from the table are the facts that the jurisdiction area
of the regional council includes most of the local springs and
that the regional council is wealthy enough to develop these
water amenities or to collaborate with State agencies in these
development projects. In contrast, the town of Beit Shean,
poor in land and financial resources, is unable to take part in
these initiatives. The only water amenity included in its
jurisdiction area is the polluted Harod Stream.

This uneven distribution of the natural resources reflects
the State’s historical prioritization of the rural sector over the
urban one, and especially the inferiority of new
post-independence towns, which suffer from limited
resources in terms of land, water, budget, etc.

Size (ha) | Population | Density | Socioeconomic status
744 18,463 248.2 4/10
25,043 13,415 5.36 6/10

The symbolic meaning of water is reflected also in the
language used in the Valley and the names of its various
sites. In the 2000s, the regional council changed its name
from Beit Shean Valley to the Valley of Springs, distancing
itself from the poor town, and emphasizing an image of a
pastoral landscape detached from its actual geographical
location. The symbolic meaning of water and water-related
amenities is also reflected in the names of the springs, which
have changed along the years. Arabic names were replaced
with Hebrew ones, as in the case of Assi Stream—which
was renamed Amal Stream. Since 2020, in line with the
struggle to bring the stream back into the hands of the
Valley’s inhabitants, its name was switched back to Arabic
—Assi. Another example is Jamain Stream, which became
Kibbutzim Stream. The latter, although a Hebrew translation
of the Arabic word, chose a dual term that also mentions the
agricultural settlements (kibbutzim), which are blamed for
appropriating the area.
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4.6 2020 Events

In the summer of 2020, between the Covid-19 pandemic
lockdowns, the pressures on Israel’s relatively few water
recreation sites became extraordinarily intense (Kershner,
2021). Backed by the law, which defines streams as a public
domain, residents of Beit Shean, as well as many other
domestic tourists from throughout the country, demanded
that Kibbutz Nir David opens its gates and lets them picnic
on the grassy riverbank of Assi Stream (Fig. 4). In response,
the kibbutz closed its gates and called the police and the
struggle quickly reached the press, spread through social
media, and was even discussed in the Israeli parliament. It
was manipulated by politicians aiming to fuel the
generations-old conflict between rich and poor, agricultural
settlements and peripheral towns, persons of Ashkenazi and
Sephardi (Oriental) origin, and other rifts characterizing
contemporary Israeli society. In the ensuing months, the case
was brought before the court, which tried to mediate
between the adversaries. It forced the kibbutz to allocate a
small piece of land along the stream for public use during the
summer. However, these small steps taken on site failed to
satisfy the involved communities.

Currently, the media is the main battleground between the
opposing parties. Kibbutz Nir David established a highly
professional Web site, rich with historical data and more
recent information, called Shattering Myths, (https://www.
nir-david.co.il/%D7%A0%D7%99%D7%A4%D7%95%D7
9% AS5-%D7T%IEDDT%99%D7T % AA%DT%95%D7%A1%D
7%99%D7%9D); the opponents, who recruited supporters
from all over the country, manage their activity via an
aggressive Facebook page of 20,000 followers, named Free the
Assi (https://www.facebook.com/groups/487207302079116/).

The current debate focuses on legal rights, or the
generations-old struggle between hegemonic, privileged
Israel as represented by kibbutz members, and “Second
Israel,” of less affluent people, as represented by those

Fig. 4 HaAssi is a public domain. Photo Gil Eliyahu, HaAretz,
24.8.2020, https://www.haaretz.co.il/news/education/.premium-1.9073011

calling to free the Assi. However, in order to escape the
numerous pitfalls of conventional planning or problem
solving by politicians and the court, I suggest examining the
current struggle from the perspective of water, as both the
most important natural resource of the area and the carrier of
symbolic meaning, power relationships and social interac-
tions. As such, water will become the object of planning,
design, and management.

5 In Conclusion: Planning Through
the Perspective of Water

The following sets out the framework for sustainable plan-
ning for Valley of the Springs.

5.1 The Role of the Drainage Basin

As a water-related issue, the drainage basin and the regional
water system will serve as the basic unit of investigation,
planning, and management. Currently, on a regional scale,
two different planning systems relate to the drainage basin of
Harod Stream. The first partially covers the jurisdiction area
of the regional council, and the second relates to the town of
Beit Shean. Consequently, the stream falls between two
entities and is not considered as an integral whole. While it
serves as an amenity within the regional council, it reaches
the town as a hazard. Two decades ago, a comprehensive
scheme for the stream was prepared by State authorities;
however, due to various reasons it failed and has not been
reconsidered since. As similar comprehensive schemes pre-
sently work well for other streams (Yarkon River Authority,
2020), it is time to revise the comprehensive plan for the
entire region. If this is achieved, it will require any future
initiatives to be examined and evaluated within the frame-
work of the entire drainage basin.

5.2 Mapping Water

As a first step, it is crucial to map the current and past water
amenities of the region. Relying on old maps, historic
accounts and remaining materials (archeological and his-
torical), discussing the environmental history of the Valley
of Springs from the perspective of water will serve as a basis
for future planning. Such mapping will include the routes of
old streams, the flow rate of springs and the quality of their
water, the locations of ancient swamps, and evidence of the
past flora and fauna of the wet environments. In addition, the
investigation will focus on the presence of humans and their
various uses of water, as well as on the symbolic meaning
that people have attributed to water. Such accounts will be
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compared with the contemporary role of water for the
region, including an in-depth analysis of the water compo-
nent in the various proposed and implemented regional and
local schemes.

5.3 Sustainable Planning

“To sustain the benefits of outdoor recreation for present and
future generations, the recreation program must address and
work toward a sustainable balance among the three spheres
of environmental, social, and economic conditions” (USDA
FS, 2010: 4).

These three pillars of sustainability should direct any
future development of the Valley of Springs and its water
amenities. During an era of climate change, and especially in
an area suffering from a scarcity of precipitation, it is
extremely important to reconsider the balance between the
various consumers of this limited natural resource: nature,
human inhabitants, agricultural development, industry, and
recreation. It is important to preserve the natural water sys-
tems, to avoid over-pumping and the allocation of water for
hazardous uses, causing irreversible pollution.

In parallel, it is important to reconsider the various eco-
nomic aspects of this “water world”: to carefully calculate the
direct and indirect investments in and revenues from the
various water-based initiatives and to question generation-old
axioms which are rooted in State ideology and past needs. For
example: Is it currently justifiable to maintain fishponds? To
continue preserving generation-old agricultural practices and
choice of crops? How many recreation sites, based on water,
are necessary to serve the country’s growing population in
general, and the needs of the locals in particular?

In the Valley of Springs, this is extremely important, as
previous planning and decision-making processes have
ignored the local population, and especially the residents of
the town of Beit Shean. Therefore, in order to create a
sustainable future for the Valley, it is necessary to discuss its
water through the three pillars of environmental justice:
distribution, procedure, and interaction, as presented above.

Sustainability and Environmental Justice in the Valley of
Springs.

e Distributional justice generally relates to the equal spatial
allocation of resources and hazards. In the Valley of
Springs, fresh water is the precious resource, while the
polluted water is considered a hazard. At present, they are
not spatially distributed equally, either due to environ-
mental characteristics (fault lines, rock formations, etc.)
or to human activities (location of fishponds as a domi-
nant polluting land use, etc.). Technology can distribute
water-based amenities fairly throughout the region, as
already accomplished by the network of the artificial
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channels. However, it is necessary to also look at the
hazardous components and their spatial distribution, more
specifically, the fact that the living stream of the Assi is
mixed with the polluted water of the fishponds by the
time it reaches the town of Beit Shean, contradicting any
distributional justice—an issue that needs to be resolved.

Furthermore, fair distribution relates not only to the
resource, but also to the various elements accompanying it.
People find recreation on lawns near water more appealing
than in grassless shaded groves. They also relate great
importance to accessibility by public transportation or by car,
to whether or not they have to pay entry fees, and to whether
the site is open to visitors throughout the year. As each site is
unique—and there is no reason to make them all the same—it
is important to evaluate the various components of each site in
order to ensure fair distribution of the various amenities.

e Procedural justice calls for balanced participation of all
communities in the decision-making processes. In the
past, kibbutz members voted in a general assembly on all
aspects of kibbutz life. Currently, although public hear-
ings are a common procedure in many planning pro-
cesses, it is not as commonly practiced in low-income
communities. The lack of time, knowledge, and experi-
ence in dealing with these over-complicated processes
distance the community from taking part in shaping its
future. In addition, planning procedures in Israel are long
and complex; they are most often managed by profes-
sional planners and town bureaucrats and at times do not
represent the interests of the common people.

e [nteractional justice refers to the experience of individuals
and of the various communities in relation to each other
and, in this case, in relation to water. Discussing these
individuals’ and communities’ memories, expectations,
and the practical and symbolic meaning they attribute to
water might create a space of listening, tolerance, and
acceptance as a first step toward more sustainable devel-
opment. While the stories of kibbutzim members—the first
Jewish settlers of the valley—are well documented, very
little is known about the experience of the residents of Beit
Shean. The first documents in albums, books, and cur-
rently—a Web site describe the heroic adventure of drying
the swamps, digging pools, and planting Eden next to Assi
Stream. The others—the residents of Beit Shean—barely
shared their stories of enjoying the water within the town’s
boundaries or of enjoying the fresh water of Harod Stream.
Moreover, their hardship as day laborers building Gan
HaShlosha National Park and other recreation sites was
never acknowledged. Providing such opportunities for
sharing stories might create the first step toward reconcil-
iation and relief.
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In conclusion, sustainable tourism is discussed in this
chapter as part of a comprehensive framework which per-
ceives tourism as one component among many others in
creating a sustainable region for the present and the future.
The chapter identified the core resource of the valley—water
—which since antiquity has been the source of its prosperity.
From the water theater of the Hellenistic period to the con-
temporary Assi Stream and its cooling water, water has been
the essence of the Valley, and the events of 2020 only
highlighted its importance for the region as an agent of the
Valley’s genius loci, economic prosperity, and human
interactions. Broadening the perspective of investigation,
and consequently of planning and management, challenges
past modes of investigation, planning, and decision-making
in favor of a more sustainable, refreshing future. The idea
must be examined by various local stakeholders and other
experts in order to determine its applicability for the Valley
of Springs and other regions.
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Hugo Martins

Abstract

Religious tourism in Portugal has played a role of great
relevance for the economic development of the regions.
This type of tourism is more than a visit to sacred places.
The festival in honor of Our Lady of Agony is called
queen of the festivals of Portugal, inserted in the cycle of
summer festivities. This festival always takes place
around the 20th of August in Viana do Castelo, Portugal.
Given the growing number of visitors that it attracts and
the volume of attractions that it has in its program, the
Our Lady of Agony festival, over the years, has gained
notoriety rivaling other festivals. This stands out, of
course, by the religious aspect, but also by the ethnocul-
tural and artistic attributes. The aim of this research is to
understand the impact that the pandemic caused in terms
of occupancy rate and to what extent conditioned the
program of activities for the realization of this festival.
Methodologically, we used a content analysis by analyz-
ing statistical data from 2019 and 2020, characterizing the
festival with its various moments/events both in the
pre-pandemic period and during the pandemic period.
The information was analyzed, and the conclusions were
drawn. It was possible to verify that Our Lady of Agony
festival did not cease to be held because of the pandemic,
but underwent many changes in its programming, resort-
ing mainly to digital. The religious part was one of the
activities that took place physically. In terms of occu-
pancy rate, although the number of overnight stays in
August 2020 had a negative variation of -24%, it was
better compared to the national results; the domestic
market helped to offset the sharp decrease in the number
of overnight stays by non-residents; and the “main stage”
of the festival stopped being the physical territory and
became Instagram, Facebook and YouTube.
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1 Introduction

Tourism as an economic activity brings together a number of
elements that influence the territory and, simultaneously and
consequently, a wide range of economic and social activities
that are part of local and/or regional dynamics. Thus, eco-
nomic agents increasingly see tourism as an alternative for
the development of a particular area or region. The civil and
religious heritage and traditions have been in some way
appropriated and commodified by the tourism economy
becoming part of the segment called religious tourism.

Religious tourism has functioned as a promoter of social
and cultural interaction, enhancer of social and personal
development and a stimulator of the territory in economic
terms, preservation and enhancement of religious heritage
(Silva, 2012).

With the pandemic, tourism and pilgrimage to major
European shrines fell by 90-95% during the first months of
the pandemic (Mréz, 2021). Shrines such as Santiago de
Compostela and Lourdes were closed for several weeks
during the first wave of the spread of the coronavirus. Eur-
ope's biggest Catholic shrines encouraged pilgrims to deepen
their ties with the shrine by attending services and prayers
online and to make spiritual and virtual pilgrimages (Mrdz,
2021). In fact, in-person religious events during the early
stages of the COVID-19 pandemic ultimately contributed to
the spread of the virus (Olsen & Timothy, 2020): (a) In
South Korea, about 5000 cases of the virus were traced to a
person known as “Patient 31” who had worshipped at the
Shincheonji Church of Jesus in Daegu; (b) in the middle east
region, it was attributed to pilgrims visiting religious shrines
in Iran and other countries; (c) in California, 71 positive
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cases of the COVID-19 virus were attributed to a Slavic
megachurch; and (d) in Malaysia, 513 people tested positive
for the virus after attending a meeting outside Kuala Lumpur
linked to the Tabligh Muslim missionary movement, atten-
ded by 16,000 people (Mr6z, 2021). These, and other mass
religious events with high rates of viral transmission, have
led to several countries banning large assemblies, including
religious gatherings, as part of the broader effort to “flatten
the curve” by implementing non-pharmacological interven-
tions, policies and practices. Many projects “associated with
religious and cultural events at shrines have been reduced to
zero. This is an unprecedented event after World War II -
nothing else has affected tourism, including religious tourism
and pilgrimages, as much as the pandemic of Covid-19”
(Mroz, 2021, p. 627). Portugal was no exception.

Due to the existence of a strong set of religious structures
and traditions, Northwestern Portugal is a region where
religious tourism contributes greatly to achieving this
development. This type of tourism has been, in recent years,
“the target of attention of several economic, political and
scientific agents” (Antunes et al., 2016, p. 276).

In this context, this article aims to understand the impact
that religious tourism has in the region, specifically the Our
Lady of Agony festival and what the consequences derived
from the pandemic caused by COVID-19.

Methodologically, our research question was elaborated
to which we intend to obtain answers: “What is the impact
that the SARS-CoV-2 pandemic caused in the Our Lady of
Agony festival and to what extent conditioned its realiza-
tion?”. To answer our research question, a set of objectives
were identified that allowed us to draw some conclusions.
We used a content analysis, in which we sought to make a
statistical analysis of the data concerning 2019 and 2020. In
addition, we sought to characterize the festival with its
various moments/events both in the pre-pandemic period
and during the pandemic period to understand the changes
that the pandemic caused regarding the readjustment of the
program and the occupancy rate.

2 Literature Review

Tourism is an extremely important economic activity “and can
play a decisive role in terms of development of certain
regions” (Martins & Morais, 2016, p. 84), as it can generate
wealth and employment (Martins et al., 2021a, 2021b) and
also contribute to a relevant role in the preservation and
maintenance of heritage, as well as traditions (Martins, 2022).

The practice of tourism can be interpreted as a modern
form of pilgrimage (Burns, 2003), and religious tourism is
characterized by an intimate connection between the tourist
phenomenon and the religious phenomenon. Religious
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tourism is clearly on the rise since tourists are increasingly
looking for authentic products, i.e., that combine cultural
and spiritual experience. What attracts visitors with regard to
religious heritage is certainly the fact that the properties are
sacred places, i.e., a place associated with the divine (Silva,
2012), but also the historical, cultural and artistic character
of these same places.

In addition, much of the heritage built by man over time
and visited by him is undoubtedly of a religious nature. The
most visible relationship between “tourism and religion
consists in the huge amount and diversity of sacred buildings
of real touristic interest that are visited by tourists” (Antunes
et al., 2016, p. 275).

According to (Rinschede, 1992), religious tourism can be
understood as a confluence of opposite polarities, in which,
on the one hand, there is the sacred aspect and, on the other
hand, the profane aspect, in which visitors travel partially or
solely for religious reasons.

During the first six months of the COVID-19 pandemic,
“the number of pilgrimages and tourists to Catholic shrines in
Europe decreased by 90-95%” (Mrdz, 2021, p. 625). Many
shrines were closed during the first weeks of the pandemic
(mid-March to May), and some remained closed until June.

The space for pilgrimages, the sacred space of thousands
of shrines around the world, changed from mid-March. The
following weeks turned out to be disastrous for pilgrimages.
COVID-19 brought isolation, uncertainty, pain, suffering
and death to thousands of people. The scenes of the closed
Church of the Nativity in Bethlehem (closed from 5 March
to 24 May 2020), the Church of the Holy Sepulchre in
Jerusalem (closed from 25 March to 24 May 2020), the
Major Basilicas in Rome, Pope Francis praying in solitude in
St. Peter's Square during the Easter Triduum. Peter's Square
during the Easter Triduum, the deserted pilgrimage route to
the Shrine of Santiago de Compostela, the empty Massa-
bielle Grotto in Lourdes, hundreds of thousands of closed
temples and shrines of all religions around the world have
really moved religious people. Passion services, Passions
and Easter Triduum celebrations have been canceled. Justin
Welby, the Archbishop of Canterbury, celebrated the Easter
service broadcast online from his flat in London. Many
parishes followed suit.

In statistical terms, the number of pilgrims to the various
holy sites has fallen dramatically: The number of pilgrims on
the Camino de Santiago registered in July 2020 was five
times less than in July 2019 (in July 2020, 9752 people and
in 2019, 53,319); in August 2020, it was more than three
times less than in August 2019; and in September 2020, the
Pilgrims’ Office in Santiago de Compostela registered
10,441 people, which is four times less than in September
2018 and 2019 (Mro6z, 2021). The number of pilgrims
wandering on cross-border routes (Camino de Santiago, Via
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Francigena) was reduced several times during the
COVID-19 pandemic compared to previous years. The
number of “pilgrims on the French section of the Via
Francigena during the 2020 pilgrimage season was ten times
lower” (Mro6z, 2021, p. 635). The Shrine Our Lady of
Lourdes, the largest Marian shrine in Europe, until the out-
break of the COVID-19 pandemic, had been visited by about
5 million pilgrims every year in recent years. For two
months, until 16 May 2020, the Lourdes shrine remained
closed.

Pilgrimage and religious tourism are too economically
important to limit religious travel for long. Many “places
around the world rely heavily on religious travel for their
economic viability; many religious sites serve as anchor
attractions that bring considerable fiscal dividends to their
communities through tourism” (Olsen & Timothy, 2020,
p.- 176). The pilgrimage space of shrines has changed
greatly, not only in terms of the number of visitors, but also
the age range of pilgrims (a clear decrease in the number of
pilgrims over 60 years old) and the reasons for going on
pilgrimage to shrines (Mroz, 2021).

Therefore, the motivations can be of various kinds, both
for pilgrims and for visitors who go to sacred places. While
pilgrims travel mainly for reasons of religious practice such
as praising the saints, pray or fulfill promises, the religious
tourist can be driven by more profane or mixed motivations,
wanting to know the traditions, history, nature, gastronomy
and traditional music or participate in pilgrimages and reli-
gious festivals (Sousa & Pinheiro, 2014). According to
Turismo do Porto e Norte de Portugal (2015), the festivals
and pilgrimages of the North of Portugal are an authentic
invitation to healthy conviviality amidst joyful people and to
the visitation of a multifaceted territory, in a perfect sym-
biosis between the sacred and the profane, one of the anchor
products of the Minho region (Martins et al., 2021a, 2021b).

Jackowski (2002) established classifications for festivi-
ties’ religious sites, calling them international centers,
supraregional centers or regional centers, according to their
attractiveness. Some of the sanctuaries in Northwest Portu-
gal can be considered supraregional centers, such as the
sanctuary of Bom Jesus do Monte in Braga, or the sanctuary
of Sdo Bento da Porta Aberta, in Terras de Bouro (Silva,
2012), as they have the power to attract visitors in regional
terms, although not assuming an international dimension.

Nolan & Nolan (1992) divided the religious places into
three different groups, according to the visitors’ motivations:
(a) places of pilgrimage, where devotion is the main reason
for the visit, distinguishing them according to the greater or
lesser power of tourist attraction, the occurrence of seasonal
festive pilgrimages; the combination between the
artistic/patrimonial value, festive pilgrimages and worship;
(b) tourist-religious attractions, whose motivation for the
historical or artistic heritage prevails over the religious
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motivation, not being object of the festivities; and (c) places
where religious festivities occur, such as celebrations or
processions. According to the authors, there are 321 Chris-
tian shrines in Portugal, of which 168 consecrate their ven-
eration to Mary, 124 whose devotion is due to the saints and
29 consecrated to Jesus Christ.

In our territory under analysis, the city of Viana do
Castelo, it has long been the stage of festivities, the most
important of all being the Our Lady of Agony festival
(Martins, 2022), already considered by the media the Queen
of festivals. This event has stood out for its diversified
program that attracts more and more Vvisitors.

2.1 The Example of Our Lady of Agony Festival:

Historical Background

Viana do Castelo is a city on the northern coast of Portugal,
subdivided into 27 parishes, integrated in the sub-region
NUT III of Alto Minho. Until 1848, the town was called
only Viana. After that date, the city was elevated to the name
of Viana do Castelo, indicated by the queen D. Maria II. In
1977, it is also elevated to the seat of a Catholic diocese. It
currently belongs to the Portuguese Healthy Cities Network.
The cycle of festivities in the municipality begins in March,
with the festivities, in the parish of Mazarefes. However, its
high point is the traditional Our Lady of Agony festival,
which takes place in the middle of summer, around 20
August.

The Our Lady of Agony festival is associated with the
history of the Chapel of Our Lady of Agony, patron saint of
fishermen. Initially, in 1674, a chapel was built in primitive
invocation to the Jesus of the Holy Sepulchre of Calvary
and, a little above, a small chapel devoted to Our Lady of the
Conception. The devotion to Our Lady of Agony occurs
from 1751 with the entrance of her image in the Chapel of
Jesus of the Holy Sepulchre of Calvary. The name of the
saint is currently associated with the Queen of festivals and
the multiple traditions of the largest popular festival in
Portugal: Our Lady of Agony festival, born from the devo-
tion of the fishermen who came from Galicia and the entire
Portuguese coast for the religious and pagan celebrations,
which are still repeated annually in the week of August 20, a
municipal holiday.

From the second half of the nineteenth century, in 1861, the
festival goes beyond the religious aspects: It becomes a fes-
tival with all its recreational motivations. In 1871, a bullfight is
added to the program of the festival. In 1906, the Costume
Festival is born and in 1908 the 1st Agricultural Parade (cur-
rent historical-ethnographical parade) (VianaFestas, 2021a).

Since the early twenty-first century, in 2002, it is created
a promoter association of the city festivities, VianaFestas, in
charge of all the logistics and programming of the city
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festivities. This association has in its origin the institution-
alization of the secular Commissions of Festival of Our Lady
of Agony, being considered necessary and essential for the
continuation of the organization of these festivities, known
as the festival of the festivals of Portugal, in view of the
involvement not only of financial volume, but, essentially, in
its legal and fiscal aspect. This non-profit association has as
main objectives: (a) the promotion and realization of festi-
vals, exhibitions and similar acts, especially the promotion
of the Our Lady of Agony festival; (b) the promotion of local
identity, through the dissemination of its Ethno-folkloric
wealth, its heritage in the range of costumes, crafts, gas-
tronomy and traditions; (c) exercise a mobilizing role of
experiences between local cultural groups and bearers of
collective memories; (d) promote and restore to the com-
munity customs and traditions; and (e) contribute for the
cultural and social development of the community, in a local
perspective (VianaFestas, 2021a).

2.2 The Program of the Our Lady of Agony
Festival

The festival in honor of Our Lady of Agony is the greatest
exponent of the city's festivities, having received, in 2013,
the Declaration of Interest for Tourism. The media calls it
the Queen of festivals or even the festival of festivals in
Portugal, as it stands out for its program, the number of
visitors it has attracted over the years, the culture it carries in
the strength of the “Vianesa” costume and the weight of the
gold that the “mordomas” display on their chests.

One of the highlights of the festival is the historical-
ethnographical parade that has been part of the program
since 1908. Initially called the “Agricultural Parade” (in
which the floats were pulled by oxen), this is the moment
when the parishes of the municipality show their best to the
city. The parade is a true living museum, always involving
more than 3000 participants, which through a hundred his-
torical performances and dozens of floats form a show that
combines history, ethnography and customs. The procession
parades in a course of 2300 m along the streets of the city
and lasts more than two hours.

Fig. 1 Mordomia Parade
(VianaFestas, 2021a)

Another moment of this festival is the Mordomia Parade.
It is an event that brings together more than 500 costumed
women who walk through the streets of Viana do Castelo.
The Mordomia Parade currently symbolizes a “greeting” of
the organization of the Our Lady of Agony to the official
entities and marks the beginning of the festival (Fig. 1). The
mordomas, women in costumes from the different parishes
of the city, parade through the main streets of the city, which
gain more shine for the gold they carry. It is also on this day
that the mordomas wear different costumes and secular gold
pieces. They even carry dozens of kilos of gold, gathering
the pieces of family and friends in a single chest. The value
of the hundreds of kilos of gold pieces worn by the mor-
domas in this event is estimated to be around 14 million
euros (VianaFestas, 2021a). This moment is seen, in the
community, as a great pride in being from Viana do Castelo.
It is this very own pride that is called “chieira,” because it is
with vanity and pride that these women carry the gold and
costumes being usual to see in these parades several gen-
erations of women.

Another great moment of the festival’s program is the
“Costume Festival.” It is an event characterized by dances
and songs, where the beauty and richness of the details of the
typical costume of Viana do Castelo are joined, there being
moments in which the presenters explain the details of the
costumes. It represents a tribute to the ethnography and
folklore of Alto Minho, in which it is sought to make known
to visitors the origin and history of the uses and customs
associated with the costume and the art of dressing well by
the genuine young woman of Viana. This is because the
linen costume, with various characteristic colors and shapes,
is a symbol of the region that the women of Viana do
Castelo wore until the end of the nineteenth century
depending on the occasion, time of life and their status. The
use of gold manifested the wealth of the family, but above all
the pride of the woman.

Fireworks are usually characteristic of several festivals
and pilgrimages. In the Our Lady of Agony festival, it is an
attraction that has always been part of the program, but it
was with the “waterfall” on the Eiffel bridge, over the Lima
river, that the fireworks of Viana do Castelo became famous,
the known “Serenata.” In the program, there are three great
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moments of fireworks: the “Fogo do Jardim,” the “Fogo da
Santa” and the “Serenata de fogo.” The first great firework
show of the feast is the “Fogo do Jardim,” formerly called
“caught fire,” a technique that is almost no longer practiced.
On August 20, the “Fogo da Santa” is launched near the
entrance of the Seaport, at midnight, lighting up the sky of
the Ribeira de Viana do Castelo. On the last day, visitors can
watch a 30-min “Serenata de Fogo” that involves the
launching of fire from the river and several other points
along its banks culminating with the “waterfall” at the Eiffel
bridge and the traditional saying “Viana is Love.”

Another moment of great impact in the festival is the
“Gigantones” and “Cabecudos” to the sound of drums and
concertinas that always perform, during the days of the
festival, in different spaces of the city.

Finally, the highlight of the religious part of the festival
is the solemn procession: The procession of Our Lady of
Agony departs from its sanctuary, meeting up in the
enclosure in front of the temple with other religions ima-
gens (Our Lady of the Seas, Our Lady of the Assumption
and Our Lord of the Afflicted), all coming from St.
Dominic's church. Together, amidst the effort of the men
who carry them, they walk through the streets of the his-
toric center. The devotion to the patron saint of fishermen
brings together more than a hundred participants that,
accompanying the saints, dramatize various biblical scenes.
It is also traditional for the residents of Ribeira to cover
their balconies with bedspreads and throw flowers from
their windows as the procession follows, which is received
there in complicity and respect, making this the most
religious moment of the festival. It should be noted that the

Fig. 2 Procession of Our Lady
of Agony through the streets with
carpets of salt (VianaFestas,
2021a)

litter travels through the streets that are richly ornamented
beforehand.

Finally, the so-called Tappet Night, which always takes
place from 19 to 20 August, preceding the feast's patron
saint's day, transforms the streets of the riverside of Viana do
Castelo into a display of popular art. Residents, family
members and even volunteers work over 30 tons of colored
salt, all night long, to decorate their streets with salt carpets
with motifs alluding to the city and fishing. They decorate
the six streets of the riverside of Viana do Castelo that
receive the procession of Our Lady of Agony, after the sea
procession (Fig. 2).

At the end of the procession, the image of Our Lady of
Agony returns to the sanctuary, facing the Ribeira de Viana
do Castelo, a moment marked by the emotion of thousands
of people who gather in the surrounding area applauding and
throwing flowers.

3 Methodology

In the context of research methods, our research question
was elaborated to which we intend to obtain answers: “What
is the impact that the SARS-CoV-2 pandemic caused in the
Our Lady of Agony festival and to what extent conditioned
its realization?”. Once the research question was defined, we
were able to turn our attention to the specialized literature in
the area, thus initiating the second stage of the research
phases suggested by Pizam (1987) and Tuckman (2000).
We used a content analysis in which we aimed at per-
forming a statistical analysis of the data concerning 2019 and
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2020. In addition, we sought to characterize the festival with
its various moments/events both in the pre-pandemic period
and during the pandemic and to understand the changes
caused regarding the readjustment of the program and the
occupancy rate.

With regard to the literature review, we sought, critically
and carefully, to analyze the state of the art of the main
theme of the research subject, religious and cultural tourism,
focusing specifically on information relating to the chosen
territory and its festival. This review included the reading of
several articles published in major international journals of
scientific nature, books of authors of national and interna-
tional reference, institutional Web sites and publications of
official entities.

To answer our research question, a set of specific
objectives were identified: (a) identify the tourist demand of
the city of Viana do Castelo in the pre-pandemic period and
during the pandemic (2019 and 2020); (b) identify the main
emitting markets of tourist demand (residents and non-
residents); (c) characterize the events of Our Lady of Agony
festival that traditionally take place (pre-pandemic period);
and (d) characterize the ways in which Our Lady of Agony
festival took place in the period during the pandemic. With
these objectives, it was possible to make an analysis of the
collected information and draw conclusions.

4 Analysis of the Results

In order to identify tourist demand in the pre-pandemic and
pandemic periods, we tried to understand the impact caused
by SARS-CoV-2 in terms of overnight stays, in national,
regional and local terms, focusing on the month of August,
the period of Our Lady Agony festival.

Thus, according to data from the National Institute of
Statistics (2021), regarding overnight stays in accommoda-
tion in 2019, the pre-pandemic period, 70%, more than 49
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throughout Portugal were by non-residents, while 30%
(21,107,132 overnight stays) were by residents (Table 1), in
a total of 70,158,964 overnight stays. In Table 1, we verify
that the number of non-residents had a great impact in the
Portuguese economy, since in every 10 overnight stays, 7 are
from non-residents and 3 are from the domestic market.
Overall, the number of overnight stays was higher in the
Algarve region representing 30% of the overnight stays of
the whole country, followed by the Lisbon Metropolitan
Area (27%). The northern region recorded the third highest
number of overnight stays with 15% (Table 1). In what
concerns the resident nights spent by residents, the region
with the highest number of nights spent was the Algarve
region with around 5 million (4,985,984), followed by the
northern region (4,314,067). As regards nights spent by
non-residents, the region with the highest number of nights
spent was the Algarve region with almost 16 million
(15,914,511), followed by the Lisbon Metropolitan Area
(14,725,111) (Table 1).

Given the pandemic caused by SARS-CoV-2, the num-
bers have changed dramatically in 2020. It is important to
note that most of the lodgings were closed. According to the
information in Table 2, 47% of overnight stays are by
non-residents and 53% are by residents. Compared to
Table 1, in percentage terms, residents contributed a lot to
the hospitality sector, helping to offset the number of
non-residents (about 49 million in 2019 vs. about 12 million
in 2020). The change was —63% in the total number of
residents and non-residents, as there was a sharp decrease
from 70,158,964 overnight stays in 2019 to 25,798,299
overnight stays in 2020 (Table 2).

Regarding resident overnight stays, the highest number of
resident overnight stays remained in the same regions
compared to 2019: the Algarve region, losing about 1 mil-
lion overnight stays (3,813,998), followed by the northern
area, losing more than 1.5 million overnight stays
(2,749,967) (Table 2). In what concerns non-resident over-

million overnight stays (49,051,832 overnight stays) nights, the highest number of overnights stayed in the same

Table 1 Ovemight stays at Residents Non-residents Total

tourist accommodation

establishments by geographic f % f % f %

location in 2019 Portugal 21,107,132 30 49,051,832 70 70,158,964 100
North 4,314,067 6,496,645 10,810,712 15
Center 4,016,888 3,117,975 7,134,863 10
Lisbon Metropolitan Area 3,913,951 14,725,111 18,639,062 27
Alentejo 1,937,479 1,001,351 2,938,830 4
Algarve 4,985,984 15,914,511 20,900,495 30
Azores Islands 997,799 1,280,006 2,277,805 3
Madeira Islands 940,964 6,516,233 7,457,197 11

Source Self-elaboration based on National Institute Statistics adapted by the author (2021)
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h - Residents Non-residents Total Variation
tourist accommodation (%)
establishments by geographic f % f % f %
location in 2020 Portugal 13,598,609 53 12,199,690 47 25798299 100 | —63

North 2,749,967 1,616,089 4,366,056 17 —60
Center 2,614,902 747,109 3,362,011 13 —53
Lisbon Metropolitan 1,940,933 3,313,421 5,254,354 20 =72
Area

Alentejo 1,488,438 340,817 1,829,255 7 —38
Algarve 3,813,998 4,076,713 7,890,711 31 —62
Azores Islands 459,427 194,949 654,376 3 =71
Madeira Islands 530,944 1,910,592 2,441,536 9 —67

Source Self-elaboration based on National Institute Statistics adapted by the author (2021)

regions: Algarve and Lisbon Metropolitan Area, both losing
about 11 million overnights each (Table 2). The northern
region also registered a high loss of overnight stays, having
registered a change of —60%, in relation to 2019, losing
about 1.6 million overnight stays from residents and 4.9
million overnight stays from non-residents (Table 2).
Making an analysis to August 2020, it was possible to
verify that in that month, throughout the Portuguese territory,
the tourist accommodation sector recorded 1.9 million visi-
tors and 5.1 million overnight stays, corresponding to

Table 3 Overnight stays at

variations of —47.2%, respectively, compared to the homol-
ogous period of 2019 (Table 3). The overnight stays of res-
idents will have decreased by 2.4%, reaching 3.4 million,
representing 65.9% of the total, while those of non-residents
will have decreased 72.0%, standing at 1.7 million. The
Alentejo continued to show the smallest decrease in the
number of overnight stays, compared to the same month last
year, with a decrease of 15.1%. The growth of nights spent by
residents in Algarve (+9.0%), Alentejo (+4.0%) and Center
(+1.1%) (Table 3) should be highlighted.

b - Total Residents Non-residents

tourist accommodation

establishments, by region, in August Variation with August Variation with August Variation with

August (millions) 2020 2019 (%) 2020 2019 (%) 2020 2019 (%)
Portugal 5088.0 —47.2 3353.8 24 1734.3 —72.0
North 831.8 —41.0 561.5 -2.0 270.2 —67.7
Center 778.8 —27.6 619.0 1.1 159.8 —65.5
AM 646.7 —68.6 261.6 —34.2 385.1 —-76.8
Lisbon
Alentejo 411.2 —-15.1 347.1 4.0 64.2 -57.4
Algarve 2086.2 —39.3 1379.4 9.0 706.8 —67.5
Azores 104.0 —69.3 72.0 —355 31.9 —85.9
Islands
Madeira 229.3 =723 113.1 —21.7 116.2 —83.0
Islands

Source Self-elaboration based on National Institute Statistics adapted by the author (2020)
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Table 4 Overnight stays at
tourist accommodation
establishments in Viana do
Castelo (Annual)

Residents
Non-residents

Total

H. Martins
2019 2020 Variation (%)
119,090 90,992 —24
145,268 56,986 —61
264,358 147 978 —44

Source Self-elaboration based on National Institute Statistics adapted by the author (2021)

Regarding the territory under analysis, Viana do Castelo,
inserted in the northern region, it can be seen that the
overnight stays in tourist accommodation establishments
also recorded a large drop in visitors: In 2019, there were
119,090 overnight stays by residents and 145,268 by
non-residents, closing the year with a total of 264,358
overnight stays. In 2020, the year of the pandemic, there was
a strong negative change in non-resident overnight stays,
—61%: 145,268 in 2019 to 56,986 in 2020. Although the
domestic market also recorded a negative rate of change to
the homologous period, —24% (119,090 overnight stays in
2019 to 90,992 in 2020), we can state that the domestic
market ensured the occupancy rate making up for the lack of
non-residents. In conclusion, the overall rate of change was
—44% in relation to 2019 (Table 4).

However, before the pandemic period, in relation to
tourism demand, Viana do Castelo had already been grow-
ing in the proportion of non-resident tourists in relation to
resident tourists, representing a proportion of 55%
(VianaFestas, 2021a). Besides this, Viana do Castelo has
also been decreasing seasonality, without decreasing the
months of higher demand, in a strategy of sustainability in
tourism demand.

Making a monthly analysis, on average, the tourist
overnight stays in Viana do Castelo during the month of
August, the period when the Our Lady of Agony festival
takes place, generate an average between 20 and 22% weight
in the annual value, representing these numbers 43,890
overnight stays in 2019, 17.4% more than in August 2018,
generating total revenues during August in the order of 3.2
million euros. Although there was a decrease in the number
of overnight stays and a negative variation rate of —24%
(43,890 overnight stays in 2019 to 33,240 overnight stays in
2020), we consider that the impact was not so huge, com-
paring in terms of regions (—41.0% in the northern region) or
in terms national (—47.2% at national level). In addition, the
occupancy rate of residents compensated for the overnight
stays of non-residents.

According to VianaFestas (2021a), regarding the 2019
data, Viana do Castelo and the Our Lady of Agony festival
are mainly visited by 6 nationalities: the Portuguese, national
market, representing 45% of the total visitors, followed by
the Spanish, with 12.4% of the total demand; the German
market, with 7.43%; the French market, with 6.12%; and the
United Kingdom, with 4.4%, being also significant the

Table 5 Main nationalities visiting Viana do Castelo at the time of the
Our Lady of Agony festival (2019)

August 2019 (%)

Portugal 45.0
Spain 124
Germany 7.4
France 6.1
United Kingdom 44
Brazil 43

Source Self-elaboration based on National Institute Statistics adapted
by the author (2021)

tourist demand from the American continent, which repre-
sents 4.3%, mainly coming from Brazil (Table 5).

It should be noted that the average stays of the different
issuing markets have a different behavior. Viana do Castelo
has an annual average of 1.9 nights per tourist, among the
2.92 nights of the German market, the one that stays longer
in average terms, followed by the British market with 2.72
nights and the French, with 2.51 nights, being the national
market (1.53 nights) and the Spanish market (1.81 nights)
the lowest average (VianaFestas, 2021a).

Making an analysis only to the month of August, the
totality of the main issuing markets, comparing the results
with August 2019, maintained expressive decreases in that
month in 2020, higher than 50%, namely United Kingdom
(=79.7%), Germany (—59.60%), Spain (—57.30%) and
France (—60.50%) (Table 6).

Despite the data being at national level, we consider that
Viana do Castelo and the festival were very penalized in
terms of external visitation, considering that the main
nationalities visiting the city are in the first five in the
Table 6.

Regarding the Our Lady of Agony festival, in the
pre-pandemic period, these take place between 4 and 5 days
in August (which may vary depending on the year,
depending on the day of the week that falls on August 20,
municipal holiday), the most significant month in terms of
tourist demand, representing a total demand of 1 million
visitors. The day of greatest demand is always the day of the
historical-ethnographic parade, on Saturday, with an average
demand of 40% on that day, followed by the municipal
holiday, on August 20, a day not only with the Solemnities
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Table 6 Change in overnight stays at tourist accommodation estab-
lishments by country of residence (national level)

Main source markets Year-on-year rate of change

August 2020 (%)

1. United Kingdom =79.70
2. Germany —59.60
3. Spain —=57.30
4. France —60.50
5. Brazil —82.90
6. USA -93.20
7. Netherlands —71.20
8. Ireland —92.00
9. Italy =74.90
10. Belgium —67.50

Source Self-elaboration based on National Institute Statistics adapted
by the author (2020)

of Our Lady of Agony, but also the day of the sea proces-
sion, representing an average presence of 25 to 30% of total
visitors to the festivities (VianaFestas, 2021a).

The program aims in tourist terms to maintain the pres-
ence and fix in Viana do Castelo visitors for all days of the
festival, with several significant moments between the var-
ious days of the festival, in one of the most genuine
moments of affirmation of the history, culture and ethnog-
raphy, where the “Vianesa” costume, folklore, brightened by
music and fireworks are also a tourist offer of international
dimension, already recognized of Interest for Tourism.

In the year 2020, the Our Lady of Agony festival had to
adapt to the reality lived. Everything was thought differently,
from the poster of the festival to the online publications.
This is possible to verify immediately by the choice of the
winning poster promoting the Our Lady of Agony festival of
2020.

Fig. 3 Posters of the Our Lady
of Agony festival (pre-pandemic
period and period during the
pandemic. Source VianaFestas
(2021a)

Year 2019

fiara do C4jfele

1630

bk

While in 2019, the poster showed the strong devotion that
the costumed woman has for Our Lady of Agony, in 2020
the same devotion is noted, with the costumed woman
holding a piece of gold, but with the image of the picture of
Our Lady on the wall, with the woman in front of the
computer, at home, warning that this year the attractions
would be mostly digital, using social networks or short
videos. In 2021, a year of some openness, it was possible to
try to return to “normal,” following the rules imposed due to
the pandemic (Fig. 3).

In 2020, with an almost entirely online program evoking
the memory of the festival, the celebrations in honor of Our
Lady of Agony took place from 19 to 23 August. Due to the
COVID-19 pandemic, the festival organization prepared a
mainly online program. The main obstacle to the organiza-
tion of the festival was the question of gatherings since it
was necessary to prevent sources of contagion. In this way,
the five days of the Our Lady of Agony festival were cele-
brated through social networks, radio and television. Among
the initiatives proposed, there were several videos created for
this purpose portraying the most emblematic moments of the
festival, as well as the online musical shows, starring
national musical ensembles, on 20, 21 and 22 August,
respectively (Fig. 4).

Thus, thematic videos were presented at the usual time
and day of the program of the festival in previous years with
unpublished content and testimonies about the Mordomia
Parade, the “cabecudos” and “Gigantones,” the historical-
ethnographic parade, the salt carpets of Ribeira, the sea
procession, the Solemn procession and the fireworks. An
event that the organization created and that was also high-
lighted in this online content were the faces and stories of 40
people who, year after year, inside and outside, give body
and life to the festivals.

Only on the 20th, dedicated to the patron saint, it was
celebrated in person, at the sanctuary of Our Lady of Agony,

Year 2020 Year 2021
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with the limitations determined in relation to liturgical cel-
ebrations. The event was broadcast live on the social
networks.

In addition, the organization created a street exhibition
entitled “Feel the Agony festival,” with several images
scattered through various streets of the city, depicting the
various moments of the festival. In these images, there were

Qr codes that allowed viewing multimedia content about the
various moments of the festival (Fig. 5).

In 2020, the content available on the social networks of
the festival was accessed by 400 thousand people, a number
that is added to the success of the new version of the eternal
“Havemos de ir a Viana,” from the poem by Pedro Homem
de Mello and made famous by Amalia Rodrigues. This new

Fig. 5 Map of the places where
was the street and virtual
exhibition. Source VianaFestas
(2021a)
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version, joined by about 50 local artists, from fado to
hip-hop, was launched on 11 August 11 2020, having been
viewed practically 690 thousand times during the days of the
festival, a number that increased over 20% during the 2021
festival—in addition to thousands of shares—thus continu-
ing to assume itself as a new reference. Already in 2021, still
strongly conditioned by the pandemic, the “online” contents
were accessed by practically 550 thousand people, according
to data provided by the social networks Facebook and
Instagram, with the reach having increased more than 35%
compared to 2020.

According to data provided by the social network Face-
book, on 19 August 2020, the first day of the festival, 97,310
users accessed the content of the festival, including daily
premieres, a number that grew to 189,500 the following day.
On Saturday, there were 129,010 users accessing that con-
tent and on Sunday, the closing day of the festival, more
than 91,300.

We may refer that the “main stage” of the festival in 2020
ceased to be the physical territory and became Instagram,
Facebook and YouTube, centered on the brand “We are all
Agony festival.” The program was made available on the
organization’s Web site and through social networks with
the main numbers of the festival, information and memories
of a festival with about two and a half centuries of history.

5 Conclusions

Religious tourism has functioned as a promoter of social and
cultural interaction and enhancer of social and personal
development, as well as stimulating the territory in economic
terms. In this pandemic period, religious festivities must
adapt and try to perform as much as possible within the
sanitary conditions allowed. This was the case of the Our
Lady of Agony festival.

Traditionally, the festivity takes place between 4 and
5 days in August, the most significant month in terms of
tourist demand, representing a total demand of 1 million
visitors, among residents, neighboring municipalities of
Minho and other Portuguese regions, but also a massive
presence of Spanish, German, French, British and Brazilian
(VianaFestas, 2021a). The sea procession and the streets of
the Ribeira—adorned with flowery carpets of salt—are tes-
timonies of the deep religious devotion that gave rise to the
Our Lady of Agony festival. Ethnography has its place in the
Mordomia Parade, with hundreds of women parading their
costumes with ‘“chieira” (pride, vanity), and also in the
historical-ethnographic parade and in the unique Costume
Festival.

Considering the initial research question, it was possible
to realize that the Our Lady of Agony festival sought to
adapt to the new reality. While, in the pre-pandemic period,
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the festival of the city of Viana do Castelo was visited by
about 1 million visitors, in 2020 the main stage of the fes-
tivities stopped being the physical territory and started being
the social networks.

In terms of activities held in person, it was limited to the
part of religiosity, the outdoor mass and the street exhibition
entitled “Feel the Agony festival.” In terms of occupancy
rate, there was a decrease in the number of overnight stays in
the city of Viana do Castelo, especially of non-residents.
However, the data reveal that despite the number of over-
night stays in the month of August 2020, having a negative
variation of —24% was better compared to the national
results of —47.2%. In addition, the domestic market helped
to offset the sharp decrease in the number of overnight stays
of non-residents.

While live video streaming of virtual and augmented
reality may suffice as a temporary substitute for performing
religious rituals or visiting sacred sites during the outbreak
of COVID-19, there is ultimately no substitute for “being
there” (Mitchell, 2002). Pilgrimage and religious tourism are
too economically important to limit religious travel for long.
Many places around the world rely heavily on religious
travel for their economic viability. Many religious “sites
serve as anchor attractions that bring considerable fiscal
dividends to their communities through tourism” (Olsen &
Timothy, 2020, p. 176).

As a suggestion for future research, it would be inter-
esting to understand with this wealth of information that was
created exclusively for 2020, how it will be used and/or
monetized in the coming years, considering that in 2021
there have already been some “openings,” a sign of a pos-
sible return to normality.
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Abstract

Experiences can be subjective and internal responses,
characterized by sensations, feelings and cognitions, but
also behavioral responses evoked by stimuli. In the
tourism context, the destinations promoters aim that
visitors enjoy experiences considered pleasant and, ide-
ally, memorable, because, in this way, increase the
probability of revisit and recommendation. The protected
green areas have gained a greater projection mainly from
the beginning of the twentieth century. They are
privileged places both in terms of tourist enjoyment and
the attention of academic research. This interest is
considerably increased taking into account the global
health situation that makes this type of areas as more
recommendable for tourist practices. The territory chosen
in this case study is Peneda-Gerés, the only national park
in Portugal that enjoys a certain international reputation.
It is the only park in the Iberian Peninsula that integrates
the Pan-Parks network, a network of excellence where
only the best parks in Europe are included. The research
objective was to analyze the experience and perceptions
in terms of satisfaction, recommendation and revisit. In
methodological terms, a netnographic research was
decided considering the comments and evaluations made
by visitors of this green area in TripAdvisor, a famous
social platform for travelers. Twenty-two tourist attrac-
tions were identified, and all their comments were
considered (n = 834) in a 3-year period. Firstly, it was
possible to draw a basic profile of the visitor and to
conclude by their high satisfaction resulting from the
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transmitted evaluations. A content analysis was also
performed to categorize visitor perceptions into four
major categories: sensory, emotional, behavioral and
intellectual, which were further subdivided according to
the types of references extracted from the visitors’
comments. Satisfaction and recommendation were other
perceptions that could be found in the comments.
Through the results, it was possible to observe that the
visitors’ perception focuses mainly on a more sensory and
affective component.

Keywords

Perceptions ¢ Tourist experience * Tourism in green
areas * Peneda-Gerés National Park

1 Introduction

Any visitor wishing to visit a tourist destination in general or
a tourist attraction in particular is faced with the dilemma of
only being able to assess the quality of the experience after
visited or experienced it at least once. Before Web 2.0, this
situation was minimized by the opinion of family or friends,
through “word of mouth”. As a result of the evolution of the
Web, with the search and sharing of information, tourism
experiences were being shaped to new realities (Park &
Nicolau, 2015). Web 2.0 and its applications have brought a
greater interaction among internet users, enabling the dis-
semination of information quickly, at the distance of a click.
The possibility of visitors able to freely comment on their
consumer experiences (with those comments being instantly
available) was one of the effects of globalization. Some
platforms such as Booking, Expedia, Airbnb or even social
networks allow people to evaluate through a scoring system,
as well as give written feedback about that experience. This
is one of the reasons why these sites have become very
popular (Filieri, 2015).
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With the use of the internet, platforms such as
TripAdvisor have emerged, giving focus to tourist destina-
tions and their attractions. TripAdvisor allows, for example,
visitors to post comments and make assessments about the
experiences they had in the tourist attractions of a tourist
destination. This phenomenon allows internet users to have
access to such information, which may become a deter-
mining factor in the process of revisiting and recommending
to family, friends and others, in general.

Online comments have become very important, from the
point of view of service providing companies as well as for
customers, they are considered “the best and most reliable
sources of information, influencing in a determinant way the
consumers’ purchase process” (Amaral et al., 2015, p. 48).
Currently, companies, whether in the tourism industry or
not, also give importance to these ratings and comments,
encouraging their customers to make them, because it is a
way to monitor the quality of services to improve and build
even more customer loyalty.

In terms of literature, there is already some research
(Amaral et al., 2015; Arruda et al., 2020; Filieri, 2015; Hu &
Chen, 2016; Ye et al., 2009) that tries to understand and
study these comments and ratings, focusing on the deter-
minants and motivations of the evaluations made by tourists
and how they can be useful to others. However, these studies
have been substantially based on quantitative information,
such as rankings and number of comments on user-
originated content management websites. However, tour-
ists’ evaluations go beyond the assignment of a ranking, as
they have unstructured comments, whose contents have not
been the object of analysis. This work aims to make a more
holistic approach, analyzing the comments, understanding
the quantitative part, but mainly the aspect of the unstruc-
tured content. This work aims to make a more holistic
approach, analyzing the comments, understanding the
quantitative part, but especially the unstructured content
aspect.

Nature-based tourism is a niche with growing popularity
in tourism markets (Holden, 2016), which corresponds to an
increased research interest (Vespestad & Lindberg, 2011).
The experience in nature by tourists is mainly based on the
esthetic qualities of the landscape and the wild environment,
i.e., places with few human intervention (Holden, 2016),
which are very stimulating aspects for the senses. As such,
they have a high impact on the emotions felt by tourists and
whose perception should be analyzed for a better under-
standing of the experience in natural areas.

Therefore, we chose to analyze the perceptions that
tourists had on the tourist attractions of the Peneda-Gerés
National Park (PGNP), present in the TripAdvisor platform.
PGNP was chosen for being the only national park in Por-
tugal. Natural areas with protection status are more attrac-
tive, with the name “national park” having the greatest effect
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on attracting tourists (Reinius & Fredman, 2007). On
TripAdvisor platform, 22 tourist attractions were identified,
13 of which have a more cultural aspect and 9 a more natural
one. We analyzed all the comments of the attractions of the
PGNP in the last 3 years, from July 2018 to June 2021.
The PGNP, the only national park in Portugal, is a reference
associated with nature tourism. It has a vast and rich her-
itage, not only biotic natural heritage, but also historical,
cultural and religious heritage, with the Gerés brand having
its own identity that has been acquired over the last decades
(Martins, 2020; Martins et al., 2021).

Thus, it was sought to characterize the experiences that
tourists had in these tourist attractions. In addition, we
sought to analyze in these comments the perceptions in
terms of satisfaction, recommendation and revisit. Therefore,
our study had as main constructs the experience (comprising
4 dimensions according to some studies), the satisfaction, the
recommendation and the revisit. We tried to find these per-
ceptions in the comments that the PGNP visitors left in their
TripAdvisor comments.

2 Theoretical Framework

Web 2.0 has led to greater interaction between users and a
greater sharing of information and ideas. Additionally, the
word-of-mouth has evolved: It has become electronic and is
called electronic-word-of-mouth (e-WOMS). The digital
word-of-mouth has become so popular that it has become an
important factor in the sale of products and services (You &
Sikora, 2014), fact by which companies give extreme
importance to content in digital format, promoting their
products with influencers. Therefore, e-WOM is the new
way to influence behavioral intentions. With digital came the
possibility of creating communities and groups of belonging
on certain tastes or profiles on a global scale (Litvin et al.,
2008).

In the business sector, this sharing of information and
evaluation makes it possible to raise awareness of the
products and services provided by companies, as well as to
influence potential customers to purchase these products and
services. In this sharing of information published on digital
platforms, the comments made through user-generated con-
tent (UGC) are in a format of short free texts, where there is
the possibility of assigning a rating on a pre-defined scale
and sometimes the possibility of sharing photographs and/or
videos as a way to validate these comments.

According to the literature, the quality of the information
appears as a predictor of purchase intentions (Filieri, 2015;
Lee et al., 2008; Park et al., 2007). There is a set of factors
that internet users pay attention when read comments to
make a decision, namely: (a) updated information (usually
the most recent evaluations are the ones that appear first),
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(b) understandable information, (c) relevant information,
(d) accurate information and (e) valuable information (ben-
eficial for the reader, providing indications on the choice of
the product, both positive and negative). In short, the
information should be as complete as possible (Cheung
et al., 2009; Filieri & McLeay, 2014; Park et al., 2007). As a
rule, there are two main ways of analyzing comments:
(1) based on the analysis of the ranking seen in the scaled
evaluation carried out by internet users (this can be broken
down into three types: negative, neutral or positive, the latter
being the easiest to analyze and process) (Sayfuddin &
Chen, 2021); (2) understand the written part of the com-
mentary which can be analyzed according to relevance,
value of information, accuracy of information and its
update/the level of trust the information offers (Taecharun-
groj, 2022). This second way form is much more difficult to
analyze suggesting an interpretation of the comments and the
assessment of their quality.

The content platforms emerged in the tourism sector.
Visitors can share information about a product, service or
tourist experience, assigning a quantitative assessment,
giving written feedbacks that can be positive, negative or
even neutral. On these platforms, the traveler “evaluates,
creates and shares content related to various aspects of their
vacation, mainly accommodation, restaurants, entertainment,
products and tour operators” (Amaral et al., 2015, p. 50).
The entities that manage these tourism resources have an
updated feedback about the viability of the service and the
need to change any shortcomings during the provision of
services (Litvin et al., 2008). Usually, the users who make
the comments refer the type of experience, allowing those
who read them to perceive an image about that tourism offer.
This sharing of information “gives potential customers
access to updated information about the tourism offer, but
also information about the experience, creating a base of
initial expectations and consequently allowing them to make
a more informed decision” (Amaral et al., 2015, p. 49).
These digital platforms have gained a tremendous positive
reputation so that the management entities linked to tourism
stimulates the creation of comments about the products as
also use the same comments in order to promote the prod-
ucts. According to the literature, the comments left by visi-
tors are a way to influence the decision-making process of all
stages of planning to a tourist destination, encompassing the
before, during and after the visit (Park & Nicolau, 2015).

Some examples of such internet-generated content man-
agement platforms in the tourism sector are Airbnb, Booking
and TripAdvisor, which have achieved worldwide projec-
tion, with a large number of followers and participants who
actively contribute. Many potential visitors consult the
comments and the votes/valuations of a given tourist desti-
nation before making the final decision and preparing the
trip. In the specific case of TripAdvisor, the platform allows
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internet users to make comments and evaluations on various
aspects of the tourism offer, including flights, restaurants and
attractions of tourist destinations.

There are several studies that investigate TripAdvisor
comments, especially in the restaurant/gastronomy field. The
potential visitors/customers seek information about the taste
of the food and the type of service provided. In the restaurant
field, the literature points out that a satisfied customer pro-
duces a positive comment to five friends or family members.
However, if the customer is dissatisfied by posting a nega-
tive comment, it spreads very quickly and can become viral
if digital media is used (Gopaul, 2014). Positive comments
are considered a predictor of customer loyalty as well as
recommendation of restaurants to others. This perception is
generated in comparison with the image that the customer
had initially projected, according to their expectations. If the
performance found in the service and the quality of the food
meets expectations, then the customer will project in the
comment a neutral evaluation. If it exceeds the expectations,
the evaluation will be positive and there will be the
propensity to return and to recommend, otherwise, if it
frustrates the customer expectations, the comment will have
an evaluation in that sense (Chemuturi, 2007) and conse-
quently the reputation of the restaurant will be in question.
The same happens in the context of tourist destinations in
general and their attractions in specific (Ali et al., 2021).

2.1 The Experience in Tourism

The term experience can have several meanings (Martins,
2018). The most usual definition corresponds to the act or
effect of experiencing, being a knowledge acquired by
practice, through the sensations of the senses. According to
Schmitt (2011), the various definitions can be grouped into
two categories: (a) definitions that refer to experience as
knowledge accumulated over time; and (b) definitions that
consider experience as ongoing perceptions and feelings and
direct observation.

The concept of experience can acquire quite different
characteristics according to each science, depending on the
object of study and the context, as is the case of marketing
and tourism: the client experience (Gentile et al., 2007), the
consumer experience (Tsai, 2012), the service experience
(Hui & Bateson, 1991), the product experience (Hoch,
2002), the consumption experience (Chaney et al., 2018), the
purchase experience (Kerin et al., 1992) and the brand
experience (Brakus et al., 2009; Zarantonello & Schmitt,
2010). Experiences are not mere evaluative judgments about
the product or brand (e.g., “I like this product” and “I like
this brand”); experiences include specific sensations, feel-
ings, cognitions and behavioral responses triggered by
specific stimuli in the consumer (Schmitt, 2011).



54

The concept of experience also differs from motivational
and affective concepts, such as involvement, brand attach-
ment or customer satisfaction. Involvement is based on the
needs, values and interests that motivate a consumer toward
an object, e.g., a brand (Jeon & Yoo, 2021; Schmitt, 1999).
In the case of experience, it does not presuppose a motiva-
tional state. The experience can happen when consumers
show no interest, or even if it has a personal connection with
the brand (Barnes et al., 2014). Moreover, brands, with
which consumers are highly involved, may not necessarily
be brands that evoke more intense and memorable experi-
ences (Sahin et al., 2011).

Brakus et al. (2009), within the scope of the study of
consumer experiences, after extensive analysis of the sci-
entific literature from various areas, identify the dimensions
of the experience associated with the brand. They created a
scale whose objective would be to measure in a more holistic
way and to what extent a consumer has a sensory, affective,
behavioral and intellectual experience. The authors con-
ducted several exploratory qualitative studies to determine
whether the conceptualization of brand experience would be
in line with the representations of consumers who experi-
enced the product and/or service. The authors created a scale
to measure the experience associated with the brand, based
on a set of four dimensions of experience: (a) sensory
dimension that refers to the way of appealing to the five
human senses, through sight, touch, sound, taste and smell;
(b) affective dimension that manifests itself through the
feelings and/or thoughts of consumers, with the aim of
creating affective experiences that vary their intensity;
(c) behavioral dimension that seeks, through body experi-
ences, lifestyles and interactions, to enrich the consumers’
lives, showing the consumer other ways of getting alterna-
tive lifestyles and different interactions; (d) intellectual
dimension that appeals to the creativity and innovation of the
consumer, possessing the ability to create cognitive experi-
ences. These dimensions can be evoked nominally or in
group. In this sense, a company that wants to provide a good
experience to its consumers must first formulate a mental
module concerning the areas that can affect the consumer’s
senses. In fact, there are companies whose primary objective
is to provide experiences, for example, Odisseias and Cool
Gift, currently the two main brands in the market of expe-
riences in voucher form. Another example of companies that
sell experiences is Starbucks, which sells not only coffee, but
an experience around the consumption of the coffee itself
(Marques, 2012). This scale has been tested in tourism by
Barnes et al. (2014) and Martins (2018).

Over time, the lasting experiences, stored in the con-
sumer’s memory, may affect consumer satisfaction as well as
their loyalty (Morais et al., 2004). According to Brakus et al.
(2009), the experiences can also occur indirectly, for
example, through advertising, marketing communications or
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websites; they can also occur in an unexpected way, not
assuming that there is a motivational state, because it can
happen when consumers show no interest.

Within tourism, one of the important studies done on
experience was that of Barnes et al. (2014). The authors
(2014) sought to determine which dimensions of the expe-
rience had the greatest impact on the visitor, using an
experience model and a variety of destinations. They con-
clude that visitors are primarily driven by sensory experi-
ences, which suggest an underlying desire to satisfy hedonic
needs. However, despite the prominence of sensory experi-
ences, the study reveals that affective experiences are very
important in certain circumstances, and “travel agents and
tourism providers should focus more on sensory aspects of
visits and to design tourism experiences from a sensory and
affective perspective” (Barnes et al., 2014, p. 137). They also
considered that behavioral and intellectual experiences seem
to be more difficult to achieve in tourism.

The conclusion that the authors draw from this informa-
tion, like Arnould and Price (1993), is that the entities
involved in the tourism sector should give special focus on
sensory experiences highlighting the touch, images, sounds,
tastes and smells, and entities related to tourism should seek
mechanisms that provide hedonistic tourist experiences. This
implies that “the design of tourist experiences should pro-
vide scope for individuals to learn and to be challenged, and
to develop new, social perspectives on life” (Barnes et al.,
2014, p. 137). The authors suggest that the profile of the
destination experience (brand) is likely to vary according to
the specific destination, and the specific experiences that
characterize a destination’s tourism offer should be carefully
selected. In conclusion, they considered that experience is a
significant determinant of attracting tourists to that destina-
tion and that satisfaction plays a key role in the further
processing of tourist experiences.

2.2 Nature-Based Tourism Experiences

Natural areas, with or without protection status, are territo-
ries of important and growing tourist demand. The users and
the activities in these places are varied and depend both on
aspects intrinsic to the visitors and on the biological, mor-
phological, landscape and functional aspects of the natural
areas. As a starting point, it can be established that
nature-based tourism encompasses human activities carried
out within the scope of a visit to a natural area outside the
person’s ordinary neighborhood (Fredman et al., 2012).
Although the definition of nature-based tourism is broad, it is
possible to find some consensus around certain constituent
elements, such as learning, leisure and adventure in natural
settings (Tangeland & Aas, 2011). In operational terms,
leisure activities in protected areas can be enjoyed free of
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charge or as products promoted by operators and entertain-
ment companies (Tangeland & Aas, 2011; Vespestad &
Lindberg, 2011).

Generally, it is considered that visitors to natural areas
look for special places, with esthetic beauty and possessing
characteristics and qualities that are opposite to urban terri-
tories, where many tourists come from (Holden, 2016).
Indeed, natural areas provide experiences of beauty and
serenity, as opposed to an increasingly urban and commer-
cial world (Schroeder, 2002). From a leisure perspective,
activities in nature are characterized by considering the
natural world as an object and subject of experience (Ried
Luci et al., 2018). Vespestad and Lindberg (2011) consider
that experiences in nature can be observed from four per-
spectives: (i) search for authenticity or the “return to nature”,
(ii) search for fun, (iii) search for sensations to achieve
psychological or physical goals and (iv) enjoyment of nature
as symbolic meaning of culture.

In a parallel approach, Schroeder (1996) in a reflection on
the ways in which people experience natural spaces states
that they can be emotional, imaginative and inspirational
experiences. This author emphasizes that an experience has
the capacity to arouse emotions and motivate actions. In this
way, he considers that the value that the tourist attributes to
the experience and the emotion is inseparable concepts.
Therefore, the stronger the emotions, the greater the value of
the experience for the tourist.

Knowing that the esthetic aspects and the authentically
natural or little humanized character of the landscapes are
crucial for nature-based tourism (Holden, 2016), sustainable
management of this type of territories is particularly sensi-
tive. In fact, the tourist use of natural areas occurs in a
relationship of forces that can be contrary. If, on the one
hand, visitors value a reduced human intervention, the
excess of tourist attraction undermines this value require-
ment. Therefore, it is extremely challenging for managers of
natural areas to encourage the appreciation and learning of
natural and cultural heritage while seeking to manage and
safeguard these resources in the long term, minimizing
negative impacts and optimizing positive impacts in social,
cultural, ecological and economical levels (Eagles et al.,
2001). Understanding the experience gained by visitors will
be essential to obtain the best knowledge that supports
decision-making in sustainable management of natural areas.

Some studies on the experience and expression of per-
ceptions by visitors of protected areas can be found in the
last 25 years. Schroeder (1996) sought to identify the main
attributes recognized by visitors in natural areas, having
fundamentally detected positive feelings, with beauty being
the most mentioned attribute, along with feelings of serenity
and peace and the characteristics that nature allow in terms
of isolation sensation and contact with wilderness. Air
quality, water purity and the local population are also

55

recognized as positive attributes. In another study, Schroeder
(2002) compiled the results of 6 surveys based on
open-ended surveys on the perception of natural areas, in a
time frame of about 15 years. The most valued environ-
mental characteristics were identified, with emphasis on
aquatic elements, geological phenomena, viewpoints to the
landscape and atmospheric aspects such as light and tem-
perature. Vegetation and aspects of human intervention and
occupation are also detected, for example, paths, roads or
recreational spaces. Several meanings, values and experi-
ences were also found, the main ones being: the natural
character (little or no human intervention), beauty, amaze-
ment, serenity, excitement and a sense of refuge and isola-
tion. Conti and Lexhagen (2020), in the analysis of the
experience, through publications on the social network
Instagram, detected that the appreciation of the experience in
natural areas, by the visitors, and mainly based on esthetic
aspects coexisting with other values: hedonic (multisensory
involvement and fun), relational (experience sharing), emo-
tional and knowledge. A similar study in terms of purposes
and methodology is that of Abrahams et al. (2022), con-
sidering glaciers and using the analysis of user-generated
content on TripAdvisor. Most of the perceptions collected
referred to aspects such as satisfaction with the wisit,
accessibility and weather conditions, concluding that most
tourists consider more superficial issues of tourist appeal and
leisure rather than environmental and climate concerns. The
appreciation of the esthetic component of landscapes is also
identified in the study by Zhang and Xu (2020) who found
that this element is essential to create the desire to revisit.
Loyalty to a natural area is also assessed through a sentiment
analysis using TripAdvisor reviews for a park in Canada, in
order to understand experiences at various park locations and
the effects on revisiting the park (Mirzaalian & Halpenny,
2021).

2.3 PGNP as a Tourist Destination

As a tourist destination, protected areas seek to convey
rewarding experiences to visitors. These experiences and
impacts also affect local communities at many levels (eco-
nomic, social and cultural) as well as environmental risks
(Martins, 2020). In Portugal, tourism in protected areas has
become a national focus, especially since the twenty-first
century: first with the National Strategic Tourism Plan
(PENT) and currently with the Tourism Strategy 2027.
Within the axis valuing the territory of the Strategy 2027, the
aim is to economically enhance the natural and rural heritage
and ensure its conservation, having as priority projects the
“development of nature tourism and rural areas through
projects of economic enhancement and active management
of natural and rural heritage, which includes the national
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network of protected areas, biosphere reserves and Geoparks
recognized by UNESCO, particularly in the context of
promoting the brand Natural. PT” (Turismo de Portugal,
2017, p. 55).

Within the protected areas, the PGNP stands out, both in
terms of supply and demand, as a benchmark for nature
tourism. By association with an enormous botanical diver-
sity, in PGNP, there are a set of natural habitats that support
a rich and varied faunal community, with several endemic
species, rare or of limited distribution in Portugal, deserving
of highlight at national and international level. Likewise, it
has a vast heritage of historical and cultural nature, enhancer
of attraction and development of tourism activity (ethnog-
raphy, gastronomy, historic villages, megalithic, medieval
castles and pillories, “Espigueiros” of Soajo and Lindoso,
among others).

Currently, the PGNP, compared to other protected areas
at the international level, possesses a set of factors that
enhance this region as a tourist destination of excellence. In
fact, it has a permanent technical staff, a management plan in
place, good access conditions (e.g., roads and signposting)
and accommodation for tourists, among others (Martins,
2020). In fact, in most developing countries, national parks
lack the infrastructures that the PGNP already has (Martins,
2018). In this aspect, it was sought from early on, especially
from the 1980s, to know, study and classify the PGNP’s
heritage, material and immaterial, through the inventorying
of the archaeological, architectural and ethnographic her-
itage of the territory, in addition to the natural heritage,
considered tourist attractions.

With regard to tourism demand, this territory, in recent
years, has recorded a high growth, as a result of the pro-
jection and its identity in national and international terms. In
addition to its tourist attractions, over the years, the PGNP
has obtained some conservation statuses both nationally and
internationally, which gives it greater visibility and projec-
tion. This protected area forms a group with the Spanish
Baja Limia—Serra do Xurés Natural Park, constituting,
since 1997, the Gerés-Xurés Transfrontier Park. In 2009, the
cross-border park was considered by UNESCO as a World
Biosphere Reserve (Transfrontier Biosphere Reserve “Ger-
&s-Xurés”). At national level, regarding the PGNP, it also
has the status of Site of Community Importance (Council of
Ministers Resolution No. 142/97 of 28 August). Also at
national level, the PGNP, in 2010, the International Year of
Biodiversity, was considered one of the 7 Natural Wonders
of Portugal, in the category of Protected Areas (Martins
et al., 2021).

Therefore, we aimed to analyze visitors’ perceptions
regarding the tourist attractions of the PGNP that were
included in the TripAdvisor platform, namely regarding
experience, satisfaction, recommendation and revisit.

H. Martins and A. J. Pinheiro
3 Methodology

The study of the perceptions and the experiences expressed
by visitors to the PGNP was carried out using a qualitative
approach. The concrete method used fits into the concept of
netnography established by Kozinets (1998) as a qualitative
method developed to investigate consumer behavior using
the internet. Netnography is being consolidated with regard
to tourism research (Tavakoli & Wijesinghe, 2019). For this,
we used the comments written by visitors on the
TripAdvisor social network. This is a highly reputable
platform, with two decades of existence, with ratings and
comments on tourist attractions and infrastructures, being the
largest online community of travelers (Valdivia et al., 2019).
The use of user-generated content as a source of information
about the perceptions of visitors and users of tourism ser-
vices has been gaining expression, as evidenced by the
analysis conducted by Prayag et al. (2018). This is a
methodological option perfectly justified and used since the
beginning of this century (Hall & Valentin, 2005), especially
in exploratory studies and case studies. The qualitative
approach to collect and analyze visitors’ perceptions finds
validation in authors such as Schroeder (2002) who con-
siders that the study of the value of experiences lacks
qualitative methods, as these allow a better understanding of
emotions and feelings than the use of closed questions or
mere quantification of cases. The tourist experience in nat-
ural areas accentuates the richness of meanings and senses,
being fundamentally subjective and hence the qualitative
option (Ried Luci et al., 2018).

Having the PGNP territory as background, we identified
all tourist attractions of the region that were on the
TripAdvisor platform. We recognized, within the territory,
22 attractions: 13 of which are cultural attraction and the
remaining 9 are natural attractions. In order to obtain a
representative sample of visitors, a 3-year period was
established for data collection, to obtain (all comments made
from 01-07-2018 till 30-06-2021), at the same time, data on
experiences before and during the pandemic of COVID-19.
A total of 834 comments was collected. Although fewer
natural attractions were identified, it is possible to verify
(Table 1) that the number of comments is much higher than
the cultural attractions. While the natural attractions are the
waterfalls (Tahiti with 112 and Arado with 102) and the
Pedra Bela Belvedere with 166, the cultural attractions are
the Soajo’s “Espigueiros” with 72 comments and the Sanc-
tuary of Nossa Senhora da Peneda with 66 comments.

The reading and extraction of information from the
comments were performed using the content analysis tech-
nique and the codification technique. It followed the concept
and method presented by Corbin and Strauss (1990) called
open source. With the reading of the comments, differences
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Table 1 Tourist attractions
identified in TripAdvisor inside
the Peneda-Gerés National Park

Tourist attraction name
Pedra Bela Belvedere

Tahiti Waterfall

Waterfall Plow

Portela do Homem Waterfall

Soajo “Espigueiros”

Nossa Senhora da Peneda Sanctuary

Lindoso “Espigueiros”

Castro Laboreiro Castle

Soajo “Espigueiros”

Pitdes das Junias Waterfall
Pincaes Waterfall

Fafido Natural Lagoons

Santa Maria das Jinias Monastery
Thermal Park

Cava da Velha Bridge
Lindoso Castle

Ermelo Monastery

Castro Laboreiro Church
Vilarinho das Furnas Museum
Soajo Pillory

Assureira Bridge and Mill
Cabril Eco Rural

Total

57

Attraction type f %
Nature 166 19.9
Nature 112 13.4
Nature 102 12.2
Nature 89 10.7
Culture 72 8.6
Culture 66 7.9
Culture 58 7.0
Culture 50 6.0
Nature 27 32
Nature 19 2.3
Nature 18 22
Nature 16 1.9
Culture 11 1.3
Culture 7 0.8
Culture 6 0.7
Culture 5 0.6
Culture 3 0.4
Culture 2 0.2
Culture 2 0.2
Culture 1 0.1
Culture 1 0.1
Nature 1 0.1

834 100.0

Source Self elaboration based on TripAdvisor reviews (TripAdvisor, 2021)

and similarities were found, assigning conceptual labels to
the various excerpts. The various similar expressions were
grouped forming categories and subcategories. The proce-
dures consisted of three major phases, according to the
organization established by Bardin (2016). First, a
pre-analysis of all comments was performed to select those
that presented written comment component and exclude
those that by some lapse did not refer to attractions located
in the geographic area of study. In a second phase, the data
were coded and aggregated in a scheme of categories and
subcategories that were being created as the texts under
analysis provided information. This coding had as frame-
work constructs the Experience, Recommendation, Satis-
faction and Revisit. In the last phase, data processing was
carried out using a specialized content analysis software,
namely the Dedoose program version 8.3.35 (SocioCultural
Research Consultants, 2015).

When analyzing the visitors’ comments, we sought to
identify records regarding the experience construct, in the 4
dimensions according to Brakus et al. (2009) and Barnes
et al. (2014): behavioral, intellectual, affective and sensory.
Therefore, by reading the 834 comments, a set of attributes
that were associated with these dimensions was identified.

4 Findings

The sample of visitors of the PGNP (n = 834) collected over
3 years can be characterized in general terms (Table 2). The
overwhelming majority are visitors of relative proximity
with 72.1% coming from Portugal and 18.9% from the
European continent, of which 25.9% are from Spain, which
borders the Park. From the total number of national visitors,
it can also be seen that 44.6% are from the two metropolitan
areas of the country (Lisbon and Porto) which may indicate
an urban profile in most visitors. In terms of gender, there is
a majority of male visitors (50.7%). Regarding the traveling
company, it is clear that these are accompanied visits,
especially as a couple (33.1%) and family (22.7%). The
satisfaction expressed quantitatively is very high, with an
average score of 4.39 in a maximum of 5 points in which
88.3% of the visitors stated their visits as very good or
excellent. Finally, in relation to the date of the visit, it is
perceived that most experiences, at least 74%, occurred in
the pre-pandemic COVID-19 period.

The 834 comments analyzed provided the recognition of
4582 references that were grouped into category and
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Table 2 Sample characteristics

Gender (%)
(n = 834)

(%)

Male 50.7 Portugal

Female 39.7 Europe

Unknown 9.6 America

Asia

Africa

Oceania

Unknown

Place of residence
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Traveling TripAdvisor Year of visit
company (%) reviews (%) (%)
72.1  Couple 33.1  Excellent 547 2017 1.6
5
18.9 | Family 227 Very good 33.6 2018 355
(C))
4.0 Friends 11.5 Average 8.9 2019 36.9
3)
1.3 Alone 1.4 Poor (2) 1.7 2020 23.0
0.4 Business 0.4 Terrible 1.2 2021 3.0
1

0.1 Unknown
3.2

30.9

Source Self elaboration based on TripAdvisor reviews (TripAdvisor, 2021)

subcategory codes. The first grouping of references was
made considering the four constructs under analysis: Expe-
rience, Recommendation, Satisfaction and Reyvisit (Table 3).
Clearly, the majority of the references are related to per-
ceptions expressed about the experiences had in the PGNP
(73.8%).

According to the literature reviewed, the references
related to the construct of Experience (Table 4) were dis-
tributed by the dimensions Affective (45.9%), Sensory
(33.9%), Behavioral (17.4%) and Intellectual (2.8%). The
greater weight of the Affective and Sensory dimensions,
which together total 79.8% of the references, is in line with
the literature (Barnes et al., 2014; Martins, 2018).

It is important to detail the references for each of the
dimensions in order to better understand their scope and
relative weight within the respective dimension. Starting
with the affective dimension (Table 5), it can be seen that
most of the references (66.3%) are expressions of emotions

Table 3 Content references

arr Category codes
distributed by constructs

Experience
Recommendation
Satisfaction
Revisit

Total

felt in relation to the experiences during the visits to the
attractions. The vast majority of the emotions expressed
consider the admiration (39.6% of the emotions), for
instance “a breathtaking view” or “a wonderful landscape”
and the esthetics (37.7% of the emotions), with references
like “beautifull place” or “nice houses”. With some rele-
vance are the references related to tranquility (7.5% of the
emotions), for example “I found peace”, curiosity (4.2%),
such as “an interesting place” and spiritual (3.9%) like “a
magical place”. Almost all references to emotions were
positive, with a residual number of negative emotions such
as fear, sadness or aggressiveness. Another category that had
several references in the Emotional dimension is the Valu-
ation of the immaterial with 18.0% of the references. This
category considers references that value the natural character
(40.9%), the historicity of the places (30.8%) and its
authenticity (28.3%). Examples of this references are,

respectively: “contact with the purest nature”, “a village lost

References %
3380 73.8
735 16.0
432 9.4
35 0.8
4582 100.0

Source Self elaboration based on TripAdvisor reviews (TripAdvisor, 2021)

Table 4 Experience construct
content references distributed by
category codes

Experience category codes
Affective

Sensory

Behavioral

Intellectual

Total

References %
1551 459
1147 339
589 17.4
93 2.8
3380 100.0

Source Self elaboration based on TripAdvisor reviews (TripAdvisor, 2021)
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Table 5 Affective dimension
content references distributed by
category codes

Category codes
Emotions

Admiration

Esthetics

Tranquility

Curiosity

Spiritual

Pleasure

Affectivity

Adventure

Fear

Sadness

Aggressiveness
Valuation of the immaterial
Natural character
Historicity

Authenticiy
Relationship with others
Overcrowded
Hospitality
Appreciation of solitude
Safety

Negative

Positive

Cost

Negative

Positive

Total

59
References % Ratio references/total (%)
1028 100.0 66.3
427 39.6
388 37.7
77 7.5
43 4.2
40 39
20 1.9
18 1.8
16 1.6
14 14
3 0.3
2 0.2
279 100.0 18.0
114 40.9
86 30.8
79 28.3
124 100.0 8.0
78 62.9
25 20.2
21 16.9
94 100.0 6.1
79 84.0
15 16.0
26 100.0 1.7
17 65.4
9 34.6
1551 100.0 100.0

Source Self elaboration based on TripAdvisor reviews (TripAdvisor, 2021)

in time” and “unique constructions, typical of Minho”. In
third place, with 8.0% of the total references of the affective
dimension comes the category relationship with others.
Within this category, 62.9% of the references are negative
perceptions about the presence of a large number of other
visitors at the sites, for example “too many people”. The
weight of this subcategory may be reinforced by the exis-
tence of references (16.9%) that appreciate positive aspects
of loneliness, such as “you will be alone in the world”. There
are also 20.2% of references that value the hospitality, i.e.,
the positive interaction with the local community. The last
two subcategories of the Emotional dimension also deserve
to be highlighted: Safety (6.1%) and Cost (1.7%). Although
with a small number of references, their importance lies in
the fact that most of their references are negative percep-
tions, especially in the poor safety on some waterfall trails
and the need to pay to access parking or circulation in the
park.

In terms of Sensory dimension (Table 6), two categories
are clearly demarcated: Senses (48.1%) and Functionality
(37.8%).

In terms of senses, vision collects the most part of the
references (77.4% of the senses), which largely refers to
generic descriptions of the landscape and details of water-
courses and animals. There is also some expression in the
sense of touch, which considers references such as the per-
ception of atmospheric or water temperature. In relation to
the Functionality category, most references are made in
relation to pedestrian access (41.9%) and road access
(35.5%) to attractions. It is important to mention that of the
total 182 references to Pedestrian access 63.7% are negative
and the remaining positive, i.e., emphasis is given to the
difficulty of traveling the paths. As far as Road access is
concerned, the situation is inverse as of the 154 references,
68.2% are positive. The remaining two subcategories of the
Functionality category were also labeled in positive and
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Table 6 Sensory dimension
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e Category codes References % Ratio references/total (%)
content references distributed by
category codes Senses 552 100.0 48.1
Vision 427 77.4
Tact 80 14.5
Combination 21 3.8
Hearing 18 33
Taste 4 0.7
Smell 2 0.4
Functionality 434 100.0 37.8
Pedestrian access 182 41.9
Road access 154 355
Tourist signaling and information 64 14.7
Infrastructure 34 7.8
State of conservation and cleanliness 94 100.0 8.2
Heritage 70 74.5
Environmental 24 25.5
Spatial Perception 56 100.0 4.9
Negative 42 75.0
Positive 13 23.2
Variable 1 1.8
Insertion with nature 11 100.0 1.0
Total 1147 100.0 100.0

Source Self elaboration based on TripAdvisor reviews (TripAdvisor, 2021)

negative aspects. The Tourist signaling and information
obtained 64 references, of which 67.2% refer that there is no
signaling or information or that when these exist they are
insufficient. In terms of infrastructures, 76.5% of the 34
references are positive (Table 6). Still in the Sensory
dimension, the state of conservation and cleanliness category
is also registered, where most of the 94 references (74.5%)
are related to Heritage and the remaining are Environmental.
Within each subcategory, it was noted positive and negative
references, being that in heritage terms, most consider a
positive state of conservation or cleanliness, while in envi-
ronmental terms, there is a tie between positive and negative
perceptions (Table 6). The remaining two categories show
low results and refer to Spatial Perception aspects, i.e.,
perceptions of the size of the spaces and integration with
nature, with considerations on the existence of animals at the
visiting sites.

The references in the behavioral dimension are exclu-
sively about the activities reported by visitors during their
visit to the park (Table 7). The most referred activity is the
mere contemplation of the landscape or the specific existing
attractions (45.7%), which can be associated with taking
photographs (9.3%). Also with expression is the water lei-
sure (19.0%) practiced in the waterfalls, as well as the sun
baths (2.4%) and water sports (0.8%) in the same places of
visit and even the realization of walks (11.5%) (Table 7).

Finally, regarding the intellectual dimension, the less
expressive in terms of total references, it brings together two
aspects: expression of knowledge about the attractions
(61.3%), for example, “first century example of Roman
engineering” and comparison with other places outside the
Park (38.7%), for instance “reminds of Yosemite Park in
California” (Table 8).

The recommendation construct was operationalized with
references expressed by visitors that seek to influence the
behavior of individuals who could potentially become visi-
tors of the park (Table 9). From the total of 735 references
that can be included in this construct, it was found that more
than half (54.4%) are direct incentives for the readers of the
comments to visit the park attractions. Concrete examples
are: “strongly recommend” or “come meet”. Also directed to
the same potential visitors, 21% of the references to rec-
ommendations on practical aspects were found. These are
the cases of “bring suitable shoes” or “leave the car before
the belvedere”. These are suggestions and indications for
those who will visit the site, and although they differ from
the direct incentive recommendations, it is assumed in them
an indirect incentive for the view. About 22% of the refer-
ences within the recommendation construct are critical
manifestations of aspects considered negative in the sites
visited, some of which work as a disincentive to visit, for
example “I don’t recommend” and others are warnings for
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Table 7 Behavioral dimension
content references distributed by
category codes

Category codes
Activities
Contemplation
Water leisure
Walk
Photography
Meals

Rest

Sun

Water sports
Itinerary

Total

Source Self elaboration based on TripAdvisor reviews (TripAdvisor, 2021)

Table 8 Intellectual dimension
content references distributed by
category codes

Category codes
Knowledges
Comparison

Total

Source Self elaboration based on TripAdvisor reviews (TripAdvisor, 2021)

Table 9 Recommendation
construct content references
distributed by category codes

Category codes
Encourage
Criticism
Practical
Environmental
Total

61
References %
589 100.0
269 45.7
112 19.0
68 11.5
55 9.3
45 7.6
19 32
14 24
5 0.8
5 0.3
589 100.0
References %
57 61.3
36 38.7
93 100.0
References %
400 544
162 22.0
161 21.0
12 1.6
735 100.0

Source Self elaboration based on TripAdvisor reviews (TripAdvisor, 2021)

Table 10 Satisfaction construct
content references distributed by
category codes

Category codes

Effect

Reward
Disappointment
Surprise

Qualitative appraisal
Positive

Negative

Total

References % Ratio references/total (%)
261 100.0 60.4

202 77.4

36 13.8

23 8.8

171 100.0 39.6

163 95.3

8 4.7

432 100.0 100.0

Source Self elaboration based on TripAdvisor reviews (TripAdvisor, 2021)

specific conditions of the view that are not necessarily
attempts to discourage, for example “not suitable for
children”.

Regarding the Satisfaction construct, two categories of
references were considered: the one that considers the effect
and the one that groups references about the qualitative

appraisal (Table 10). The effect category, with 60.4% of the
references of this construct, brings together the effects felt
after visiting a particular tourist attraction. These can be
reward, i.e., expectations before the visit were fulfilled (e.g.,
“It was worth it”), disappointment, i.e., the perceived reality
did not exceed expectations (e.g., “It is not worth the visit”)
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and surprise when the visit to the attraction was not planned
and surprised the visitor (e.g., “I was not expecting it”). The
categories reward and surprise together represent 86.2% of
the references of effect that are perceived as indicators of
satisfaction, so that the references of negative satisfaction
only come from the 13.8% of the disappointment category.
The qualitative appraisal category means a complement to
the quantitative evaluation expressed by each TripAdvisor
user and maintains the positivity already enunciated, because
95.3% of the references are positive, as for example, “This
was excellent”.

It is also important to mention that the construct Revisit,
with less than 1% of the total of all analyzed references
(Table 3) considers only the expressed and direct references
of the revisit to the place as a promise (e.g., “to come back”
or as something that has already happened (e.g., “I repeated
the visit”). As it is an open comment in which no direct
question was asked about whether the visitor intends to
return, it is perceived that this value is residual.

5 Conclusions

Web 2.0 brought new platforms such as TripAdvisor where
it became possible to search and share information about
travel, hotels, restaurants and even tourist destinations and
their attractions. The electronic-word-of-mouth has become
part of people’s daily lives, with the sharing of experiences
and other perceptions, which can decisively influence the
decision-making process (Amaral et al., 2015). In order to
create visitor loyalty, it is necessary that stakeholders and
other entities responsible for tourism destinations take into
account these perceptions and experiences of those who visit
it. It is therefore essential that visitors have memorable
experiences that lead to a high level of satisfaction, so that
they can revisit and/or recommend the tourist destination to
friends and family (Park & Nicolau, 2015).

Therefore, we carried out this study using the experience
construct and its 4 dimensions identified in studies such as
Barnes et al. (2014): Sensory, Affective, Intellectual and
Behavioral dimensions. In addition, we seek to find other
perceptions, namely Satisfaction, Recommendation and
Revisit’ constructs.

The visitor experience in the PGNP is essentially the
enjoyment of a natural space combined with cultural ele-
ments illustrating, above all, rural life. The activities carried
out are, firstly, contemplation of the landscape and specific
attractions, secondly rest and leisure in a water environment
and, to a lesser extent, active tourism with hiking. These
findings are in line with the conclusions of Holden (2016).
The primacy of contemplation activities indicates a more
superficial experience, based on esthetic and visual charac-
teristics present in the territory. In fact, the analysis of the
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references of the affective and sensory dimensions confirm
this perception, corroborating the existing literature, namely
Abrahams et al. (2022), Barnes et al (2014) and Martins
(2018). In the expressed emotions, esthetics comes in second
place with 37.7% of the total references, while visual ref-
erences represent 77.4% of the total senses references.

This way of using the territory for tourism purposes is
clearly satisfactory for the vast majority of visitors to the
park. In fact, the average score assigned to the attractions is
very high (4.39 out of a maximum of 5 points) and the
readings of the content analysis in several parameters point
to a positivity pole, particularly at three moments: (i) The
satisfaction construct is composed by a strong positive
qualitative appraisal (95.3% of the qualitative appraisal ref-
erences) and by an overwhelming majority of references that
recognize that pre-trip expectations were met or exceeded;
(i1) in the affective dimension, about 98% of the expressed
emotions are positively recognized as well as it is attributed,
by visitors, a positive expression to intangible aspects such
as natural, historical and authentic character; (iii) the rec-
ommendation construct presents robust results in which
75.4% of the references are of encouragement or sharing of
practical aspects for future visitors, i.e., positive recom-
mendations that are only made by those who, effectively,
feel satisfied with their own experience. Satisfaction and
desire to revisit have strong associations with the affective
dimension (Mirzaalian & Halpenny, 2021; Zhang & Xu,
2020).

Nevertheless, negative perceptions were detected and can
be grouped into two areas. On the one hand, the displeasure
with the excess of visitors in certain attractions of the park,
particularly in the waterfalls to enjoy the water. This con-
cern, although visible over the 3 years of analyzed com-
ments, seems to gain greater expression and relevance in the
experiences carried out during the COVID-19 pandemic
period, something that is understandable given the personal
health fears and the need for social distancing. However, this
is a paradoxical issue, as the critical comments regarding the
overcrowded situation are accompanied, in many of the
cases analyzed, by references of direct encouragement to
new visitors, i.e., the same visitors express a desire for
solitude and tranquility in tourist attractions but with their
favorable comments encourage an increase in demand
(Eagles et al., 2001; Schroeder, 1996, 2002). The second
domain concerns the negative perception regarding safety
and signage of the pedestrian routes, visible in the sensory
dimension in terms of negative functionality of the pedes-
trian accesses and in the critical recommendations about
access difficulties. A predominantly recreational vision of
the territory is denoted in a relevant part of these negative
perceptions, in which the terrain conditions could hypo-
thetically be modified and artificialized to meet the mobility
and enjoyment needs of visitors. This perception is



Visitors® Perception of Tourist Attractions ...

consistent with the relatively superficial, esthetic and visual
experience that a significant part of visitors have in this
territory (Abrahams et al., 2022).

The analyzed perceptions have practical interest for the
management of the PGNP, as they allow a deep under-
standing of the experience performed, described and char-
acterized by its visitors. It proves the high satisfaction with
the experiences provided but also makes clear important
aspects that should be considered in the management of this
green area. The control of tourist flows is a central issue in
the management of this type of territories, something that is
confirmed in the perceptions analyzed. The creation of
infrastructures and better access conditions enable the
experience on the one hand, but at the same time, boost
tourist flows, increasing the feeling of overcrowding (Tver-
ijonaite et al., 2018). It is the responsibility of the managers
be aware when making decisions about a balance between
visitor numbers and the environmental effects allowed
(Ghazvini et al., 2020).

There is a need to better manage the expectations of
potential visitors, providing better information in the process
of pre-travel to the park, in order to raise awareness that an
attraction fundamentally of nature has inherent limitations
that prevent an optimal transformation for tourist enjoyment.
For managers, knowing negative feelings makes it possible
to identify aspects of the experience where the destination
may have failed and, in the most enthusiastic feelings, to
identify aspects that allow to stimulate the revisitation and
attraction of new visitors (Mirzaalian & Halpenny, 2021). In
the extreme, one can talk about a greater challenge that will
be to rethink the tourist experiences toward a greater
involvement and immersion in nature and culture of the
territory.

Finally, it is considered that the methodology developed
and applied in this study has great applicability in other
protected green areas, as a form of in-depth evaluation of
visitors’ experiences. However, it could be expanded to
question specific aspects that an open platform like
TripAdvisor does not allow. For example, some of the users
of this platform could be interviewed directly to understand
the motivations for visiting this park, as well as obtain ele-
ments to draw a more complete profile of the visitor.
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If we look at tourism activities from a social and economic
impacts point of view, it is easy to understand its immense
scope and horizontal consequences. In fact, here lay a
considerable part of why tourism has become such a relevant
sector. For Hall, Williams, and Lew (2014), the circumstance
of financial dilemma provides a window where the tourism
industry is highly influential on an economic, environmental,
cultural, political, and social front; thereby acting as a
possibility for the tourism industry to fulfill the social and
economic goals of a community and economy.

Moreover, the essence of sustainable tourism development
is supported by the balance between the social, economic,
and environmental benefits (Rasoolimanesh & Jaafar, 2017;
Castanho, Couto, and Pimentel, 2020; Couto et al., 2021) as
an effect of regional tourism development (Castanho et al.,
2022). Also, the benefits should outweigh the tourism
development on a tourism destination’s social and
economic environment.

Contextually, this part titled Social and Economic Impacts
is organized into six chapter. Within Chapter “Solidarity
Tourism in a Multicultural Society in Southern Italy”,
Nakabasami highlights the solidarity inherent to developing
tourism activities in a multicultural society environment
using Southern Italy as a case study. Hoa Nguyen Quynh
(Chapter “Tourism Impacts on Heritage Sites in Japan: From
Government’s View to Local People’s Awareness”),
investigates the tourism impacts on heritage from the
main-actors perspective through case studies in Japan. In
the following Chapter “Exploring the Unlimited and
Unexplored Rural Tourism in Meghalaya, North East India
”, Buam and Naseer provide us with an exciting journey
through the unexplored rural tourism in the norteast of India
and show us the potential for rural and nature-based tourism
potential for development in that specific region. Melo et al.
(Chapter “Effects of Market Intelligence Generation, Online
Reviews, and Management Response on the Business
Performance of Rural Accommodation Establishments in
France”), analyze the social side of this issue when the
authors address the positive consumer reviews and their
relevance in influencing consumers” purchasing decisions

and, therefore, their performance. This research work focuses
on the issue of rural tourism accommodation in France. In
Chapter “The Fortress of Santa Catarina de Ribamar
(Portimao) as a proposal for Good Practices of Military
Heritage Preservation”, Galamba intends to set a proposal for
good practices regarding the preservation and conservation of
Military Heritage. The author presents a case study from the
Algarve Region in the South of Portugal, where the anthropic
pressure due to tourism activities is very high. Finally, in
Chapter “Sustainable Tourism in Natural Territories That
Have Suffered From Catastrophes: The Perception of Public
and Private Stakeholders of the Alva Great Route”, Guerra
et al. address the problems related to sustainable tourism
planning in natural landscapes after suffering from disasters.
In this detailed case, the authors use a Central Portuguese
territory and analysis the perception of public and private
stakeholders.
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Chieko Nakabasami

Abstract

This article focuses on what makes solidarity tourism
sustainable in Camini, a small village within the Calabria
region of southern Italy. Since the turn of the century,
more immigrants from Africa and Asia have been moving
into Camini. With the support of the Eurocoop Camini
Jungi Mundu, Camini has been collaborating with
volunteers from around the globe and host residents to
establish a multicultural society with the immigrants. The
affect theory of social exchange complements social
exchange theory by incorporating emotion into the
exchange process. This affect theory and the balance
theory of social network analysis were used to discuss
interactivity and mutuality among these players: the
Eurocoop, volunteers, host residents, and immigrants.
A field survey has been conducted in Camini that
explores interpersonal relationships. Results indicate that
the key factor in the success of solidarity tourism has been
mutual support among all players. Moreover, mixed
habitation has been proven to promote mutual support.

Keywords

Community interaction for sustainable tourism
Solidarity tourism ¢ Multicultural society ¢ Affect theory
* Balance theory ¢ Southern Italy

1 Introduction

Camini is a small community beside the Ionian Sea in the
Calabria region of Southern Italy and has a history extending
to the seventh century (Fig. 1). In 2020, it had a population
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of about 726 people, a number that has not changed much in
20 years (Istat, 2021). With the support of the Eurocoop
Camini Jungi Mundu (Cooperativa terzo settore, 2021),
Camini has been collaborating with volunteers from around
the globe and host residents to establish a multicultural
society with the immigrants (Urso, 2021). In fact, between
2013 and 2017, approximately 200 immigrants have settled
in Camini. In Camini, we can see young volunteers working
with the immigrants as well as the host residents, proving the
success of solidarity tourism. Originally, this style of soli-
darity tourism was imported into the Camini community
from the neighboring community of Riace (Fig. 2). Riace is
said to be a front-runner of multiculturally inclusive society
in Italy. This model of a multiculturally inclusive society is
called the “Riace Model,” and it has been having a positive
effect on the surrounding communities. In the Riace model,
solidarity tourism is proposed as one of the driving forces for
the strong establishment of multicultural societies (Barilla,
2017; Ricca, 2010; Rinaldis, 2016).

However, in spite of the fact that the Riace model has
been advocated from Riace, solidarity tourism does not seem
to be working well in Riace. On the other hand, Camini has
achieved a multiculturally inclusive society based on the
Riace model, and recently, the community has achieved
good success with solidarity tourism (Gagliardi, 2017). We
will focus on this phenomenon of Camini and discuss what
makes solidarity tourism sustainable in Camini using the
balance theory in the field of social network analysis. In
addition, using the affect theory, we will explain interactivity
and mutuality among these solidarity tourism players: the
Eurocoop, volunteers, host residents, and immigrants. The
affect theory of social exchange complements the social
exchange theory by incorporating emotion into the exchange
process. Through our discussion, we also hope to give one
viewpoint in building a multicultural society in which people
can live together with a feeling of strong solidarity that goes
beyond cultural and language differences. Since 2016, the
author has been conducting field surveys and has been
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Fig. 1 Map of Camini. Source Modified from a free map
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Fig. 2 Map of Camini and Riace. Source Modified from a free map

interested in what mechanism can work well for the multi-
cultural societies in Riace and Camini, focusing on the
mutuality and interactivity of the society (Miyajima, 2009;
Nakabasami, 2019, 2020). Mutuality is a kind of material
and mental collaboration that is supported by the local
people (local Italians) who mutually respect cultural differ-
ences. Interactivity means that local people share their roles
without discrimination because of cultural differences in

C. Nakabasami

various situations such as public service and private aid in
the community. In this context, interactivity means that the
immigrants themselves also support other immigrants; for
example, the immigrants are in charge of public services at
the village office. In Camini, solidarity tourism can play a
suitable role in such mutuality and interactivity of the soci-
ety. The aim of this research is to find answers to what
makes solidarity tourism sustainable in Camini. Thus, the
author conducted field surveys and interviews to investigate
and find answers.

2 Solidarity Tourism

Solidarity tourism is one form of alternative tourism that
was proposed at the turn of the century (Smith & Ead-
ington, 1992). Today, diverse tourism styles are emerging
as alternative tourism. Alternative tourism is another
tourism style different from mass tourism. Mass tourism is
the phenomenon of sightseeing travel popularized due to
rapid economic development after World War II in
developed countries. Though mass tourism popularized
travel for many people, there are some problems associated
with mass tourism. Mass tourism prioritizes the tourist’s
satisfaction, and this has sometimes caused serious prob-
lems for the local people, destroying their traditions and
lifestyles and harming the environment by tourist behav-
iors such as littering. Frankly speaking, mass tourism
cannot be said to be sustainable, and, regrettably, mass
tourism goes against the current age, in which sustainable
development goals (SDGs) were advocated by the United
Nations in 2015 to seek for a sustainably better world.
Solidarity tourism can be said to be similar to justice
tourism in the field of tourism studies (Higgins-Desbiolles,
2008). Lanfant and Graburn (1992) suggested that alterna-
tive tourism could become “tourism in the promotion of a
new order.” Holden’s description of justice tourism is “a
process which promotes a just form of travel between
members of different communities. It seeks to achieve
mutual understanding, solidarity and equality among par-
ticipants (Holden, 1984; Pearce, 1992).” Many other tourism
papers have also discussed the concept of justice tourism.
Among many alternative tourisms, volunteer tourism
shares a lot of concepts with solidarity tourism, and almost
overlapped. Wearing and McGehee (2013) offer the first
comprehensive analysis of volunteer tourism. Wearing
(2001) defines volunteer tourism (voluntourism) as “Those
tourists who for various reasons, volunteer in an organized
way to undertake holidays that might involve the aiding or
alleviating of material poverty of some groups in society, the
restoration of certain environment, or research into aspects
of society or the environment.” In this sense, volunteer
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tourism and solidarity tourism can be regarded almost as the
same type of tourism, on the other hand, in solidarity tour-
ism, the author would like to focus on solidarity among
potential stakeholders beyond volunteer’s behavior.

In this article, the author would like to treat both justice
tourism and solidarity tourism equally. In Higgins-
Desbiolles (2008), Scheyvens (2002) describes justice tour-
ism as “both ethical and equitable” and says it has the fol-
lowing attributes:

builds solidarity between visitors and the local people;
promotes mutual understanding and relationships based
on equity, sharing, and respect;

supports self-sufficiency and self-determination of local
communities;

maximizes local economic, cultural, and social benefits.

Concretely, the following activities are included in justice
tourism according to Scheyvens (2002):

Five forms of justice tourism which include the ‘hosts’ telling
their stories of past oppression, tourists learning about poverty
issues, tourists undertaking voluntary conservation work, tour-
ists undertaking voluntary development work and revolutionary
tourism.

In addition to the above explanation, childcare and being
a teaching assistant are examples of voluntary work men-
tioned by Scheyvens (2002). In solidarity tourism, activities
are basically voluntary, and tourists acting as volunteers are
not paid for their activities. Instead, the local people offer
hotels and meals for tourists at very reasonable prices.
Through solidarity tourism, tourists can make lasting
friendships, enjoy the local food every day, and experience
beautiful, undamaged nature, as small communities are
located in rural areas. Voluntary activities continue for at
least two weeks, and sometimes, volunteers stay for more
than one year. While on holiday, weekends, or in between
activities, volunteers visit the surrounding regions to enjoy
the local culture. The fact that young volunteers such as
students are the majority of tourists vivifies the local society.
Moreover, living closely, using vacant houses in the center
of a community can solidify the relationship between the
volunteers and local people.

Table 1 Comparison of the
effects of the exchange structures,

Structure

excerpted from Lawler (2001) Productive exchange High
Negotiated exchange Medium
Reciprocal exchange Low
Indirect exchange Low

Nonseparability
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3 Affect Theory and Solidarity Tourism

The affect theory of social exchange was proposed by Lawler
(2001) to explain how and when social exchange produces
emotions, and that stronger or weaker ties are generated
among individuals, groups, or social networks. According to
some passages excerpted from Lawler (2001), the theory has
various implications for the role of emotions in the produc-
tion of group solidarity because any social interaction leads to
joint activity whether a task is implicit or explicit. The
interdependency of the task is greatest if actors find it difficult
to separate their individual effects on or contributions to
solving the task involved (Lawler said nonseparability) and
actors perceive a shared responsibility for the task’s success
or failure. Nonseparability means that actors’ individual
contributions are not as easily identifiable or separable from
the contributions of others, and task success or failure heavily
relies on to what extent actors are interdependent of each
other. The theory also proposed that the greater the insepa-
rability of actors’ impact on task success or failure, the
stronger will be the sense of shared responsibility.

The theory shows why and how the emotional effects
vary across different exchange structures. As shown in
Table 1, the theory defined the solidarity of four forms of
social exchange in joint tasks based on inseparability, per-
ception of shared responsibility, and global emotions as
productive, negotiated, reciprocal, and indirect. Among
these forms, the productive exchange structure is the highest
in both inseparability and perception of shared responsibil-
ity. Productive exchange shows that the inseparability of
individual contributions and shared responsibility are
remarkable; the corresponding emotions should be felt
stronger, both the positive emotion in task success and the
negative emotion in task failure (Lawler, 2001).

Solidarity tourism can explain the productive structure of
the affect theory. As Lawler (2001) said, the affect theory of
social exchange identifies some fundamental ways of
exchange processes and reveals implications for the soli-
darity of exchange. Lawler (2001) said, “The theory assumes
a social network with three or more actors who have
opportunities to exchange behaviors, goods, or outcomes.
Exchanges are dyadic, and dyads are connected; that is,

Perception of shared responsibility Global emotions

High High

High Medium to high
Medium to high Medium

Low Low
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exchange in a given dyad affects or is affected by exchanges
in one or more other dyads (Emerson, 1972, 1976).” Indi-
vidual actors make decisions about whether to exchange,
with whom to exchange, and under what terms. Thus, social
network analysis can fit very well using the affect theory to
analyze the interactivity and mutuality of solidarity tourism,
in which players (actors) are working for the same goal as
members of certain communities, such as villages.

4 Solidarity Tourism in Camini

4.1 Volunteers

In a multicultural society, solidarity tourism can be adapted
for local people, immigrants, volunteers, and the directing
organization. According to the field survey conducted by the
author, on the occasion of visiting Camini, solidarity tourism
was very active. The author’s first impression was that
Camini had nothing much going for it. Here, only a few
local people can be seen walking the steep streets. You
cannot tell at first sight whether solidarity tourism has been
working well in this village.

The author interviewed an Italian woman who knew a lot
about the association in Camini. She provided a lot of useful
information regarding the association. In 2011, Eurocoop, an
international social contribution organization came to
Camini and commenced activities with the mission of
regional vivification from various viewpoints, including the
economy, community, and culture, while collaborating with
local people and immigrants. Since 2016, a solidarity tour-
ism project called Jungi Mundu has been carried out in
Camini by the Eurocoop. Jungi Mundu means “join the
world” in English, and it is also the name of the office in
Camini that welcomed everyone regardless of nationality.
Jungi Mundu has become a symbolic name representing the
association and all the activities conducted by it. Solidarity
tourism is one of the Eurocoop’s projects. In the solidarity
tourism project, international volunteers have been fully
accepted and have been collaborating with local people and
immigrants living there. In 2018, 102 young volunteers from
all over the world worked as volunteers in Camini. Many of
them were students.

The staff of Jungi Mundu are composed of professionals
and young men born in Camini. The professionals are very
diverse—a project manager, art director, event organizer,
language teacher, photographer, psychological counselor,
etc. Volunteers stayed at vacant village houses scattered
in/around Camini (Fig. 3) and were served three meals a
day, paying 25 euros per day.

The vacant village houses have been renovated and
equipped with Wi-Fi and modern plumbing in the kitchen
and showers. A rustic panoramic scenery and old village

Fig. 3 Renovated volunteers house (in center). Source Photograph by
the author in 2018

Fig. 4 Bedroom upstairs in a volunteer house. Source Photograph by
the author in 2018

houses can be seen from the upstairs bedroom of the reno-
vated houses. The houses are shared as apartments adequate
for two or three people and equipped similarly to resort
apartment hotel standards (Fig. 4).

The main activities of the volunteers are taking care of
immigrants’ young children, supporting teachers at school,
fabricating and selling artisanal products, and painting pic-
tures promoting multicultural inclusion on the walls scat-
tered around the village. Some volunteers stay in Camini for
a short period, while others stay longer. The field survey in
Camini was an invaluable experience for the researcher to
gain understanding as to how solidarity tourism is being
implemented successfully. In the next chapter, the result of
the field survey in Camini is reported to acquire a partial
understanding about the local people, immigrants, and Jungi
Mundu.
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4.2 Immigrants, Local People, and Jungi Mundu

We conducted a field survey in Camini by semi-structurally
interviewing 18 people, including local people, project staff,
and immigrants. The interview mainly focused on interper-
sonal relationships. Besides demographic information, the
following questions were asked:

e From whom do you seek any support/service physically
and mentally? (mutuality)

e What activities have you done and with whom for the
past five years in Camini? (interactivity)

The two questions above explore mutuality and interac-
tivity among these players: Jungi Mundu, volunteers, local
people, and immigrants. As for volunteers, they visit with
the intention of working with the rest of the players: Jungi
Mundu, local people, and immigrants. In this sense, their
support or service activities are very clear. On the other
hand, we think that solidarity tourism should not only be
about the activities of volunteers but also bidirectional col-
laboration among all group of players; nonseparability and
the perception of shared responsibility should be ensured in
solidarity tourism. Thus, in this context, the mutuality and
interactivity of the other players in Camini were to be
investigated. With these questions, we seek to understand
whether mutual support or services are offered and identify
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interactive activities beyond players’ original jobs. In
Table 2, activities include both paid and unpaid ones.

For each question, we tried to draw more details from the
interviewees with care for their privacy: from whom they
receive support or services and the kind of support or ser-
vices. Table 2 shows the demographic profiles (in part) and
the interpersonal data mentioned above. In Table 2, staff
means the staff of Jungi Mundu, and group means players
who contribute to solidarity tourism.

From Table 2, although there are few interviewees, some
interesting evidence can be seen. The roles of each group
visibly overlap. Immigrant pl, p2, and p3 work together
with Jungi Mundu to harvest olive oil. Also, p13 is a vol-
unteer who supports other immigrants; at the same time, they
are supported by Jungi Mundu. We suppose that they sup-
port other immigrants who moved in Camini after them.
Mutuality can be seen among the immigrants. P10 works as
mason with a local Italian master. P12 is a local Italian who
works as a volunteer with his friends. In the same way, p16
is not a staff member but a local Italian who works as a
volunteer with their colleagues. Generally, interviewees
receive moral support from their friends and families, and,
naturally, Jungi Mundu supports everything in life for
immigrants.

Besides these three players, volunteers are the fourth
player that joins the solidarity activity in Camini. As said in
the previous section, volunteers lodge in vacant houses in

Table 2 Demographic profiles and support/service and activity information

ID Age Group Job status Supports/services Supports/services Activity Activities
from whom with whom

pl 18 Immigrants Temporary worker  Everything in life | Jungi Mundu Olive oil harvest  Jungi Mundu

p2 19 Immigrants Temporary worker Healthcare Jungi Mundu Olive oil harvest Jungi Mundu

p3 19 Immigrants Temporary worker Everything in life Jungi Mundu Olive oil harvest Jungi Mundu

p4 20 Immigrants Volunteer Everything in life Adoptive mother Volunteer Jungi Mundu

p5 22 Immigrants Housewife Moral support Husband - -

po 22 Local people Bar tender Moral support Parents Waiter Bar owner

p7 23 Immigrants Housewife Moral support Husband Tomato harvest Friends

p8 24 Immigrants Housewife Everything in life Husband - -

p9 29 Staff Teacher Moral support Friends Volunteer Friends

pl0 32 Immigrants Mason Everything in life Jungi Mundu Mason Local Italian master

pll 34 Immigrants Sanitary worker Moral support Brother-in-law Cleaning Friends

pl2 34 Local people Shopkeeper Everything in life Elder brother Volunteer Friends

pl3 35 Immigrants Volunteer Everything in life Jungi Mundu Volunteer Friends

pl4 35 Staff Researcher Everything in life Wife Volunteer Friends

pl5 35 Staff Interpreter Moral support Friends Volunteer Friends

pl6 38 Local people Teacher Moral support Friends Volunteer Colleagues

pl7 38 Staff Volunteer Moral support Friends Volunteer Colleagues

pl8 40 Local people Driver Moral support Mother Driver Colleagues
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the village, and their entire stay, including meals, is sup-
ported by Jungi Mundu. During their stay, the main activity
is settlement support for the immigrants, but they also
interact with the local people to help according to their needs
as described in the previous section.

5 Balance Theory of Social Network Analysis

5.1 Balance Theory

In Camini, there are four sorts of players in the promotion of
solidarity tourism. They each play a vital role in communi-
cating each other. It is appropriate to describe the relation-
ships among the players using an interplaying network.
Based on the results of the field survey in Camini, we would
like to discuss the situation of solidarity tourism using the
balance theory from the perspective of structural balance in
networks and to interpret the affect theory’s impact on it.
The principles underlying structural balance are based on
theories of social psychology dating back to the work of
Heider (1946) and generalized and extended to the language
of graphs beginning with the work of (Cartwright & Harary,
1956; Harary, 1953).

Since then, there have been many applications of the
research on the balance theory, the work by Davis (1963)
being an example. We explained about the balance theory
from (Easley & Kleinberg, 2010).

In balance theory, if we look at two people in a group, we
can label the edges between them with + (positive relation)
or — (negative relation). In other words, they are either
friends or enemies. Considering a set of three people at a
time, there are four different ways to label the three edges
between three people with + ’s and — ’s. See Fig. 5.

e Given a set of people A, B, and C, when all edges have a
plus sign, the three people are friends.[as in 1 of Fig. 5],
and the triangle is said to be stable.

e Having a single plus and two minuses in the relations
among the three people is also stable: It means that two of
the three are friends, and they have a common enemy in
the third. [See 2 of Fig. 5].

Fig. 5 Four types of signed
networks with three nodes

1) stable

2) stable
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e Two plus and one minus triangles [as in 3 in Fig. 5]
correspond to person A, who is friends with each of B
and C, but B and C are not friends with each other. In this
type of situation, A is implicitly forced to make B and C
to be friends (trying to change the edge label between B
and C to + ). Or A tries to be on the side of B or the side
of C. This unstable situation makes A swing between B
and C. A will want to change one of the labels to minus.

o All three edges are minuses. This indicates that A, B, and
C are enemies [as in 4 of Fig. 5]. This situation has the
possibility of making two of the three people friends.
Thus, the remaining one becomes the common enemy to
the two people. As the result, one of the labels becomes
plus. However, which edge becomes minus changes
depending on the situation, and in that sense, it is an
unstable situation.

We refer to triangles with one or three pluses as balanced,
since they are stable, and we refer to triangles with zero or
two pluses as unbalanced, marked as unstable. In balance
theory, unbalanced triangles are causes of stress. People try
to minimize them in their personal relationships, and hence,
unbalanced triangles are fewer in real social settings than
balanced triangles.

Excerpted from Easley and Kleinberg (2010, pp. 121);
explanation added by the author.

5.2 Social Networks in Camini

Based on interviews in Camini, we first considered three
stakeholders as the members of a multicultural society and
assigned each stakeholder to three different network nodes. It
is indispensable for representing interactivity and mutuality
among the stakeholders to draw interpersonal networks.
Here, we consider a social network before the volunteers’
visit because the immigrants arrived at Camini at the
beginning, and since that time, a multicultural society has
been shaped gradually. Jungi Mundu started asking for
volunteers from around the world to establish the system of
solidarity tourism. Camini’s multicultural society began
without volunteers, but solidarity tourism with volunteers

4) unstable

3) unstable
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was needed for the multicultural society to thrive. By
observing the process of the multicultural society
before/after the volunteers arrived, we think that the role of
solidarity tourism can be clarified better. Analyzing the
transition of social networks in Camini could give some
implication for the success of multicultural societies as well
as solidarity tourism. First, we consider three-node networks
without volunteers, and then four-node networks with
volunteers.

The three nodes without volunteers (A, B, and C) are the
following:

A: Jungi Mundu
B: Immigrants

C: Local people

These three nodes were connected to draw a signed net-
work for Camini. We considered the transition of the net-
work during the recent situation in Camini as shown in
Fig. 6.

Figure 6 is explained as follows: In Camini, in the
beginning, Jungi Mundu initiated their activities by applying
the Riace Model; Jungi Mundu were complete strangers to
the local people, as shown in (i). Since then, Jungi Mundu
started a project to renovate old houses throughout the entire
village and provided immigrants with jobs by establishing a
sound relationship with the local Italian people in (ii). In due
course, the immigrants settled and live happily on an eco-
nomic basis in cooperation with the local people, shown in
(iii). It can be said that all three nodes—Jungi Mundu,
immigrants, and local host people—are balanced because all
three nodes are linked together with a * + °.

Jungi Mundu’s most distinguishing feature is that it is a
nonprofit organization and has no relation to the adminis-
tration of Camini. Although the mayor and Jungi Mundu are
always exchanging opinions and information about their
activities, Jungi Mundu is not interested in politics but is
exclusively concentrated on the activity of settling

Fig. 6 Social network transition
in Camini (by the author)

i) stable
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immigrants. This independence from the administration
seems to be a key to sustaining the friendship between Jungi
Mundu and the local people. Thus, the balanced network
with all three nodes can be kept without any problems in
Camini. However, in reality, network (iii) is the ideal, and
we supposed that sustainable tourism could play an impor-
tant role for the transition to (iii). Thus, we consider vol-
unteers to be the fourth player in the network.

In the balance theory, three-node networks can be
extended easily to four-node networks. According to the
balance theory, structural balance property is described as
follows:

Structural Balance Property: For every set of three nodes, if we
consider the three edges connecting them, either all three of
these edges are labeled +, or else exactly one of them is
labeled + .

Excerpted from Easley and Kleinberg (2010, pp. 122).

Thus, for more than four nodes networks, each set of
three nodes should satisfy the structural balance property
above. The network is balanced if all set of three nodes are
balanced, on the contrary, the network is unbalanced if at
least one set of three nodes is unbalanced.

At the time of i) in Fig. 6, Jungi Mundu started to wel-
come volunteers as players for solidarity tourism. At this
point, as shown in Fig. 7, volunteers are included in the
interpersonal network. Node ‘D’ represents volunteers. Now,
we add one more node D to the above three-node network.

A: Jungi Mundu
B: Immigrants
C: Local people

D: Volunteers

In Fig. 7, the four-node network on the left side is shown
after adding node D (volunteers) to the three-node network
of Fig. 6. The positions of each node are irrelevant. At the
moment the volunteers arrived, the social network of Camini

ii) unstable iii) stable
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Fig. 7 Flow of solidarity tourism
with volunteers (by the author)

was considered to be the network farthest left in Fig. 7.
Naturally, volunteers want to get along well with every
villager; therefore, ¢ + ’ signs are set on every edge to the
other nodes. Then, in the upper right network, all edges
have + signs. This case means that solidarity tourism can
work well with all players, including volunteers. First, to
make the network function with all + signs, a good rela-
tionship between the support organization and the host
people should be established. It can be explained that Jungi
Mundu offers volunteers vacant houses in the village with
the help of local people. The volunteers and local people
have become neighbors, and they communicate often. The
volunteers can vivify the atmosphere of the street, and local
people sometimes enjoy telling their various story to the
volunteers. Moreover, the immigrants and local people have
gotten along well with the help of the volunteers. The vol-
unteers collaborate with the immigrants to repair something
in the village (e.g., repainting walls, cleaning up streets). The
volunteers communicate with the immigrants, encouraging
them to participate in activities in the village. Local people
appreciate the work contributed by the immigrants and the
volunteers, leading to the establishment of good relation-
ships among all three players.

However, another stable case is possible. It is a worse
case, but it is stable. Also indicated in Fig. 7, a worse sce-
nario is indicated on the lower right. This network occurs
when: (1) local people do not accept the volunteers, (2) local
people and the immigrants do not get along well, and
(3) local people and Jungi Mundu do not get along well.
Unfortunately, even in this case, the social network is stable,
but neither sustainable tourism nor the multicultural society
works.
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favorable stable case

It is important for solidarity tourism to avoid such worse
cases. Thus, in the next section, we propose some idea by
incorporating the affect theory into the social network in
Camini.

6 What Makes Solidarity Tourism
Sustainable

6.1 The Affect Theory on the Balanced Network

in Camini

Immigrants could not establish interpersonal relationship
with local people when they first started living in the village.
They were only strangers. The volunteers can play an
important role between immigrants and local people. Vol-
unteers start some activities with the immigrants to con-
tribute to the village, and then, local people have become
reliable to the immigrants as well as the volunteers. The
volunteers can be said to be critical mediators for both
immigrants and local people to build better relationships.
Without the volunteers, the immigrants might hesitate to
start activities that contribute to the village.

Moreover, interactivity among all four nodes is necessary
for solidarity tourism to be sustainable. Interactivity means
role exchange among the players in the same
group. Repeated interactivity means sharing each role
interchangeably. All players should be inseparable. At the
same time, all players share the same responsibility for their
joint tasks. Mutuality means the exchange of support/service
among players in different groups, and shared responsibility
is ensured when joint tasks have mutuality.
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Table 3 Role exchange among

) e Player A
all players in Camini Jungi Mundu

A Work together as staff

B Help support/service
other immigrants as
supporters
(interactivity)

C Arrange vacant

houses for immigrants
and volunteers

D Help support/service
immigrants

6.2 Discussion

In the previous section, the affect theory was applied to the
social network in Camini. In the affect theory, inseparability
and shared responsibility are key concepts for productive
exchange among all players. This means interchangeability
among all players. Table 3 summarizes the role exchange in
solidarity tourism through the field survey in Camini.

In Table 3, the direction is from the rows (A, B, C, D) to
the columns (A, B, C, D). For example, Jungi Mundu (A) is
offering support/service for settlement to immigrants (B); on
the other hand, immigrants help support/service other
immigrants as supporters of Jungi Mundu (A).

Mutuality and interactivity are realized in the solidarity
tourism of Camini. It can be said that inseparability and
shared responsibility are assured through solidarity tourism
in Camini. Inseparability and shared responsibility entail
strong solidarity. Therefore, mutuality and interactivity
ensure strong solidarity and can make solidarity tourism
sustainable.

Moreover, we would like to emphasize the habitation
status of the immigrants and the volunteers in the village.
Through field survey, we found that mixed habitation has
promoted mutual support among them. As shown in Table 3,
various interactions have been made among all players,
especially between local people and other players; mixed
habitation is an essential factor in creating interpersonal
networks that work well. As indicated in Fig. 7, whether
good relationships can be established depends on the relation
to local people. In this sense, becoming neighbors of local
people is vital for sustainable tourism. Local people would
like to tell their stories, including village history, daily life
and culture, local products they are proud of, etc. Talking
with each other whenever they like is the best way to
interact, and the volunteers can better understand what local
people need. Renovating vacant houses can also provide
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B C D
Immigrants Local people Volunteers

Introduce the volunteers
for helping them with
some troubles in daily
life

Support/service
for settlement

Arrange activities,
offer everything
needed for village
life

Support each Work together
other

(mutuality)

Do something useful in
the village with
volunteers

Tell their stories  Help each other in daily Tell their stories

life, especially mental

support
Help them Do something useful in Work together, live
physically and the village with together in the
mentally volunteers village

jobs to immigrants, which realizes mutuality among the
immigrants. For example, immigrants work as masons or
wall painters, and then other immigrants who come later live
in the house renovated by earlier immigrants.

7 Conclusions

This paper discusses what makes solidarity tourism sus-
tainable in a multicultural society in Camini of southern
Italy. With the support of the Eurocoop Jungi Mundu
organization, Camini has been collaborating with volunteers
from around the globe and host residents to establish a
multicultural society with immigrants. Through a field sur-
vey on the solidarity tourism of Camini, some implications
can be considered.

The affect theory of social exchange explains how and
when emotions were produced by social exchanges, gener-
ating stronger or weaker ties to relations, groups, or net-
works. The theory shows why and how the emotional effects
of exchange vary across different exchange structures,
among which productive exchange ensures inseparability
and shared responsibility. Solidarity tourism can be
explained with the productive structure of the affect theory.
The theory assumes a network context with three or more
actors who have opportunities to exchange valued behaviors,
goods, or outcomes. Thus, social network analysis can fit
very well using the affect theory to analyze the interactivity
and mutuality of solidarity tourism in which players are
working for the same goal as members of certain commu-
nities, such as villages. In a multicultural society, the social
network structure of solidarity tourism can be adapted for
local people, immigrants, volunteers, and the directing
organization.

Based on interviews in Camini, we first considered three
stakeholders as the members of a multicultural society and
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assigned each stakeholder to three different network nodes:
Jungi Mundu, immigrants, and local people. We observed
the process of multicultural society before/after the volun-
teers arrived, and the role of solidarity tourism can be clar-
ified better. Analyzing the transition of the social network in
Camini carries some implications for the success of multi-
cultural society as well as solidarity tourism. First, we con-
sidered a three-node network without volunteers, then a
four-node network with volunteers. Based on the interviews,
we discussed the situation of solidarity tourism using the
balance theory from the perspective of structural balance in
networks and to interpret solidarity based on the affect
theory.

We understood that the role of volunteers was very
important. Volunteers communicate with immigrants,
encouraging them to participate in activities in the village.
Local people appreciate the work contributed by the immi-
grants and the volunteers, causing all three players to
establish good relationships. Without volunteers, the inter-
personal network with local people might not advance in a
better direction.

From the balance theory, within the transition from an
unbalanced network to a balanced network, unhappy situa-
tions can be found that are dependent on the relationship
between local people and other actors, including volunteers.
To avoid such unhappy situations, solidarity tourism in
Camini ensures interchangeability of roles among all play-
ers, which means that inseparability and shared responsi-
bility are sustained. These two concepts are required for
strong solidarity in the affect theory so as to realize mutuality
and interactivity. Mutuality and interactivity are realized in
the solidarity tourism of Camini. It can also be said that
inseparability and shared responsibility are assured through
solidarity tourism in Camini. According to the affect theory,
inseparability and shared responsibility require strong soli-
darity. Therefore, mutuality and interactivity ensure strong
solidarity in solidarity tourism and are considered to make it
sustainable.

We conclude that the key factor in the success of soli-
darity tourism has been the mutual support among all
players. Moreover, mixed habitation has proven to promote
mutual support. In the future, more interchangeability could
be realized; for example, as seen in Table 3, immigrants,
local people, and volunteers will also be able to become
members of Jungi Mundu. It is also possible that volunteers’
lodging, now managed by local people, could be delegated
to immigrants or volunteers in the future. Such unceasing
efforts toward mutual support will make solidarity tourism
sustainable in multicultural societies.

C. Nakabasami
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Hoa Nguyen Quynh

Abstract

Culture and heritage have been a major part of travel as
their contribution to a tourism destination’s appealing.
Recently, heritage tourism is the fastest-growing segment
of the tourism industry as the volume of tourists seeking
adventure, culture, history, archeology, and interaction
with local people is increasing. Heritage tourism gives
positive economic and social impacts, establishes and
reinforces identity, and helps preserve the cultural
heritage. However, as the volume of traveling rises, there
are negative impacts on local communities in heritage
sites that create tensions and conflicts among different
stakeholders. Therefore, understanding the tourism poli-
cymakers’ view and local people’s awareness of tourism
impacts is not only useful in the conservation of a heritage
site, but it also contributes to promote the image of that
destination and balance the stakeholders’ benefits. This
paper aims to study (1) the tourism impacts on local
community, (2) the local people’s awareness and consid-
eration between positive impacts and negative impacts,
and (3) the difference between government policymakers
and local people’s points of view about tourism impacts
and development. The data were collected from a
qualitative survey on Japanese government officers and
academic people, and a quantitative survey on 245 local
people in some Japanese heritage sites. From the findings,
some gaps between government policymakers and local
people’s point of view were found and analyzed to
contribute to the future tourism policy development for
Japan heritage conservation.
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1 Introduction

In the late decades, cultural heritage tourism was booming
around the world as more people seeking for cultural
experiences, heritage exploration, historical destinations, and
interaction with local communities (Garrod & Fyall, 2000).
Many types of attractions fall into the heritage tourism
sector, such as architecture, festivals, hand-made works, art
and folk music, and traditional cuisine. Heritage tourism
would give positive effects on economic development and
social enhancement, establishes, and promotes a destina-
tion’s identity, and helps preserve the traditions. According
to Moli (2011) and Hall and McArthur (1998), heritage
tourism facilitates harmony and understanding among local
communities, supports culture, helps renew tourism, and
enables local people to define who they are. By providing a
source of income based around local culture, heritage tour-
ism can encourage communities to value their culture and
heritage more highly. However, many researchers have
warned about some unwanted ecology footprints left from
the tourists that would give a significant pressure on heritage
sites and local resident (Girard & Nocca, 2017; Manniche
et al.,, 2017; UNWTO, 2018). Once they were negatively
affected by tourism, the local people retaliate by exhibiting
hostile behavior toward tourists. How local resident perceive
tourism development and impacts informs their involvement
in both economic development and conservation supports
(Nicholas et al., 2009; Walpole & Goodwin, 2001; Wang &
Pfister, 2008).
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1.1 Economic Impacts of Tourism

Even though recently COVID-19 has taken significant
impact on the global economy and travel, it is still true to say
that tourism has huge effects on the development of all
countries and regions. The role of travel and tourism in the
economy are considered in terms of its contribution to the
total GDP and employment of a country. Tourism can
generate financial sources for public investment in health,
education, medical system, and other assets, provide
infrastructure, improve social capital, strengthen sustainable
management of natural resources, and create a demand for
local communities’ livelihood improvement.

According to WTTC (2009), in many developing coun-
tries, tourism has contributed a relatively higher percentage
to the total GDP and employment than the average. It may
be not the only source of income and employment to a
nation, but clearly serves as a prime factor in the balance of
payments of many countries, especially developing ones.
Therefore, the development of tourism industry has got
attention from government, regional and local authorities,
and other economic stakeholders. It also provides opportu-
nities for the poor by changing the access to the assets. Local
people may be aware the effects of tourism to their liveli-
hood—whether positively or negatively—such as cultural
pride, a sense of control, good health, and reduced poverty.

Tourism can be used as a tool for raising global aware-
ness, introducing local product and achievements. Therefore,
countries can use tourism to stimulate its trading, invest-
ment, cultural exchange, improve its image worldwide, and
enhance the international reputation through media expo-
sure. Beside revenue, governments want to promote tourism
as sign of peace and goodwill (Hall, 2003). Ioannides and
Debbage (1998) indicated that one benefit of tourism is to
help a nation earning more foreign exchange with less dif-
ficulty than other products. Therefore, many governments
allocate a large proportion of their budgets to tourism
development policy, planning, and promotion to encourage
international tourists to visit their countries.

However, without sustainable development planning and
policy, tourism may create tensions and conflicts among
different stakeholders (Porter & Salazar, 2005) by reducing
local access to natural resources, drawing heavily upon local
infrastructure and disrupting social network. There were
examples in developing countries where local residents lost
their accesses to local natural resources to outside corpora-
tions (Neef, 2019; Shah & Gupta, 2000). Rural heritage and
agriculture land were turned into large resorts and golf
courses. As a direct effect, farmers and fishermen lost their
traditional jobs and livelihood environment. These negative
impacts might be not justified in terms of the economic
benefits and new jobs from tourism to local people.

H. N. Quynh

However, if the local people perceive tourist will bring bad
effects and behaviors to their communities, such as drug
abuse, sex, alcohol drinking and gambling, beside the raising
of living costs and new taxes, they may express their hostile
attitude toward tourists and do not welcome tourism activi-
ties in their places (Andereck et al., 2005).

1.2 Environmental Impacts of Tourism

Some previous economic studies suggest that tourism would
balance the goals of environment conservation and eco-
nomic development in and around the nature protected area,
such as tourism can increase funds for the protection of
natural area, heritage sites, and promote awareness of local
people and tourists for biodiversity issues (Ashworth & Van
der As, 2006; Figgis et al., 2007; Hoa, 2016). In Liu and Var
(1986), local resident agreed that tourism was not the reason
for ecological destroy, as it can provided “more parks and
recreation areas”. If there are proper sustainable developing
policies, the local habitats may perceive improvement of
their communities’ appearance and environment awareness
(Perdue et al., 1990). Once the local people realize the
benefits from tourism, they would preserve the surrounding
environment, cultural and natural resources for their
long-term development. It would raise the awareness among
local people and tourists and stimulate planning—adminis-
trative controls in tourism destinations.

On the other hand, there are doubts from previous studies
that the more economic increasing, the more environmental
problems would incur. Aref et al. (2009) indicate that
environment got more concerns than the economic effects,
especially where tourism have developed rapidly without
sustainable development policy. The local resident in these
places were worried about pollution, wildlife destruction,
and other natural resources damage the most. Researchers
pointed out that there were adverse effects from tourism
development on natural environment and ecosystem around
tourism sites because of the facilities building process
(Holden, 2000; Hunter & Green, 1995; Pearce, 1989; Telfer
& Sharpley, 2008). As the result of poorly planned tourism
development and policies, many developing countries had
become the victims while mass tourism could significantly
damage the local people’s living environment and
over-exploit their natural heritage (Adongo et al., 2017;
Sharpley, 2009; Winter et al., 2008). Moreover, uncontrol
mass tourism would increase visual pollution, stress, and
annoyance to the local community (Sharp, 2008).

Hence, there has been increasing skepticism among
researchers toward positive relationship between tourism and
environment sustainability. As local people are suffered the
most from environmental degradation, their awareness and
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behaviors would be important to understand, and their voice
should be fully listened to in decision-making process of
tourism development.

1.3 Socio-cultural Impacts of Tourism

It is no doubt that the growth of tourism leads to the
development of rural areas, accelerates the urbanization and
modernization process, promotes free trade, and reduces
border barriers. These positive impacts have restructured
employment portfolio (people from agriculture sector move
to service sector) and encouraged the improvement of
technology, especially information technology, Al, smart
transport, and e-money. Therefore, tourism has brought huge
socio-cultural impacts to the human life.

Tourists are fond of observation and experience of dif-
ferent cultures and traditions. Picard and Robinson (2006)
implied that culture is the center of international tourism,
helps the tourism industry grow and enable diverse societies
to get involve in the development process. Therefore, it not
only provides local resident chances to meet new people,
promotes their place as a cultural destination, but also fosters
pride among them, brings them closer, and gives them
chances of relaxation and entertainment.

While acknowledge that tourism brings benefits to the
economic growth and enable diverse societies to get involve
in the development process, tourism researchers and tourism
policymakers have been emphasizing the importance of
culture retain. On one hand, they hope tourism can help to
preserve local culture and traditions. On the other hand, they
criticized international tourism for undermining of local
culture, traditional ways of life and encourage Western
culture influence on less developer communities. In Tourism
Concern (2017), it pointed out that international tourists not
only leave physical footprints on a landscape, but also make
intangible socio-cultural impacts on local traditions, value
systems and ways of life. This process would lead to loss of
local autonomy, authenticity, and cultural degradation, fur-
ther creating the concept of increased homogeneity among
cultures (Andereck et al., 2005; Nash, 1989; Meethan, 2003;
Smith, 2009; Sinclair-Maragh & Gursoy, 2015).

Pizam (1978) pointed out that the negative impacts of
tourism on the local resident are from introduction of
undesirable activities such as prostitution and gambling,
excessive concern for material gains, loss of cultural iden-
tity. He concluded that the local people’s economic depen-
dency on tourism, income, and occupation are the best
predictors of their attitude toward tourism. The study
showed that the less dependent a resident is economically on
tourism, the more negative his attitude is toward it. And the
less attachment to a place, the more negative the one’s
attitudes toward tourism. However, other studies (Harrill,
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2004; Jaafar et al., 2015; Um & Crompton, 1987) disagree
with Pizam (1978) as they all indicate from their findings
that residents who are more attached to their place perceive
tourism development more negatively.

Some of the most notable negative socio-cultural impacts
of tourism are related to the flow of traffic and crowded
conditions. Crowdedness not only can ruin the resource
being conserved, but also spoil the visitor experience. Kim
(2016) found that the local people complain about noise
pollution and littering due to the increasing number of
tourists. In addition, the major negative impacts on local
people’s life in many famous tourism sites is overcrowding
which increases invasion of their privacy and traffic con-
gestion. Moreover, Postma and Schmeuker (2017) and
Dogan (1989) indicated that the potential conflicts between
tourists and residents may occur from crowding to privacy,
from lack of adaptivity to feelings of strangeness in one’s
own place.

Besides, there is a risk of crime rising together with the
increase of tourist arrivals to a place. A higher rate of crime
in a destination may lead to the reduce of its attractiveness.
Child labor, alcoholism, drug additions, prostitution, and
terrorist attacks are problems that got high concerns of
tourism stakeholders, policymakers, and local communities
(King et al., 1993). These are the main factors that lead to the
disruption of the local resident’s quality of life.

The challenge of managing the balance between mini-
mizing negative tourism impacts on environment,
socio-culture, and optimizing the economic development is
the core of a country’s tourism policy. Porter and Salazar
(2005) pointed out that heritage tourism can also create
tensions and conflicts among different stakeholders. There-
fore, understanding the tourism policymakers’ view and
local people’s awareness of tourism impacts is not only
useful in the conservation of a heritage site, but it also
contributes to promote the image of that destination and
balance the stakeholders’ benefits.

Among the OECD countries, Japan was one of the first
countries to recognize the value of intangible cultural her-
itage (Boyd & Timothy, 2003; Estol & Font, 2016; Kaki-
uchi, 2014; OECD, 2016). The awareness of heritage
protection for the sake of the entire nation was started since
the beginning of Japan’s Meiji government (1868-1912) as a
part of its public policy (Kakiuchi, 2014). Through
150 years with a lot of socio-economic change, natural and
cultural heritage conservation has always been the core of
Japanese law and policies which makes provisions for the
support of cultural activities by all the stakeholders and has
played a great role in heritage tourism development in this
country.

This study aims to (1) identify the tourism impacts on
local communities in Japanese heritage sites, (2) understand
the local people’s awareness and consideration between
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positive tourism impacts and negative tourism impacts and
their responses, (3) investigate the difference between
Japanese government policymakers and local people’s points
of view about tourism impacts and development, and
(4) compare the difference of tourism impacts practice in
Japan heritage sites and other destinations in previous
studies.

2 Methodology

The research framework for this study is generated from
previous literature and research works which shows the
impacts of tourism on local community and the efforts of
government tourism policymakers to control the negative
impacts and promote the positive ones. The framework
(Fig. 1) highlights the importance of understanding the
perception, attitude, and needs of the local communities in
the Japanese heritage sites toward tourism impacts.

The study was divided into two phases as it based on both
qualitative and quantitative surveys on local people living in
Japanese heritage sites, Japanese government officers,
academic people, and people working in tourism area.

e In-depth interviews with some governments officers of
Japanese Ministry of Justice, Agency of Cultural Affair
(Ministry of Education, Culture, Sports, Science and
Technology), local government authority in some Japa-
nese heritage sites and academic people about their ideas
and views toward the development of heritage tourism
and its impacts on local communities. The interviews
were conducted from July 2019 to December 2019.

A questionnaire was designed to explore the local people
living in some heritage sites in Japan about their per-
ceptions, attitudes, and awareness on tourism policy and
tourism impacts to their places and life. In this study, 31
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items measuring the negative impacts and positive
impacts of tourism on social-cultural life, economic
development, and environment at the sites and local
people’s attitude toward tourism development and policy
were examined. The items chosen are widely used in
international travel literature. A 5-point rating Likert scale
where 1 =strongly  disagree, 3 = neutral, and
5 = strongly agree were applied to quantify the responses
to the items.

From November 2019 to February 2020, the respondents
were recruited on-site. After that, due to the risk of
COVID-19 and Japanese government’s declaration of
“Emergency Situation”, the questionnaire had to conduct
online via some social media forums and travel blogs
related to Japanese life, heritage, and tourism. People
were asked if they are living in some heritage areas in
Japan and were invited to participate voluntarily into the
survey. Up to 15 April 2020, a total of 266 answers was
collected which 180 of them were from on-site and the
rest were from online method. After checking, 245
answers were usable for analysis. It is believed that all
respondents answered the questionnaire honestly as it was
anonymous and self-administered.

3 Findings and Discussion

3.1 From Government’s View

The tourism management framework in Japan has some
differences to other countries. While some other developed
countries have well developed systems of heritage tourism
law and regulation to conserve and manage the tourism
impacts in both general and local levels, the Japanese gov-
ernment separates tourism and heritage laws and policies

Fig. 1 Research framework
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(Fig. 2). Since 1919, the detailed and specialized policies
have been given to each type of heritage: cultural heritage,
natural heritage: satoyama (for mountain) and satoumi (for
ocean) strategy, agricultural heritage (GIAHS), onsen her-
itage and festivals.

In Japan, the local government in each municipality or
prefecture plays an important role in tourism policy and
control. Central government and ministries only give out the
general directions and support upon the request of local
governments. Within the heritage tourism’s stakeholder
network (Fig. 3), the local government plays as the central
node to communicate with other nodes and control the
tourism activities and policies within its area. However,
NGOs and academic people contribute highly to tourism
development policy planning and suggestion to the local
government. NGOs and academic people also work closely
with local communities to understand their difficulties and
needs and help them to solve out the problems or take note
for the local government.

However, there are some problems that both the central
government officers and local governments find they are not
easy to have a solution in the short term:

3.1.1 Aging Population and Cultural Heritage
Fading

Japan has been experiencing the issue of aging population to
an unprecedented degree. More than 20% of Japan’s
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population is over 65 years old, the highest proportion in the
world (Ministry of Internal Affairs and Communications,
Statistical Handbook of Japan, 2018). This not only takes
effects on the economic growth, but also makes change in
family and social structures in the world’s third largest
economy.

Recently, the aging problem is becoming more and more
serious. In rural and remote areas, where retain many
Japanese cultural and natural heritage, it is only mostly
elderly people who are left behind after the young have
moved to urban areas for schools and jobs. According to the
government officers, it would be a threat to the cultural
heritage retaining in Japan. Cultural heritage includes tan-
gible and intangible heritage which pass from generation to
generation. Therefore, the cultural heritage belongs to and
live within the local community, through the conservation of
its people. As there is a little proportion of young people
living in the rural and heritage sites, people have less
chances to know or learn their cultural heritage. If the
elderly people who possess the cultural heritage passed
away, there would be a risk that some cultural heritage will
disappear.

Some of the interviewed government officers and aca-
demic people share the same concern of many unique cul-
tural traditions and knowledge are being lost as Japan ages
and rural towns face depopulation. According to a survey by
Kyodo News in January 2017, 60 cultural events in 20
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prefectures have been shelved due to falling populations and
aging. Mr. Hideo Nigata (Deputy executive director of the
Nippon Matsuri Network) indicated that “the disappearance
of Japanese festivals means the disappearance of commu-
nities”. Mr. Hiromichi Kubota (Head of intangible folk
cultural properties section at the National Research Institute
for Cultural Properties) agrees with this idea as he pointed
out that the health of regional traditions reflects the overall
health of the community.

However, all the interviewees agree that tourism, espe-
cially heritage tourism, would be an ideal solution for her-
itage and culture conservation. As the people recognize the
benefit from it, they would like to retain their heritage for the
next generation.

3.1.2 Constrained Budget for Cultural Heritage
Conservation

The Japanese government has tried to allocate a support fund
for cultural heritage conservation and cultural properties
protection. However, this amount is very small. As the
national level, the Agency for Cultural Affair (ACA) has
prime responsibility for culture, and its budget has remained
as only 0.1% of the total general account of the national
government for several decades (Kakiuchi, 2018). Looking
at a breakdown, roughly 60% of the ACA budget is now
allocated to heritage and the rest for arts support. Of the
budget for heritage, roughly 40% of the ACA budget is
allocated to heritage protection and 15% is allocated to
maintenance and management of national museums and
theaters of heritage protection (ACA, 2013). Therefore, the
budget for cultural heritage conservation is mainly based on
the local government in each prefecture, and the central
government officers play the role as technical supporters and
advisors.

3.1.3 Shortage of Labor Force in Tourism
Industry

The aging population also leads to another problem of
Japanese tourism, especially in rural areas. That is the
shortage of labor force in tourism industry. The working-age
population (15-64 years old) percent in Japan is decreasing
significantly. It is forecasted that after 2055, the projection of
working-age population would fluctuate around 50% of the
total Japanese population and the child population (0-
14 years old) is only around 10% (Statistical Handbook of
Japan, 2018). However, currently, in many rural areas in
Japan, there are no children or youth. In some villages in
remote areas, all the local people are over 60 years old, and
many of them are over 70 years old. In Japanese urban areas,
the ratios and numbers of seniors are also increasing (Insti-
tute of Population & Social Security Research, 2013; Min-
istry of Internal Affairs & Communications, 2015).

This situation raises a concern of the shortage of labor,
especially in tourism industry. As the Japanese government
plans to increase the international tourist arrivals and turns
Japan into a “tourism country” as per the declaration of the
National Tourism Policy (2016), the lack of tourism labor
force would be a problem to the tourism authority. Even
though the Ministry of Justice has planned to attract more
international labors to work in Japan, the lack of
working-age people in Japanese rural areas and heritage sites
is still a question to the local government.

3.2 To Local People’s Awareness
3.2.1 Descriptive Statistics

According to the frequency analyses on the profile of the
respondents (Fig. 4), most came coming from Tokyo
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Metropolis area (54.3%) and Kansai area (Kyoto, Osaka,
Hyogo, and Nara) (29.2%). These two areas are home to
many of Japan’s cultural heritage and natural heritage sites.
According to the annual statistical reports of the Japan
National Tourism Organization (JNTO, 2019), Tokyo and
Kansai areas got the largest number of international tourist
arrivals. Therefore, there are higher concerns of tourism
impacts in these areas.

There are 53.5% of the respondents were local born,
while 46.5% of them were coming from another places.
Most of the respondents were from 25 to 40 years of age
(44.4%). People under 25 years old were 24.3% and those
people from 40 to 60 years of age were 28.4%. The rest
(2.9%) was over 60 years old. One-third of the respondents
are working in tourism or tourism-related area (hotels,
restaurants, transport, logistics, etc.)

Table 1 indicates the mean and standard deviation values
of the 31 items. In general, almost all had a score above the
neutral point of 3. The highest mean of 4.70 was found for
“Tourism will increase business opportunities”. All other
items in the “Perceived positive economic impacts” category
have high mean from 4.47 to 4.70, which mean that local
people realize that tourism bring many benefits to them in
economic development: business opportunities, employ-
ment, infrastructure, and public service improvement. In
fact, the items in this category have the highest means
among all perceived positive impacts categories in this
study. Local people are also aware that heritage tourism
helps to improve their destination image and reputation
worldwide, so that they feel proud of their heritage and
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would like to retain it for their next generation, especially the
cultural heritage.

Regarding negative impacts of tourism, local people
found the most threatened issues to their life are “disease
spreading” (NEN6 = 4.05), “littering increasing” (NEN4 =
3.97), “tax rates and living costs increasing” (NECI =
3.57), and “overcrowded of local facilities usage”
(NSC2 = 3.54). These problems are not only in Japan, but
also incur in many other famous tourism destinations around
the world. Many studies recently have indicated that local
communities are tired and annoyed of too many tourists
coming to their place which leading to negative impacts to
their life. Besides, the respondents in this study showed their
concerns of “disease spreading” the most as some of them
were learning from the COVID-19 pandemic circumstance.

Only two items “Tourism will disrupt residents’ quality
of life” (NSC1) and “Tourists will bring some bad behaviors
to the local people” (NEC3) have the score below neutral
point of 3, which are 2.67 and 2.86, respectively. The rest of
negative impacts’ means are slightly above the neutral point,
from 3.1 (“Tourism will increase crime—NSC3”) to 3.49
(“Tourism will increase air pollution—NENS5”). This means
that Japanese local people in heritage tourism sites are aware
of negative tourism impacts, but they do not think these
negative impacts could disrupt their quality of life. In other
words, the negative impacts of tourism are not high in the
perception of local resident.

As mentioned above, the local people found the most
positive impacts from tourism on the economy, however,
they found tourism have least positive impacts on their
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Table 1 Descriptive statistics

PSC
PSC1
PSC2
PSC3
PSC4
PSC5
PSC6
NSC
NSC1
NSC2
NSC3
PEN
PEN1
PEN2
PEN3
NEN
NENI1
NEN2
NEN3
NEN4
NENS
NEN6
PEC
PEC1
PEC2
PEC3
PEC4
PEC5
PEC6
PEC7

NEC
NEC1
NEC2

NEC3
OAT

OATI1
OAT2

OAT3

Items

Perceived positive socio-cultural impacts (Cronbach’s alpha = 0.838)
Tourism will bring the local community closer

Tourism will provide residents a chance to meet new people

Tourism will foster pride among local resident

Tourism will promote this place as a multi-cultural destination

Tourism will provide residents relaxation and entertainment

Tourism will strengthen local community bonds and cohesion

Perceived negative socio-cultural impacts (Cronbach’s alpha = 0.810)
Tourism will disrupt residents’ quality of life

Tourism will lead to overcrowding of local facilities

Tourism will increase crime

Perceived positive environmental impacts (Cronbach’s alpha = 0.805)
Tourism will improve environmental conservation and protectionism
Tourism will raise environmental awareness

Tourism will stimulate planning and administrative controls such as recycling policies and pollution controls
Perceived negative environmental impacts (Cronbach’s alpha = 0.884)
Tourism will damage the natural environment

Tourism will increase noise pollution

Tourism will increase visual pollution

Tourism will increase littering

Tourism will increase air pollution

Tourism will spread disease faster

Perceived positive economic impacts (Cronbach’s alpha = 0.885)
Tourism will provide locals employment opportunities

Tourism will improve the provision of public services and infrastructures
Tourism will increase business opportunities

Tourism has led to the regeneration and redevelopment of towns and cities
Tourism will enhance this place’s international reputation through world media exposure
Tourism will improve this place's image worldwide

Tourism will foster pride of the local people about their cultural traditions (dance, folk song, history, food,
handicraft, etc.), and the local people will retain these heritages for their next generations

Perceived negative economic impacts (Cronbach’s alpha = 0.627)
Tourism has led to increased tax rates and living costs for local resident

The large investment required to develop tourism cannot be justified in terms of the economic benefits that
will be generated for residents

Tourists will bring some bad behaviors to the local people
Overall local people’s attitude toward tourism
Overall tourism’s positive impacts will outweigh its negative ones

The local government should hold more tourism events to promote and develop the tourism potentials in this
place

Overall, I support tourism development and tourism policy in this place as a resident

Note Likert 5-point scale including strongly disagree (1), neutral (3), strongly agree (5)

Mean

3.87
4.52
4.49
445
3.94
431

2.67
3.54
3.10

3.60
3.77
3.88

3.18
3.47
3.15
3.97
3.49
4.05

4.68
4.50
4.70
4.51
4.60
4.47
4.56

3.57
3.29

2.86

4.34
4.40

4.32
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Std.
deviation

1.106
0.815
0.784
0.838
1.035
0.863

1.208
1.196
1.207

1.065
1.023
0.981

1.10602
1.12531
1.08458
1.07334
1.15838
0.99234

0.62523
0.74064
0.55696
0.74062
0.63075
0.76757
0.67385

1.11986
1.15321

1.06118

0.76149
0.78803

0.81048
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environment. The mean scores for the items in this category
are from 3.60 to 3.88.

Despite of those perceived negative tourism impacts, the
local people are proud of their heritage value. They believe
that “tourism’s positive impacts outweigh its negative ones”
(OAT1 = 4.34) and they wish “the local government should
hold more tourism events to promote and develop the tour-
ism potentials in their places” (OAT2 = 4.40). Therefore,
they agree to “support tourism development and tourism
policy” in their places (OAT3 = 4.32).

3.2.2 Factor Analysis of Perceived Tourism
Impact Items
A principal component factor analysis (Table 2) with Vari-
max rotation (Hair et al., 1998; Tho, 2012) using 28
dependent variables was undertaken to determine the
dimensions underlying the perceived tourism impact items.
The 28 items consist of six factors with eigenvalues
higher than 1.0. The factors accounted for 65,576% of the
variance and were labeled: “Perceived positive social-
cultural impacts”, “Perceived negative social-cultural
impacts”, “Perceived positive environmental impacts”,
“Perceived negative environmental impacts”, ‘“Perceived
positive economic impacts”, and “Perceived negative eco-
nomic impacts”. All items revealed factor loadings of over
0.5 and communalities values for each variable, which
accounts for the variances explained by the factors, ranged
from 0.513 to 0.781, indicating that each variable contributes
to forming the factor structure.

3.2.3 Differences in Local People’ Perception

and Attitude Toward Tourism Impacts

in Heritage Sites in Japan According

to Sociodemographic Variables
The differences in local people’s perception and attitude
toward tourism impacts in Japanese heritage sites according
to their “living places”, “place attachment” (whether they
were born in their living place or not), “job” (whether their
jobs relate to tourism area or not), and “age” were tested
using a one-way ANOVA and independent samples T test.

According to “Place of living”, the respondents were

divided into 3 groups: (1) those who are living in Tokyo
Metropolis area”, (2) those who are living in the Kansai area
(Kyoto, Osaka, Hyogo, Nara), (3) people who are living in
other heritage sites in Japan. Using one-way ANOVA test to
compare the difference of perceived tourism impacts of these
groups, the people in Kansai area and other heritage sites
believe that heritage tourism would bring them closer,
stronger, and more cohesive than those are living in Tokyo
Metropolis, as they have higher mean scores of PSC1 (4.14
in Kansai, 3.95 in other areas, compared to 3.70 in Tokyo
Metropolis) and PSC6 (4.46 in Kansai, 4.53 in other areas,
compared to 4.17 in Tokyo Metropolis). Besides, the
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NSC1’s mean score of Tokyo Metropolis local people is
2.89 which is highest among all other areas, indicates that
even though their perception regarding “Tourism will disrupt
residents’ quality of life” is below the neutral point, there are
more people in Tokyo area concerned of this issue than those
in Kansai area (NSC1 =2.39) and other heritage sites
(NSC1 = 2.45).

In one other hand, people in other heritage sites in Japan
have highest “perceived positive economic impacts” mean
score of PEC1 (4.88), PEC2 (4.75), PEC5 (4.75), and PEC7
(4.75) in comparison with those live in Tokyo Metropolis
(4.64, 4.39, 4.57, and 4.48, respectively) and Kansai area
(4.66, 4.56, 4.58, and 4.59, respectively). This means that
people in more rural or remoted areas believe that tourism
would bring more benefits to their economy as it increases
“employment and business opportunities”, improves “in-
frastructure and public service”, enhances the place’s image
worldwide and local economy, and conserves the “heritage
for the next generation” than those in urban areas.

According to the question “is there any difference in
perceived tourism impacts between people who were born in
that heritage sites and people are coming from other pla-
ces?”, it is interesting to know that people who were born in
the places they are living perceive more negative
socio-cultural impacts of tourism than people from other
places, assuming that local-born people are more attached to
where they live. They concern more for disruption of life
quality (NSC1 = 2.89), overcrowding of local facilities
(NSC2 = 3.66), and crime increase (NSC3 = 3.25) while
comparing with people coming from other places (NSC1 =
2.43; NSC2 = 3.40; NSC3 = 2.94). However, both the two
groups have similar perception about other tourism impacts.
From this result, it agrees partly with previous studies of
Jaafar et al. (2015), Harrill (2004), Um and Crompton (1987)
as they indicated that residents who are more attached to
their place perceive tourism development more negatively.
And this result disagrees with argument of Pizam (1978) that
the less attachment to a place, the more negative the one’s
attitudes toward tourism.

However, when analyzing the perceived tourism impacts
of people who their jobs relate to tourism area, such as
hotels, restaurants, transport, stations, there are cognitive
differences in “Tourism will disrupt residents’ quality of
life” (NSC1), “Tourism will lead to overcrowding of local
facilities” (NSC2), and “Tourism has led to increased tax
rates and living costs for local residents” (NEC1) between
people whose jobs relate to tourism and those whose unre-
lated jobs. Those people whose jobs relate to tourism have
higher negative perception in these items (NSCI1 = 2.90,
NSC2 = 3.79, NEC1 = 3.88) than people not working in
tourism area (NSC1 = 2.56, NSC2 = 3.41, NEC1 = 3.42).

In some heritage sites in Japan, such as Kyoto, Osaka,
Kanazawa, Beppu, tourists pay extra tax on their stays at
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Table 2 Pripcip.al component Factor loading Communalities

factor analysis with Varimax

rotation 1 2 3 4 5 6
PEC5S 0.846 0.751
PEC7 0.791 0.713
PEC1 0.779 0.711
PEC3 0.775 0.678
PEC4 0.662 0.553
PEC2 0.616 0.576
PEC6 0.608 0.563
NENS5 0.826 0.743
NEN4 0.820 0.729
NEN2 0.735 0.706
NENG6 0.704 0.580
NEN1 0.687 0.669
NEN3 0.664 0.631
PSC3 0.782 0.714
PSC2 0.725 0.639
PSCl1 0.721 0.643
PSC6 0.656 0.595
PSC4 0.635 0.513
PSC5 0.571 0.551
PEN1 0.847 0.735
PEN2 0.812 0.764
PEN3 0.711 0.657
NSC2 0.782 0.781
NSC3 0.781 0.745
NSC1 0.722 0.655
NEC2 0.804 0.671
NEC1 0.625 0.580
NEC3 0.552 0.513
Eigenvalues 4.363 4.153 3.432 2.388 2.217 1.809
% of variance 15.582 14.831 12.256 8.528 7917 6.462

Extraction method: Principal component analysis
Rotation method: Varimax with Kaiser normalization

“Rotation converged in 7 iterations

hotel and traditional ryokan inns. These accommodation
taxes first appeared in large metropolitan areas. Tokyo
adopted one in 2002, followed by Osaka Prefecture in 2017
and Kyoto city in 2019. This policy is followed by Nara,
Kitakyushu, Fukuoka, and Kanazawa. Roughly, 20 munic-
ipalities are considering doing so, as a survey by Nikkei
found in 2019. The revenue from this tax is typically used
for purposes such as building tourism infrastructure and
providing information to visitors.

People working in area related to tourism have better
perceived positive environment impacts as their mean score
of “Tourism will improve environmental conservation and

protectionism” (PEN1 = 3.82) and “Tourism will stimulate
planning and administrative controls such as recycling
policies and pollution controls” (PEN3 = 4.05) are higher
than those of people whose jobs are not related to tourism
(PEN1 = 3.48 and PEN3 = 3.80). This result agrees with
Pizam (1978) that the less dependent a resident is econom-
ically on tourism, the more negative his attitude is toward it.

According to age, there are differences in the perceived
negative environment impacts between people over 60 years
of age and people in other groups. The people over 60 years
old seems less negative about the tourism impacts on envi-
ronment. The mean scores of “Tourism will damage the
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natural environment” (NENI1 = 2.57), “Tourism will
increase noise pollution” (NEN2 = 2.29), “Tourism will
increase visual pollution” (NEN3 = 2.43), and “Tourism
will increase air pollution” (NEN5 = 2.71) of this group are
all below the neutral point of 3, which mean they are
inclined to disagree with these statements. However, people
in groups “Under 25”, “From 25 to 40” and “From 40 to 60”
years old have the mean scores above neutral point, indicate
their concern of negative environment impacts from tourism
in these issues.

In conclusion, although there are some differences in
local people’s perception of tourism impacts in some items,
people in Japan heritage sites generally have relatively equal
attitudes and perceptions about the tourism impact on local
economy, environment, and socio-culture. They highly
appreciate the positive effects of tourism on local economic
development and heritage value and are most concerned
about the negative impacts of tourism on the local envi-
ronment. However, they believe the local government’s
tourism policy will help to solve these problems. Therefore,
people in all heritage sites agree that tourism’s positive
impacts will outweigh its negative one and they support
tourism activities and government’s tourism development
policy in their places.

4 Conclusion

The results from the in-depth interview with Japanese gov-
ernment officers, local government people and academic
people, and the quantitative research on local people’s per-
ception and attitude about tourism impacts on their place
help to understand and answer the research questions of this
study. Although there are some concerns of tourism impacts
on environment and socio-culture of the heritage sites,
people agree that tourism brings many benefits to the local
community development, especially in economy and repu-
tation. The local people are proud of their heritage and
would like to introduce it to the outside world. All the
government, academic people, and local people believe that
tourism’s positive impacts will outweigh its negative ones
and the local government should hold more tourism events
to promote and develop the tourism potentials in the heritage
sites.

However, there are gaps between the government’s view
of tourism development and local people’s needs. As Japa-
nese government wants to boost up the number of interna-
tional tourist arrivals to Japan in the coming years, the
government officers want to have more transportations to
connect Japanese main cities to rural heritage sites, espe-
cially shinkansen. However, from the result of the survey,
local people are concerned the most about the overcrowding
of their local facilities, littering, noise, and air pollution due
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to the increase of number of tourists. The Japanese gov-
ernment officers do not think these are big problems if the
tourists will be educated and informed clearly how to behave
properly during their travels in Japan.

In another hand, Japan has a good welfare and pensions
for its elderly, many local people in rural areas and heritage
sites indicate that they participate in the tourism activities not
for the economic benefits. Living in rural areas, they have
the habit of self-cultivating and raising based on nature as
their own food source. Many Japanese people follow the
ikigai philosophy or minimalist living so that they do not
have many personal needs for luxury goods or entertain-
ment. Some people expressed their concerns of fading cul-
ture and traditions, that is why they want to participate into
heritage tourism as they want to educate the young tourists
about the traditional knowledge, culture, and working
methods. The local people in Japanese rural heritage sites are
mostly elderly, so that they would be tired if there are too
many tourists come to their place in a short time. They are
eager to have guests but within a limited number. Some
senior local people are worried that after they became too old
or passed away, no one will continue to operate heritage
tourism in their places, as all the young people wants to go to
urban cities to pursue other careers. In the meantime, the
local government wants to have more international tourists
coming to its heritage sites to contribute to the economic
benefits of the local communities and introduce their culture
and beauty nature to the globe.

In conclusion, even though there are some issues need to
have improvement for sustainable development of the local
community in the Japan heritage sites, the local people are
supportive to the tourism activities in their place and gov-
ernment policies toward the heritage tourism development.
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Abstract

Northeast India is a region that boasts of various wonders
that are classified under natural, cultural, and heritage
which makes them unique from the rest of India. Among
the seven states in the northeast region, the State of
Meghalaya is also known for similar resources, and
hence, tourists venture into these wonders throughout the
year. Cherrapunjee in Meghalaya being branded as the
wettest place on earth, it became quite natural for the
tourists to visit the State, especially during the monsoon
season. Consequently, with this development, it started
piquing the interests of the researchers and scientists
leading to the discovery of the Meghalayan Age in 2018
and the recent discovery in 2019-2021 of the remains of
fossils of sauropod dinosaurs dating back to about 100
million years. It is undeniably confirmative that Megha-
laya has many more wonders to offer in the tourism
sector. At present, the tourism sector of the State has
explored adventure and nature tourism only. Meghalaya
being a State with villages having unique characteristics,
with unique agricultural produce and food preservation
techniques, there is a tremendous opportunity for the State
to explore rural tourism along with its unparallel cultural
heritage. Being landlocked for several years in the past,
and having a unique character in terms of demography,
socioeconomic conditions, and the environment from the
rest of India, tourism is one of the sectors yet to be
explored in its entirety. Therefore, this study delves into
the nuances of tourism in the rural areas of Meghalaya.
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1 Introduction

In contemporary times, nations have propelled themselves
forward by advancing into a new era of urbanization. This
holds to be true for developing nations as much as it does for
developed ones. Urbanization has promoted the develop-
ment of the tourism sector. The way tourism opens up
communities, heritage, and cultural spots to the open world
making it more accessible to those who wish to explore the
rich heritage and get first-hand experience of the community,
ought to adapt to the character of such communities and
places, to preserve the same, in their original and most
authentic form. This holds to be even more true with the
northeastern region of India, where a myriad of tribal com-
munities exists who inhabit a vast landlocked region, sharing
borders with Myanmar, Bangladesh, etc. Meghalaya, one of
the eight states in the northeastern region of India (Fig. 8.2),
has seen a gradual rise in the number of tourist footfalls in
the recent past. The State is also seeing the community lands
that are being taken care of by the clan or the community,
being lost to privatization in this race of urbanization. This
has further led to impacting the agricultural sector where
more than 80% of the population are primarily involved in.
The State is protected by the Sixth Schedule of the Consti-
tution of India, for the sole reason of preserving its ethos and
character. Therefore, there exists an immediate requirement
of tapping the potential for those still unexplored, especially
the Rural Tourism in Meghalaya. This paper is an attempt to
look into the potential sectors of tourism in the State of
Meghalaya and explore the possibilities of promoting
unexplored rural tourism. The rich culture and its preserva-
tion, in line with the respective community values, would
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remain as the central topic when trying to advance the
tourism industry in the State of Meghalaya through Rural
Tourism.

2 Methodology

The methodology adopted for the study is depicted in the
following figure (Fig. 8.1). The preliminary literature survey
conducted led to formulating the aim and objectives of the
study. A descriptive type of research design was adopted
where a detailed literature review and a primary survey were
conducted to understand the present scenario of tourism in
the State of Meghalaya as well the potential for future
development. In addition to the traditional sectors of tour-
ism, the indigenous practices of various tribes in the State in
terms of landholding and land management were studied in
detail. The unique style of farming and the agricultural
produce that are unique from the State were also studied in
detail using an exploratory type of approach through surveys
with experts and community members to establish the scope
of rural tourism in the State. The above objectives were
studied and explored using primary data and secondary data.
The primary data was obtained through the primary survey,
and secondary data included data obtained from various
sources like the Tourism Department of Meghalaya and the
Meghalaya Basin Development Authority. The conclusive
part of the methodology proposal for promoting rural

Fig. 8.1 Methodology
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tourism for the sustainable development of the indigenous
communities as well as the State of Meghalaya as a whole is
suggested.

3 Meghalaya and Tourism: The Current
Scenario

Meghalaya is in the North-Eastern region of India (Fig. 8.2).
It has a population of 2,966,889 according to census 2011,
and an area of approximately 22,429 km?. Natural “hot-
spots” are present across the region, with diverse topo-
graphical rewards. It is an entryway to south-east Asia, and
the northeast’s folk music, dance, and handicrafts are mea-
sured as beautiful works of art. Meghalaya can also be
defined by the presence of villages across the State adding
up to more than 6000 villages. The Meghalayan Age which
followed the identification of the wettest place on Earth has
marked Meghalaya as one of the major upcoming tourist
hubs in Northeast India. According to the 2011 census, India
has about 104 million tribal populations consisting of about
8.6% of the total population of the country (Office of
Registrar General & Census Commissioner, 2011). It con-
sists of 365 tribes grouped under 58 tribal communities.
These tribes constitute 85.33% of the total population of
Meghalaya which is above the national average (8.08%).
Meghalaya consists of predominantly three tribes, namely
Garo Tribe, Jaintia Tribe, and Khasi Tribe.

Secondary Data-
Literature

INTRODUCTION

Present scenario of tourism:

1. State government run activities

2. Traditional sectors of tourism
3. Tourist Footfall '

Policies and opportunities of tourism in

the region

Traditional and indigenous practices of
the state

' Exploring the future potential of Rural
i Tourism in Meghalaya
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Fig. 8.2 Map of Northeast and
Meghalaya

INDIA ¢

Throughout Meghalaya, there are various tourists spots
distributed among various districts. Out of all the districts,
the East Khasi Hills District has the most number of tourists
spots and destinations followed by other districts (Fig. 8.3).

Meghalaya receives mostly domestic flights from Shillong
Airport and a few international flights (indirect). However,
most of the international and domestic tourists enter Megha-
laya from Guwahati Airport. The government launched
additional flights through the “Ude Desh ka Aam Naagrik
(UDAN)” scheme of the Centre. Additional flights have been
proposed from Shillong with Imphal and Dibrugarh (Time-
sofIndia, 2020). Airports Authority of India (AAI) is also
planning to elevate the runways in seven airports, counting
“Shillong Airport,” across the country by March 2022 to

Fig. 8.3 Major tourist
destinations across Meghalaya.
Source Author
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house Airbus and Boeing aircrafts (Times, 2020). Meghalaya
is quite landlocked in terms of air connection. There are
several national highways and state highways connecting
throughout the State which provides quite an efficient road
network across the State (Fig. 8.4). However, several road-
ways (internal roadways and village roadways) are in need of
renovation. World Bank is funding 120 million dollars to
propose road projects across Meghalaya to accommodate the
“tourism sector, agriculture sector, small-scale industries, and
many other sectors” (Bank, 2020).

Even though budget allocation has been increasing in the
yesteryears considering the potential of the tourism sector,
the expenditure has been meager since the implementation at
the grassroot level has been minimal (Refer Table 8.1).

MAJOR TOURIST DESTINATIONS

0510 20 30 40
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Fig. 8.4 Road network across
Meghalaya. Source Author
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Table 8.1 Budget allocation of Year 2016-17
Meghalaya tourism
Allocation Rs.2560.00
(in lakhs)
Expenditure  Rs. 2170.35
(in lakhs)

Source Primary Survey by Author

Revenue generated from tourism across the State has also
been increasing through the years proving that tourism in
Meghalaya is a promising sector having future scope to
improve. Apart from State allocations, there are several
cooperative societies in Meghalaya that are helping with the
tourism activities of the State. The cooperative societies are
able to work at the grassroot level and involve the com-
munity as a major stakeholder.

The government adopted a policy resolution declaring
tourism as an industry, and tourism promotional activities
were initiated. The first Tourism Policy was declared in
2001. Later, the Institute of Hotel Management was estab-
lished in Shillong and incentives were decided to be pro-
vided for entrepreneurs for new projects and house owners
who will provide Bed ‘n’ Breakfast. The privatization of
Meghalaya Tourism Development Corporation (MTDC) was
done to encourage investors from outside the State. The
vision of Tourism Policy, 2011 of Meghalaya aims to
facilitate Meghalaya as a tourist hub that would attract var-
ious tourists across the world by tapping into the culture,
heritage, and beautiful landscape of the State (Department,
2011).

H. M. Buam and M. A. Naseer

ROAD NETWORK

0 51M 20 30 40
Miles
2017-18 2018-19 2019-20 2020-2021
Rs.5119.00 Rs. 9329.00 Rs. 11,020.00 Rs. 11,036.37
(in lakhs) (in lakhs) (in lakhs) (in lakhs)
Rs.1967.80 Rs.1903.01 Rs.1837.33 (in Rs. 3018.95 (in
(in lakhs) (in lakhs) lakhs) lakhs)

3.1 Tourist Footfall

The total of Indian and Foreign tourists visiting Meghalaya
has been increasing steadily through the years except the
year 2020 due to the COVID-19 pandemic. The number of
domestic tourists visiting Meghalaya is more than the
number of foreign tourists (Figs. 8.5 and 8.6).

4 The Traditional Communities
of Meghalaya

Khasi, Jaintia, and Garo are the major tribal communities of
Meghalaya. The Traditional Institutes of the Khasi Com-
munity constitutes a larger territory base (the Hima) which is
controlled by the Syiem. The “Rangbah Shnong, Sordar, or
Myntri Shnong” which means head of the village council has
authority over different types of forestry, its resources
(Christoph Oberlack, 2015), and other common properties of
the village. The clan chief handles the clan affairs and
matters regarding the village. All affairs relating to the for-
ests owned by the clan are watched after and exacted by the
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Fig. 8.5 Tourist arrival in Meghalaya from 2012 to 2014. Source
India, (2014-2015)

clan head and the elders. The family originates from the clan
where the father has a very important part in
decision-making even though the heredity is through the
mother. The family head who is the father or the maternal
uncle is represented in the village council (Tiwari, 2019).
The Jaintias define the areas that they agglomerate in as
“Elaka (province).” The “Doloi is the head of the province
and the “Doloi” must be chosen from the elders of the
community. The “Doloi” has to strictly adhere to the laws of
no corruption and equality as this could pose a threat to their
position who could be removed if any form of misconduct is
noticed by the clan. The “Doloi” will also have members
called “U Basan (elder)” who would help him with the
dealings of the community, and they are usually chosen in
numbers based on the requirement of the community and the
area the province covers. Forests being one of the most
important natural resources of the Jaintia people, the elder,

Fig. 8.6 Tourist arrival in Indian
Meghalaya from 2016 to 2020. 1400000
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and the head have been given the authority to manage the
same with the consensus of the community according to the
“Jaintia Hills Autonomous District Council JHADC)” under
the purview of the Sixth Schedule of the Indian Constitu-
tions (Lapasam, 2016).

The Garo tribe is known to be from the Bodo community
and is also known to descend from the “Tibeto-Chinese”
family (Miah, 2012). The Garo tribe attribute land as a
property of the clan, and these lands are known as “A’king.”
Lands are under the guardianship of the women of the clan
known as the Nokma (Tiwari, 2019). Though the women are
the guardians of the lands as they follow the matrilineal
customs the husband of the Nokma is usually the one to
make the decisions on behalf of the women (Khan, 2017).
Though the Nokma is the guardian of the lands in the area,
they are not in a position to make decisions about the
dealings of the land devoid of the consensus of the clan
through the representatives known as Chra as a whole. The
“Maharis” are the members of the “clan who are from the
shared motherhood,” and they ensure that decisions
regarding guardianship of the lands are done in order
(Tiwari, 2019). To date, the traditional institutions are only
involved in providing lands to the individuals who would
like to establish homestays for tourism. Not all traditional
institutions are able to exercise the role as they are mandated
to represent and encourage the communities toward sus-
tainable tourism. However, some communities have started
realizing the importance of sustainable tourism like the
Mawlynnong Village (known as the “cleanest village in
Asia” in 2003) which has involved the community to handle
the tourism-related activities in the area.
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4.1 The Festivals and Traditional Art Forms

The Khasi Tribe, Jaintia Tribe, and the Garo Tribe are

involved in various festivals celebrated in connection with

their agricultural practices at different times of the year.
Khasi Tribe

e “Shad Suk Mynsiem™: The yearly spring dance is exe-
cuted to rejoice “harvesting and sowing.” The dance is
performed relative to the agrarian cycle (Culture D. o.,
Department of Arts and Culture, 2019a, 2019b, 2019c¢)

e “Ka Pom-Blang Nongkrem”: This festival is dedicated to
the “Lord Almighty” for a good yield and the members
pray for “peace and prosperity” of the community for five
days (Culture D. o., Department of Arts and Culture,
2019a, 2019b, 2019c).

e “Ka-Shad Shyngwiang-Thangiap”: This dance is per-
formed to lament the death of a “family member.” Male
musicians play music on the flute, drum, and bamboo
pole. The dance commences on the death day, at a place
next to the kitchen of the house (called the Rympeiling)
and lasts till the last rites are executed on the burning
grounds” (Culture D. o., Department of Arts and Culture,
2019a, 2019b, 2019c).

e “Ka-Shad-Kynjoh Khaskain”: A dance that is performed
when a family shifts to a newly built home. Once the
formal ceremonies are done, the dance is performed in the
following stages, “Ka Shad Kyuntui, Ka Shad Khalai
Miaw, and Ka Shad Brap”, and these are continued
through the night till dawn of the next day. (Culture D. o.,
Department of Arts and Culture, 2019a, 2019b, 2019c).

Jaintia Tribe

e “Behdienkhlam”: Behdienkhlam is the chief festival in
the socioeconomic life of the Jaintias, and the emphasis is
on requests for the property and good health of the people
and on appealing heavenly blessings for a generous har-
vest (Culture D. o., 2019a, 2019b, 2019c¢).

e The “Laho” Dance: This dance form is performed by both
men and women folk taking part in the best colorful
dresses (Culture D. o., 2019a, 2019b, 2019c¢).

Garo Tribe

e “Wangala or Drua Wanbola or Wanma Rongchua”: The
ceremony of the agricultural year is a blessing ceremony
offered to the gods and goddesses in the month of
October (Culture D. o., Festivals and Ceremonies of the
“Garos”, 2019a, 2019b, 2019¢).

H. M. Buam and M. A. Naseer

Observing such a diverse culture of Meghalaya, it can be
concluded that most of the traditional dances and perfor-
mances of the major tribes of Meghalaya revolve around
their agricultural practices and depicts the close bond of the
community with nature and its surroundings. These festivals
are either to rejoice or to offer gratitude for the harvest
(Department of Tourism, n.d.).

5 Why Rural Tourism in Meghalaya?

Rural tourism can be defined as tourism activities in a “rural
area where economic action is carried out, chiefly through
agriculture” (Notes, n.d.). The following opportunities can
be achieved by applying rural tourism in Meghalaya:

e A grassroot level of working toward sustainable devel-
opment of villages.

e Promoting sustainable agricultural
tourism.

e Promoting public participation.

e A promising way of involving the traditional and
State-run governing bodies.

e A sustainable way of promoting the preservation of nat-
ure and the environment.

e To promote the untapped tourist spots in the region and
sustainably manage them.

e An opportunity to protect the communal lands.

practices through

5.1 Future Potential

Meghalaya is endowed with various tourism forms like
nature tourism which includes waterfalls, national parks, and
parks; adventure tourism which includes cave tourism,
trekking, and camping, and cultural and heritage tourism
which showcases only historical monuments. However,
cultural tourism does not showcase the agrarian community
of the State which is highly connected with the culture of the
Khasi, Jaintia, and Garo Communities of Meghalaya
(Fig. 8.7).

A vast majority of land in Meghalaya is forest land.
Though agriculture is the main occupation the extent of
agricultural land is limited due to human intervention.
Because a significant proportion of the population depends
on jhum or shifting cultivation and mining many lands in
Khasi Hills, Jaintia Hills, and Garo Hills have wasteland
around 15% caused due to forest loss and degradation.
Hence, there is a need for sustainable agricultural practices
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Fig. 8.7 Tourism forms in Meghalaya. Source Author

to be promoted to counteract the jhumming cultivation
(Department, 2008-2009). The landholding of approxi-
mately 52% of people involved in agricultural practices is
below 2 ha which makes them small and marginal workers
(Department, 2008-2009). The Department of Agriculture,
Meghalaya offers quality planting materials including other
inputs with a full package of practices at no cost to farmers
possessing the land of at least 0.2 ha. However, many are not
aware of such schemes provided by the government result-
ing in the agricultural farmers reaping fewer benefits out of
agricultural practices and not being able to tap into the for-
mal market. Therefore, proper awareness from the govern-
ment side is required and different forms of employment are
required for the small and marginal workers.

The Sacred Groves that are present across the State to
conserve the forest areas by the communities can also be
used to promote indigenous practices of preserving forests in
the State (see Fig. 8.8) (Department, 2019). The residents of
Meghalaya when asked about the expansion of sacred groves
(Ormsby, 2013), about 65% of them responded that they
wish to see the sacred groves grow. Tourism can provide an
opportunity for the communities to preserve the culture of
maintaining the sacred groves sustainably. Major farms are
present all around the State which accommodates horticul-
ture, floriculture, and agricultural practices (see Fig. 8.9).
Currently, reserves like Nokrek Bioreserve are being pro-
moted to tourists.

The existing tourism forms like waterfall tourism, cave
tourism, and adventure tourism, combined with the

ADVENTURE TOURISM

potential tourism forms like village tourism and
agro-tourism in the existing villages across the State will
allow the culture of the Garo, Jaintia, and Khasi commu-
nities to be promoted through their rural and agricultural
practices (Fig. 8.10). Other villages like Kongthong Vil-
lage in the East Khasi Hills District which is known as the
“Whistling Village” can also be included based on their
unique characteristics and can be formally added to the
existing tourism circuits of the State. Various villages have
different types of agricultural activities and other activities
that could be used to engage the tourists. There are various
produces in Meghalaya that are indigenous and unique.
These can be sold to the tourists which will, in turn, pro-
mote the agricultural sector and these areas will be recog-
nized by the officials as a potential area for improvement.
Produce like the Lakadong Turmeric from the Jaintia Hills,
orange blossom honey extracted from the Khasi Mandarin
oranges from the Ri-War areas of the Khasi Hills (Zizira,
Unique Honey from Meghalaya—Orange Blossom Honey,
2020), plantations like tea and cashew nuts from the Garo
Hills (Welfare, Horticulture Crops Plantation, n.d.) can also
be chosen to promote rural tourism, to depict the way they
are cultivated and thereby showcasing the agrarian nature
of the communities. Indigenous fruits like Sohphie and
Sohshang could be utilized and introduced in the traditional
cuisine to be offered to the tourists (Welfare, Horticulture
Crops Indigenous Plants, n.d.).

There are various traditional farming methods that are
practiced across Meghalaya which include shifting
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Fig. 8.8 Sacred Groves across Meghalaya. Source Author

Fig. 8.9 Farms across
Meghalaya. Source Author
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cultivation and bun or terrace cultivation. Irrigation practices
include bamboo drip irrigation and bench terrace irrigation
(Zizira, Traditional Farming Practices in Meghalaya,
Northeast India, 2017). There are unique forms of agricul-
tural methods employed in Meghalaya like “Alder-based
plantation practice, Areca nut-coconut-based plantation
practice, bamboo-based plantation practice, Khasi
pine-based plantation practice, and timber tree-tea-based
plantation practice”. Incorporating these in the tourism map
and itinerary will provide a range of activities for the tourists
to engage in and simultaneously promote the culture. This
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will eventually lead to improvement of agricultural produc-
tivity, tourism, and consequently better livelihood of the
people.

6 Conclusion: Rural Tourism—The
Wayforward

Meghalaya has numerous forms of tourism. However, they
do not involve the agrarian community and their practices
across the villages. It is possible to include the unique
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Fig. 8.10 Potential tourism
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agricultural practices, agricultural produces, handicrafts, and
community festivals in the scope of tourism. This would
consequently promote sustainable agricultural practices in
Meghalaya, promote market transaction of agricultural pro-
duces, and increase the number of days of stay for the
tourists and their opportunities to engage in more activities
and explore the Region better. It is to be noted that the
Sustainability Development Goals mandated by the United
Nations World Tourism Organization (UNWTO) in Agenda
of 2030 can be very well accommodated and the goals of the
SDGs for tourism can be applied across the State (UNWTO,
2016).
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Abstract

In successful businesses, positive consumer reviews are
growing in importance because they can influence
consumers’ purchasing decisions and, consequently, their
performance. The authors propose that market intelli-
gence generation associated with the comments in
consumer evaluations and the advantages of management
response drive business performance. The researchers
analyze data about the rural accommodation (positive
online consumer reviews and management response) on
the infomediary website, Toprural website (Vrbo), from a
sample of 237 French rural tourism accommodations
(RTA). An additional survey provided information on the
RTA market intelligence generation and business perfor-
mance (profitability). The researchers adopted a quanti-
tative and demand-driven approach to describe drivers
that enhance business performance. The researchers
identify a significant direct positive effect of positive
volume of online consumer reviews and a non-significant
direct effect of management response on business perfor-
mance. Moreover, those entrepreneurs who are genuinely
interested in detecting and understanding shifts in the
environment and pursuing best practices are more likely
to succeed than those who show less interest. In the
presence of market intelligence, online consumer reviews
and the management response have stronger effects on
business performance. Furthermore, this knowledge
appears to be linked with a better use of accessible
intelligence in online consumer reviews, as well as a more
successful accommodation management response. It also
directly influences performance. This variable thus helps
explain the influence of online consumer reviews in the
hospitality and tourism industry.
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1 Introduction

With the worldwide dissemination of the COVID-19 pan-
demic virus and the consequent reduction in tourist activity,
the need for more professional business management to
better serve consumers has become crucial, not only to
maintain the performance of companies, but to ensure their
survival. With these environmental conditions, online con-
sumer reviews have become even more important as
extrinsic clues consumers look for when purchasing expe-
rience products, such as tourist services, allowing businesses
and consumers, and consumers, to share content and
knowledge about consumer products, and activities. Online
consumer reviews are one of the main boosters of business
performance, have a decisive effect on consumer decision
making and bring critical consumer information to business
managers (Ahani et al., 2019b; Melo et al., 2017; Oliveira
et al., 2020; Phillips et al., 2017).

To deal with consumers effectively, hotels are increas-
ingly using management's response to online consumer
reviews as a sign of concern for them, that they actively care
about them and improving the service they deliver. This
management’s response is often grateful for positive guest
reviews and pursue to maintain the reputation of the business
by promising to resolve or apologizing issues described by
guests (Zhang et al., 2020a, 2021b), that produce a greater
volume of positive consumer reviews that benefit business
performance (Gu & Ye, 2014; Herndndez-Maestro, 2020; Li
et al., 2017; Melo et al., 2017; Proserpio & Zervas, 2017,
Xie et al., 2014). Thus, both online consumer reviews and
management response provide signals to potential
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consumers. Several studies attributed positive effects to
consumer evaluations and management responses, with
benefits for business performance (Esmark Jones et al.,
2018; Melo, 2020; Xie et al.,, 2014, 2017; Zhang et al.,
2020a; Zhao et al., 2020).

The tourism industry consists of small businesses. In this
sense, many RTAs are family businesses that represent all or
just an extra income on top of what they earned from agri-
cultural, commercial, or construction activities. In addition,
RTA entrepreneurs often lack managerial education. To
identify the determinants of success in this industry,
researchers must therefore recognize the roles played by
entrepreneurs (Herndndez-Maestro et al., 2009). For exam-
ple, the degree to which entrepreneurs are aware of the
market may define the nature of their businesses. In this
regard, market intelligence generation appertain to the per-
manent collection of data about guests, competitors, and the
environment in general, identifying opportunities and threats
to help make effective marketing decisions (Li & Li, 2013).
Several works in different sectors, including RTAs, identi-
fied positive effects on the business performance of market
intelligence generation (Ahearne et al., 2013; Falahat et al.,
2020; Hendar et al., 2020; Jogaratnam & Tse, 2004; Kat-
sikea et al., 2019; Melo, 2020; Webb et al., 2011; Yap et al.,
2018). Furthermore, there is a need for a sound under-
standing of the positive effects of market intelligence gen-
eration regarding the positive online consumer reviews and
management response to those online consumer reviews.

A greater knowledge of these influences among people
would be very important for companies in the tourism sector.
Accordingly, to identify the factors that improve business
performance, the researchers used a quantitative approach.
The researchers analyzed how positive online consumer
reviews, management response, and market intelligence
generation drives the business performance of French RTAs.
In addition, the researchers analyzed whether and how this
generation of market intelligence moderated the impact of
management response and online consumer reviews on
business performance. Therefore, the researchers (1) mea-
sured the increments of these positive consumer perceptions
of business performance, (2) evaluated the contributions of
this management response to positive consumer perceptions,
to business performance, (3) assessed the contributions of
the generation of market intelligence on business perfor-
mance, and (4) measured the influence of moderation in
generation of market intelligence on the relationships
between online consumer reviews and management response
on business performance. So the researchers collected
information about RTAs from Toprural (Vrbo) and con-
ducted a survey to collect data about the generation of
market intelligence and business performance of each of the
RTAs in the study sample. The study results contribute to fill
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the research gap and answer calls from RTAs owners/
managers, associated with online consumer reviews (com-
ments), management response, market intelligence, and its
impact on the commercial performance of accommodations.

In this study, the researchers argued that the business
performance benefits of consumer reviews and management
response can be enhanced if managers recognize the impact
and importance of online consumer reviews and establish
effective processes to ensure positive online consumer
reviews and management's response work to the business.
The researchers considered how the volume of positive
consumer reviews, volume of management response, and
market intelligence generation together contribute to busi-
ness performance in the context of French RTAs. In par-
ticular, the researchers included market intelligence
generation as a moderator of the relationships of positive
consumer review volume and management response volume
with business performance. Therefore, as the rural tourism
sector is also a service industry, the model variables can also
be applied to other services industries.

The researchers begin this article with a brief analysis of
rural tourism and RTAs, succeeded by a brief debate of
online consumer reviews, the emphasis of management
response, market intelligence generation and its moderating
effect on online consumer reviews relationships and on
management response relationships with business perfor-
mance. Next, based on scrutiny of the literature, the
researchers developed specific hypotheses to test the rela-
tionships among positive online consumer reviews about an
accommodation, management response to the online con-
sumer reviews, and the generation of market intelligence,
and its business performance. The researchers specify the
data used, the characteristics of the sample, and the mea-
sures, then present the results. Finally, the researchers dis-
cuss their findings, conceptual contributions, and theoretical
and managerial ramifications along with some limitations
and avenues for future research extensions.

2 Theoretical Base and Hypotheses

2.1 Literature Review

The internet offers vast amounts of information and, for
some, it functions as an “external memory’, changing the
way travel information is disseminated. Booking platforms,
social networking sites, blogs, and forums enable tourists to
digitize and share their experiences, knowledge, emotions,
and preferences in form of consumer reviews (Ait-Bakrim
et al.,, 2019; Gongalves et al., 2018; Hur et al., 2017;
Matson-Barkat & Robert-Demontrond, 2018; Xiang et al.,
2015; Xu, 2020).
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2.2 Online Consumer Reviews

In service contexts, consumer feedback is particularly
important because services are mainly influenced by intan-
gible attributes, which, by definition, cannot be seen, but can
be felt or smelled, and potential consumers cannot evaluate
services quality before their purchase, this prominent level of
prepurchase information scarcity creates purchase risk
(Flanagin & Metzger, 2013; Gottschalk & Mafael, 2017,
Hyun & Han, 2015; Melo, 2020; Melo et al., 2017; Wells
et al., 2011). To reduce uncertainty by understanding the
decision frame, potential consumers make inferences based
on signals and suggestions from others’ behaviors (Matzat,
2009). Online consumer reviews are a trusted source of
knowledge about consumer recommendations and opinions
of their own experiences. Available and easy to understand,
help potential consumers to estimate the level of quality of
accommodation and identify which properties best suit their
preferences (Baek & Choe, 2020; Dwidienawati et al., 2020;
Melo et al., 2017; Oliveira et al., 2020; Reich & Maglio,
2020). In the hospitality and tourism industry, online con-
sumer reviews are strong influencers, and tourists have
become dependent on them to make sound decisions about
where to stay (Huertas-Garcia et al., 2014; Perez-Vega et al.,
2018; Ren et al., 2015). Consumers consider online feedback
carefully before making purchase decisions; they even may
be willing to pay more for services and goods that have
strongly positive online consumer reviews (Akbarabadi &
Hosseini, 2020; Hsieh & Li, 2020; Septianto et al., 2020).

According to previous research, most travelers publish
many more reviews to show their perceptions of positive
experiences than their negative perceptions (Tontini et al.,
2017). Positive reviews provide an general outlook of
overall consumer satisfaction with the services provided,
which can provide accurate knowledge to attract new con-
sumers (Ahani et al., 2019b). In particular, the volume of
positive consumer reviews is important, because it provides
an indicator of market awareness and helps to reduce per-
ceived purchasing risk (Neirotti & Raguseo, 2020). Market
awareness grants businesses more visibility; the more people
know about them, the more they talk about them. When
offerings are associated with high volumes of positive con-
sumer reviews, online reputation improves, and more con-
sumers tend to be positively aware of the offerings. Greater
volumes of consumer reviews serve as extrinsic, peripheral
cues that help consumers justify their purchase decisions,
with the reasoning that many others show that they bought
the same products (Park et al., 2007; Zhang et al., 2010). Is
also a cue to the plausibility of the consumer reviews,
increasing the reliability and correctness of their content,
potentially driving more purchases (Dellarocas et al., 2007;
Salganik & Watts, 2008).
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Even with much prior research on online consumer
reviews in hospitality and tourism industry (Gursoy, 2019;
Zhao et al., 2019), there is little research on its use by
companies (Melo, 2020; Melo et al., 2017; Sun et al., 2014;
Tran, 2020). Online consumer reviews, such as post-
experience consumer feedback, help in understanding the
service quality and other aspects like facilities, are of
excellent value to know what satisfies their consumers and,
as a result, improves their performance (Melo, 2020; Mittra
& Khamkar, 2021; Oliveira et al., 2020; Thi et al., 2021).
This source of market feedback signals both potential con-
sumers and entrepreneurs about what were the consumers'
perceptions about the level of quality of the post-experience
service (Ahani et al., 2019a; Melo et al., 2017; Torres et al.,
2015). Entrepreneurs can leverage business performance
using this information to improve their knowledge of the
market, improving the quality of their service, engaging with
the consumer through closer communication, and knowing
the positioning of each consumer segment (Ladhari &
Michaud, 2015; Melo, 2020; Melo et al., 2017).

2.3 Management Response

In general, management response to consumer reviews
indicates to both consumer reviewers and readers that
businesses care about consumers and offer quality products;
response improve companies’ images and reduce risk per-
ceptions, and become a vital tool for managers to cooperate
with their consumers (Hernandez-Maestro, 2020; Zhang
et al., 2020a). Reducing the likelihood of potential con-
sumers making potentially erroneous negative inferences can
be achieved by management's response (Sparks & Bradley,
2014) and can improve guests' possible clues about hospi-
tality management's concern for them (Sparks et al., 2016).
In face of the positive effect of management response
(Hernandez-Maestro, 2020; Ye et al., 2009; Zhao et al.,
2020), in specific contexts, previous studies also pointed out
that there may potentially some negative effects of the
management response. For instance, Mauri and Minazzi
(2013) study establish a negative impact on consumer
expectations and booking intentions in the presence of
management response to online consumer reviews, and Xie
et al. (2017) also argued that topic repetitions in manage-
ment response have a negative association with future per-
formance of the hotel. Liu et al. (2021) discover that rote
management response reduces the volume of future positive
reviews, but not negative ones, and these effects are stronger
for independent hospitality business than for chains.
Responding companies gain competitive advantages
(Hernandez-Maestro, 2020; Rose & Blodgett, 2016; Walker,
2010). Generating more positive online consumer reviews
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can be helped by management response (Lee & Song, 2010).
Additionally, management response to positive reviews
magnify consumers’ satisfaction, perceived equity, and
intentions to buy again (Gu & Ye, 2014).

2.4 Market Intelligence Generation

The conceptualization of market orientation followed two
different approaches, but both are similar in driving orga-
nizational behavior to acquire more information about the
market, consumers, and competitors, and to disseminate this
information throughout the organization (Lorentz et al.,
2020; Quang-Huy, 2021). First, Kohli and Jaworski (1990)
suggested that this variable described organizational
behavior, defining market orientation as the generation of
information, diffusion, and an adequate response to present
and future consumer needs and preferences across the
organization. Second, Narver and Slater (1990) considered
this variable as a cultural variable, in which the behavior
needed to create outstanding value for buyers and, therefore,
continuous superior performance for the business created
most effectively and efficiently by it. A market intelligence
generation strategy addressed to acquire knowledge about
the (latent and expressed) needs of consumers, the skills and
strategies of competitors (e.g., Kohli & Jaworski, 1990;
Narver & Slater, 1990) provides a hub for performance-
enhancing efforts, allowing the company the development of
stronger relationships with crucial consumers and wisdom in
opportunities to develop the market.

For the purposes of this study, market intelligence defined
by Talvinen (1995) is all information collected outside the
organization to identify opportunities, changes, problems in
the market environment in which we operate or wish to
operate. Understanding how the organization's markets tend
to respond to the value propositions of the marketing mix
must be the basis of the organizational decision (Gebhardt
et al.,, 2006; Kohli & Jaworski, 1990). To achieve higher
levels of performance, companies must be more
market-oriented to better obtain and use market intelligence
consistently (Kirca et al., 2005; Kumar et al., 2011).

The accessibility of data and information is in an
increasing degree of dynamism, thanks to new media and
digital platforms, and companies need to accompany it to
improve their market orientation, which is essential to
maintain greater business performance. Market intelligence
generation, it is part of the market orientation concept that
implies the formation and delivery of superior value for
consumers (Donavan et al., 2004; Santos, 2006).
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2.5 Moderating Effects

Narver and Slater (1990) cultural measurement proposed
three aspects: (1) “consumer orientation,” which means that,
gathering information based on existing and anticipating
consumer perceptions of their experience, entrepreneurs can
discover the needs, desires and expectations of future con-
sumers; (2) “competitor orientation” looks at perceived
short-term advantages and disadvantages, as well as poten-
tial long-term development strategies and competencies, of
potential and current consumers in other competitors;
(3) “inter-functional coordination,” illustrates that, by virtue
of integrating and applying positive consumer perceptions in
management and services, and responding to changes in the
market environment, RTA can create value in the future
services, which is contributed to the target consumer (Hen-
dar et al., 2020; Li & Li, 2013).

By generating market intelligence on continually chang-
ing consumer needs and desires and preparing the organi-
zation's response to this, you are helping to increase
consumer engagement (Sashi, 2012). In addition, the value
creation process shifts for more personalized consumer
experiences, with the most knowledgeable, networked, more
empowered, and more proactive consumers in generating
intelligence about their ever-changing needs and helping the
organization to co-create more value in response to these
needs (Prahalad & Ramaswamy, 2004).

2.6 Hypothesis Development

High volumes of consumer reviews allow tourism managers
to learn more about guests' experiences, attitudes, and
preference. Such information helps them improve service
quality and enhance consumer value; it results in increased
consumer satisfaction and higher margins (Neirotti et al.,
2016). Managers must use reviews to constantly measure
consumers’ demands, shifts in their behavior (Korfiatis et al.,
2019).

Further, the researchers confirmed that the volume of
positive consumer reviews improves business performance
(Melo et al., 2017; Oliveira et al., 2020; Torres et al., 2015).
In summary, though some research finds no significant
positive effect on business performance (e.g., Filieri &
McLeay, 2014), many works in different contexts, including
RTAs, show that the volume of positive consumer reviews
positively determine performance (Gellerstedt & Arvemo,
2019; King et al., 2014; Melo et al., 2017; Phillips et al.,
2017; Purnawirawan et al., 2012; Xiang et al., 2015; Zhang
et al., 2016). Therefore, the researchers propose:
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H1: Higher volume of positive consumer reviews leads to
improved businesses performance.

In previous research, researches that study the drivers
consumers look at when choosing services like hospitality
and tourism products demonstrate that management response
to consumer reviews are important (Park & Allen, 2013; Ye
et al., 2008). Especially, response to perceived service issues
or service failure recovery can enhance the likelihood that a
guest will recommend the accommodation (Levy et al.,
2013). Management response is seen by others, because the
internet is transparent, so that they show both reviewers and
readers that they care about the provision of a good service
(Xie et al., 2014). It was found that answer to positive online
consumer reviews has become a key strategy in the hospi-
tality industry (Oliveira et al., 2020). Xie et al. (2017) rec-
ommend that managers, to redirect consumer attention to
other positive aspects of goods or services, should provide
more different topics of information. Compared with the
generic response, the hotel's sincerity toward consumer
issues is demonstrated by the specific response from man-
agement and allows for higher quality of communication and
level of trust (Lee & Hu, 2005), RTAs need to implement
adequate response strategies for online consumer reviews.
Potential consumers are more motivated to get involved
looking for additional information (Chen & Chaiken, 1999)
and in evaluating the response of the management of an
RTA.

Management's response to online consumer reviews
affects the perception of consumers who receive the answer,
but it also influences the behavior of potential consumers
who are attentive to the interaction.

Management response volume will likely have significant
effects on the performance of RTAs (Xie et al., 2014; Zhang
et al., 2022). Responding to positive reviews allows for a
warmer human relationship with reviewers, allowing man-
agement acquire competencies from this interaction and
build a stronger goodwill from their consumers (Park &
Allen, 2013; Proserpio & Zervas, 2017; Zhang et al., 2020a).
We have to consider that this opportunity to intensify the
relationship with potential and current consumers will
increase the probability that consumers will recommend the
RTA more, be more willing to book, build stronger goodwill
toward RTA and, for these arguments, can provide the most
positive reviews closing this performance virtuous circle
(Melo, 2020).

When businesses respond to consumer reviews, the cost
for consumers to produce negative reviews increases,
because consumers anticipate that their reviews will be
examined in detail, which may prompt less-negative
reviews. At the same time, when consumers feel that com-
panies are paying attention to them, they are more motivated
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to express positive reviews (Melo, 2020; Proserpio & Zer-
vas, 2017). Higher numbers of positive of reviews and lower
numbers of negative reviews should enhance business per-
formance (Chevalier & Mayzlin, 2006; Nieto et al., 2014;
Pathak et al., 2010). Accordingly, the researchers propose
that,

H2: Higher volume of management response positively
affects business performance.

Entrepreneurs can complement existing knowledge by
checking various sources of information (Kaish & Gilad,
1991); in the process, they become aware of consumers’
needs, wants, and value assessments, as well as develop
knowledge about competitors and environmental trends. By
examining market information, entrepreneurs can identify
cues that enable them to create competitive advantages and
stay ahead of the market (Donavan et al., 2004; Narver &
Slater, 1990; Santos, 2006). Interest in the market and the
collection of market information usually is linked to
responsiveness to the information (Jaworski & Kohli, 1993;
Kohli & Jaworski, 1990; Narver & Slater, 1990); thus,
developing market intelligence is the first step in developing
new products that are adapted to consumer preferences, in
developing stronger relationships with crucial consumers
and highlights of opportunities for market development
(Heusinkveld et al., 2009; Slater & Narver, 2000).

Moreover, with market knowledge, companies not only
adapt to but also shape business environments, through their
innovation and collaboration with various stakeholders (e.g.,
other companies and institutions). Therefore, the researchers
analyze the impact of market intelligence generation in the
context of French RTAs, where many entrepreneurs lack
managerial education and the business often represents just
as a supplementary income, according to the following
prediction:

H3: Market intelligence generation has a positive influence
on business performance.

Compared to other entrepreneurs, it is assumed that those
who regularly collect accurate market information and use it
appropriately also value the collected information more
highly, as they know it is a decisive component to the
prosperity of their business (Ahearne et al., 2013; Hall et al.,
2017; Katsikea et al., 2019; Talvinen, 1995; Wood, 2001).
Congruently, they are expected to make better use of the
information contained in consumer reviews and more likely
to effectively manage the consumer reviews feedback (Kat-
sikea et al., 2019; Melo, 2020). By making decisions that
guarantee a united, consistent, and integrative implementa-
tion of the quality elements that are adjusted to consumers’
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expectations of quality or by providing corrections to service
delivery when needed (Ahlin et al., 2012; Heusinkveld et al.,
2009). The interaction between consumer and seller and
between consumers themselves, as well as with potential
consumers, allows the co-creation of value with, later, con-
tent generation and feedback provision, dissemination of
knowledge, and making them advocates of the services
delivered by the organization among their peers creating a
virtuous cycle of consumer more relational and emotional
engagement (Sashi, 2012).

As previously noted, management response to consumer
reviews produce positive effects on consumer perceptions
and behavior and thus on business performance (Proserpio &
Zervas, 2017). However, according to Mauri and Minazzi
(2013), management response could have negative conse-
quences, because consumers may consider them advertising
and not completely credible.

In this context, both signaling theory (Connelly et al.,
2011; Rao et al., 1999; Spence, 1974) and attribution theory
(Kelley, 1971) provide support for the contradictory about
the effects of management response. The effectiveness of a
response should be greater or lesser (or even negative),
depending on consumers’ perceptions of management’s
reason for responding. The content and style of response
provide signals to consumers; for negative consumer
reviews, for example, the effects of specific response (e.g.,
providing solutions) or of immediate versus lagged response
may differ. In general, if consumers perceive a response to
be inappropriate, the credibility of the responder may be
reduced (Lee & Blum, 2015; Ullrich & Brunner, 2015; Wei
et al., 2013; Xie et al., 2014).

On this subject, the researchers expect entrepreneurs’
profiles to determine the content, style, and timing of their
response. Entrepreneurs who embark in market intelligence
generation are expected to be aware of the need to provide
appropriate response, due to their contact with the market;
they also may be more likely to add positive elements to
their response, because of their knowledge of what consti-
tutes appropriate response. Accordingly, to understand the
full effects of market intelligence generation, the researchers
consider its moderating role, such that market intelligence
generation may enhance the positive effect of the number of
consumer online consumer reviews and management
response volume on business performance:

H4a: Market intelligence generation moderates the rela-
tionship between the volume of positive online consumer
reviews and business performance in a positive way.

H4b: Market intelligence generation moderates the rela-
tionship between management response volume and busi-
ness performance in a positive sense.

A. J. D. V. T. Melo et al.
3 Methodology

3.1 Sample

Authors data selection consisted of two phases. First, the
researchers gathered information on consumer review vol-
ume, management response volume, and accommodations’
characteristics from Toprural.com, a leading location for
rural accommodation in Southern Europe. Second, the
researchers surveyed owners’/managers’ perceptions of
business performance and their market intelligence genera-
tion. To obtain a higher response rate, the researchers
reduced the number of questions to the essential of the
model proposed in the research.

Initially, researcher Toprural.com data included about
2275 French RTAs with 10,047 consumer online consumer
reviews. The researchers eliminated all accommodations
without complete information, duplicates, or blank guest
comments to filter the data. The researchers loaded the final
short, structured, online questionnaire into a website that the
researchers created and provided respondents with a password
that allowed respondents to access the website. In line with
Jordan and Troth (2020), to the extent possible, the
researchers, to minimize the ex-ante bias of the common
method, developed good research information and a set of
instructions. To this end, they kept the questions concise and
simple, avoided double elements, eliminated common scaling
properties, used information from multiple sources for pre-
dictors and variables, and performed separate data collection.

The researchers solicited responses from 1618 (71.12% of
the total) accommodations, sending a reminder e-mail to
obtain authors total. Table 1 contains the sample character-
istics. The researchers received responses from 237 RTAs
(3490 consumer reviews and 196 management responses).
Based on previous literature (Hu et al., 2009; Melo, 2020;
Melo et al., 2017; Nieto et al., 2014; Racherla et al., 2013;
Stringam & Gerdes, 2010), the researchers access consumer
perceptions by the volume of online consumer reviews. Then,
the researchers concentrated on 4- and 5-star reviews (the
positive ones, only 4.6% of reviews were negative between 1
and 3 stars). The mean value of consumer review volume per
establishment was 14.73, with 0.83 management responses
per establishment, nightly prices per person of 26.96€,
average number of accommodations per establishment of
1.17, and average capacity (beds) per establishment of 10.44.

3.2 Measurement

Table 2 presents the variable measures. From the informa-
tion provided by Toprural.com, the researchers selected the
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Table 1 Sample characteristics

Table 2 Variable definitions
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Number of RTAs 237
Consumer review volume 3490
Consumer review volume per RTA 14.73
Average night price per person (€) 26.96
Number of accommodations (average) 1.17
Capacity (average, beds) 10.44
Management response 196
Management response volume per RTA 0.83

Variable

Consumer review
volume

Management
response volume

Business
performance

Measure

For each RTA, number of reviews on the Toprural website

For each RTA, number of management responses to consumer reviews

Owner’s perception about the status of the rural accommodation establishment,
measured on a 7-point Likert scale (1 = “very bad,” 7 = “excellent”), in terms of:

* Reservation growth

* Profitability

Owner’s perception, measured on a 7-point Likert scale (1 = “strongly disagree,”
7 = “strongly agree”):

* I am satisfied with the business income

Market intelligence

Owner’s perception, measured on 7-point Likert scales (1 = “strongly disagree,”

7 = “strongly agree”):

* I always attend fairs or important meetings on rural tourism

» [ am very attentive to news media and specialized publications on rural tourism

» I am always aware about available online information of other rural
accommodations

Control Price

variable

volume of online consumer reviews and management
response volume.

The researchers adapted a business performance scale
from Melo et al. (2017), Nieto et al. (2014), and Polo Pefia
et al. (2012). The researchers asked owners about the status
of their accommodations (1 = “very bad” to 7 = “excellent”)
in terms of reservation growth and profitability. The
researchers also asked them to complete an agreement scale
(1 = “strongly agree” to 7 = “strongly disagree”) in
response to the item “I am satisfied with the business
income,” keeping in mind that it is difficult to obtain
objective business performance for RTAs (Hallak et al.,
2015; Hernandez-Maestro et al., 2009; Kropp et al., 2006;
Lee et al., 2016; Melo et al., 2017).

According Chandler (1962); Dess and Davis (1984)
subjective measures of performance are common in research
related to small enterprises and correlate strongly with
objective measures. Moreover, prior evidence related to
RTAs shows that entrepreneurs have accurate perceptions of
their performance. Melo et al. (2017) and Nieto et al. (2014)
establish a positive relationship between consumers’ online

Average price per night and person (€)

reviews and owners’/managers’ perceptions of consumer
satisfaction, business reputation, and profitability.

In accordance with authors literature review, the
researchers used a measure of market intelligence genera-
tion. The scale, based on the works of Melo et al. (2017),
Nieto et al. (2011), and Polo Peiia et al. (2012), contained
three items. The researchers asked owners to indicate their
agreement (1 = “strongly disagree” to 7 = “strongly agree”)
with three items: “I always attend fairs or important meetings
on rural tourism,” “I am very attentive to news media and
specialized publications on rural tourism,” and “T am always
aware about available online information of other RTAs”.

The researchers also included the control variable of
nightly price per person, based on average price. In the lit-
erature, price is a proven determinant of consumer behavior
(Zeithaml et al., 1988), even in modern purchasing envi-
ronments that are high extraordinarily complex specially
since the emergence of social media and the internet (Book
et al., 2015). Thus, the researchers included it as a control
variable with the intention of controlling for its potential
effect on business performance. With these inputs, in line
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with Farahani et al. (2010), after testing the model with PLS
and OLS regressions, the researchers concluded that the
OLS regression model is less robust than the PLS regression
model. The researchers analyzed these data with SPSS 27
and SmartPLS 2.0.

4 Results

4.1 Main Results

In the sample analysis, there was no single factor or overall
factor responsible for most of the covariance between mea-
sures, therefore, it was concluded that there was not a
significant amount of common method bias (Jordan & Troth,
2020).

The authors began by analyzing the quality of the two
focal constructs, that of generating market intelligence and
that of business performance. In Table 3, we find the results
of the construct assessment, which reveals composite relia-
bility (p. > 0.80), convergent validity ([AVE] > 0.5, sig-
nificant outer loadings), and discriminant validity (Hair
et al., 2014). Thus, the reliability and validity of the con-
struct measures were confirmed by the researchers, con-
firming their suitability to the model (Hair et al., 2014).

Next, the researchers introduced the two constructs into
Model 1 (Fig. 1). The results show that positive consumer
review volume has a significant positive influence of 0.152
(2.689) on business performance, consistent with H1. Sur-
prisingly though, management response volume exhibits a
non-significant relationship with business performance, so
the researchers must reject H2. Regarding the effect of
market intelligence generation, it helps rural businesses
achieve better business performance, at a value of 0.254
(4.272), in support of H3. Nevertheless, price does not
present a significant effect on business performance. And
Model 1 presents a R* with the value of 8.3%. This value is
satisfactory considering that many other factors have a

Table 3 Reflective constructs’ assessment

Latent variable Indicators Outer t-value
loadings
Business Income 0.863 27.528
performance Reservation growth 0.885 27.267
Profitability 0.934 76.576
Market Fairs 0.846 16.381
intelligence News 0886  25.071
generation media/publications
Online 0.701 7.207

information/competitors

A.J.D. V. T. Melo et al.

potential influence on business performance and that two
different data sources (Toprural platform and a survey) are
used in this study.

4.2 Moderating Effects

Regarding the moderating effects, the results for Models 2
and 3 in Table 4 show that the generation of market intel-
ligence positively moderates the relationship between the
volume of consumer reviews and business performance, at a
value of 0.232 (1.968), consistent with H4a. It also slightly
and positively moderates the relationship between manage-
ment response volume and business performance, at a value
of 0.196 (1.682), in line with H4b. Thus, when market
intelligence generation is greater, the influences of consumer
review volume and management response volume on busi-
ness performance increase.

5 Conclusions

The internet and social media provide new opportunities for
entrepreneurs to create value. Online consumer reviews,
management response, and market intelligence can improve
relationships between companies and consumers and
between consumers themselves (Hendar et al., 2020; Melo,
2020; Melo et al., 2017; Thi et al., 2021; Xie et al., 2014,
2017; Zhang et al, 2020b). They also provide a
cost-effective way to monitor consumers’ voices; such
monitoring can provide competitive advantages to even the
smallest RTAs.

It is a challenge to define appropriate management
strategies for service businesses such as hospitality. Most
research point out to positive impacts of online consumer
reviews quantity (e.g., Ahani et al., 2019b), of positive
response quantity (e.g., Zhao et al., 2020), and of market
intelligence (e.g., Wood, 2001; Melo, 2020) on consumer

AVE Composite Indicator Cronbach’s Discriminant
reliability reliability alpha validity
(o)
0.800  0.923 0.745 0.875 Yes
0.783
0.872
0.664  0.855 0.716 0.749
0.785
0.491
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Income

0.863 (***)

Business S o

Reservation

Management
responses
volume
-0.004
(ns)
Customer H1
reviews volume 0.152 (**%)
H3
/0'25;1 L,

Market
intelligcence
generation

0.846 (***) 0.886 (***) 0.701 (***)

v

Performance
R =8.3%

Growth

0.934 (***)

Profitability

Control Variable

Online
information/
competitors

News media/

Fairs R
' publications

Fig. 1 Model 1 direct effects on business performance, with standardized path estimates

Table 4 Moderating effects

Consumer online review
Management response

Market intelligence

Consumer review volume x market intelligence generation

Management response volume x market intelligence generation -

R2

etk

perception and, consequently, on their behaviors. However,
some studies have not found positive significant effects on
consumer perceptions and behavior from online consumer
reviews (e.g., Zhang et al., 202la), and management
response (e.g., Mauri & Minazzi, 2013). Past research seems
to suggest that including thank you statements in manage-
ment response could have positive effects (Mate et al.,
2019). Accordingly, further investigation is needed, espe-
cially in this pandemic situation for an tourism industry that
is one of the main drivers of rural development in a

Business performance

Model 2 Model 3
0.320 (¥*%*) 0.143 (#*%*)
—0.010 (ns) 0.123 (ns)
0.245 (%) 0.245 (%)
0.232 (*%) -

0.196 (*)
10.8% 10.5%

p <0.01; ** p < 0.05; * p <0.1; (ns) non-significant

sustainable way. However, research on the specificity of
hospitality management strategies is still in its initial phase.

In this sense, through quantitative methods with a
demand-driven perspective, this study promotes the con-
scious of the effects that the positive online consumer
reviews, management's response, and market intelligence
generation have on business performance within the scope of
RTAs. It affirms a positive effect on business performance of
positive online consumer reviews and a non-significant
effect of management response volume. Moreover, those
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entrepreneurs who are genuinely interested in detecting and
understanding shifts in the environment and pursuing best
practices are more likely to succeed than those who show
less interest. Online consumer reviews and management
response have stronger effects on business performance in
the presence of market intelligence generation. This
knowledge seems to be associated with better uses of
information available in consumer reviews, as well as more
effective management response. It also directly influences
performance. This variable helps shed light on the influence
of online consumer reviews on the hospitality and tourism
industry.

5.1 Theoretical Indications

Providing a more holistic understanding of how business
performance responds to positive online consumer reviews,
management response and market intelligence are the pur-
pose of this research. The researchers' model guarantees the
possibilities of replication beyond the rural tourism industry,
because it is a service industry with similar variables. While
the larger part of online consumer reviews research only
touched on the merits of positive online consumer reviews
(Mathwick & Mosteller, 2017), Zhang et al. (2021a)
research points to evidence that positive online consumer
reviews are not always advantageous for companies, this
research highlights evidence that positive online consumer
reviews improve business performance. Due to this research
objective, the present research expands the theoretical
understanding of sharing economy, hospitality industry, and
the influence of other consumers in several main aspects.
Early, this research brings unique improvements to the
online consumer reviews marketing literature, especially on
business performance impact of online consumer reviews,
management response, and market intelligence generation in
rural tourism setting (e.g., Katsikea et al., 2019; Mariani &
Borghi, 2020; Palese et al., 2021; Quang-Huy, 2021; Uslu
Cibere et al., 2020; Xie et al., 2017). Second, the results of
this research advance the knowledge of market orientation
theory that provides a structure to study market orientation
measures and investigating their impact on business per-
formance (Kohli & Jaworski, 1990; Narver & Slater, 1990).
It also contributes to the body of organizational learning
theory as a process that aims to gather information and
disseminate acquired knowledge, related to knowledge
management (e.g., Nonaka, 1994). Still, this approach to
organizational learning has been used in hospitality and
tourism industry research (e.g., Lemmetyinen & Go, 2009;
Thomas & Wood, 2015).

A.J.D.V.T. Melo et al.
5.2 Practical Indications

In the field of practice, this research highlights several
important managerial notes, the conclusions of this study
follow the line of previous research that suggests review
volume positively predicts business performance. More
reviews tend to increase awareness and popularity of busi-
nesses and reduce consumers’ perceptions of risk. Con-
sumers use the volume of positive online consumer reviews
as a cue to find out how many people visited certain tourist
accommodations and were satisfied with the experience.
Thus, businesses should promote online consumer feedback
to reduce uncomfortable risk perceptions and increase
intentions to decide to buy.

This research also indicates that the volume of consumer
reviews has a greater impact on business performance in the
presence of market intelligence generation. Managers who
actively and continuously generate market intelligence seem
to know how to use it to produce better perceptions and
more confidence in accommodations, represented in rec-
ommendations, new bookings, and, consequently, better
performance.

Market intelligence generation is strategically meaning-
ful, because it implies access to relevant information about
industry shifts and focuses on tourists’ evaluations of
delivered services. Owners/managers must constantly mon-
itor consumer reviews to understand what consumers think
about the services they provide and what drives consumer
perception; so, they can adjust their services to meet con-
sumers' needs and wants. Considering the dynamism of
tourists' perceptions, owners/managers must track these
factors continuously and attempt to engage consumers in
deeper relationships.

However, the volume of management response does not
influence business results directly. Nevertheless, researcher
results indicate that management response volumes can
influence outcomes if the response come from entrepreneurs
with market knowledge. These findings suggest that it is not
response volume that is important; rather, it may be the
content or style of response that is relevant. Response by
entrepreneurs with market knowledge may contain more
appealing content or styles, such that they offer credible
signals that are appreciated by potential consumers. For
example, if a consumer review identifies a problem, the
response could include an explanation and an apology, as
well as an indication of the actions taken to resolve the
problem. Although responses on the internet are effortless
ways to interact with consumers, especially for small busi-
nesses, it is important to devote effort to responding in a
personalized professional way.
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Permanently collecting market information requires an
attitude of openness to relevant information generated by the
market. It appears worthwhile for entrepreneurs to be in
contact with their markets, for example, to attend rural
tourism events, stay abreast of rural tourism news, and seek
out available online information about other RTAs. It is
likely that the positive consequences the researchers identify
reflect the proximity of entrepreneurs to their markets, as
well as their abilities to transform market information into
good business decisions.

Nonetheless, this research has some limitations that could
potentially indicate ideas for further studies. In the first
place, it draws data from only one platform (Toprural.com)
and from only a country (France), which could limit the
generalizability of authors results. Second, does not analyze
the content of online consumer reviews and, at the same
time, management response, which could provide additional
insights.
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Bruna Ramalho Galamba

Abstract

Early modern fortresses by the sea in Portugal are an
historical mark of protection during the maritime expan-
sion. Pirates and privateers were a constant threat to the
economy and the safety of the populations who were
targets. Nowadays, many of these fortresses have been
requalified for tourism, especially in Oeiras and Cascais,
near Lisbon, that have been blessed with investments and
projects and, either by land or sea, can be visited or
communicated by careful planning of circuits. In the
Algarve region, many military buildings are lacking the
same investment, projects and policies. The Fortress of
Santa Catarina de Ribamar is a part of a much bigger
defense system, that is rarely acknowledged, communi-
cated and invested in, even if it is visited by many people,
as it also represents a shortcut to the beach (Praia da
Rocha). In the prior decades, the fortress has been
mismanaged by many entities and had a small cafeteria
and a restaurant that have been closed for a long time.
Even though it has been a platform for a wine tasting
festival in recent years, nothing else has been done in the
location, either taking advantage from its history or the
proximity to the beach. In 2016, it was included in a
project of concession to private entities in exchange of
requalification, as the fortress is in a state of abandonment
and near ruin. In 2020, good news finally came to this
historical landmark, as it might be managed by the
municipality, that has longed for changes, a proper
management and to communicate its story. This is a
moment of transition and of planning. In virtue of a
dissertation in Archaeology of Architecture, this fortress
is being studied and will benefit from a project of
requalification as a military building that accommodates
heritage preservation and history and can promote
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tourism (not only in benefit of the visitor, but in benefit
to the local community).

Keywords

Early modern fortress ¢ Algarve region ¢ Space
modification * Conservation * Communication of
heritage

1 Introduction

The Fortress of Santa Catarina de Ribamar, located in Praia
da Rocha, in Portimao (Algarve) is an important landmark in
the city landscape and history. Since the Modern Age, this
fortress dominates the entrance to the Arade River, it has
resisted the forces of nature, and after extensive works in the
twentieth century, it has come to us, disfigured.

This defensive system was built in 1633 and was a
symbol of protection for those who lived in the old town and
feared looting and attacks by Muslim pirates and European
privateers, as well as a symbol of recovery for those who
survived the three violent earthquakes of the eighteenth
century (including the most famous 1755 earthquake and
tsunami). In the twentieth century, this fortress, after ceasing
to be the property of the former Ministry of War, withstood a
violent earthquake and was requalified for tourism with the
construction of an access to the beach.

In 1977, it was classified as a Property of Public Interest
(Imével de Interesse Publico) by decree-law, which should
have granted it additional protection and investments, but
this was not implemented. Several walls of the former gar-
rison barracks were demolished to open a restaurant, with its
kitchen in the bastion to the West. In the Captain’s barracks,
to the East, doors were opened to explore a small cafeteria.
In the early 2000s, both establishments had already closed.

This fortress is the object of study in a master’s thesis in
archaeology. It is essential to understand the design of this
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building, its changes over almost four centuries and its use
so far. For the last eighty years, this fortress has been almost
exclusively used for tourism. However, no project was
successful in the most favorable place for tourism in
Portugal.

This article will explore the modifications and uses of the
Fortress of Santa Catarina de Ribamar during the twentieth
and twenty-first centuries to accommodate and promote
tourism, especially using the files in the Army Infrastructure
Directorate (Dire¢ao de Infraestruturas do Exército—DIE)
and the Information System for the Architectural Heritage
(Sistema de Informacg@o para o Patrimoénio Arquitetdnico—
SIPA) and using the evolution of space modification of this
building. As it is the first study done for this location, the
bibliography is scarce, and the analysis always starts from
the primary sources (the archives and the building itself).
Finally, I will offer a holistic conservation perspective for the
future, how to communicate its history, and provide local
people and tourists with a place that can and should be
enjoyed, always with a focus on the past.

2 Brief History of the Fortress of Santa
Catarina de Ribamar

The Algarve region, always peripheral to the kingdom of
Portugal, gained prominence in the fifteenth century by the
action of Infante D. Henrique and D. Jodo I, who made their
ventures from Lagos to Ceuta, in order to conquer it, in the
year 1415 (Barreto, 1972). With the death of the Infante, the
Algarve progressively began to lose the prominence it
had gained in the process of overseas expansion. In this
century and until the sixteenth century, the Algarve held a
geostrategic position of importance compared to the
strongholds that were conquered in North Africa. Almost the
entire coast of that territory was under Portuguese possession
or surveillance, and the Algarve was the closest place for
supplies and aid. Unfortunately, over the course of the six-
teenth century, there was a progressive abandonment of the
fortresses, from the South of Morocco toward the North,
which led the Algarve to lose its functions (Magalhdes,
1999).

The Algarve coast then became the weakest point in the
kingdom, facing the attacks of Berber, Turkish and Euro-
pean pirates and privateers. With the abandonment of North
African strongholds, Muslim pirate frequently came to
devastate the Algarve’s localities (Coutinho, 1991).

It was only with the disappearance and death of King
Sebastido, in 1578, that the Algarve became chronically
vulnerable to pirates and privateers (Magalhées, 1999). Two
years later, with the beginning of the Iberian Union and the
reign of the Filipes, serious problems arose given the rival-
ries between the Spanish monarch and some European
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nations (namely the Dutch, English and French), so the coast
was nearly always in danger (PT/TT/CC/1/114/136; Cou-
tinho, 1999).

In 1617, the Italian military engineer, Alexandre Massaii,
in this juncture of constant enemy attacks, carried out a
preliminary inspection report on the existing fortresses in the
Algarve and subsequently drew up a proposal for the forti-
fication of strategic points (PT/TT/CCDV/29). However, it
was only in 1621 that Massaii delivered his final report (MC.
DES.1402). In the 1617 report, Massaii offers the proposal to
build a fortress on the cliff of Santa Catarina (Praia da
Rocha), where it existed a small chapel for that saint (Saint
Catherine of Alexandria). In 1621, Massaii consolidates
its proposal with three plans for the site. The fortress
started to be built in 1630 and was completed in 1633
(PT/TT/CC/2/364/00141). The fortress had a dry moat and a
drawbridge (and later a dormant bridge); there were loop-
holes (an arrow slit) in the walls to defend the moat and
several gun emplacements on the bastions, that were
accessible with two staircases and several cannons facing the
sea. The fortress encompassed the small chapel, and it was
built with barracks for the Captain of the fortress and for the
garrison.

In the eighteenth century, the Algarve was hit by three
earthquakes, one in 1719, another in 1722 and finally,
together with the tsunami, in 1755 (ANPC, 2010). The
fortress was in a state of ruin and unable to defend Portimao
and undergoes two reconstructions, an immediate one in
1758 and another in 1794, under the direction of Lieutenant-
Colonel José de Sande Vasconcelos (Ventura & Marques,
1993).

Reaching the nineteenth century, contrary to very brief
studies on the fortress, especially carried out by Coutinho
(1991, 1999, 2001), the fortress had not been deactivated for
being incapable of defense. The fortress was considered
essential for the preservation of the great defensive system
and was constantly inspected and underwent construction
works in 1864 (PT/AHM/DIV/3/09/88/22).

3 The Twentieth Century: Adapting
to Tourism

Reaching the twentieth century, the Fortress of Santa Cat-
arina de Ribamar housed the Fiscal Guard (Guarda Fiscal—
GNR), the Shipwreck Aid Institute (Instituto de Socorro a
Naufragos—ISN) and the Captaincy of the Port of Portimao
(Capitania do Porto de Portimao), among others. As far as
archives and correspondence show, in 1927, the fortress was
already visited by locals and foreigners that enjoyed its
views (6-Oct-1927 PT/DIE/RGP/PMO01/PTM[T-85/2A]).
We can infer that, at least for 94 years, the fortress was
already used for tourism, in a very rudimentary way.
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The City Council of Portimdo (Camara Municipal de
Portimdo), in 1934, understanding the clear advantage of
using the fortress for tourism, tried to classify the building as
a National Monument, the highest classification for heritage
in Portugal (15-May-1934 PT/DIE/RGP/ PMO001/PTM
[T-85/2A]). In that same year, the opinion of the Ministry
of War was not favorable, concluding that there was no
plausible justification for such an important classification to
be attributed to a building that had no outstanding history or
architecture and, not only are these obstacles named, the
Ministry of War confirmed that the budget allocated to the
conservation of National Monuments under its charge is
scarce (Major Francisco Gouldo, 23-Jun-1934 PT/DIE/RGP/
PMOO01/PTM[T-85/2A]).

The most significant changes to its adaptation to tourism
began in the 1940s, when the fortress was handed over to the
Ministry of Finances (SOP Militares Directorate in Evora,
18-Jan-1940 PT/DIE/RGP/PMO01/PTM [T-85/2A]). Thus, it
is communicated to the Directorate-General for Buildings and
National Monuments (Direcdo-Geral dos Edificios e Monu-
mentos Nacionais—DGEMN) that the Municipal Tourism
Commission of Portimdo had the intentions of “beautifying
the place that constitutes a beautiful viewpoint” and, being
much visited by tourists, requested authorization to landscape
and put benches on the terrace (SIPA TXT.01619339), the
project was approved by the Directorate-General.

In 1943, the first major project for tourism began, when
the Ministry of Finances concessioned the fortress to the
City Council of Portimio, through the intermediary of the

Fig. 1 Perspective of the arcade
built in 1943, with six of its seven
arches visible. Photograph taken

by the author in August 2021

Municipal Tourism Commission of Portimao. The objective
was to convert the fortress into a viewpoint and terrace for
tea (SIPA TXT.01619345). The project foresaw the con-
version of the old lower war square (Praga Baixa) to a tea
terrace, protected by parasols; benches would be built on the
wall (which would be excavated for this purpose) and cov-
ered with blue and white tiles with Algarvian motifs. In one
of the annexes, a kitchen would be built (in the western
bastion), an arcade would be built separating the upper war
square (Praca Alta) from the lower war square (Fig. 1), and,
finally, the cistern (water well) would be equipped with
traditional ironwork (Fig. 2) (SIPA TXT.01619386).
The DGEMN would eventually agree with the project, but
would not authorize the excavation of the walls, taking into
account the various conservation problems that would arise
(SIPA TXT.01619389 and SIPA TXT.01619390).

In 1963, a work to consolidate the cliff was approved, due
to the erosion it suffered, in order to avoid any kind of
collapse, thus preserving the integrity of the building,
inhabitants and visitors. In other words, they carried out an
entire construction of reinforced concrete, lined with lime-
stone and mortar, with several levels and platforms where
small shops for tourism purposes were being installed
(Figs. 3 and 4) (SIPA TXT.01619446).

In 1964, new works were authorized in the fortress, in
order to modify it even more to accommodate the tourist
demand. The interior of the West bastion was demolished,
and the construction of reinforced concrete slabs was carried
out. At the East bastion, the escarpment was aggressively
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Fig. 2 Traditional ironwork in the water well. Photograph taken by the
author in August 2021

Fig. 3 Construction of platforms and a concrete wall to preserve the
cliff from erosion in the early 60s. Photograph in SIPA
(FOTO.00174545)

Fig. 4 The artificial cliff as it is in present day. It is in an advanced
state of erosion. Photograph taken by the author in August 2021

excavated, compromising its integrity, a problem that has not
yet been resolved. Finally, the bastions were excavated in
order to install ventilation in the kitchen and warehouse
(SIPA TXT.01619454 and SIPA TXT.016194689).

On February 28th, 1969, a strong earthquake ruined the
building. The cliff was in imminent danger of collapsing and
needed urgent maintenance, it needed protection from the
action of the sea and showed cracks inside the rooms and
roofs, and the tea terrace needed to be consolidated. The works
were carried out almost immediately (SIPA TXT.01619476).

From the 70s onwards, few reports exist in the archives,
but it is known that from 1973 onwards the classification of
the fortress as a Property of Public Interest began, which
would be implemented in 1977 by decree-law n°129/77 of
29 September (SIPA TXT.01619503). The last news of the
fortress in the twentieth century is from 1982, when the
Fiscal Guard deactivates the post in the fortress.

4 The Twenty-First Century: Progressive
Abandonment and the Current State

The first records of the fortress in the present century appear
in the year 2002. The fortress housed kennels that had to be
demolished, as they contributed to the degradation of the site
(it is never specified in which annex they were located). The
next news about the building would only come twelve years
later, through the local and national media. The fortress as a
classified monument and prestigious access to the beach was
visited by hundreds of people a day; however, it was in an
advanced state of abandonment, and the elevator was dam-
aged and with an accumulation of garbage, which allowed
the propagation of animals (especially rats). The news
reveals that, despite belonging to the State, no entity
assumed responsibility for managing the space. Shortly
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afterward, it was published in Diario da Republica that the
Administration of the Ports of Sines and Algarve
(APS) would manage the fortress (S.n., 2014).

In 2016, the fortress was included in the Revive project,
promoted by Tourism of Portugal. A survey was carried out
the following year and is available on the project's official
Web site. Thus, the fortress would be leased to private
individuals from thirty to fifty years, who would be obliged
to carry out the necessary restoration works (Eusébio, 2017).
Also in 2016, the Left Block party (Bloco de Esquerda)
denounced that the situation of abandonment and degrada-
tion of the fortress was unsustainable and dangerous
(Algarve-Primeiro, 2016).

In 2017, the City Council of Portimio stated that it
wanted to recover the management of the Fortress of Santa
Catarina de Ribamar, in order to recover and dynamize the
monument which, after three years under the management of
the APS, was still degraded. Mayor Isilda Gomes would
eventually reveal that a technical feedback had been com-
missioned from the National Laboratory of Civil Engineer-
ing (Laboratdrio Nacional de Engenharia Civil—LNEC), in
order to understand the state of the structure. The opinion,
which is confidential, denounces, in a very brief way, that
the property is unstable and needs intervention with a large
investment (Lusa, 2017).

In the summers from 2017 to 2019, the fortress was used
as the venue for the Portimao Wine Tasting Festival (Paulo,
2019). In some specific years, it was also used as part of the
routes of the Ciéncia Viva center (to observe the stars), of
some tourist routes and even as a meeting point for Narcotics
Anonymous (Ciéncia Viva, 2013; Regido Portuguesa
Narcoticos Andénimos, 2009).

Fig. 5 Blueprint of the fortress in
2020

1:3000

3D Modelling
Studio, 2020
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In 2018, emergency works were ordered. The North wall
and especially the West bastion, already very degraded, had
falling stones and mortar, which needed to be repaired and
represented an investment of twenty thousand euros (Eusébio,
2018). In 2019, the City Council of Portimao reinforced, once
again, that it wanted to recover the abandoned fortress, and
the transfer of management would take place soon. The City
Council also denounced that, despite the APS having applied
the fortress to the Revive project, in three years it was never
granted concession to another entity (Eusébio, 2019).

In 2020, weeks before the Sars-Cov-2 virus was declared
a pandemic, the City Council ordered a survey to the com-
pany 3D Modelling Studio, in order to document the
building and be able to grant a concession for its study. It is
with all this bibliographical, archival, photographic and
photogrammetric survey that a dissertation in archaeology of
architecture is created and its future is considered in terms of
conservation, musealization and communication.

The twenty-first century has not been, so far, a time of
splendor for the fortress. According to the blueprint (Fig. 5),
starting with the set to the West, the kitchen is disabled, dirty
and covered with grease, dead rodents and cockroaches. The
restaurant is an area that is rarely accessible, due to the fact
that when it was abandoned, the doors were reinforced so as
not to be vandalized.

In an annex next to the restaurant, a small house had been
illegally occupied by a person with addiction problems (the
floor being covered with bottles of beer and wine and some
syringes). Finally, in the same segment, there are public
bathrooms that are closed to the public.

On the opposite side, to the East, the bastion had been
converted into a warehouse. It is where chairs and tables are

S g . Kitchen
. Restaurant

Illegally Occupied House
‘ Public Bathroom
. Warehouse
Chapel
. Old Fiscal Guard Post
Cafeteria
' Upper War Square

. Lower War Square/“Tea Terrace”
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kept for some activities that take place in the fortified area.
The only equipment in the fortress that, at the time the
pandemic started, still functioned was the chapel, in which
small liturgical ceremonies were held. With the pandemic,
these ceremonies were held in the parish church.

The divisions attached to the chapel represent the former
Fiscal Guard post, closed in 1982. It has not been used since.
What is verified is that the false ceiling has already collapsed
in some places and the plaster has also fallen to the ground
(Fig. 6). Finally, in this segment, there is the cafeteria, which
closed more recently and is in the best condition of all the
annexes.

In the exterior, the construction works of the 1940s, such
as the flowerbeds for the garden (Fig. 7) that due to the force
of the trees and plants growing are broken and could fall and
the construction of gunboats, are in an extremely poor state

Fig. 6 In the old post of the Fiscal Guard, it is possible to see some
fallen plaster. Photograph taken by the author in August 2021

of conservation, with the construction device destroyed and
exposed (Fig. 8). The reinforced concrete applied in some
places, on the other hand, is degraded, exposed and corroded
and is an example of works from the 60s in the worse state
of conservation (Fig. 9).

Fig. 8 Gunboats constructed in the 40s are destroyed and exposed.
Photograph taken by the author in August 2021

Fig. 7 One of the flowerbeds is destroyed and in risk of falling.
Photograph taken by the author in August 2021

Fig. 9 Reinforced concrete applied in the 60s is already broken and

eroded. Photograph taken by the author in August 2021
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5 Proposal for Good Practices of Military
Heritage Conservation

Until the time of writing of this paper (September 2021), the
management of this fortress is not yet under the authority of
the City Council of Portimdo. What can be seen from the
brief description of the fortress, especially its history in the
twentieth and twenty-first centuries and its alterations and
state of conservation, is that the situation is unstable and
unsustainable. For all intents and purposes, it is an area of
great cultural and tourist potential that has been underuti-
lized for years.

The fortress, as an historical landmark, has to be properly
preserved. The arrival of the new millennium also brought
new interpretations and care for cultural heritage. Not only
does the Base Law on Cultural Heritage (n°107/2001) insist
that it is a fundamental duty of the State and its citizens to
protect and enhance their heritage (article n°12), a policy of
strategic orientations to conserve and recover must be
defined, investigate and publicize the heritage (article n°13).

What is certain is that in twenty years, no plans or
guidelines have been defined for this space. In fact, although
article n°13 does not define that the order should be the one
mentioned, this study began almost at the end, with the
investigation first. However, with the municipal elections
and the emergence of the Portugal 2027 Tourism Strategy,
this appears as the ideal opportunity to think about the future
of the fortress.

Mayor Isilda Gomes, in 2017, said that the monument
could house a museum linked to the sea, due to the con-
nection of Portimao to Portuguese expansion, not excluding
the activation of the restaurant, which is an essential
equipment for tourism. The mayor ends up saying that the
investment for construction works and its new purpose
would entail a large investment, which would have to be
acquired by applying for community funds (Lusa, 2017).
Although the author understands this vision for the monu-
ment in question, the author cannot agree that this is the best
option, considering that many other fortresses, namely those
of Cascais and Oeiras, have already considered the same
hypothesis.

The fortresses of Cascais and Oeiras, perhaps munici-
palities with other investments and accessibilities, are for the
most part preserved and closed, only open by appointment,
but enjoy well-established tourist routes, whether by land or
sea (Municipio de Oeiras, 2021). These municipalities have
a greater advantage in the face of competition for community
funds and a “museum linked to the sea” had already been
devised for these places, according to one of my advisors.

At another point, in much more recent news, the larger
Fortress of Juromenha, in Alentejo, with a greater historical
evolution, will receive an investment of nearly five million
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euros, both by community funds and by private action. The
mayor says that it can be leased for hotel purposes, which I
do not think is correct (Lusa, 2021).

Strongholds, forts, fortresses and castles are defensive
devices and should be characterized as such. Therefore, the
vast majority of current visions for fortresses are hard to
agree on. So I propose a different vision for the Fortress of
Santa Catarina de Ribamar. I advocate a conversion of the
fortress to the seventeenth century, a stage for a journey
through time. Historical monuments, be they palaces, castles
and fortresses, and historic villages should be a place where
people can visit the past, but here I defend that people live
the past.

Thus, starting on the outside and ending on the inside, I
defend the following aspects (in addition to those already
implicit in major works of conservation and stabilization of
the structure). The moat should be fully excavated and
musealized. Likewise, to be able to cross it, it can be con-
structed either a drawbridge or a dormant bridge. The
loopholes should be reopened and equipped with replica
weapons aimed at the bridge, giving the image of defending
the entrance to the building.

The entire North wall, still in masonry, should be pre-
served in accordance with the principles of reversibility
(which implies the removal of some cement) and should be
plastered in order to protect this masonry and prevent ero-
sion. The gunboats on the bastions and on the square facing
the sea should be equipped with cannon replicas, and the
mast with the country’s flag should be placed.

The flowerbeds for trees and plants must be removed, as
plants not only ruined these twentieth-century constructions,
but it also caused instability in the seventeenth-century
structure. Finally, the access stairs to the bastions must be
equipped with wooden handrails that adhere to the principles
of safety and the conversion of one of the stairs into a ramp
should also be considered, for access for people with
reduced mobility (since the stairs are a reconstruction of the
twentieth century). Lastly, all doors and windows should be
replaced by wood, so as not to decharacterize it further.

Inside, the cafeteria should be leased for exploration and
recharacterized for a more rustic appearance, as should its
equipment (such as tables, chairs, parasols), so as not to
contrast with an old fortress. The chapel should resume its
functioning, with the possibility of leaving its doors open in
order to be visited. In addition, the public bathroom must be
rebuilt and regularly cleaned to be used by visitors, just as
the elevator must be repaired to give access to the platforms
and the beach for all people with reduced mobility.

I believe that the best use for the old restaurant, kitchen
and annex, and for the old Captain barrack, would be the
conversion to seventeenth-century barracks, with furniture
made by local companies and the possibility for local theater
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companies to do historical reconstructions. Various histori-
cal episodes in Portimao have always had the fortress in their
background or as the center stage, and it would be inter-
esting to see the theatrical imagination combined with his-
tory. I found out on a visit to Portimao that there is a replica
of a pirate ship named Santa Bernarda, that travels along the
river and the sea with tourists, and I believe that good his-
torical reenactments with visitors on board and visitors to the
fortress could be excellent.

Finally, it should never be forgotten that screens and/or
explanatory signs for each location (the signs should be
resistant to the elements) should always be added, in order to
report the history, studies and evolution of knowledge.
Passive communication of heritage should always be con-
templated and should always be written, first in Portuguese
and then in English. The possibility of Braille being included
should also be considered.

The security of the site and the possibility of paying
entrance fees in certain places or on certain days must be
considered, especially the various days that exist for the
celebration of heritage, such as the European Archaeology
Days and the European Heritage Days, the International Day
of Archaeology, the International Day of Monuments and
Sites and even the International Day of Museums. Also, on
the topic of spreading the history, guided tours by appoint-
ment should be considered and scientific events can be held
on site. Likewise, scheduled and publicized activities must
be regular throughout the year, the hosting of local festivals
must be held in this monument, and an agenda full of ini-
tiatives in the high season must be taken into account.

6 Final Considerations

One of the main purposes of this paper is to communicate
the conversion of the Fortress of Santa Catarina de Ribamar
to tourism, during the twentieth century. Although the best
options were considered and implemented on this location
(regarding its time frame), the restaurant and the cafeteria did
not last (the cafeteria, the last one to close, probably due to
the crisis in the late 2000s). Furthermore, the history of this
fortress was never considered as a means to promote tourism
or to communicate local history.

As of right now, with the municipal elections and new
strategies for tourism, there is an opening window to per-
ceive local cultural heritage in a new light. All elements of
history and the landmarks they constitute should be used to
communicate history and to promote tourism. Also, all
vestigies of local and national history should always be of
use to the residents, should be promoted for them and should
count with local help to attain success.

I strongly believe that the promotion of local industries
(such as woodworking and theaters), combined with a
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cafeteria operated by locals, the management and support of
activities by the City Council of Portimdo and the Portimao
Municipal Museum, represents an added value for the locals,
which could enjoy the whole year of a monument that is
representative and explored by the City Council and its
inhabitants, as it would be an added value for visitors to be
able to enjoy an interactively preserved and musealized
historical monument.

The Fortress of Santa Catarina de Ribamar, barely used
so far, could receive a new vision. Due to the master’s thesis
in arcaheology that will be submitted this year, a plan for the
conservation, musealization and communication of the site
was advised, which makes perfect sense, as the knowledge
produced must be disseminated and discussed and a per-
spective for the future must always be considered. It is my
belief that this proposal adheres to all good principles of
conservation and musealization of historical monuments,
especially military monuments, because it invokes a different
view of what has been done to adapt Modern Age fortresses
for tourism. Also, this proposal is sustainable and interesting
for the locals and visitors.

I also conclude that studies should be commissioned
taking into account architecture, conservation and restora-
tion, engineering and even musealization. This fortress needs
all the technical and multidisciplinary support for its hypo-
thetical candidacy for community funds or private initiatives
(as patrons), and all studies should be subject to public
consultation for the population to give their opinion based on
how the fortress should be explored.

As this paper is a presentation of one of many possibil-
ities for the strategies in the future, my proposal is based on
what I believe is the best and most original way for the
fortress to be musealized and explored, offering service and
employment opportunities to the local population and a
different experience for visitors. I have not seen a similar
proposal for any other place in this chronology, especially
for the Algarve region.
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Abstract

This study analyses the current meaning of the sustainable
tourism model, especially for natural and rural areas, with
the aim of understanding the new development scenarios
in a post-COVID-19 era. The interpretation of the value
of water and landscape for tourism and leisure is our main
motivation for studying the different types of resources
associated with the Alva River in the central region of
Portugal. This region has been recently affected by two
catastrophes that affect the tourist attraction, first the large
forest fires in 2017 and then the pandemic calamity of
COVID-19 that still affects tourism worldwide. The
objective of this study is to interpret the tourism potential
and the appropriate development model for this region,
which leads us to evaluate the model of sustainability and
competitiveness of this area with low population density.
Considering the impact of these disruptive events, both
regional and global, it is important to understand what are
the associated threats and ultimately the opportunities.
The methodology adopted for this exploratory study is
essentially quantitative, and, in addition to the literature
and secondary data review, questionnaires were sent to
the main public and private stakeholders of the munic-
ipality of Oliveira do Hospital to obtain responses to the
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objectives of the study and to understand their opinions
and expectations regarding the recent creation of the Alva
Great Route (AGR). The main results indicate that new
and innovative actions are needed to better articulate the
development of tourism in the region, the majority of
whose tourist situation is considered adequate or negative.
In fact, there is a great lack of knowledge in the region
itself about the existence and purpose of the AGR.
However, those who know about this route consider it
very important and agree on the strategy to be followed,
which is an integrated management structure at the level
of all the municipalities along the Alva River. The
sustainability of this area, whose main attributes are the
landscape/nature and the river, and which is therefore
very vulnerable to disasters, requires a model of shared
management between public and private entities. Their
involvement in a network performance is important both
for the planning and development of the tourist offer and
for the promotion and communication with the tourist
demand.

Keywords

Sustainability * Tourism development * Catastrophes ¢
Nature and rural tourism ¢ Hiking

Introduction

The World Tourism Organisation (UNWTO, 2005, 2017),
among many organisations around the world, for example
Biosphere Tourism (2021), points out at the importance of
more sustainable tourism practices to safeguard the cultural
and natural resources till 2030. This will ensure the eco-
nomic growth of the activity, by being able to meet the needs
of present and future generations. There must be an interest
in reconciling the wishes of tourists with the regions’ resi-
dents, ensuring environmental protection and stimulating the
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development of the tourism activity, in line with the interests
of the local society.

A sustainable tourism development model in rural areas
requires established organisations to share objectives,
activities and resources in order to maximise benefits with a
minimum of cost and effort (Augusto et al., 2010; Kasten-
holz et al., 2014; Inskeep, 1991; Salgado, 2010). The sus-
tainability of tourism should be designed to meet the needs
of local populations and also tourists and tourism industry
stakeholders. The growing importance of tourism in rural
areas is crucial for the appreciation of natural, human and
cultural resources, which in most cases is a gap that needs to
be addressed, as we can observe in the Alva Valley region
(CIM Regido de Coimbra, 2020; ERTCP, 2008, Salgado &
Leitdo, 2011).

Tourism development requires more effective planning
and management, considering a more rational use of
resources, in order to ensure their preservation for future
generations in terms of sustainable development, but also to
promote a socio-economic environment that is necessarily
more attractive and competitive, as postulated in these two
principles in Portuguese Law (Ministério da Economia e da
Inovacdo, 2009). Participative and integrated management is
a necessary tool to involve all tourism stakeholders in this
important process.

Tourism destination characterisation is essential to gain
regional awareness and consistent endorsement at both
national and international levels, based on a strategy of
recognising and valuing the potential of emerging tourism
products (Silva, 2013; Salgado & Leitdo, 2011; Salgado
et al., 2015). Networking in the regional context can con-
tribute to the coherence of local strategies and the
improvement of the region as a tourism destination. Tourism
can be a profitable investment for local investors and gen-
erate employment for residents (Augusto et al., 2010; Kli-
mek, 2013; Silva, 2013).

The research developed intends to assume the importance
of developing a sustainable tourism governance model in
inland territories of Portugal, in which it is essential to value
the rurality and nature aspects, in order to promote the
adequate resumption of activities in the post-COVID-19
period. Therefore, this article also emphasises the interest
and importance of interpreting the value of water resources
and the natural landscape for tourism and recreation in
relation to the Alva Valley region. In this area, there are
tangible and intangible cultural assets of inestimable value
associated with the ancient human settlement of this area,
especially with the natural, rural and cultural activities and
lifestyles associated in particular with the primary and sec-
ondary sectors. Although the evident potential, it is not fully
developed and lacks better articulated intervention between
stakeholders who have a fundamental role in the territory's
tourism development.
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The tourism products to be developed in this territory can
be differentiated according to the quality of the endogenous
resources. It is therefore necessary to define the best sectoral
policies and develop the most appropriate strategies for
sustainable and competitive tourism development, both at
local and regional level.

In this study, therefore, the following objectives are
pursued: characterise the tourism offer and the main public
and private stakeholders of the Alva Valley that are part of
the Great Alva Route, especially in the municipality of
Oliveira do Hospital; identify the perceptions of stakeholders
regarding the tourism development of the Alva Valley,
especially the existing public policies and strategies and the
actions implemented, as well as the cooperation and network
participation between them; identify the level of knowledge
of stakeholders about the Great Alva Route and the impor-
tance attributed to it; Identify the major problems and the
greatest potentials that can be improved in the Great Alva
Route; recognise the heritage resources that can determine
the image of this region as a tourism destination; sort out the
different elements of the tourism offer that contribute most to
the enhancement of the Great Alva Route; and analyse the
complementarity of this “new” tourism product with the
established network.

To this end, the methodology is quantitative in nature, as
it takes into account the perspective of local development of
the Alva Valley region by private and public representatives
of a municipality (Oliveira do Hospital) of this region, as
they are responsible for managing the sites that have a
socio-economic importance for tourism, but also promote
environmental and cultural benefits.

In terms of the structure of the article, the first part
addresses the importance of an effective governance model
for regional tourism planning and management, which
should help to reduce the impact and risks of catastrophes
in terms of a more rational use of resources. In this sense,
it is appropriate to discuss the main concepts around sus-
tainable tourism development, the creation of routes and
also the catastrophes of disasters on tourism. The geo-
graphical and tourism framework of the Great Route of
Alva is then presented, highlighting the main characteristics
of this tourism destination in order to identify regional
potential and assess the potential of strategic tourism
products. This will help municipalities to prioritise the
various tourism development interventions. The section
also looks at the importance that nature tourism currently
has in the Alva Valley region and, in parallel, the possi-
bility of promoting hiking as a strategy to enhance this
tourism product, both internally and internationally, is
addressed. The second part of this paper focuses on the
methodology used and the empirical analysis of the results
obtained from the questionnaires sent to the public and
private stakeholders of the Alva Great Route. Finally, the
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conclusions as well as the limitations of the study and
possibilities for future research are presented.

The purpose of this research focuses on interpreting the
meaning of the necessary paradigm shift in tourism devel-
opment opportune after a global pandemic (COVID-19) that
lasted for 2 years and exposed the serious weaknesses of the
model of tourism growth, in addition to other natural dis-
asters affecting the central region of Portugal. Is this change
coming at the right time for the rural and natural areas, or
should it? Indeed, it has yet to be proven in Portugal that
tourism is a key factor in the sustainable development of
rural areas. So, this study aims to prove that there are more
sustainable ways for regional development, which in this
case can include a tourism strategy based on hiking and
activities that are more connected to the resources of the
rural world, which in this case concerns the Alva Valley
region.

2 Sustainable Tourism Development

Tourism and leisure are of increasing importance in terms
of their relationship with environmental, social, economic
and cultural systems and many others with which the
tourism system establishes fundamental interactions (Cunha
& Abrantes, 2013, p. 104). Among the nine systems men-
tioned by Cunha and Abrantes, we would like to highlight
the environmental system. This has a growing influence on
tourism due to the importance that attractions (especially
historical and natural heritage) have on tourism activities.
Tourism can help to preserve attractions or damage them
through an excessive concentration of tourists in certain
areas. Tourism is based on the presence of natural and
cultural resources, the knowledge and management of
which are increasingly an essential basis for tourism
development.

Simodes and Ferreira (2009) assume that niche tourism
groups together a numerous of tourism products whose
limited demand tends to be one of the main criteria for
identification. In many territorial contexts, these niche
products are a new opportunity for innovation and leverage
on the development process, not only of tourism but also of
the territory, as it allows the commercialisation of specific
resources. In fact, the ORTE project (Kastenholz et al.,
2014) shows that the tourism experience in rural areas can be
understood as a global experience of the destination, expe-
rienced by visitors to rural areas, involving a large amount
and variety of resources, attractions, services, people and
environments. In this context, the potential of the tourism
experience in these rural destinations is very much depen-
dent on the resources and heritage (tangible and intangible)
present in the villages and surrounding areas, as is also
recognised in the Alva Valley destination.
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The Portuguese Tourism law (Decreto-Lei n° 191/2009,
p- 5337) establishes the principle of sustainability, i.e. the
adoption of policies that promote: “the enjoyment and the
use of environmental resources, with respect for ecological
processes that contribute to the conservation of nature and
biodiversity; respect for the cultural authenticity of local
communities, aiming to preserve and promote their traditions
and values; the economic viability of businesses as a basis
for job creation, better facilities and entrepreneurship
opportunities for local communities”.

Working to promote a cohesive and competitive territory
implies determining the model that best helps to achieve this
goal. This can be either an exogenous or endogenous
approach, or, as it is also said, a top-down or bottom-up
approach, or finally a mixture of both forms of governance
(top-down/bottom-up), supported by a strategic planning
methodology applied to territorial planning (Augusto et al.,
2010). It seems that this methodology, combining both
approaches, is suitable to improve policies and strategies,
thus enabling their implementation in the Alva territory. In
this context, Ahmed et al. (2010) suggest an integrated and
territorial approach in low-density rural areas.

The Alva Valley is a predominantly rural territory that
should consider the complementarity between the two ter-
ritorial planning approaches. It should integrate strong
relationships between the stakeholders of the territory, but to
do so, it is important to assume a new model for the design
and implementation of territorial/industrial policies based on
the intrinsic nature of each territory as well as on the
capacity to enable integration as a whole. In this way, the
development process is oriented towards sustainable devel-
opment with an ascending/descending and descending/
ascending orientation in territorial terms, which the gov-
ernment defines as the guidelines that allow the country to
develop abroad (Augusto et al., 2010). These authors
advocate a governance model based on the bottom-up model
to allow the existence of the principle of citizenship and on
the top-down model to ensure discussion and coordination
between the strategies defined at the different territorial
levels. The participation of the local population is also a
fundamental strategy for involving stakeholders who are
directly interested in the sustainable tourism development of
everyday life in their territory.

Academic studies (e.g. Leitdo, 2004) and legislation (e.g.
Ministério da Economia e da Inovacdo, 2009) have
increasingly focused on the principle of sustainability, which
has become one of the most important issues for tourism.
The social and environmental consequences of tourism
development required the consideration of environmental,
social and cultural aspects alongside economic ones.
Increasing attention was paid to the competitiveness of
regional tourism destinations in order to secure economic
growth and employment through long-term strategies.
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According to Burnay (2006, p. 168), pursuing a sustainable
tourism policy in a given region requires: “a strong political
will; the existence of an appropriate legal framework and
sectoral activities; the existence of resources and financial
incentives to support the necessary investments, whether in
the public or private sector; the training and qualification of
investors; the certification and monitoring of destinations
and products; and committed cooperation with local
stakeholders”.

In the process of territorial development, tourism activity
generates new relationships and new activities resulting from
the spatial structuring of services and attractions that ensure
tourism production (Cunha & Abrantes, 2013; Queirds,
2014). Tourism is a complex web of relationships and
interconnections that require a systemic view in which ter-
ritory is a central element. From this perspective, the anal-
ysis of tourism activities must adopt a multidimensional
approach. As it combines different elements that interact
with each other and with the environment, the tourism sys-
tem is characterised by the relationships between its players
and by the influence of the various factors of tourism
activity. In this sense, only a holistic view of tourism allows
for a systemic analysis.

The tourism destination is the result of an area that has
gone through the process of developing tourism activities,
creating new relationships and a new economic reality.
Buhalis (2000) refers to destinations as an amalgamation of
tourism products that provide consumers with an integrated
experience. Tourists consume destinations through their
brand/name based on subjective personal constraints such as
itinerary, reasons for visiting, level of education and culture
and previous experiences.

The tourism product is characterised by being a complex
variety of services. From the consumer’s point of view, the
tourism product is a subjective concept and depends heavily
on the image and expectations of the place/destination. The
tourism product according to Kotler et al. (2021) is physical
objects, services, destinations, ideas and organisations that
fulfil a desire or need. The idea of meeting the needs of
tourists comes from the development of integrated tourism
products that meet consumers’ desires and build a positive
image of the destination. These authors mention that the
spatial boundary of a destination can be real or perceived,
with boundaries created by the market or by the elements
that build the destination. Destinations are often divided by
physical and administrative barriers that do not take into
account tourists’ preferences or the positioning of the tour-
ism industry.

Buhalis (2000) gives the example of the Alps, which are
shared by France, Switzerland, Italy and Austria and which
are perceived and consumed as a unique tourism product
despite the borders between the four countries. This example
can also be applied to the case of the Alva River, which is
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shared by seven municipalities. So, based on the idea of the
value chain, upstream activities, research and product
development, supporting activities, operations and logistics
are successful activities for cooperation between competitors.

In analysing the sustainability practices of tourism des-
tinations in seven European countries, Klimek (2013) noted
the development of “green” and eco-labelled tourism prod-
ucts are important elements of the marketing mix of nature
destinations. In Switzerland in particular, mountain desti-
nations market “green” tourism through integrated product
packages. In Polish tourism destinations, each service pro-
vider sells its non-integrated service as an integrated “green”
product. Klimek (2013) justifies the lack of tourism product
packages in Polish destinations with the lack of cooperation
between the public and private sectors and with the strong
competitive pressure.

The development of new products associated with
exploration and observation of natural or urban spaces,
cultural and natural heritage, is part of the goal of endoge-
nous development, based on the preservation of resources
and their subsequent tourist valorisation. Silva (2013) states
that nature tourism will always be a key product linked to
preservation and sustainability. But, there are other activities
that can be included in more than one product. Therefore, the
segmentation of tourism products and the classification of
activities are a complex and evolving process that depends
on many factors. In this sense, the creation of tourist routes
can be one of the possible solutions for the sustainable
development of tourism destinations.

The bottom-up governance model is very important in
rural areas and small villages and is supported by the
community-based participatory tourism development model,
as we can see in several projects in the central region of
Portugal (as Historical, Schist or Mountain Villages). The
need for tourism development planning is widely discussed
in Portugal, as it is a Mediterranean country that, like other
destinations in this region, has had a mass growth model that
urgently needs to be replaced by a sustainable development
model (Silva & Umbelino, 2017).

3 Tourism Routes

Tourism can play a central role in the new socio-economic
and environmental development model of several inland
areas, as in our case, the Alva Valley. The definition of a
tourism anchor product, like for example a distinguished
tourism route, can be a lever for the integrated development
of the region by creating a common denominator for the
development and marketing of tourism that allows for better
coordination of the efforts of the different stakeholders.
Queirds (2014, p. 111) defines the tourism route as “an
organised set of discovery trips and enjoyment of the entire
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cultural heritage with its unique identity, based on the
metaphysics of ecology and landscape, accessible to all, but
with differentiated products according to their segments,
promoting the organisation and development of value chains
of the tourist activity”. It is therefore important to understand
the concept of the tourist circuit, which in turn is defined as
“a short route linking several heritage sites (it should not
take more than a journey/a day), accessible to all but seg-
mented, with an autonomous and distinctive identity,
organised from the perspective of discovery and enjoyment
of landscape ecology (an interdisciplinary scientific contri-
bution to its understanding) and landscape metaphysics
(imaginary classical and vernacular intangible cultural
landscape), and according to communicative/emotional
attractions capable of sustaining and developing tourism
value chains”.

Indeed, it is possible to find common elements in different
circuits, such as a watercourse, in our case the Alva River,
but the sum of the different types of heritage sites is expected
to produce a unique offer. It is precisely in this context that,
according to Queirds (2014, p. 111), “the activity of tourism
differs from other scientific domains, because the selection
and valuation is determined by the differentiation of the
tourist product”, because its “methodological construction
consists in the reappropriation of concepts traditionally used
in other scientific fields for a new study”. Queirés (2014,
p. 116) considers the hermeneutics of the cultural landscape
important in its application to the study of the corpus of
tourism and tourist activity, aiming to explore the concepts
of the route and the tourist circuit, which are “based on the
need to apply an interdisciplinary and multidisciplinary
scientific methodology to organise and guide the visit to the
territory, allowing its cultural landscapes, the material and
immaterial heritage of the humanised landscape to be read
and interpreted”. There is a growing interest of travellers in
the authentic reality of places, whether natural or built (or
cultural), which determines important motivations even for
simple walks through the territory (Leitdo, 2004; Rodrigues
& Kastenholz, 2010; Tovar, 2011). The routes and circuits
integrated into the cultural landscapes and their tourism
destinations generate the most important capital gains.

Figueira (2013) states the importance of the creation of
tourism routes, which is inherent with the planning and
tourism development of territories and is an essential com-
ponent of the factors for destination differentiation and
competitiveness. In the context of “economic valuation of
resources, the creation of routes aims to make better use of
tourist attractions and optimise the cost—benefit ratio” (Fig-
ueira, 2013, p. 122). This strategy affects the actors within
the tourism value chain, implies the organisation and opti-
misation of resources and places, and, if properly applied, it
provides profits to the tourism system. This also represents
the added value that needs to be developed in the Alva
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Valley. Figueira (2013, p. 132) concludes that an interdis-
ciplinary and multidisciplinary approach to route planning is
essential and that routes are “territorial and productive fac-
tors used at different scales and themes, they are productive
elements of thematic differentiation in the universe of tour-
ism products, they promote the movement of people,
mobilise new factors and means of production, create
cooperation and competition networks, promote regions and
are, in fact, the pillar of the tourism trip”.

Rodrigues and Kastenholz (2010) consider that the
demand for natural areas for the development of tourism
activities continues to increase, especially for landscapes
where people live and which have water resources. These
authors consider that activities such as hiking in natural and
rural spaces are increasingly in demand for recreational and
tourism purposes. In this context, the characteristics of the
area in question make it a very interesting destination for
leisure, recreation and tourism, as it has a water surface that
offers a unique tourist experience. Tovar (2011, p. 158)
concludes that “hiking is an activity with great possibilities
to grow, as is hiking tourism within nature tourism”.

The tourism products are quite diverse in Portugal, and
due to the capital of resources of interest, they become
promoters of sustainable development strategies, whether at
national, regional or even national level (Salgado, 2010). In
this context, it is important to implement a rigorous inven-
tory of endogenous resources in order to know them and
structure the tourism offer to promote quality products with
international projection. As a result of this study, it is nec-
essary to define the tourism resources that are crucial for the
tourism image of this region, thus promoting the develop-
ment of new tourism products of excellence, working as
facilitators of policies and sectoral strategies of tourism at
the regional level.

4 Impact of Catastrophes in Tourism

In this context, we would first like to refer to the report
presented by the UNWTO (2008), which aims to identify the
necessary global responses to the challenges of climate
change and tourism. After a series of meetings, conferences
and declarations, the UNWTO adopted a resolution on
tourism and climate change in 2007, mainly due to the need
to ensure measures that contribute to the sustainability of
tourism. Following the declaration of a global pandemic
COVID-19 and its impact on tourism, much literature was
also published from 2020 onwards (Rodrigues et al., 2021;
Bauzad Martorell & Melgosa Arcos, 2020; Figueira &
Oosterbeek, 2021). The Alva Valley region has suffered
strong impact after two disruptive events, namely the major
forest fires of 2017 in the central region of Portugal and the
declaration of the global pandemic in 2020.
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Estevao and Costa (2020) outline a framework for future
tourism destination catastrophe management systems for
researchers and tourism planners, concluding that there are
very few studies that address strategies and operational
guidelines for tourism destination management. They con-
sider that the impacts and negative consequences for tourism
cluster businesses and the surrounding tourist destination
community clearly demonstrate the importance of strategic
planning for managing such issues. After a natural disaster,
there is usually a great loss of life, damage to infrastructure
and material losses.

Tourism flows have decreased sharply worldwide in 2020
and 2021, as a result of the pandemic triggered by
COVID-19, with significant negative impacts that require
optimal planning, management and development of tourism
activities at the regional level, especially in predominantly
rural and natural territories. Among the challenges for rural
areas, tourism is perceived as a structuring sector as it allows
for diverse and balanced development at regional level, but
above all, tourism can counteract the depopulation of these
areas. Rodrigues et al. (2021), for example, point out that the
pandemic situation had a significant impact on global tour-
ism activity in many regions of the world. Their study aims
to analyse the tourism planning and management carried out
through the implementation of sanitary measures, social
distancing and other policies to mitigate the impacts of the
pandemic COVID-19 and their applicability in the reality of
the municipalities of Belem, Soure and Salvaterra. They
conclude that the pandemic had a significant impact on the
tourism sector in 2020.

Tourism activity tends to be, increasingly, affected by
diversified events, whether of human origin or of nature. In
fact, according to Almeida (2017, p. 105), the complexity
and diversity of this sector and the high level of interde-
pendencies “on the one hand, can result in the amplification
of the effects of an event and, on the other hand, make it
difficult to act to increase its resilience”. The sources of risk
in tourism are diverse, including “extreme natural phenom-
ena, climate change, environmental disasters, public health
problems, disturbances associated with the energy and oil
sectors, political crises, economic and financial crises, ter-
rorism” (Almeida, 2017, p. 105), which may jeopardise the
safety of visitors to a destination. It is precisely in the con-
text of resilience and risk management that identifying the
trends of climate change and their implications for tourism
must be studied, because there will be opportunities but,
above all, major challenges for mankind, hence the need to
incorporate them into tourism planning towards sustainable
development.

Resilience, risk management and crisis planning, in the
context of tourism development (Almeida, 2017), have
gained prominence in the literature, especially after the 2009
economic crisis and the COVID-19 pandemic, which
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resulted in a collapse of global tourism. In fact, according to
Almeida (2017, p.105), the complexity and diversity of this
sector and the high level of interdependencies, which are
global, “can, on the one hand, lead to a widening of the
impact of an event and, on the other, make it more difficult to
act in terms of increasing its resilience”. It seems that the
sources of risk in tourism are multiple, including “extreme
natural phenomena, climate change, environmental disasters,
public health problems, disruptions related to the energy and
oil sectors, political crises, economic and financial crises,
terrorism”, which can threaten the safety of visitors to a
destination. It is in the context of resilience and risk man-
agement that we need to study and better understand the
trends in health problems and their impact on tourism, as
they lead to major challenges for humanity. Therefore, it is
essential to include them in global planning, but also in
tourism to ensure a more sustainable development.

Almeida (2017, p. 108) recognises the need to put in
place appropriate spatial and tourism planning, design and
management systems, which are “essential to improve the
resilience of destinations and avoid uncontrolled growth of
the sector, which can have a negative impact on the
resources that sustain it, and contribute to the valorisation of
these resources, which is often only possible because of
tourism interest”. Therefore, it is considered necessary to
interpret the risk typologies of natural phenomena, which
can be classified into 4 main categories (Almeida, 2017):
geophysical; meteorological, climatic or maritime; hydro-
logical; and biological. The second category includes,
among others, strong winds, lightning discharges, storms
and heat waves, which together lead to extreme weather
conditions that can have unpredictable consequences, espe-
cially in the case of forest fires that can spread uncontrol-
lably, as was observed in Portugal and the state of California
(USA) in 2017.

Figueira and Oosterbeek (2021) argue for an open and
participatory debate to help countries and regions cope with
the dilemmas that are evident in the context of the main
impact of the pandemic COVID-19 in these times of
uncertainty. In the same direction, Bauzad Martorell and
Melgosa Arcos (2020) argue that the situation caused by the
global pandemic that the Sars-COVID-19 virus has triggered
throughout the world is critical in many ways, especially in
terms of people's health, but also in terms of social welfare,
employment and economic growth. In fact, the pandemic
caused by COVID-19 has led the many governments to
declare a state of alert, restricting the free movement of
people and taking a series of measures to curb various
economic activities and especially tourism activities, such as
stopping the hotel and restaurant industry. But, tourism is a
strategic sector, and both the government and local author-
ities have enacted regulations to reduce the harsh impact on
businesses and workers. In the study by Saramago (2021), it
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was noted that the data shows that there are measures and
strategies in place in Portugal to address the disruption
caused by COVID-19 in the tourism sector. Nevertheless,
stakeholders show that the measures and policies that had to
be taken were not able to reverse the losses caused by this
pandemic. It is therefore necessary to rethink and restructure
the entire tourism system in order to resume the activity in a
more appropriate and harmonious way, which should also be
more aligned with the new paradigm of sustainability.

5 Characterisation of the Alva Great Route

The Alva Valley is an area in the central region of Portugal
that includes the administrative boundaries of seven
municipalities where the Alva river spans: from the Fervenca
River on the southwestern hillside of the Serra da Estrela
Natural Park (which extends from the village of Sabugueiro
—the highest mountain village in the municipality of Seia)
to Porto da Raiva in the municipality of Penacova, where it
flows into the Mondego River. The Alva River is about
106 km long, creating a valley of natural beauty that is much
appreciated by tourists. The attraction of this area is char-
acterised by the remarkable diversity and richness of the
existing tourist resources, as well as by its geographical
location, central position and easy accessibility, the hospi-
tality of the residents, competitive prices and safety, which
are some of the reasons that highlight the high potential of
this region.

The Alva is a mountain river and is famous for its river
beaches, green fields, willows and ferns that soak in the fresh

waters and the schist houses. There are also a number of
villages that have coexisted side by side with the river for a
long time, as well as some granite “mountain” villages in the
middle of the Serra da Estrela Mountains, which makes this
territory unique. There are also very slim passages due to the
narrow canals built over the centuries, mainly for agricul-
tural irrigation practices.

The Alva Great Route, promoted by the Intermunicipal
Community of the Region of Coimbra (CIM-RC), is a
long-distance walking route in Central Portugal. It has
76.8 km from the village of S&o Gido (325 m in altitude)
Oliveira do Hospital, Tabua, Arganil, Vila Nova de Poiares
and Penacova (45 m in altitude). It is one of the routes of the
Great Route approved by the FCMP—Federation of
Camping and Mountaineering in Portugal.

This geographic area (Fig. 1), like much of inland Por-
tugal, has some structural problems resulting from its
peripheral location, both geographically and developmen-
tally. This is due to poor accessibility, the inability of cities
to grow and drive the development of surrounding areas, the
lack of skilled labour due to the depopulation of rural areas
and out-migration (Augusto et al., 2010). This area also
shows signs of a certain degradation, destruction of places
and natural resources as a result of conditions that provide
for increasing desertification. However, the formerly unfa-
vourable conditions can now act as a catalyst for the
development of integrated tourism. A whole range of
structural, economic and social changes that benefit these
regions include: the cultural heritage, such as monuments
and historical sites, festivals and fairs and ethnic heritage;
the proximity of population clusters and centres of local
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Fig. 1 Location of the Alva River watershed and its framework. Source Lourengo et al. (2014)
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businesses; the conditions for sporting activities or leisure
(excursions, hunting, fishing); the active intervention of local
public authorities as well as local development associations;
the competence and effectiveness in promoting the region
and marketing the existing units; the quality of hospitality
and accommodation facilities, as well as the competence of
the services offered; the preservation of traditional rural
architecture; the traditionalism of agricultural practises; the
peculiarities of the flora and fauna; the proximity to the
border; the mountains, the rugged terrain and the landscape
diversity, among other characteristics (Brito, 2015; Queir6s
et al., 2008; Salgado et al., 2015). Unfortunately, until today,
there are still enormous weaknesses and constraints in the
development of tourism in the region.

The presence of abundant resources should suggest a
tourism vocation to every municipality and therefore
encourage the development of outstanding tourism products
that act as policy promoters and sectoral strategies of tourism
at the local level. This territory is facing very serious
problems resulting from forest fires and the pandemic crisis,
some of which may jeopardise the future of the analysed
region. Therefore, the AGR project must now adopt an
ambitious plan that takes into account the necessary strategy
to guarantee the protection of people and goods, especially
from the disruptive events that will become more frequent
due to climate change.

According to Salgado et al. (2019), tourism is very
important for rural and mountain regions characterised by
low population density in their territories, which can trans-
form it into a structuring phenomenon at the spatial and
socio-economic levels, supported by the richness and
diversity of natural and cultural resources. In this context,
the necessary dynamics at the sub-regional level are con-
sidered, as the different municipalities in the Alva River
region need to combine their efforts to promote sustainable
and competitive development, as tourism in the area is still
very incipient in this area. The area has been affected by the
two aforementioned catastrophes: forest fires and
COVID-19.

6 Methodology

This explorative study is essentially quantitative in nature. In
addition to literature and secondary data research, a ques-
tionnaire was used as the primary data collection tool and
was administered in the municipality of Oliveira do Hospital
in central Portugal. This questionnaire consisted of three
parts, the first relating to the tourism situation of the
municipality of Oliveira do Hospital, the second to the
tourism situation of the Alva Valley and the third to the
characterisation of the respondent. The first part consists of 9
questions, including 7 evaluation questions with a scale of 5
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values and 2 open questions. The second part consists of 9
questions, including 3 closed dichotomous questions, one of
which is a philtre question, 4 evaluation questions with a
scale of 5 values and 2 ordering questions with six options.
The third part consists of 6 questions.

The target population includes, in the context of local
government, 16 villages and the municipality of Oliveira do
Hospital and, in the context of private businesses, according
to the survey conducted on 12 August 2020 through the
National Tourism Registry (RNT), 23 hotels and rural
accommodation, 6 tourism animation companies, 5 travel
agencies and 61 other local accommodation and 28 restau-
rants, according to a cross-search on the websites of the
municipality of Oliveira do Hospital, Tripadvisor and
Lifecooler.

The defined questionnaire was implemented in a pdf file
version and in a Google Forms version. The file and link
were sent by email to the members of the population who
had an email to contact, i.e. all 16 villages and the munici-
pality of Oliveira do Hospital, as well as 5 (22%) hotels and
rural accommodation, 58 other local accommodation (95%),
10 (91%) tourist animation companies and travel agencies
and 10 (36%) restaurants, representing 100 (71%) of the 140
elements of the target population. This initial contact took
place from 14 September 2020, with further contact by
telephone and/or email. Data collection ended on 20
November 2020, and a sample of 24 individuals was iden-
tified through a randomised, non-probabilistic process. Of
the 24 responses received, representing a response rate of
24% and 17% of the target population, 11 (46%) were from
local government, representing 65% of the respective pop-
ulation, and the remaining 13 (54%) were from private
businesses, representing 16% of the respective population
contacted and 11% of the reachable population.

The data was processed using Microsoft Excel 2016
software to conduct descriptive statistical analysis and
IBM SPSS software to conduct inferential statistical analy-
sis. As part of the inferential statistical analysis and to
investigate whether the distributions of an ordinal variable
and a dichotomous nominal variable are similar, the Kol-
mogorov—Smirnov test was applied, assuming that the dis-
tributions have the same shape, i.e. with similar asymmetries
and similar variability, and since, the limitations of the t-test
were not met. The non-parametric Mann—Whitney U test
was also applied to these cases. In addition, a qualitative
analysis of the collected qualitative data was also conducted.

7 Empirical Study

The sample of 24 respondents consists of 16 men (67%), and
this percentage is 82% for public sector respondents and
54% for private sector respondents. The average number of
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years in the profession is 12.6 years, with a standard devi-
ation (SD) of 9.7, with a lower average in the public sector
(7.6 years, with SD 3.4), which is normal due to the char-
acteristic of positions with a limit on duration, while in the
private sector, the average is higher (16.8 years, with SD
11.4). Regarding educational qualifications, 55% of
respondents reported having a bachelor’s or master’s/Ph.D.
degree, with the same percentage in both the public and
private sectors. In terms of the private sector, 54% of
responses were from restaurants, 23% from hotels and rural
accommodation, 15% from other local accommodation and
8% from travel agencies.

Regarding integrated planning strategies at the regional
level, 87% of respondents indicated that these are fairly
important or very important, which corresponds to an aver-
age (on a Likert scale of 1 to 5) of 4.42. When looking at the
sectors separately, the percentage of those who said they
were fairly important or very important was 91% in the
public sector and 84% in the private sector, with averages of
4.73 and 4.15, respectively. There is thus a unanimous sense
of the great importance of integrated planning strategies at
the regional level, regardless of the sector.

Regarding the policies of sustainable development of the
territory for the municipality of Oliveira do Hospital, there is
also a clear assumption about their importance, in which
75% stated that they are quite important or very important,
which corresponds to an average of 4.17. When analysed by
sector, the percentage of those who stated that they were
fairly important or very important was 82% in the public
sector and 69% in the private sector, with averages of 4.55
and 3.85, respectively. The importance of the sustainable
development policy of the territory for the municipality of
Oliveira do Hospital is thus clearly expressed in both sectors,
but more so in the public sector and less intense in relation to
the integrated planning strategies at regional level.

Regarding the evaluation of public policies and strategies
for the development of tourism in this region and public
measures for the development of tourism in the municipality
of Oliveira do Hospital, only 25% and 21% of the respon-
dents respectively indicate a negative weighting (Table 1).
There is also a parallel between the public and private

Table 1 Assessment of public
policies and strategies and public
measures for the development of
tourism in the municipality of
Oliveira do Hospital

Appreciation

Very negative (%)

Negative (%)

Neither negative nor positive (%)
Positive (%)

Very positive (%)

Average
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sectors on these two issues, with the private sector showing a
less positive/optimistic tendency. In order to strengthen the
analysis and determine whether the distributions of the
evaluation of public policies and strategies for the devel-
opment of tourism in Oliveira do Hospital are similar in the
groups of private organisations (private sector) and public
administrative units (public sector), and considering that one
variable is an ordinal variable and the other a dichotomous
nominal variable, the Kolmogorov—Smirnov test was
applied, assuming that the distributions are uniform, i.e. have
similar asymmetries and variability. This assumption is
made because the degree of asymmetry for both categories is
low (0 and —0.244, where the absolute value is not greater
than 2), both medians belong to the respective confidence
intervals and the means also do not differ greatly (3 and
3.64) and are not near the maximum value (5), and the
values for the variance and the coefficients of variation do
not differ greatly (variances 1.167 and 1.255 and coefficients
of variation 0.36 and 0.31). The value of the test statistic was
therefore 0.58 and p = 0.889 > 0.05, meaning that the
variables are independent, i.e. the scores do not differ
between the public and private sector groups, with no sig-
nificant differences between the groups at a 95% confidence
level. Reinforcing this conclusion, the non-parametric
Mann—Whitney U test with a statistical value of 93.5 also
yields a p = 0.188 > 0.05, so exactly the same conclusion
can be drawn. The Kolmogorov—Smirnov test was also
applied to the evaluation of the public measures for the
development of tourism in Oliveira do Hospital in the groups
of private organisations (private sector) and public admin-
istrative units (public sector). It is assumed that the distri-
butions have the same shape, since the degree of asymmetry
for both categories is low (—0.76 and —0.65, where the
absolute value is not greater than 2), both medians are within
the respective confidence intervals, and the mean values also
do not differ greatly (3.08 and 3.91) and are not close to the
maximum value (5), and the values for the variance and
coefficient of variation are not very different (variances
1.577 and 1.091 and coefficients of variation 0.41 and 0.27).

Thus, the value of the test statistic was 0.70 and
p=0.711>0.05, meaning that the variables are
Public policies and strategies Public measures for the
for the development of tourism development of tourism
Global Public Private Global Public Private
4 0 8 8 0 15
21 18 23 13 9 15
33 27 38 25 27 23
25 27 23 33 27 38
17 27 8 21 36 8
3.29 3.64 3.00 3.46 391 3.08
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independent, i.e. the scores do not differ between the public
and private sector groups, with no significant differences
between the groups at a 95% confidence level. This con-
clusion is confirmed by the non-parametric Mann—Whit-
ney U test with a statistical value of 93.5 and a
p = 0.134 > 0.05, so exactly the same conclusion can be
drawn.

Regarding the strategies of participation and collaboration
of public sector actors in the development of tourism in the
Alva Valley region, 33% of respondents gave a rating of
little or no participation and an average of 3. This percentage
is 27% in the public sector and 39% in the private sector,
with averages of 3.27 and 2.77, respectively (Table 2).
Regarding the strategies of collaboration among private
sector stakeholders related to tourism in the Alva Valley
region, 21% of the respondents indicated that they rated
collaboration as little or not at all participatory, with an
average of 3.21, with the corresponding percentage being
0% in the public sector and 39% in the private sector, with
average values of 3.73 and 2.77, respectively. That is, con-
sidering the average values obtained, overall the respondents
consider the strategies mentioned to be only somewhat
participatory or collaborative, with this rating being less
positive and more critical of the private sector actors and, on
the other hand, the rating for the participation and collabo-
ration of public sector actors in the development of tourism
in the Alva Valley region is less positive than for the col-
laboration between private sector actors in the context of
tourism in the Alva Valley region.

The Kolmogorov—Smirnov test was applied to strengthen
the analysis and to find out whether the distributions of the
evaluation of participation and cooperation strategies of
public sector representatives are similar in the groups of
private organisations and public administrative bodies. The
assumption that the distributions have the same shape is
made because the degree of asymmetry for both categories is
not high (—0.22 and —0.52, where the absolute value is not
greater than 2), both medians belong to the respective con-
fidence intervals, and also the mean values do not differ
much (2.77 and 3.27) and are not close to the maximum
value (5), and the values for the variance and the coefficients

Table 2 Assessment of the
participation and collaboration
strategies of public sector agents
and collaboration between private
sector agents in the development
of tourism in the Alva Valley
region

Not participatory (%)

Little participatory (%)
Reasonably participatory (%)
Quite participatory (%)

Very participatory (%)

Average
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of variation hardly differ (variances 2.026 and 1.255 and
coefficients of variation 0.51 and 0.46). The value of the test
statistic was therefore 0.48 and p = 0.976 > 0.05, meaning
that the variables are independent, i.e. the ratings do not
differ between the public and private sector groups, with no
significant differences between the groups at a 95% confi-
dence level. Reinforcing this conclusion, also the
non-parametric Mann—Whitney U test with a statistical value
of 85.5 also yields a p = 0.405 > 0.05, so exactly the same
conclusion can be drawn. The Kolmogorov—Smirnov test
was also used to assess the cooperation strategies between
private sector actors in the groups of private organisations
and public administrative units. It is assumed that the dis-
tributions have the same shape, since the degree of asym-
metry for both categories is low (0.47 and 0.44, where the
absolute value is not greater than 2), both medians lie within
the respective confidence intervals and the mean values,
despite some deviation from each other (2.77 and 3.73) do
not lie near the maximum value (5), and although the values
of the variance and coefficient of variation also show some
differences (variances 2.359 and 0.418 and coefficients of
variation 0.55 and 0.17). The value of the test statistic was
0.99 and p = 0.281 > 0.05, meaning that the variables are
independent, i.e. the scores do not differ between the public
and private sector groups, with no significant differences
between the groups at a 95% confidence level. This con-
clusion is further strengthened by the Mann—Whitney
non-parametric U test with a statistical value of 101.5 and a
p = 0.082 > 0.05, so exactly the same conclusion can be
drawn.

Respondents from the public sector focused essentially on
a strategy with greater integration of restaurants, tourist
animation and accommodation, with particular attention to
the camping parks, on the potential of culture and especially
nature, with emphasis on river beaches and pedestrian
routes, and on the need to pay attention to promotion. In the
private sector, the focus was on a better connection between
the policy and the entrepreneurs, on better promotion, on
increasing tourism activities in order to increase the attrac-
tiveness and permanence of tourists in the region, with a
stronger focus on walking routes and cycling trails, also with

Participation and collaboration
strategies of public sector agents

Collaboration strategies between
private sector agents

Global Public Private Global Public Private
25 18 31 17 0 31

8 9 8 4 0 8

25 27 23 38 36 38

25 18 31 25 55 0

17 27 8 17 9 23
3.00 3.27 2.77 321 3.73 2.77
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reference to reforestation and cleaning of the forest and the
river.

Regarding the main problems for the development of
tourism in the region, the public sector highlighted poor
accessibility, lack of incentives and investment in the sector,
ageing and depopulation of the region, lack of promotion
and lack of spatial and supply planning. The private sector,
on the other hand, mentioned as problems the lack of
innovative and highly attractive initiatives, the insensitivity
of policy makers and the lack of networking between the
municipality and between them and the private sector, the
lack of financial support, the poor accessibility and signage,
the lack of dissemination and information to tourists, the
lack of staff to work in the region and the lack of investment
in reforestation.

When rating the tourism situation in the Alva Valley on a
scale of 1 to 5, with 1 being very negative and 5 being very
positive, 63% of respondents gave a score of 3 or less, with
an average of 3.25 (3.27 in public and 3.23 in private) and a
standard deviation of 0.83.

In order to strengthen the analysis and find out if there is a
similarity between the distributions of the ranking of the
tourist situation of Alva Valley in the groups of private
organisations and public administrative units, the Kol-
mogorov—Smirnov test was applied. It is assumed that the
distributions have the same shape, since the degree of
asymmetry for both categories is not high (—0.88 and —0.44,
where the absolute value is not greater than 2), both medians
belong to the respective confidence intervals, and also the
mean values do not differ much (2.77 and 3.27) and are not
close to the maximum value (5), as are the values for the
variance and the coefficients of variation, which differ but
not very much (variances 1.026 and 0.418, and coefficients
of variation 0.31 and 0.2). Thus, the value of the test statistic
was 0.188 and p = 1.000 > 0.05, which means that the
variables are independent, i.e. the ratings do not differ
between the public and private sector groups, and there are
no significant differences between the groups at a 95%
confidence level. This conclusion is confirmed by the
non-parametric Mann—Whitney U test with a statistical value
of 71.5 and a p-value of p = 1.000 > 0.05, so exactly the
same conclusion can be drawn.

Regarding specifically the knowledge of the Alva Great
Route (AGR) in global terms, 75% of respondents say they
are not aware of the AGR project, and among public sector
respondents, ignorance is 45%, while in the private sector, it
is 100%. Looking now at the 25% of respondents who said
they were aware of the AGR project (all from the public
sector, 55%), all (100%) considered the level of importance
to be 5, i.e. “very important”, all (100%) considered it
necessary to promote the AGR internally, all (100%) con-
sidered it necessary to promote the internationalisation of the
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AGR in external tourism markets, and 83% considered it
important to extend the AGR to the municipality of Seia.

In terms of rating the various elements of tourism in the
Alva Valley on a scale of 1, which is very bad, to 5, which is
very good, Fig. 2 shows that private sector respondents’
perceptions of the order of the elements of tourism provision
in the Alva Valley are not very different from those of public
sector respondents, although public sector respondents
generally give higher scores in terms of absolute rating. In
particular, the most valued elements (average equal to or
greater than 3.5) were River Beaches, Cultural Heritage and
Accommodation, with public sector respondents also indi-
cating Natural Patrimony. Among the least valued elements
of the Alva Valley's tourism offer (average equal to or less
than 2.5), Tourism Animation stands out as the only one
with an overall average of less than 2.5 (2.33). Private sector
respondents also earn scores below 2.5 for the elements of
tourist services, Cycling and Pedestrian Routes, Accessibil-
ity to Resources and Integration of New Technologies.

To strengthen the analysis and find out if there are sim-
ilarities between the distributions of the different elements of
the tourism offer of the Alva Valley in the groups of private
organisations and public administrative units, the Kol-
mogorov—Smirnov test was applied (Table 3), which con-
firms, with a confidence level of 95%, that the variables are
independent in all cases, i.e. the ratings do not differ
according to the public sector and private sector groups, with
no significant differences between the groups. The
non-parametric Mann—Whitney U test was also applied and
found exactly the same for all analysed elements of the
tourism offer, except for accessibility of resources and
tourism  services, where differences were found
(p = 0.047 < 0.05 and p = 0.022 < 0.05, respectively), with
private sector respondents rating these elements worse.

Having also been asked to rank some attributes in order
of importance for tourism development in the Alva Valley,
with 1 being the least important and 6 being the most
important, it can be seen in Fig. 3 that overall the most
important attribute is Landscape/Nature (5.21), followed in
order of importance by River (4.08), Culture/Traditions
(3.67), People/Services (3.0), Cultural Heritage (2.58) and
least important Gastronomy/Wines (2.46). It should also be
noted that only for the attributes Gastronomy/Wines and
River, there was a higher average among respondents from
the private sector than those from the public sector.

In order to deepen the analysis and find out if there are
similarities between the distributions of the different ele-
ments of the tourism offer in the Alva Valley in the groups of
private organisations and public administrative units, the
Kolmogorov—Smirnov test was applied (Table 4), which
confirms with a confidence level of 95% that the variables
are independent in all cases, i.e. the ratings do not differ
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Fig. 2 Average level of various
elements of the tourism offer in
the Alva Valley
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Table 3 Summary of the hypothesis test for independent samples with the Kolmogorov—Smirnov test for the elements of tourism supply in the

Alva Valley
Null hypothesis

The distribution of cycling pedestrian routes is equal in the private/public categories

The distribution of natural patrimony is equal in the private/public categories

The distribution of accessibility to resources is equal in the private/public categories

The distribution of Integration of new technologies is equal in the private/public categories
The distribution of integration of restaurants is equal in the private/public categories

The distribution of accommodation is equal in the private/public categories

The distribution of tourism services is equal in the private/public categories

The distribution of river beaches is equal in the private/public categories

The distribution of cultural heritage is equal in the private/public categories

The distribution of tourism signage is equal in the private/public categories

The distribution of tourism animation is equal in the private/public categories

“The level of significance is 0.05
"The asymptotic significance is displayed

between the public and private sector groups, with no sig-
nificant differences between the groups. The non-parametric
Mann—Whitney U test was also applied and yielded exactly
the same conclusion for all analysed elements of the tourism
offer, except in the cases of Cultural Heritage and
Gastronomy/Wines  where differences were found
(p = 0.035 < 0.05 and p = 0.026 < 0.05, respectively).

a, b

Sig. Decision

0.794 Accept null hypothesis
0.213 Accept null hypothesis
0.075 Accept null hypothesis
0.213 Accept null hypothesis
0.740 Accept null hypothesis
0.625 Accept null hypothesis
0.341 Accept null hypothesis
1.000 Accept null hypothesis
0.213 Accept null hypothesis
0.976 Accept null hypothesis
0.386 Accept null hypothesis

From the ranking of the importance of some tourism
products to be developed in Alva Valley, where 1 is the least
important and 6 is the most important, it can be seen (Fig. 4)
that the most important product indicated is River Beach
Tourism (4.71), followed in order of importance of the
products Nature and Rural Tourism (4.54), Health and
Wellness Tourism (3.38), Sports and Adventure Tourism
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3.08
Gastronomy/Wines 1.73
2.46
2.00
Cultural Heritage 3.27
2.58
4.38
River 3.73
4.08
2.92
3.00
3.54
3.67
5.08
5.21
1.0 1.5 2.0 2.5 3.0 4.0 4.5 5.0 5.5 6.0

Private M Public ®Global

Fig. 3 Degree (average) of importance of some attributes for the tourism development of the Alva Valley

Table 4 Summary of the hypothesis test for independent samples with the Kolmogorov—Smirnov test for the various elements of tourism offer in

the Alva Valley

Null hypothesis

The distribution of landscape/nature is equal in the private/public categories
The distribution of culture/traditions is equal in the private/public categories
The distribution of people/services is equal in the private/public categories
The distribution of river is equal in the private/public categories

The distribution of cultural heritage is equal in the private/public categories

The distribution of gastronomy/wines is equal in the private/public categories

ab

Sig. Decision

1.000 Accept null hypothesis
0.889 Accept null hypothesis
1.000 Accept null hypothesis
0.486 Accept null hypothesis
0.281 Accept null hypothesis
0.125 Accept null hypothesis

“The level of significance is 0.05
The asymptotic significance is displayed

(3.17), Wine and Gastronomic Tourism (2.83) and the least
important Cultural and Religious Tourism (2.38). It should
also be noted that only for the products of Nature and Rural
Tourism and Wine and Gastronomic Tourism, there was the
average of private sector respondents higher than that of
public sector respondents, with no second product men-
tioned, the difference being more marked (3.46 and 2.09,
respectively).

In order to deepen the analysis and find out whether the
distribution of the different tourism products to be developed
in the Alva Valley is similar in the groups of private
organisations and public administrative units, the Kol-
mogorov—Smirnov test was applied (Table 5), which

confirms with a confidence level of 95% that the variables
are independent in all cases, i.e. the evaluations do not differ
between the public and private sector groups, with no sig-
nificant differences between the groups. Also, the application
of the non-parametric Mann—Whitney U test leads to the
conclusion that all tourism products to be developed in Alva
are evaluated in exactly the same way, with the exception of
Cultural and Religious Tourism and Wine and Gastronomic
Tourism where differences were found (p = 0.030 < 0.05
and p = 0.013 < 0.05, respectively), i.e. in the case of Cul-
tural and Religious Tourism, the respondents from the pri-
vate sector rate this product worse, and in the case of Wine
and Gastronomic Tourism, the situation is reversed.
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3.46
Wine and Gastronomic Tourism

Cultural and Religious Tourism
2.38

Health and Wellness Tourism

3.15

3.18
3.17

Sports and Adventure Tourism
Nature and Rural Tourism

River Beach Tourism

-
o
=
o]

3.0

Private HPublic HGlobal

Fig. 4 Degree (average) of importance of some tourism products to be developed in the Alva Valley

Table 5 Summary of the hypothesis test for independent samples with the Kolmogorov—Smirnov test

Null hypothesis

The distribution of river beach tourism is equal in the private/public categories

The distribution of nature and rural tourism is equal in the private/public categories

The distribution of sports and adventure tourism is equal in the private/public categories
The distribution of health and wellness tourism is equal in the private/public categories
The distribution of cultural and religious tourism is equal in the private/public categories

The distribution of wine and gastronomic tourism is equal in the private/public categories

4.91

35 4.0 45 5.0 5.5 6.0
Sig.*? Decision
0.998 Accept null hypothesis
0.984 Accept null hypothesis
1.000 Accept null hypothesis
0.998 Accept null hypothesis
0.075 Accept null hypothesis
0.058 Accept null hypothesis

%0 nivel de significancia é 0.05
A significAncia assintotica ¢ exibida

8 Conclusions

For some rural and natural regions characterised by low
population density, tourism could be a structural phe-
nomenon at the spatial and socio-economic level, based on
the capital and diversity of natural, cultural and human
resources present in a territory. Therefore, territorial char-
acteristics are essential for tourism products, which can
help to make policy choices and pursue sectoral strategies.
A sub-regional strategy with joint efforts between munici-
palities, in this case the municipalities around the Alva
River, could help to develop and promote a sustainable and
competitive approach for the region. The data shows us that
there is a strong awareness of the importance of integrated

planning strategies at a regional level, which is confirmed
by around 87% of respondents who indicated it as quite or
very important and also by 75% of respondents who con-
sider it quite or very important the existence of sustainable
development policies in the Alva Valley. Like Buhalis
(2000), we believe that the strategy to be followed in the
Alva Valley should consider the complementarity between
the two approaches, while there is a relational logic
between the living forces of the territory. It can be assumed
that the strategies should be implemented with the
involvement of all stakeholders and implementing inte-
grated management models. In this context, we believe that
the sustainability of tourism will develop if it responds to
the needs of the local population and simultaneously to the
tourists.
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The public policies and strategies for the development of
tourism in this region and the public measures taken for the
development of tourism in the municipality of Oliveira do
Hospital are also considered important to promote an
appropriate development model for the tourism area, but the
strategies of participation and cooperation of the public and
private sectors are positive, but should be improved for the
development of tourism in the Alva Valley region. Unfor-
tunately, this study has shown that the existence of the Alva
Great Route (AGR) is unknown to a large number of
respondents (75%), with the public sector accounting for
45% and the private sector 100%. This fact is limiting from
the outset and should be the subject of deep reflection on the
part of the entities involved.

There are weaknesses and threats that can partially jeop-
ardise the future of the region, especially considering the
impact of catastrophes that change the conditions of devel-
opment in a destination. Namely, the main problems for the
development of tourism in this region are the poor accessi-
bility, the lack of incentives and investment in the sector, the
ageing and depopulation of the region, the lack of promotion,
spatial and offer planning, innovative and highly attractive
initiatives and sensitivity of political decision makers.
Regarding the tourism situation in the Alva Valley, the
interviewees pointed out the need to promote the interna-
tionalisation of AGR locally and in external tourism markets.

The most valued elements were river beaches, cultural
heritage and accommodation and natural heritage. The most
important attributes for tourism development in the Alva
Valley are Landscape/Nature (5.21), River (4.08),
Culture/Traditions (3.67). The strategic tourism products
could be Beach and River Tourism (4.71), Nature and Rural
Tourism (4.54) and Health and Wellness Tourism. The
development of the Alva Valley region must therefore be
based on sustainable territorial development strategies, on
the significant natural, rural and historical resources, on the
promotion of competitiveness by creating jobs and by
retaining and attracting the younger population, by enabling
the development of tourism activities and, at the same time,
by diversifying economic activity in the region due to the
strong multiplier effect of tourism on regional economies. In
this context, the AGR project related to the Alva Valley and
its tributaries would be a key investment by promoting and
linking the hiking trails mentioned here. According to some
of the main trends in the tourism market, especially in the
national market, and as we show, nature and rural tourism
and especially hiking could be the strategic development
product of this destination.

Reflections on the concept of sustainability in tourism
made it possible to highlight the need for integration of the
interests of local people, tourists and the tourism industry, as
well as the need to preserve the natural and cultural heritage
when developing an area such as the Alva Valley. The
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identification of natural resources by stakeholders as some of
the most important elements of the tourism offer, such as the
river beaches and natural patrimony (as seen in Fig. 2),
demonstrates the potential for sustainable rural and nature
tourism and also highlights the constraints to be considered
that arise from situations caused by natural catastrophes. The
development of natural and rural areas is difficult to manage,
and we need to take into consideration the local development
with the current and future needs of residents and also the
interests of tourists. In terms of what the region has to offer
tourists, it can be said that the AGR provides conditions that
allow the development of a specialised tourism offer in
accordance with the current needs of various niche markets.
Regarding the aspects to be improved, the public sector
emphasised the river beaches and pedestrian paths, as well as
the need to pay attention to promotion, and the private sector
referred to the hiking and cycling trails, mentioning also the
reforestation and the cleaning of the forest and the river.

Given the characteristics of the Alva Valley, we believe,
like Simdes and Ferreira (2009) and Kastenholz et al. 2014,
that the natural and cultural resources can generate several
specialised products to meet the needs of niche market
tourists, especially those seeking more direct contact with
nature through hiking. Investing in this niche product
requires a rational use of existing resources so that future
generations can enjoy them as part of a sustainable and
competitive development. This is promoted through partic-
ipative and integrated management, as it is a necessary tool
to involve all tourism stakeholders in the Alva Valley region.
This study aims to provide a useful contribution to stimulate
all stakeholders, especially at the local level (municipalities),
which can be reinforced by educational institutions, as Silva
and Umbelino (2017) say, so that together they share
responsibilities and duties to achieve sustainable and com-
petitive development.

With regard to the limitations of the study, it can
immediately point out the fact that only one of the munici-
palities that are part of the AGR was analysed. In addition, in
contrast to the public sector agents, less attention was paid to
the private tourism offer of the area. Finally, we can also
point out the limited amount of data available on AGR.

In terms of future studies, the same study can be extended
to the other municipalities, taking into account the demand
side as well. It would also be interesting to develop a study
that identifies and supports the need to create a management
unit for the development of AGR.
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In comparison with sometimes pressing concerns like
infrastructure development or the creation of jobs, the
preservation of heritage may appear like a lesser priority.
However, the long-term benefits of effective heritage resource
conservation go beyond the preservation and protection of
resources; they also assist revitalize local economies and foster
a feeling of community among citizens (Srinivas, 2022), thus
helping sustainable tourism development. Change is
unavoidable in a historical context and to conserve anything,
one must learn to deal with change in such a way that its
historical values are not jeopardized (Heritage, 2007). From a
global, regional, national, or sectoral perspective, there are
many official policies and mechanisms for physical or digital
preservation of tangible and intangible, natural and cultural,
mobile and immovable, or documentary heritage (Guerzoni,
1997; Pickard, 2001; Wai-Yin, Shu-Yun, 2004). Despite all
efforts, and even in cases where the heritage has already been
preserved, there is a continuing threat from nature (MiloSevi¢,
etal., 2017) or people that influence the heritage (Vujici¢ et al.,
2018, Vujici¢ et al.,, 2020a). This necessitates constant
innovation in the field of heritage preservation policies and
procedures, in which the tourism domain plays an important
role (Stankov et al., 2016; Vujici¢ et al., 2020b).

The third part of the Cultural Sustainable Tourism edition,
titled Policies and Mechanisms for Heritage Preservation is
organized into five chapters. Chapter “Municipality of Ramon,
Isabela, Philippines: Sustainable Tourism and Strategic
Development Plan 2021-2025”, explore the case study of the
municipality of Ramon in the province of Isabela, Philippines
that, as an emerging tourist destination is faced with
environmental, socio-cultural, and economic issues. The
chapter emphasizes the importance of Ramon being fully
aware of the notion of sustainable tourism and incorporating it
into all of its plans, not only to conserve its natural beauty but
also to improve its economy and protect its cultural legacy. The
current lack of linkages between the tourism industry and the
heritage preservation movement is highlighted in Chapter

“Designing Conservation: From Sustainable Heritage to
Sustainable Tourism (and Vice Versa)”. For a long time,
heritage, particularly traditional assets, have been viewed as
mere tools for basic tourism services, with little regard for their
cultural and educational potential. However, new narratives can
be imagined as a result of new knowledge of the essential
aspects of heritage. In this regard, the emphasis on circular
economy and sustainability in tourism may have a significant
impact on design in heritage preservation. The importance of
education and professional training, which is increasingly being
emphasized by key global and national tourism organizations
as a vital aspect of sustainability initiatives, is discussed in
Chapter “Education and Professional Training in Tourism and
Hospitality: The Case of Portuguese Travel Agents”. It focuses
on Portuguese tourist education and training, as well as how it
has been merged in response to market trends. The topic of
Chapter “The Future of Historic Re-enactments in Portugal—
The Case of Santa Maria da Feira”, is also situated in Portugal.
The authors provide an extensive literature review on the
subject of reenactments, including the origins and history, the
difficulty of defining the field, the dangers posed by
globalization, as well as the opportunities presented by
globalizing forces and tourism for historical preservation. The
chapter presents the Case of Santa Maria da Feira. The final
Chapter “Assessing On-Water Recreation Experiences in
Midwestern U.S. Glacial Lakes: Identifying Areas of Conflict
and Agreement”, deals with specifics of lake-based recreation,
which is often constrained by physical, social, and economic
factors that can result in contradictory views and perspectives
on personal experiences. The goal of this chapter was to
construct a basic profile of the local recreation community by
analysing current users’ perspectives and levels of historical
and current on-water activities on the Iowa Great Lakes. This
could improve the ability to investigate broader water
recreation issues like environmental impact, recreation conflict,
and the development of locally led comprehensive utilization
plans.


http://dx.doi.org/10.1007/978-3-031-10800-6_15
http://dx.doi.org/10.1007/978-3-031-10800-6_15
http://dx.doi.org/10.1007/978-3-031-10800-6_16
http://dx.doi.org/10.1007/978-3-031-10800-6_16
http://dx.doi.org/10.1007/978-3-031-10800-6_16

148

Ugljesa Stankov

Department of Geography, Tourism and Hotel Management
Faculty of Sciences

University of Novi Sad

Novi Sad, Serbia

e-mail: ugljesa.stankov@dgt.uns.ac.rs

References

Guerzoni, G. (1997). Cultural heritage and preservation policies: notes
on the history of the Italian case. In Economic perspectives on
cultural heritage (pp. 107-132). Palgrave Macmillan.

Heritage, E. (2007). Conservation principles policies and guidance:
For the sustainable management of the historic environment.
English Heritage.

Milogevié, D., Savié, S., Stankov, U., Ziberna, 1., Panteli¢, M., Dolinaj,
D., & Lescesan, 1. (2017). Maximum temperatures over Slovenia
and their relationship with atmospheric circulation patterns.
Geografie-Sbornik CGS.

Pickard, R. (2001). Policy and law in heritage conservation (Vol. 1).
Taylor & Francis.

Srinivas, H. (2022). Heritage and Conservation Strategies: Understand-
ing the Justifications and Implications. GDRC Reseaarch

Policies and Mechanisms for Heritage Preservation

Output-100: Global Development Research Center. Retrieved from
https://www.gdrc.org/heritage/heritage-strategies.html

Stankov, U., Klauco, M., Dragicevi¢, V., Vuji¢i¢, M. D., & Solarevi¢,
M. (2016). Assessing land-use changes in tourism area on the
example of Cajetina municipality (Serbia). Geographica Pannon-
ica, 20(2), 105-113.

Vujic¢i¢, M. D., Stamenkovi¢, 1., Stankov, U., Kovaci¢, S., Vasiljevié,
b. A., & Popov-Locke, J. (2020a). What will prevail within
citybreak travel, motivation or demotivation?: Case study of Novi
Sad, Geographica Pannonica, 24(1), 42-55.

Vujici¢, M. D., Stankov, U., Kovaci¢, S., Vasiljevi¢, B. A., Pivac, T.,
Carkadzid, J., Mujki¢, D. & Cimbaljevi¢, M. (2020b). Digital Skills
and Behaviours of Youth That Are Relevant for Digital Culture: A
Two-Country Self-Evaluation Perspective. In Examining the Roles
of Teachers and Students in Mastering New Technologies (pp. 128—
149). IGI Global.

Vujici¢, M. D., Vasiljevi¢, D. A., Hose, T. A., Tasi¢, N., Morar, C.,
Puri¢, A., & Markovi¢, S. B. (2018). A multi-criteria decision
analysis with special reference to loess and archaeological sites in
Serbia (Could geosciences and archaeology cohabitate?). Open
Geosciences, 10(1), 333-343.

Wai-Yin, C., & Shu-Yun, M. (2004). Heritage preservation and
sustainability of development. Sustainable development, 12(1),
15-31.


mailto:ugljesa.stankov@dgt.uns.ac.rs
https://www.gdrc.org/heritage/heritage-strategies.html

q

Check for
updates

Antonio S. Tiong lll, Miguell Jhon R. Casanova,
April Dominique O. Cruz, Ma. Arna Jinia L. Sanggalang,
and Kryztl Ann Felice R. Veniegas

Abstract

The municipality of Ramon, Isabela, Philippines, is an
emerging tourist destination constrained by problems and
impacts on the environmental, socio-cultural, and eco-
nomic scale, impeding Ramon from becoming one of the
leading destinations in the province of Isabela. The
objectives are determined to spearhead the municipality's
sustainable tourism and strategic plan. Essential principles
have been incorporated, such as the seventeen (17) Sus-
tainable Development Goals (SDGs) of the United
Nations (UN) and the Destination Assessment patterned
from the United Nations World Tourism Organization
(UNWTO). The case study is a qualitative design that
utilized document analysis and virtual interviews through
purposive sampling. The key informants were the
Municipal Tourism Officer and the Municipal Planning
& Development Officer. Likewise, a virtual interview was
conducted through random sampling of the municipality's
residents aged twenty (20) to twenty-one (21) years old to
gain a perspective from the younger generation. The data
was analyzed using the UNWTO Destination Assessment
Matrix, SWOT Analysis, and PEST Analysis. Strict
enforcement of rules and regulations, standards governing
tourism-related training, and formulation of the marketing
strategies of the municipality as a tourist destination were
proposed to mitigate the negative impacts of tourism
while continuously developing its tourism sector.
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1 Introduction

The second (2nd) class municipality of Ramon, Isabela, is
located in the Northeastern Cagayan Valley Region (Bureau
of Local Government Finance, 2008). It is landlocked below
the Caraballo Mountain of Cordillera on the west and the
Sierra Madre on the east (Perante II, 2017). It consists of
thirteen thousand five hundred seventeen (13,517) meters of
land area, covering one and nine hundredth percentile
(1.09%) of the province of Isabela (PhilAtlas, n.d.). The
municipality has numerous attractions to offer, posing great
potential to become one of the leading tourism destinations
in the province of Isabela. However, as time passes, negative
impacts and challenges are faced—environmental, socio-
cultural, and economic factors that hinder Ramon's sustain-
able development.

Ramon is situated at the heart of Cagayan Valley Region
and is renowned for its proven strength in the business and
agricultural industry (BusinessMirror, 2018). The “Isabeli-
nos” livelihoods are inclined toward agriculture and fishing.
The province of Isabela contributes twenty-one percentile
(21%) to the annual yellow corn production of the country,
in which a margin of the percentage derives from the
municipality of Ramon. The province of Isabela’s rice
sample rate is two hundred twenty-four percentile (224%),
producing more than they consume, and is exclusively
responsible for providing rice necessities for some cities in
the country. Animal and poultry industries, particularly milk
processing, pork production, cattle breeding, and commer-
cial poultry rearing, also flourish in the municipality.
Moreover, Ramon is thriving with its aquaculture, specifi-
cally in Magat Dam, wherein there are four hundred fifty
(450) hectares of artificial fish cages situated within the area
(Province of Isabela, 2013).

The municipality of Ramon is accessible due to its
positioning near the bustling cities of Santiago and Cauayan,
the province of Ifugao, and the municipalities of San Mateo
and Alicia. One can travel via air through Cauayan Domestic
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Airport (Province of Isabela, 2013). Based on observation,
various land transportation systems are utilized going to and
from the municipality; traditional jeepneys, vans, and
provincial buses traverse Ramon's central barangays to load
and unload passengers. Public utility jeepneys (PUJs) were
the primary transportation before the pandemic.

1.1 Statement of the Problem

The researchers have identified eight (8) problems that
Ramon must recognize and resolve to sustain its tourism
sector and the municipality in general. First, in the envi-
ronmental context, three (3) problems were determined:
(1) weather conditions in which the province of Isabela is
usually hit by strong typhoons annually; (2) maintenance of
attractions are not adequately sustained as claimed strengthly
by Mr. Medios, a resident of Ramon during a virtual inter-
view; and (3) landlocked municipality, making tourist
choose destinations with 3S tourism that are adjacent from
Ramon; Secondly, for socio-cultural there are two (2) prob-
lems specifically (1) tourism awareness as mentioned by the
Tourism Officers during a virtual interview that locals are
not yet adequately oriented with the benefits of tourism and
(2) people’s health and safety due to the continuous increase
of COVID-19 transmission as of the making of this study in
the locality, and a response of a resident during a virtual
interview stating that the local government is not taking their
duties seriously with regards in handling the pandemic.
Lastly, for economic, there are three (3) problems observed:
(1) lack of proper/quality training of tourism practitioners in
which according to the Tourism Officer, the current training
offered is inlined with dressmaking, driving, and baking;
(2) having limited facilities and amenities to support the
tourism development whereas based on observation and
results of virtual interviews, Ramon lacks primary facilities
such as toilets in the attraction; and (3) insufficient marketing
strategies such as not having a dedicated website containing
necessary information of the municipality’s attractions, and a
social media page dedicated for tourism promotions.

1.2 Objectives

The study aims to develop the following objectives to guide
the sustainable tourism growth of Ramon, Isabela, to reduce
the adverse effects of tourism on environmental,
socio-cultural, and economic aspects.

e To propose a five (5)-year comprehensive sustainable
tourism development design for Ramon, Isabela, from
2021 to 2025 to contribute to the upturn of the tourism
industry from COVID-19;
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e To assess the municipality's current situation regarding
the three (3) sustainable tourism development goals—
economic, socio-cultural, and environmental factors;

e To channel the importance of sustainability to locals of
Ramon toward having an in-depth relationship with the
attractions of Ramon to cultivate its presence in tourism;

e To provide strategies that will help the municipality in
strengthening its tourism presence in the market as well
as to mitigate the negative factors affecting tourists’
choice of destination; and

e To enhance the tourism sector of Ramon by maintaining
the natural features of the attractions in reference to the
seventeen (17) sustainable goals proposed by the United
Nations (UN).

The municipality of Ramon needs to be fully aware of the
concept of sustainable tourism and incorporate it into every
plan it will formulate, not just to preserve its natural beauty
but also to boost its economy and protect the cultural her-
itage of Ramon. Carrying out sustainable tourism practices
adopted from international standards will allow Ramon to
fully consider its present and future state of tourism and the
municipality in general.

1.3 Significance of the Study

Despite the current progress of Ramon to boost its tourism,
numerous problems challenge the betterment as mentioned
above, decelerating the growth of the municipality's tourism
sector and in an overall sense. This study was conducted to
aid the municipality significantly to acknowledge, study, and
formulate solutions for the problems discussed in the pre-
ceding pages.

1.4 Literature Review

The researchers identified the related literature in three
(3) categories, specifically sustainable tourism on the
national, regional, and local scale. The presented literature
can help Ramon provide a clear and broad perspective of
sustainable tourism by identifying ideal solutions for the
problem.

The sustainability of Philippine tourism industry as per
the study conducted by Pilapil-Afiasco and Lizada (2014)
titled “Philippine Tourism: Evolution Towards Sustainabil-
ity,” there are four (4) significant stages of the Philippine
sustainable tourism development based on the political
spectrum of the country: Pre-Martial Law Era from 1971 and
earlier, Martial Law Era from 1972 until 1986, Post-Martial
Law Era from 1986 until 2000, and the twenty-first century
Era from 2001 to present. Focusing on the twenty-first
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century, the national government officially adopted tourism
as part of the country's pillar for economic growth. In line
with this, the Philippine government crafted a medium-term
development plan (Pilapil-Afiasco & Lizada, 2014), where
some chapters are patterned with the United Nations Mil-
lennium Development Goals, focusing on poverty-causing
multiple deprivation effects (United Nations, 2017).

Concerning the United Nations (UN) efforts, the seven-
teen (17) Sustainable Development Goals (SDGs) can ben-
efit Ramon as a guide in sustaining and developing the
municipality's tourism industry. In relation, tourism has been
included in Goals Eight (8th) Decent Work and Economic
Growth, Twelfth (12th) Responsible Consumption and
Production, and Fourteenth (14th) Life Below Water (United
Nations World Tourism Organization, n.d.-b). The full
context of the goals is found in the 2030 Agenda for Sus-
tainable Development by the Department of Economic and
Social Affairs of the United Nations.

To support the claim, based on various studies conducted
concerning sustainable tourism, tourists expect the industry
providers to initiate and undertake sustainable options for
tourism. The result from the Center for Responsible Travel
Study reveals that there is an increasing responsible travel
choice among tourists. Supporting the assertion is the result
of the 2018 study carried out by booking.com wherein over
fifty-five percentile (55%) of the respondents create sus-
tainable travel choices, while seventy-two percentile (72%)
express their concerns regarding the current actions for
sustainable tourism as a choice for future generations (Sus-
tainabletourism.net, n.d.). The study of Pulido-Fernandez
and Lopez-Sanchez (2016) of Universidad de Jaén, Spain,
titled “Are Tourists Really Willing to Pay More for Sus-
tainable Destinations?” shows that those tourists who are
well-aware and knowledgeable about sustainability are
willing to pay more. However, those willing demographics
are relatively low, with only twenty-six and six hundredth
percentile (26.6%) of the total one thousand one hundred
eighteen (1118) respondents (Pulido-Ferndndez & Loépez--
Sanchez, 2016).

The efforts of the Department of Tourism (DOT) and its
attached agencies to help the country become a
world-renowned tourism destination are highly influenced
and patterned to Republic Act No. 9593 or Tourism Act of
2009 signed by former President Gloria Macapagal Arroyo
(Palaubsaon & Pareja, 2009). It is the national policy for
tourism to become an engine of investment, employment,
growth, and national development, strengthening the DOT
and its attached agencies to implement policy and appro-
priating funds effectively and efficiently (Official Gazette of
the Philippines, 2009).

Meetings, Incentives, Conferences, and Exhibitions
(MICE) tourism in the Philippines has progressed since the
1970s, leading the country to be considered as Asia’s leader
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in hosting International MICE events with its world-class
Philippine International Convention Center (PICC). How-
ever, the country slipped in the rankings; that is why during
the administration of the late President Benigno Aquino III,
there was an attempt from the DOT to gear up in promoting
the country as a MICE destination. Several promotional
attempts of the Philippine Tourism Promotions Board
(PTPB) were the tagline “Business Meets Fun in the
Philippines” alongside the prominent “It’s More Fun in the
Philippines” (Oxford Business Group, 2015).

The Philippines strives to promote its local products
through One Town One Product (OTOP), adopted from
Japan’s One Village One Product, whereas various countries
have also started practicing it. OTOP aims to become more
inclusive by prioritizing Micro, Small, and Medium Scale
Enterprises (MSMESs) in the Philippines (Department of
Trade and Industry, n.d.). Since 2002, OTOP has ventured
into the country, which was further strengthened and prior-
itized by Executive Order No. 176, S. 2003 or the “Isang
Bayan, Isang Produkto, Isang Milyong Piso” program
(Official Gazette of the Philippines, 2003).

When it comes to agritourism, DOT Secretary, Honorable
Bernadette Romulo-Puyat, stated that the province of Isabela
and its municipalities are flourishing because of its natural
resources; Isabela is eyed by the DOT Secretary to become
an agritourism haven because of its rich and bountiful
agricultural industry. She also emphasized that Isabela could
become part of the world-class agri-ecotourism, whereas
various experimental tour packages can be formulated,
including fruit picking, fishing, rice planting, and harvesting
(Campos, 2020).

In line with the 2017 long-term goals of Region 2 through
“Ambisyon Natin 2040,” the Regional Development Plan
(RDP) of Cagayan Valley for 2017-2022 was launched. It
pinpoints strategies for tourism, agriculture, and environ-
mental development. Protection of the existing forest,
development of river systems as a substitute mode of
transportation, and renewable energy development are also
included in the RDP (National Economic and Development
Authority, n.d.). It tackles the regional population distribu-
tion, access to public services, and investment guidelines for
both public and private investors while sustaining both
natural and artificial resources of Region 2 while also
focuses on protecting the physical environment. Some of the
framework topics are opportunities to grow underdeveloped
resources and productive forests and grasslands (National
Economic & Development Authority, 2017b).

Efforts are initiated to increase the tourism arrival in
Isabela, wherein last December 3, 2019, fifteen (15) mod-
ernized jeepneys were handed over to First Isabela Bus and
Van Operators Transport Cooperative by the Land Trans-
portation Franchising and Regulatory Board (LTFRB)
(Edale Jr., 2019). (1) The modernization project will help in
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reducing pollution by utilizing either Euro 4 engines or
electricity; (2) improve public safety by providing a GPS
navigation system and CCTV camera monitor; (3) increase
punctuality; and (4) enhance comfort (Philippine Toyota,
2020). There will be lesser emission of air pollutants if the
Philippine public transport system is improved. The data of
Mariano (2019) reveals that thirty-nine percentile (39%) of
greenhouse gases (GHG) will be reduced, particulate matter
by ninety percentile (90%), and sixty-three percentile (63%)
of nitrogen oxide (NOx) will be decreased, inclining the
Philippines toward a low-carbon pathway.

In 2017, the local government of Ramon released
Municipal Ordinance No. 12, which prohibits and regulates
the usage of cellophane, sando bags, and foamed poly-
styrene products (Styrofoam) as food and beverage pack-
aging in the municipality (Parinas Sr. & Honorio, 2017).
The Office of the Sangguniang Bayan of Ramon released
Municipal Ordinance No. 13-2017, known as the “Inte-
grated Solid Waste Management (ISWM) Ordinance of the
Municipality of Ramon.” Under Atrticle 3, Section 4 states
that “The ordinance shall be used to guide, control, and
regulate an orderly sanitary system, enhance the total
environment by mitigating the negative impacts of solid
waste by promoting, and protecting the health, safety,
peace, and convenience of the municipality’s inhabitants
and maximizing the resource recovery and recycling.”
(Parinas Sr., 2017).

In addition, there is an initiative to rebuild the prosper-
ous fishing industry of Ramon with the formation of the
Magat Aquatic Park Project, together with the Bureau of
Fisheries and Aquatic Resources (BFAR) of Region 2, SN
Aboitiz, and the National Irrigation Administration (NIA);
the project aims to help in attracting new investors in
Ramon (Prudencio, 2018). To test the project's viability, six
(6) fish cages were built and closely monitored (Towers,
2013).

2 Methodology

2.1 Research Design/Data Measure

The research is a qualitative design that utilizes the case
study method through document analysis and virtual inter-
views, using purposive sampling. Statements were gathered
and analyzed, together with the documents obtained from
reliable sources such as news articles, journal articles, and
government websites on national and regional scales—all
accessed on the Internet. The virtual interview was divided
into two (2) parts: the first part included the current tourism
policies being implemented by Ramon, while the second part
tackled the tourism of the municipality in general, its current
landscapes, and plans for tourism recovery.
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2.2 Subjects and Study Sites

The subjects were tourism stakeholders of Ramon, particu-
larly the representatives of the local government such as the
Municipal Tourism Officer and Municipal Planning &
Development Officer, together with the local community of
Ramon ages twenty (20) to twenty-one (21) years old
residing for more than ten (10) years in Ramon. The chosen
study site is the Municipality of Ramon, Isabela.

2.3 Data Gathering/Mode of Analysis

The one-on-one interview of the key informants was done in
an online manner. The key informants were invited for a
scheduled virtual interview via Google Meet platform. Data
was analyzed using situational analyses: Strengths, Weak-
nesses, Opportunities, and Threats (SWOT) Analysis, toge-
ther with Political, Environmental, Social, and Technological
(PEST) Analysis. Moreover, the Destination Assessment
Matrix from the United Nations World Tourism Organization
(UNWTO) was also adopted to support the study.

3 Results and Discussion

3.1 Situational Analysis

The following situational analyses presented in Tables 12.1
and 12.2 assess both the internal and external factors
affecting and determining the necessary actions and proce-
dures that must be considered to maintain and develop
Ramon’s tourism industry (Tables 12.3, 12.4 and 12.5).

3.2 Destination Assessment

The destination assessment used for the study was obtained
from the United Nations World Tourism Organization
(UNWTO) website, in collaboration with EuropeAid
through its project that focuses on enhancing sustainable
tourism in developing countries (United Nations World
Tourism Organization n.d.-c). The four (4) pillars specifi-
cally under Tables 12.4, 12.6, and 12.7 patterned from the
UNWTO and EuropeAid were tailored for the municipality
level to guide the sustainable tourism development of
Ramon, Isabela. Nevertheless, Table 12.3 will be the basis
for answering the assessment.

Pillar 1—Tourism Policy Governance

The Municipal Tourism Officer of Ramon, Ms. Mabilyn
Tolentino, asserted during a virtual interview that tourism is
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Table 12.1 Strengths, weaknesses, opportunities, and threats analysis

Internal
factors

External
factors

Strengths

Geography

» Ramon is protected by Caraballo Mountain and Sierra Madre
Mountain Ranges from strong typhoons

« It is ideal for regional and provincial jamboree camping

Located near bustling cities and transportation hubs of Isabela

« It can be easily accessed using various land transportation
systems. Public Utility Vehicles (PUVs) such as vans and
jeepneys have regular trips around and within the
municipality

* Multiple bus companies are located in its neighboring city of
Santiago, in which there are regular trips to and from various
regions of Luzon

* Located near the Cauayan Regional Airport

Magat Dam

« It sustains the irrigated water system used by locals for
agriculture and aquaculture industry

* Magat Dam is the only dam in the Cagayan Valley Region
open for tourism

Agriculture and Aquaculture

* Rice Farming, Corn Farming, Tilapia Farming

DOT accredited establishments

« The municipality has consistently supported each
establishment in obtaining a DOT accreditation

Opportunities

Promoting Ramon, Isabela, as an eco-tourism destination while

increasing tourism arrivals

* Most activities are nature-friendly, where tourists can trek,
camp, and set up a picnic

« Identify the different potential eco-tourism attractions

* Ordinances regarding the use of plastics should be
appropriately observed and implemented

Creation of official website and consolidated social media

accounts

* Ramon can further extend its reach to potential tourists
through social media platforms like Instagram, Twitter, and
Facebook

» A consolidated social media presence is beneficial to the
municipality for information dissemination, reducing
confusion when searching for credible data sources

Job opportunities for locals and development of Ramon Rolling

Hills

* The LGU will take full charge of the site's management once
the municipal ordinance for developing Ramon Rolling Hills
has been approved

* Jobs should be first offered to the locals, helping them further
understand the benefits and impacts of tourism in their lives

Creation of Tourism Development Plan (TDP)

« It will help Ramon to recognize the potential attractions that
can appeal to the needs and wants of the target market

« Various technical reports from attractions offering comparable
tourism attractions will help

« It will identify the SWOT of potential site attractions

Providing better health protocols and strict implementation of

ordinances

* General preventive measures such as disinfection of general
areas

* Employment of well-trained staff and medical personnel to
serve and guide both locals and tourists in following various
health protocols

« Strict checking of tourist arrivals and departures to aid in
contact tracing
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Weaknesses

Tourism Development Plan (TDP) is not yet being developed

» Formulation of Tourism Development Plan has been further
delayed due to change of governance and the Novel
Coronavirus 2019

Underdeveloped marketing strategy

« There are scattered, unofficial, and poorly managed Facebook
pages of Ramon, illustrating that there is no stable marketing
strategy

* When searched online, little to no information can be found
regarding the municipality. Similarly, few available
information is either not credible or misleading

« There is no official website to gather credible sources of
information about the municipality

Maintenance of attractions

 Attractions exist, but maintenance and sanitation are not
adequately observed

« Plastic bottles, disposable food containers, paper bags, and the
like can be spotted in some attractions

Threats

The impacts of Novel Coronavirus 2019 on the municipality

gradually decrease tourism

« Since Camp Vizcarra Ecology Park was used as a quarantine
facility, it discontinued income generation due to its public
visit closure

» There were no recorded tourist arrivals during the Enhanced
Community Quarantine (ECQ)

Competition with adjacent municipalities and provinces

offering the same tourism classification

« City of Ilagan (Ilagan Sanctuary)

« City of Santiago (Shrine of our Lady of La Salette and Spring
Garden Resort)

« San Mateo, Isabela (Dagupan Resort)

« Alfonso Lista, Ifugao (One thousand (1,000) Steps)

« Diadi, Nueva Vizcaya (Lower Magat Eco-tourism Park)

The lifespan of Magat Dam was shortened

 According to Engineer Rodolfo Mejia, during his interview at
one of the GMA TV shows in 2013, Magat Dam was initially
planned to run for one hundred (100) years. However, due to
the destructive earthquake during the 1990s, the lifespan was
reduced to 2050; technically, only twenty-nine (29) years left
before it became obsolete. (Philippine Book Records—GMA
News TV, 2013, 03:15-05:21)

* Natural calamities and illegal tree-cutting near Cagayan River
had brought an irreversible effect on Magat Dam, which
reduced the service availability of the dam from fifteen
(15) years to twelve (12) years (Lagasca, 2005)

* Prone to disasters due to natural calamities and climate
change

« Strong typhoons frequent the province of Isabela; according
to the National Disaster Risk Reduction and Management
Council (NDRRMCO), last 2020, seven (7) consecutive
typhoons affected Isabela and its neighboring provinces—
Ofel, Pepito, Quinta, Rolly, Siony, Tonyo, and Ulysses
(Nepomuceno, 2020)
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Table 12.2 Political, economic, social, and technological analysis
Political factors

The local government of Ramon politically supports tourism

» The administration of Honorable Mayor Jesus Laddaran focuses on
Ramon’s tourism industry development

* The municipality handles two (2) attractions (Camp Vizcarra
Ecology Park and Ramon Rolling Hills)

» They are conducting a strict implementation and monitoring of
Ramon's tourism attractions in general

The municipal government of Ramon is open to public—private

partnerships (P3)

» They are currently coordinating with the National Irrigation
Administration (NIA) to manage the Magat Dam Tourism Complex

« Communications such as letters are being forwarded to the local
government for proper action

Barangay officials are working in tourism development

* Barangay officials of Planas manage and develop tourism attractions
and activities that can be offered to tourists

Misunderstanding between barangay officials

« There was a dispute between Barangays Planas and San Miguel
regarding the geographical location of Ramon Rolling Hills

Municipal Ordinance No. 12-2017 (Parinas Sr. & Honorio, 2017)

* Prohibiting and regulating disposable packaging containers and
polystyrene foam for beverages and food in the municipality. The
ordinance encourages alternative packages such as but not limited to
“bayongs” woven bags

Municipal Ordinance No.13-2017 (Parinas Sr., 2017)

« There are five (5) objectives identified under the ordinance:

(1) ensuring cleanliness through waste management, (2) banning the
usage of open garbage dumps causing diseases and infections,

(3) eradicate the waste containers that are overflowing in every
public space, (4) maximized and optimized sanitary recovery, and
lastly (5), minimizing the pollution

Tourism is a priority of the Cagayan Valley Regional

Development Plan (CVRDP) 2017-2022 (National Economic &

Development Authority, 2017a)

* The region will face numerous challenges that can become an
opportunity to maximize prime water resources, agri-industrial hubs,
and emerging tourism destinations

« Lack of investment regarding the optimization of industries relating
to natural resources, however not limited to tourism development, is
observed based on the CVRDP 2017-2022 data

Social Factors

The Novel Coronavirus 2019 shifted the tourism industry

« Attractions are temporarily closed when there is an increase of
infection in the municipality

* There are only limited number of people allowed in the attractions

* Minimum health and safety protocols are now observed in the
attractions

Tourism-related jobs are available for locals

« The municipality of Ramon employs both male and female local tour
guides, in which some are given permanent positions. In relation,
some are seasonal and on-call tour guides in the municipality

The municipality is promoting gender equality and health safety

to employees

» They employ anyone capable of the job, regardless of gender and
sexuality. Giving equal access to opportunities, resources, and
power. Most importantly, they are treated with dignity, respect, and
fairness

« Staff is constantly being examined to check if they are in excellent
health to work and engage with others
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Economic factors

Tourism budget and national expenditure allocation (National

Economic and Development Authoity, 2017a)

* Numerous industries, including fishery and agriculture, take part in
the budget distribution from the annual municipal budget

* Regional economy fell continuously from 2013 to 2015 regarding
national expenditure allocation

* During Fiscal Year (F.Y.) 2014 and 2015, Cagayan Valley’s
allocation regarding the General Appropriation Act (GAA) grew.
However, it is lower than other municipalities, which also recorded
an increase in the national budget

Low inflation rate for Cagayan Valley Region

» Bangko Sentral ng Pilipinas (BSP) data shows that Cagayan Valley
Region has a low inflation rate (National Economic & Development
Authority, 2017a)

The agricultural sector is essential to Ramon’s economy

* Livestock, crop production, and aquaculture support the economic
growth and development of the municipality

* The total share of the region’s agricultural sector to the Philippines
Gross Domestic Product (GDP) is eight and eighty-two hundredths’
percentile (8.82%) last 2019 (O’Neill, 2021)

Magat Dam contributes to the economic growth of Ramon,

Isabela (Travel to the Philippines, 2018)

* Magat Dam is the primary irrigated water used for agriculture
farmlands of approximately eighty-five thousand (85,000) hectares.
It is also a hydroelectric power plant generating three hundred sixty
(360) megawatts of electricity under SN Aboitiz's administration

Camp Vizcarra Ecology Park is the leading tourism economic

contributor in the municipality of Ramon (Tolentino, 2021)

* It usually hosts local and regional jamborees of girls and boy scouts
of the Philippines

* The income generated is given to the municipal treasury department
allocated for social services, infrastructure, education, tourism, and
more

Regional Shift to service sector from the agricultural sector

(National Economic & Development Authority, 2017a)

* In 2015, the Gross Regional Domestic Product (GRDP) of Cagayan
Valley showed only thirty-six and six hundredth percentile (36.6%)
of agricultural shares, making the service industry more dominant

* Agriculture is still perceived as the primary economic contributor
next to the service sector, in which more than fifty percentile (50%)
of “Isabelinos” heavily rely on agriculture as their livelihood

Technological Factors

Launching of Cagayan Valley Integrated Agricultural Laboratory

or CVIAL

* During the start of CVIAL operation in 2016, it was expected to
support the agricultural sector through training, preparing, and
capacitating (National Economic & Development Authority, 2017a)

Promoting Science, Technology, and Innovation (STI) stimulates

economic growth through regional platforms (National Economic

& Development Authority, 2017a)

* Significant science and technology program expansions are being
done; these involve the upgrading and setting up of Small Enterprise
Technology

« It provides a timetable to boost MSME competitiveness and
productivity in Cagayan Valley. Many technological involvements
have been offered to LGU’s MSMEs with academic endeavors in the
said program, including equipment and facilities upgrade

» The DOST Region 2 carries out the program on the Deployment of
Early Warning Systems or DEWS to incorporate Level Monitoring
Stations (LMS) and Automatic Rain Gauges (ARGs) to surveil

(continued)
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Table 12.2 (continued)
Political factors

Programs offered by the Technical Education and Skills

Development Authority (TESDA) accreditation and Department

of Tourism (DOT) Region 2 tour guide training

* TESDA offers various courses for free, providing certificates to
individuals who finish the course. Some of the courses are
(1) driving, (2) tailoring, (3) electronics, and (4) baking

* The Department of Tourism (DOT) Region 2 sometimes conducts
tour guiding training of Ramon's locals organized by the
municipality

Education

» Numerous academic institutions offer basic and secondary education
in Ramon

« Universities are also present neighboring municipalities and cities—
University of La Salette, Isabela State University, Northeastern
College, and Ifugao State University

« There is no standalone library that can be accessed

Table 12.3 Destination
assessment criterion (United
Nations World Tourism
Organization, n.d.-c)

DN AW N =

the area

The area with the highest priority for intervention—opportunity
The area should be considered for intervention/support—needs improvement

The area may benefit from some improvement—Iess need for intervention
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Economic factors

parameters such as rainfall, water level, and air pressure along
headwaters of the Cagayan River basin as well as those small river
basins located in the region

Limited budget for research and development (R&D) spending is

one of the region's main challenges (National Economic &

Development Authority, 2017a)

» Cagayan Valley is one of the regions behind research and
development

* Much of the research and development undertakings are focused on
several regions such as Central Luzon, CALABARZON, and NCR

* The data of the DOST Survey on R&D human resources and
disbursement in 2013, as indicated in CVRDP 2017-2022, Cagayan
Valley ranked seventh (7th) and fifth (5th) with the lowest number
of researchers and R&D spending, respectively

High priority for
action
Low priority for
action

The area to be maintained—satisfactory actions were already made

The area may provide as an example to others—considered as the strength of

x | There is no information available for answering the question

indeed one of the priorities of the local government at pre-
sent. It is one of the three (3) areas of focus of the Cagayan
Valley Regional Development Plan (CVRDP) 2017-2022.
However, she stated that the office for tourism of the
municipality is not yet standalone, meaning it is still under
the Mayor’s Office. Other industries such as agriculture and
aquaculture are still the initial priorities of the municipality.
Hence, the degree of priority of tourism development
strategies is at a midpoint in focus for action and must be
improved but does not necessarily need intervention.

There are notable efforts at an international level, such as
the ReBUILD Project with United Nations Development
Plan (UNDP), New Zealand Aid Program (NZAP), and
Climate Change Commission (CCC), to help Cagayan Val-
ley Region in mitigating the impacts of climate change.
Despite this, the 2020 typhoon Ulysses has brought about
significant flooding in Cagayan Valley, which led to massive
destruction of agriculture and infrastructure, thus becoming a
national concern.

As for the tourism policy and regulatory framework,
Ramon currently does not have a Tourism Development
Plan (TDP), a significant concern for the municipality in
developing its tourism industry. The TDP will directly create
the tourism policy for Ramon and ensure sustainable

tourism. Concerning the second (2nd) issue in pillar 1, it
needs improvement since ordinances in the municipality
must also consider tourism, and the locals are not yet fully
involved because of insufficient awareness.

Regarding regulations and ordinances affecting tourism,
Ramon only needs to maintain its performance. However, it
still needs improvement in the local sector regarding sus-
tainable tourism legislation. Regarding the tourism gover-
nance and institutional setup, there is somehow support for
Ramon's tourism concerning environmental management,
which provided broad ordinances. Tolentino mentioned that
Ramon is open to private and public partnerships (P3), but
structures and invitations to the private sector can still be
enhanced. The same shall apply to the efficiency of the
tourism governance of Ramon.

Pillar 2—Economic Competitiveness, Performance, and
Investment

The quality of Ramon's data collection and analysis can be
enhanced through consistent and stringent documentation of
visitor arrivals, profiles, and activities annually, crucial for
future research concerning but not limited to tourism in
general. In contrast, one factor that impedes an effective data
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Table 12.4 Pillar 1—tourism policy governance (United Nations World Tourism Organization, n.d.-c)

Tourism Governance and Institutional Setup in the Municipal Level

Question

Comment Priority for action
High

1 2 3 4 5

Low

Issue 1: Visibility of Public—Private Partnership (P3) and Private Organizations Involvement to Development

1 Are there various forms of business model presented, and is
structure development in tourism encouraged?

2 In tourism development and management, is P3 partnership
being utilized frequently?

There is no municipal TDP right now *

There is no municipal TDP right now *

Issue 2: The Local Tourism Governance Effectiveness in the Municipality

1 Is the local government presence effective in the process of
tourism development?

2 Do the national, regional, and local tourism governance
effectively coordinate with each other?

3 Is there any involvement of private sectors or other
tourism-related establishments present in tourism governance
and delivery?

4 Do the local communities in the municipality get involved in
tourism governance?

5 Are the civil service bodies and Non-Government
Organizations involved in the area's tourism governance?

6 Is there an effect of local-level structures working with
tourism development and does it have a voice in raising
concerns?

7 Is there sufficient training for skill development regarding
tourism sustainability in the local governance? Do they have
essential experience in the field?

collection system is the change of leadership/governance.
Still, it can be acknowledged that Ramon covers both
international and domestic visitors based on the Tourism
Officer’s three (3) years of data.

The municipality allots a budget for tourism-related
infrastructure investments regarding the extent of tourism
and business environment's conduciveness. As observed,
food and beverage establishments are increasing in number.
However, the municipality needs to boost its marketing
strategies to encourage investments in tourism awareness in
general. The issue of strategic marketing plans’ unavail-
ability will affect stakeholders’ engagement, which is a
barrier for the municipality's brand, marketing, and product
positioning in terms of tourism.

Regarding Ramon's competitiveness, the diversity and
quality of the products it offers could benefit more from
improvement and ensuring quality standards. For risk and
crisis management, ReBUILD Project directly targets the
said issue. However, it is not directly related to tourism.
Also, the municipality needs proper monitoring and imple-
mentation in terms of the security and safety of the tourists.

The current farm supervisor of *
Ramon, Isabela, is also appointed as
the Tourism Officer

Magat Dam (NIA); hydro power plant *
(SN Aboitiz)

Pillar 3—Livelihood, Decent Work Condition, and
Human Resources

Other municipalities in Region 2 can learn from Ramon
regarding employment and a decent work environment.
They promote gender equality in their workforce, allowing
anyone to be employed if they can prove that they are fit and
can perform the job successfully, as stated by Tolentino
during a virtual interview.

Consultation and dialog in human resources are quite
observed in the municipality where employees hold training,
although the occupations are not directly associated with
tourism. During a virtual interview, Tolentino briefly dis-
cussed that the employees’ safety is a priority, in line with
the workers’ rights and decent working conditions. The
municipality also provides job opportunities for locals,
especially those residing in nearby attractions.

In addressing training needs and skill gaps, the Depart-
ment of Tourism (DOT) Region 2 facilitates frequent train-
ing for tourism-related occupations in the municipality.
About the interview regarding deficiency in labor
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Table 12.5 Pillar 2—Economic competitiveness, performance, and investment (United Nations World Tourism Organization, n.d.-c)

Measuring Tourism Contribution to the Economy of Municipality

Question

Issue 1: The Data Collection and Analysis's Value to Growth

1 Is the collection of tourist arrivals, activities, and profiles
frequent and detailed?

2 Are both international and local visitors sufficiently covered
in the data collection? What is their purpose of visit?

3 Is there collected information regarding the performance of
the tourism sector and its employees in the area?

4 What are the hindering factors that may be affecting the
effectiveness of data collection?

5 | What are the analyses currently used to estimate the
contribution of tourism? Does it include TSA?

6  Are the TSA's requirements and needs being understood?

7 What are the factors preventing the development of a TSA
in the locality?

8  Can the present tourism data be sufficiently separated to
analyze the current issues in sustainability?

9 Is there robust data collection, and has it been prioritized
for external validations?

Comment

Data from the Municipal Tourism
Officer is lacking and quite challenging
to interpret

Change of governance

Lacking credible sources

The Investment, Trade, and Business Environment in the Municipality

Issue 1: Recognition and Treatment of Tourism in Investment and Trade Policies and Commitments

1 Are the tourism policies concerning trade and investment
promotion reflected comprehensively in the national
policies?

2 Do the policies regarding trade and investment of the
Philippines incorporated in the tourism policy?

3 Has the municipality made international trade commitments
concerning tourism development?

4 Do trade duties value sustainable tourism in terms of
impacts on the environment, society, and local economy?

5 Regarding the principles of sustainable tourism, do FDI
policies encourage investment?

6 In encouraging tourism arrivals, do the current visa policies
and procedures sufficient?

One Town One Product (OTOP) center
is being observed

Executive Order No. 175, S.
2003 (SMEs)

Issue 2: Local Tourism Investment and Business Environment’s Conduciveness in the Municipality

1 From what sources have the municipality recently gotten its
investments for significant tourism establishment
development?

2 In recent years, have there been significant tourism
facilities/business investments in the municipality? From
what sources?

3 Were there actions in place to support and promote the
growing tourism investments in the municipality?

4 What are the primary challenges seen in the tourism
development and operation of tourism-related
establishments?

5  Is financing accessible for tourism businesses’ operations,
development, and promotions?

Municipal budget

More on food and beverage
establishments are observed

A comprehensive marketing strategy is
not observed

A comprehensive marketing strategy is
not observed

Priority for Action

High
1

2

Low

4

(continued)
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Table 12.5 (continued)

Measuring Tourism Contribution to the Economy of Municipality

Question

6  Conduciveness of doing tourism-related business in
general; where can most of the challenges be seen?

7 Are there actions being observed toward strengthening the
business linkages of tourism to other significant industries?

A. S. Tiong lll et al.

Comment Priority for Action

High Low

Product Branding, Positioning, and Marketing in the Municipality

Issue 1: The Brand and Marketing Plan's Target and Scope

1 Does the municipality have a recognized brand identity? Is
it appropriately maintained?

2 Does the municipality have a marketing plan to identify the
target market to plan a promotional framework?

3 Does the major private and public sector’s participation in
implementing the marketing plan observe?

4 Is there a full implementation of the marketing plan in the
municipality? What are the challenges observed?

5  Are social media, e-marketing, and other technology
utilized in the current marketing activity?

There is no established branding *
observed

No strategic marketing plan for tourism *
No strategic marketing plan for tourism *

No strategic marketing plan for tourism *

Marketing is being observed, but it must *
be further enhanced

Issue 2: Diversity and Quality of Municipality's Product Offerings

1 Is the consistency of the tourism product offering and
services offered in the area sufficient and improving?

2 Are there effective methods currently used regarding
inspection, setting, and reporting standards?

3 Are there efforts being made to identify product gaps and There is no municipal TDP right now *
improve its diversification?

Risk Management, Security, and Resiliency of the Municipality

Issue 1: Crisis and Risk Management's Level of Awareness

1 Are risk and crisis management plans observed in the There are general plans, but not directly *

tourism development strategies and planning?

2 | What are concrete measures being taken to provide a secure
environment for tourists” well-being?

3 Are there recorded accounts regarding risk spreading and
dependency avoidance in selecting products and markets?

4 Are there concrete plans developed to handle such
situations during emergencies and crises?

availability in the tourism sector, Tolentino indicated in a
virtual interview that there are permanent, freelance, and
on-call tour guides in Ramon. Training conducted in the
municipality is usually in collaboration with TESDA and its
offered courses. Other than that, no other private sector was
mentioned.

Pillar 4—Poverty Diminution and Social Involvement
The involvement of poor communities in tourism is some-

how evident since Tolentino noted that everyone could be
employed for tourism-related occupations if they willingly

aligned for tourism (e.g., ReBUILD)

Needs proper implementation and *
monitoring

do so. Continuing, the connection between tourism devel-
opment relating to agriculture is observed since the province
of Isabela, where Ramon belongs, is dubbed “Rice Granary
of Luzon.” With this note, seldomly, informal trading is
observed in Ramon through unidentified underaged tour
guides based on observation. The engagement of poor
communities in providing tourism facilities is nonexistent,
so it must be highly prioritized to strengthen pro-poor ini-
tiatives. Fundings for MSMEs who qualify under Section 2
of Executive Order No. 175, S. 2003 are and can be further
supported by Ramon (Official Gazette of the Philippines,
2003).
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Table 12.6 Pillar 3—livelihood, decent work condition, and human resources (United Nations World Tourism Organization, n.d.-c)

Working Conditions and Human Resources Planning

Question

Comment

Priority for Action

High
1 2 3

Low
4 5 X

Issue 1: The Existing Human Resource Plans, Policies, and Actions in Collaboration with the Private Sector and Relevant Stakeholders

1

Among all plans and policies in human resources, is tourism
exhibited?

Is there a clear plan and policy in human resources which
can be connected to a Development Plan/Tourism Policy?

Are there any existing organizations representing workers
or trade unions in the tourism sector?

Do parties that stand for the private sector’s tourism
enterprises handle issues in human resources?

Do discussions in HR Planning take place with stakeholder
spokespersons?

Are there any strategies to foster employment, including
specific groups? (e.g., incentives and initiatives)

Tolentino (2021), the municipality is
promoting gender equality

There is no municipal TDP available as
of the making of this study

There were trainings conducted but not
directly related to tourism

Issue 2: Safeguarding the Rights and Conditions of Workers in the Municipality

1

Does the tourism sector comply with decent work
conditions and value workers’ rights?

Does legislation serve its purpose in necessitating and
imposing decent work in the tourism sector?

Are relevant labor laws and regulations effectively enforced
in the tourism sector?

Skills Assessment and the Provision of Training

Tolentino (2021), employees’ safety is a
priority

Tolentino (2021), tourism-related jobs
are available for locals

As observed, unaccounted minor tour
guides seldom approach tourists

Issue 1: The Degree of Understanding of Training Needs and Skills Gaps

1

Is there a skill gap assessment and training plan for the
current industry and future deployment?

Is there a shortage of competent tourism employees present,
and if so, in what areas?

Is there a shortage of available workers with the appropriate
abilities, and if so, in what areas?

Is there a perceived deficiency in sustainable tourism
knowledge and corresponding practical skills in the
municipality?

DOT Region 2 often conducts trainings
for tourism jobs in Ramon

Marketing and promoting the area

There are permanent and on-call tour
guides

Issue 2: The Readiness of Training and Capacity-Building Programs, Standards, and Institutions in the Municipality

1

Is there a comprehensive and methodical evaluation of
tourist training available?

Is it potential to get quality accreditation for tourist training
institutes and courses?

Is there enough competence and availability of training
institutions, bodies, and teachers to meet the sector's needs?

Do training institutes have enough resources such as skilled
personnel and equipment?

Is the range of administrative and technical courses
provided at various levels sufficient for the sector's
demands?

Is there a standard skill requirement and certification
appropriate to the needs of the tourism industry?

Currently, it is more inclined with
TESDA courses

Currently, it is more inclined with
TESDA courses

More trainings directly related to
tourism

The current Tourism Officer of Ramon
is initially based on the agriculture
sector

Currently, it is more inclined with
TESDA courses

*

%

(continued)
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Table 12.6 (continued)

Working Conditions and Human Resources Planning

Question Comment

7 | Are the youth educated in tourism training and
opportunities as a future career?

A. S. Tiong lll et al.

Priority for Action

High Low

8  Is proper training in tourist sustainability issues and related | DOT Region 2 often conducts trainings *

skills accessible and provided?

for tourism jobs in Ramon

Issue 3: The Private Sector’s Level of Commitment to Capacity Development and Training

1 Has the private sector been involved in designing and
delivering training courses and evaluating skills?

2 Is there adequate career development and training for
employees and the local community in the private sector?

Poor communities are aided by taxes and charges on
tourism businesses, as the budget is being allocated for
Ramon's neighborhoods, asserted by Tolentino during a
virtual interview. However, initiatives must be improved
regarding the disadvantaged tourism groups (young gener-
ations, the elderly, and the disabled). In contrast, gender
equality was emphasized during the topic of inclusion in the
tourism sector. Local communities are informed when
developments concerning the tourism sector occur in their
areas, since barangay officials also take part in the said
operations. Nevertheless, there should still be an increased
effort to enhance the knowledge and understanding of locals
regarding the benefits of tourism.

Lastly, when it comes to the impacts on natural resources,
Tolentino reassured during a virtual interview that the
attractions are monitored, and there are no reports involving
crime in tourism operations, as mentioned. However, there
are no credible online articles to strengthen the claims.

4 Recommendations

The thirteen (13) independent recommendations identified
by the researchers are presented, patterned with various
analyses, specifically SWOT Analysis, PEST Analysis, and
UNWTO Destination Assessment Matrix that will aid
Ramon in developing its tourism sector encompassing eco-
nomic, social, and environmental factors.

1. Develop a 5-Year Tourism Development Plan
(TDP) for Ramon, Isabela, Highlighting Sustainable
Tourism Development
The comprehensive TDP will enormously aid the
municipality in developing its tourism sector, creating
its tourism policy, and ensuring sustainable develop-
ment. The researchers recommend the following
scopes: (1) assessment of tourism supply and demand,

(2) the setting of goals and objectives, (3) zoning,
(4) essential infrastructure, financial, and human
resource development, and (5) marketing and promo-
tion. The main objectives are to organize and develop
Ramon aligned with the Cagayan Valley Regional
Development Plan (CVRDP) for the prosperity and
sustainability of the municipality's tourism. In addition,
it is to ensure the market viability of the attractions to be
promoted and developed by Ramon.

The TDP will include sustainable tourism and advance-
ment concerning progressive practices to ensure that
every task and project are inclined with the seventeen
(17) Sustainable Development Goals (SDGs). In addi-
tion, the researchers recommend that the local tourism
office emphasizes the third (3rd) Good Health and
Well-being and fourth (4th) Quality Education SDGs.
Moreover, the planners must conduct extensive research
that the Local Tourism Officer will spearhead, and the
researchers recommend that they study and evaluate
other destinations in the region through benchmarking.
Establishment of a Standalone Tourism Office for
the Municipality of Ramon

For Ramon to be a competitive tourist destination in
Isabela, the researchers recommend that the municipality
must establish its local tourism office and appoint a
permanent Municipal Tourism Officer who is capable,
competent, and qualified in pursual with Section 42 of
Republic Act No. 9593 or Tourism Act of 2009 (Official
Gazette of the Philippines, 2009). The appointed
Municipal Tourism Officer must distinguish Ramon as a
tourist destination from its neighboring cities/
municipalities that possess similar geographical fea-
tures and site attractions. In connection with the previous
recommendation, he/she must be knowledgeable about
sustainable tourism or utilize this study to better aid the
essential authors, including him/her, in formulating the
TDP for Ramon. The tourism sector of the municipality
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Table 12.7 Pillar 4—poverty diminution and social involvement (United Nations World Tourism Organization, n.d.-c)

A Comprehensive Strategy for Alleviating Poverty Through Tourism

Question Comment

Issue 1: The Degree of Involvement to Pro-poor Tourism

1 Is tourism recognized as a platform for alleviating poverty in National
Strategy Papers or Poverty Reduction Strategy Papers (PRSP)?

2 Is poverty alleviation a goal of tourism? Does it involve actions and | There is no municipal TDP right now
produce quantifiable results?

3  How well-informed is the tourism industry about pro-poor concerns | There is no municipal TDP right now
and approaches?

4  How committed is the private sector to working with local citizens and | There is no municipal TDP right now
promoting pro-poor tourism?

Issue 2: Instigating a National and Destination-Level Approach for Easing Poverty Through Tourism

1 Has any national action been taken to enhance the pro-poor tourism
approach?

2 Is there an approach for developing rural tourism or some types of
destinations focusing on pro-poor?

3 | Is there any deliberation given to destinations identified for pro-poor
tourism initiatives?

4 | Is there any specific attraction implementing pro-poor tourism
approaches and/or activities?

5 Has a study been conducted to determine the percentage of tourist
expenditure that reaches the marginalized and under what aspects?

Initiatives to Strengthen Pro-poor Tourism

161

Priority for
Action

High Low
1 2 3 4 5 X

Issue 1: Increasing the Amount of Financial Support to Disadvantaged Communities Through Trading and Tourism Businesses

1  Have efforts been made to increase tourism employment in Tolentino (2021) stated that they are
disadvantaged communities? employing all capable individuals for
tourism jobs
2 | To what extent is the connection between agriculture and aquaculture
to the tourism industry?

3 When it comes to tourism supply chains with poor communities, how
well developed are these linkages at a local level?

4 Is there extensive informal trading by the poor in a tourist destination, = As observed, unaccounted minor tour
and has it been managed? guides seldom approach tourists

5 | Are poor communities involved in providing tourism facilities and
visitor arrivals, and is there a possibility of improving or increasing
this engagement?

6 | Are there programs to educate and support poor communities in
developing, operating, and marketing tourism businesses?

7 | Is financial assistance available MSMEs through microfinance or other | E.O. No. 175, S. 2003 Sect. 2
programs?

Issue 2: Ensuring That Tourism Favors the Wider Population

1 | Are taxation and charges on tourism businesses and visitors assisting
marginalized communities, and may this be expanded?

2 | Are there any outreach donations present within the tourism sector to
help marginalized communities?

3 Is the impact of modern tourism infrastructure on marginalized
communities considered in its planning?

%

(continued)
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Table 12.7 (continued)

A Comprehensive Strategy for Alleviating Poverty Through Tourism

A. S. Tiong lll et al.

Question Comment Priority for
Action
High Low
1 2 3 4 5 X
Inclusion of Marginalized Communities in the Tourism Industry
Issue 1: An Attempt to Involve Marginalized Communities in Tourism
1 | Are the needs of the marginalized communities considered in tourism *
strategies and policies?
2 Are legislations in place to protect the rights and needs of the There is no municipal TDP right now *
marginalized groups?
3 | How successful are women inclusion into the tourism industry, and | Tolentino (2021) stated that they are *
what initiatives have been taken to improve their status and practicing gender equality in the workforce
opportunities?
4 How successful are youth inclusion into the tourism industry, and Currently, it is more inclined with TESDA *
what initiatives have been taken to improve their status and courses
opportunities?
5  How successful are elderly inclusion into the tourism industry, and *
what initiatives have been taken to improve their status and
opportunities?
6 How successful are disabled person inclusion into the tourism *
industry, and what initiatives have been taken to improve their status
and opportunities?
7 | How successful are ethnic minority inclusion into the tourism industry, *
and what initiatives have been taken to improve their status and
opportunities?
Preventing Adverse Social Outcomes
Issue 1: Efforts to Recognize and Mitigate Harmful Societal Consequences
1  Are residents consulted about the operation and development of *
tourism in their community?
2 | Are residents’ views and opinions included and empowered about Barangay officials are working in tourism *
tourism operation and development in their communities? development
3 | Are residents’ perspectives on the impact of tourism on their Thoughts *
livelihoods addressed and monitored?
4 | Is the access to resources particular to land considered for local Attractions are monitored *

populations in planning and managing?

5 Concerning the issues of detrimental impacts on resources, to what
extent are residents considered in the tourism development?

6 | Is there proof that tourism is causing an increase in crime and other
social problems, such as sexual exploitation, and what steps are being
taken?

7 How knowledgeable and attentive is the private sector about tourism's

negative social consequences?

will become independent in enhancing its plans for the
development of the attractions, in which approvals and
implementations will become more efficient.

3. Publication of Tourism Journals of Tourism
Attractions and Activities for the Database of
Ramon, Isabela
The researchers recommend that this sustainable tour-
ism study by the students from the College of Tourism
and Hospitality Management of the University of Santo

Tomas—Manila be included in the suggested database.
In addition, planners must create a comprehensive
inventory sheet containing all but not limited to the
potential attractions for development. The data col-
lected should be accurate and well-researched to avoid
misinformation. Activities must be thoroughly designed
and deliberated to avoid unprecedented accessibility
and safety issues. In this manner, it will assist the
municipality in identifying which interests should be
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given greater attention. In case of a change in gover-
nance, the inventory sheet should be handed over to the
relevant manager or developers, such as the Assistant
Tourism Officer or the newly appointed Municipal
Tourism Officer. Such essential documents must be
stored or appropriately kept, avoiding mishandling.
Strengthening Agriculture and Aquaculture
Through the Establishment of a Cooperative in Line
with the TDP of Ramon While Promoting Sustain-
able Tourism Practices

Being part of the major rice and corn contributors in
Region 2, Ramon can align its development of tourism
attractions with the agricultural sector. Aside from
agriculture, aquaculture can also be improved, specifi-
cally near Magat Dam Tourism Complex and Ramon
Rolling Hills. There should be an established coopera-
tive in partnership with the local tourism office to
integrate fishponds in the nearby attractions in which,
based on researchers’ observation, plenty of fishponds
are present in the municipality, especially in Barangays
of Planas and General Aguinaldo where Ramon Rolling
Hills and Magat Dam Tourism Complex are situated.
With its integration, tourists will have an opportunity to
get their food (live fish) cooked in a designated area
approved and accredited by the proper local authorities.
A new proposed tourism activity, through the integra-
tion of rice, harvesting especially during peak season
(month of December) (International Rice Research
Institute, 2013) can help the municipality on a social
scale as the abovementioned could encourage more
people to visit Ramon especially those who have not
experienced harvesting yet. However, only designated
rice fields will be used for the proposed activity to avoid
disrupting the farmers’ operations. The local tourism
planners must ascertain the activity's viability. With all
this in mind, the researchers recommend that preemp-
tive measures such as limitation of daily tourist arrivals
in the rice and corn fields must strictly be observed,
especially during the high months of harvest. Also,
there should be an environmental fee that must be
collected and an initial activity fee to have more fund-
ing in preserving and maintaining the farm attraction.
Rethinking Transportation Within the Neighboring
Attractions of Ramon, Isabela

The researchers recommend using bicycles as alterna-
tive transportation and as an engaging tourism activity
in Ramon, specifically in the attractions adjacent to each
other, and protecting the environment and people’s
health. Thus, the local tourism office and the local
government unit must work together to promote cycling
when moving from one place to another. Both parties
must emphasize the environmental benefits of riding a
bike, such as reducing air and noise pollution,
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minimizing petroleum consumption, and generally
lowering one’s ecological footprint (Green, 2020).

To make this project possible, the local tourism office
must collaborate with the local government to construct
trails that are safe and accessible for bikers. There
should also be personnel checking both points to
monitor if the bikes are well-kept and maintained, and a
payment matrix should be developed to produce
strategic and competitive pricing, encouraging tourists
to try cycling as substitute transportation around the
attraction.

Standardized Training of Tourism Practitioners
Ramon’s tourism practitioners should have a standard-
ized service quality in line with Republic Act
No. 9593 or Tourism Act of 2009. The study of Roca-
mora & Aguiling (2019) titled “Competencies of Tour-
ism Officers in the Philippines: Toward a Development
of Competency Model for Managing Destinations in
Public  Governance” has recommended various
capacity-building activities as part of programs intended
to improve their competencies. Concerning the above-
mentioned study, Ramon should have training for all the
tourism employees that concerns adequate knowledge
and skills to direct the service offered to the tourists,
attributable to the tourism practitioners’ confidence,
competence, and efficiency.

The following subjects were observed and stated on the
list of Rocamora & Aguiling (2019) as it is deemed
relevant: “Strategic planning and tourism; Tourism
statistics training; Disaster risk reduction and manage-
ment; Marketing and product; Public—private partner-
ships and Relationship management; Cultural tourism
including history; Environmental impact; Management
of parks and recreation; and Personality development.”
In line with the mentioned factors, the Tourism Officer’s
conviction in the municipality's offering will be reflected
in their interactions with tourists, leading to a greater
probability of tourism growth in the area and tourist
satisfaction. These skills and knowledge positively reveal
Ramon, allowing private sectors to invest in the area.
The Department of Tourism (DOT) launched a virtual
educational course for the tourism stakeholders of the
Philippines, to aid in staying significant, to understand
how to manage the challenges posed by COVID-19, and
to promote the transition toward recovery (Department of
Tourism, 2020). This training course was envisioned as a
counterpart to the Office of Industry Manpower Devel-
opment's regular training courses. Thus, Ramon must
require all tourism professionals to complete the DOT
“Enhanced Opportunity” training. The said training
would assist Ramon in adapting to the tourism industry’s
new quality of service toward their community, catering
to the needs of potential tourists.
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In line with the abovementioned, participants or tourism
practitioners should complete two (2) training programs:
first, Tourism Enterprise, which encompasses monitor-
ing, evaluating, and learning from past and present
occurrences to prepare tourism practitioners for a better
future (Department of Tourism, 2020). The second is
Filipino Brand of Service, which integrates the seven
Filipino values, commonly referred to as the “7Ms,”
defining that the municipality should incorporate Filipino
hospitality in their value as tourism practitioners, namely
(1) May-Maylikha (Respect for the Divine Providence),
(2) Makatao (People-oriented), (3) Maka-Kalikasan
(Steward of the Environment), (4) Makabansa (Patrio-
tism), (5) Masayahin (Fun-loving), (6) May-Bayanihan
(Collaborative), and (7) May-Pag-Asa (Resilient) (Callar,
2020).

Developing Rice Farms as Part of the Community-
Based Tourism of Barangay Planas

The Philippines recognized the potential of farm tourism
(Philippine News Agency, 2020). Hence, one of the best
regional candidates for this sector is provinces in the
northern part of Luzon. Farm tourism is strengthened in
the Republic Act No. 10816 or Farm Tourism Act of
2016, corresponding to developing and creating farm
tourism in the country. Isabela, being part of nature-
based tourism centers around low-sway, nature-based,
and local area-based (community-based) exercises,
including the local people in manners of their socially,
culturally, and monetarily developing allows it to take
part in the said legislation (Official Gazette of the
Philippines, 2016).

The researchers recommend Barangay Planas to develop
its farm tourism as a bounce-back strategy. In line with
the mentioned sector, such benefits for Ramon are not
limited to income generation since farming contributes to
ten and two hundredth percentile (10.25%) of the
country’s Gross Tourism Product (GTP) (Statista, 2021).
Nevertheless, farm tourism and its community-based
tourism concept can sustain the social and economic
aspects of the area as locals gravitate toward agriculture.
Strengthening Private—Public Partnership (P3)

The researchers highly recommend that the municipal-
ity of Ramon must strengthen its partnerships. The local
tourism office must recognize the benefits of having a
private—public partnership (P3). The partnership may
include financial needs, human resources, and market-
ing, allowing the municipality to be noticed by the
public in a broader scope (Sa, 2017). For instance,
building facilities and amenities is a product of such a
partnership. In line with strengthening the agriculture
and aquaculture of Ramon, the researchers recommend
that the cooperative (mentioned in the 3rd recommen-
dation) will partner with the local government in which
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they can create a tourism map of Ramon, consolidating
all the attractions near fishponds and crop sites that can
be offered to tourists as a package.

Establishing an OTOP Facility in the Municipal
Proper

The researchers recommend putting up a supplementary
pasalubong center (souvenir shop) in Bugallon Proper to
increase the satisfaction of potential tourists. The pasa-
lubong center will house the best of the province’s del-
icacies such as moriecos (rice cake), inatata, bibingkang
kanin (sticky rice cake), and pinataro. Popular corn
products such as corn coffee and corn pastillas should
also be sold to showcase the local products, which will
help circulate money for the local economy. Aside from
creating different delicacies, corn or its husk would make
a good resource material in creating a variety of souvenir
products. Corn husks are versatile, making them an
interesting material to create handmade products like
dolls, garlands, ribbons, and other souvenir items that
locals from the province can produce. It can also be
woven into dish scrubbers and be used as wrappers for
food like pudding and rice-made delicacies and pastries.
Reduce the Transmission of COVID-19 in the
Municipality and Prioritizing Vaccination While
Eliminating Fake News

The researchers recommend creating a long-term
strategic plan of action focusing on the challenges and
the effects of COVID-19 on Ramon. The tourism
planners must be robust in coordinating with the Rural
Health Unit (RHU), Local Disaster Risk Reduction
Management Coun