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Preface

This is to offer you a friendly welcome to Cartagena, Spain with the purpose of
participating in the 9th World Conference for Graduate Research in Tourism, Hospi-
tality and Leisure, and 5th Interdisciplinary Tourism Research Conference, 6-11
June 2017. For the first time these two conferences have been exported abroad as
a recognition of their mature and international identity. The Technical University
of Cartagena (UPCT) has been our first partner and hopefully many more will ar-
rive over the coming years.

First, let us begin refreshing our minds about the mission of this conference organ-
isation that appears to be an academic commitment with the host of Anatolia, an
internationally well-respected journal of tourism and hospitality research
(http://www.tandf.co.uk/journals/RANA). Almost 15 years ago, Anatolia launched
these conferences series to provide a forum for research collaboration and men-
toring of emerging tourism researchers in order to share their research experi-
ences. Through our journey within this period, both the graduate students and
faculty members in the entire world have been inspired to contribute to the con-
ference where the interdisciplinary aspects of tourism and hospitality areas have
also been emphasized. Authors have been invited to submit papers across a wide
spectrum not only in tourism, travel and hospitality but also in other relating
fields on the condition that they have a close proximity with these subjects.

Going back to little earlier periods, the last two decades of the 20t century have
seen developments not only in tourism education but also in the tourism industry
itself. New destinations were established. The number of tourist arrivals boomed,
and the capacity of destinations increased (Kozak, 2003). However, some addi-
tional problems emerged, such as the shortage of a qualified labour force at all
levels (Baum, 2015). In response to these problems and their consequences, much
attention was paid to the development of tourism education and the advancement
of tourism research, in both developed and developing countries. Beginning in the
early 1990s, the number of tourism departments and tourism began to increase,
reaching its peak in the early 2000s. In addition to a large number of tourism and
hospitality businesses, there are now many worldwide centres with a specific fo-
cus on research, education, and training despite the fact that many institutions
have no longer contact with the practice, unlike the progress in the first and sec-
ond periods (Kozak & Kozak, 2017).

As to the research perspective, since its introduction in the early 1900s, there is no
doubt that tourism literature has significantly enlarged both qualitatively and
quantitatively due to the contribution of outsiders over the years (Kozak & Kozak,
2017). The early 1970s constitutes an historical horizon in tourism studies and
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education. This period marked the beginning of a rapid rise in the numbers of pub-
lications and a shift in approach to tourism studies. As suggested by Goeldner
(2011), tourism literature had been predominantly descriptive until the 1970s,
though some research was more quantitative-oriented. However, the evolving
structure of tourism studies has become more research-oriented, and there has
been a tremendous shift from more descriptive books and articles towards the
introduction of empirical findings using either qualitative or quantitative research
techniques, and sometimes both in the same paper.

Though tourism academicians widely view tourism as an independent discipline
(Kozak & Kozak, 2011), there is much debate concerning the interdisciplinary po-
sition of tourism research and teaching. For instance, as tourism can be hardly de-
scribed as a discipline in its own right (Tribe, 1997; Xiao & Smith, 2005) and also
lacks a substantial theoretical underpinning (Barca, 2012), it has progressed as a
multi-disciplinary field (Jafari, 2003; Tribe & Xiao, 2011; Xiao & Smith, 2006). As a
result, tourism research has become a part of social-oriented disciplines that re-
quires an emphasis both on industrial training and academic education. From the
perspective of education, giving a practical example from both undergraduate and
graduate programs, it is clear to see that there are much courses integrating tour-
ism with many others, e.g. sociology, psychology, geography among others (Kozak
& Kozak, 2017).

Still, although tourism benefited greatly from other fields such as economics, soci-
ology, geography, planning, and management until the 1990s, recent evidence in-
dicates that tourism has created its own foundations and instruments, such as
schools, degrees, journals, conferences, and associations, to strengthen its self-
confidence and the existing networks within its own community (Kozak & Kozak,
2017). As suggested by Xiao and Smith (2006), tourism research has recently be-
come a mature field, accumulating its own body of literature that provides a plat-
form for those seeking to exchange knowledge within the field.

Such developments have allowed tourism to stand on its own two feet and even to
export its knowledge into other fields (Kozak & Kozak, 2017). In contrast, in the
past it imported extensively (and still imports to a lesser extent). For instance,
empirical evidence suggests that the proportion of citations from tourism journals
into tourism journals increased significantly from the 1980s up to the present,
while the proportion of non-tourism journals has remained much smaller (Crouch
& Perdue, 2015). Tourism journals have become a significant source target for
non-tourism journal citations (Wardle & Buckley, 2014). Similarly, as suggested
above, there is clearly a huge increase in the number of tourism scholars on the
editorial boards of top-tier tourism journals. Finally, from the early 1990s on-
wards, an extensive number of scholars have made their academic career in tour-
ism, and have published their research in both in tourism and non-tourism jour-
nals (Kozak & Kozak, 2017).



Preface iX

Just as we had hoped and envisioned, both World Conference for Graduate Re-
search in Tourism, Hospitality and Leisure and Interdisciplinary Tourism Research
Conference, under the leadership of Anatolia, have grown into a robust dialogou
platform that now brings representatives from myriad nations across the globe.
This year, the enrolment exceeds 100 participants from more than 20 nations.
Since the beginning of these two conference series, we have attracted approxi-
mately 900 people from over 70 countries, with participants taking part in peer
reviews, productive debates and provocative discussions. We are convinced that
this trend will continue and the entire community of tourism scholars and practi-
tioners will be following these discussions, arriving at new search topics or solu-
tions etc.

In addition to the earlier three award categories (best paper, best thesis, and best
dissertation), commencing from the previous conference three years ago we have
launched an additional best paper award specifically given in recognition of an
internationally well-respected scholar who has made a lifelong contribution to the
dissemination of tourism research. In addition to Professors Jafar Jafari, Charles G.
Goeldner, Abraham Pizam, Kaye Chon, John Urry, Brian Archer and Josef Mazanec
as the first five presenters of this category respectively, the organizing committee
decided to nominate the best papers of this year’s submissions for the recognition
of Professor John Crompton (Texas A&M University, USA), and Professor Regina
Schliiter (Universidad Nacional de Quilmes Argentina, Argentina), who have made
a lifelong contribution to internationally enlarging the border of tourism research,
broadening the network of tourism researchers and enriching the dimension of
academic tourism literature. We are truly thankful to Professors Crompton and
Schliiter for their positive response to become the additional nominees in this cat-

egory.

In this volume, you will find the proceedings including extended abstracts of those
thesis and dissertations as well as of research papers (no more than 2,000 words)
that have been accepted for both oral and poster presentations at the conference
and dealing with a wide range of aspects related to tourism, hospitality, and lei-
sure. Out of 120 submissions, 95 papers were remained in the conference program
for an oral presentation. The conference also received the interests of scholars
affiliated with a large academic and geographic diversity representing over 20
countries, e.g. Australia, Brazil, Bulgaria, Cuba, Denmark, France, Jamaica, India,
Iran, Italy, Malaysia, Mexico, Netherlands, Portugal, Spain, TRNC, Turkey, UK, USA,
among others.

We are proud to emphasize that the methodologies of the contributing authors
include both qualitative and quantitative methods of the scientific inquiry ranging
from survey methods to case studies. With this collaboration, tourism and its ma-
jor components are analyzed by both an institutionally and geographically diversi-
fied group of prospective and potential researchers affiliated with many institu-
tions from west to east. It is really stimulating that we have received very positive



feedback from the panel of our reviewers regarding the quality of submissions for
presentation at both conferences in terms of their diversity in scope and levels for
nurturing the existent body of tourism knowledge.

From an academic perspective, as it did earlier, we certainly believe that this con-
ference will enable academically-young scholars to meet their mature counter-
parts to share experiences in order to advance their research knowledge and con-
tribute to the dissemination of tourism research in wider settings. We hope that
the conference attendants will return to their academic institutions and home
countries feeling intellectually enriched and will also continue contributing to this
growing field by making further progress in producing much richer research out-
puts to open new horizons for future generations of both the academia and the
industry. From the social and cultural perspective, in addition to various activities,
the best paper, thesis and dissertation are awarded with a package including
books and journal subscriptions with the courtesy of our sponsors.

Finally, we are very grateful for the contribution of many colleagues, speakers,
track chairs, authors, reviewers, attendants and other staff and institutions who
have contributed to this conference in different ways. We acknowledge the signifi-
cant contribution of our invited speakers (namely John Crompton, Regina Schliiter,
David Harrison, Jafar Jafari, Adele Ladkin, Egon Smeral, Donna Chambers, Antonia
Correia, Karl Wober, SooCheong (Shawn) Jang), our lecturers delivering a seminar
on various methodologies of undertaking research and postgraduate studies
(namely Antonia Correia, SooCheong (Shawn) Jang, and Maheshvari Naidu), all
those who have submitted their papers, and those who have participated in the
conference by sharing their knowledge with others.

Last but not least, attempts to organise any kind of academic events would not be
a fact without having a logistic support. As such, we are profoundly grateful to Ey-
lin Babacan (Pamukkale University, Turkey), Duygu Babat (Mustafa Kemal Univer-
sity, Turkey) and Engin Bayraktaroglu (Anadolu University, Turkey) for their en-
thusiastic and fantastic help, patience and hardwork. All the staff from Business
Faculty at Technical University of Cartagena, provided a superb assistance, Master
students, and Administrative staff. In addition, we would like to express our grati-
tude to Kartacatour (Fatih Giinay, Senem Eski, Firdevs Tugen), Springer and
Routledge, as our main partners, for their generous support. Concejalia de Turis-
mo del Ayuntamiento de Cartagena, Instituto de Turismo de la Regién de Murcia
and EMODs Excellence Research Group and Fundings from Funacidén Séneca-
Regién de Murcia. We are delighted to extend our appreciation to the Technical
University of Cartagena, Spain for its cooperation to host these two conference
series and endless support to handle with the logistic issues. Also, an extensive list
of our reviewers should be honoured for their dedication to complete the review
procedure in a very short period of time without reporting any complaints. With-
out the unlimited support of the above all, we would not have been able to achieve
our mission.
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In sum, we hope that the output of this conference would provide prosperity for
scholars to expand their horizons and understand the significance of tourism re-
search as the catalyst of other research fields and as a tool to become more inter-
related in the future.

We wish you success and fruitful discussion and collaboration.

Metin Kozak, Ph.D.
Nazmi Kozak, Ph.D.
Andres Artal-Tur, Ph.D.
Co-chairs
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INTRODUCTION

The Mediterranean is one of the main destinations for international tourism in
Spain. According to the National Statistics Institute (INE), more than half of inter-
national tourists staying at hotels chose the Mediterranean coastal provinces as a
destination in 2015. Spain has about 3500 km of Mediterranean coastline distrib-
uted between the peninsular coast (2058 km) and the archipelago of the Balearic
Islands (1,428 Km) (see Figure 1).
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Source: Own

In this paper, we propose a nonlinear dynamic specification to model international
tourism demand on the Spanish Mediterranean coasts, and investigate how habit
persistence and word-of-mouth recommendations can affect tourism demand de-
cisions. The use of a dynamic specification is justified in the sense that past visi-
tors influence current tourism demand. Tourism destination can become popular
(or unpopular) as consequence of experiences of past tourists. Furthermore, the
nonlinear model adopted here allows the effect of past tourists to depend on the
destination’s features usually linked to its reputation or attractiveness as tourism
destination. The quality of tourism services of a destination and its tourist over-
crowding are two characteristics with a high impact on its visitors and therefore
on its reputation. Our aim is to study how these attributes affect the relationship
between previous tourists and current tourism demand on the Spanish Mediter-
ranean coasts. Empirical findings on quality and congestion play an important role
in policy decisions.

The model is estimated using a panel data set for the period 2005 to 2015. The
data are disaggregated both by province of destination (the 11 Spanish provinces
that make up the Mediterranean area) and by country of origin. The results show
previous tourists have an important positive and non-constant effect positively
influenced by the quality of the tourism services and negatively by tourism con-
gestion.

LITERATURE REVIEW

There is a widespread agreement that tourism demand is likely to be affected by
previous tourists, either because of their influence on other potential visitors, or
because they repeat destinations (Morley, 2009; Garin-Mufoz, 2006, 2007, 2009).
Dynamic econometric models allow us to take into account the causal relationship
between previous visitors’ flows and the current demand. Most common dynamic
specifications include the previous tourists as an explanatory variable in the mod-
el. Focusing on the panel data analysis, there is an important number of studies
that have estimated a lagged dependent variable model: Garin-Mufioz (2006, 2007
and 2009), Massidda and Etzo (2012), Rodriguez et al. (2012) and Capacci et al.
(2015), among others. Since all these studies include the previous tourists in a lin-
ear fashion, the effect of this variable on the current tourism demand is assumed
constant over time and for the cross-section. Thus, it is independent of variables
like the quality of tourism services and tourism congestion, which may affect the
destination's reputation.

Morley (1998, 2009) and Albaladejo et al. (2016) have questioned this way of in-
corporating dynamics into the model. They suggest that usual constant elasticity
demand models are likely misspecified, and propose a nonlinear dynamic specifi-
cation to model tourism demand. We agree with this general conclusion, but we
add a new argument not present in the previous literature. A linear model does
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not allow one to link the effect of past tourists to reputation or attractiveness of
the tourism destination, assuming a constant effect. However, the influence of pre-
vious tourists may be affected by changes in the reputation of the tourism destina-
tion. A higher quality of tourism supply or a lower overcrowding can improve the
destination's reputation implying a more positive effect of previous tourists on the
current demand.

METHODOLOGY

We propose a nonlinear dynamic model, which allows us to study how previous
tourists interacts with two important features of the tourist destination: quality of
tourism services, and tourism congestion. For this purpose, we add to the stand-
ard dynamic tourism model two interaction terms. The econometric model is rep-
resented as

Tij =t ﬂl-ru tat ﬂzTij 11 Q, tat 183Tij - -0 tat ﬂ4GDPj ot Al Pij ot £,D2009, + Eijx

&)

where the subscript i denotes the destination province; j denotes the origin coun-
try, and t indicates the time period. 7, is the unobserved provincial-specific varia-
ble and &;,

so that the coefficients may be interpreted as elasticities.

is a disturbance term. All variables are expressed in natural logarithms

The dependent variable is the number of international tourists (T) who choose
hotels and similar establishments as accommodation. Data are taken from the Ho-
tel Occupancy Survey (INE).

As explanatory variables are included:

1.- The origin income that is measured as the real per capita GDP of each origin
country (GDP). This variable was taken from OCDE.

2.- The price variable reflects the cost of living of tourists at the different destina-
tions relative to the cost of living in the country of origin (/P) :

IP — CPIdestination [2 )

destination/origin C PI EX

origin Spain/origin

where CPldestination and CPlorigin are the consumer price indices (CPIs) for each of the
11 destinations considered and each origin country, respectively; EXspain/origin is the
nominal effective exchange rate of Spain vs each country. Data on exchange rates
and CPIs for each country were collected from Eurostat. Data on CPI for the 11
Spanish provinces were collected from the INE.
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3.- The quality variable (Q) is the percentage of luxury hotels in each destination
province. Considering as luxury hotels the four and five golden stars hotels, the
quality of tourism services is defined as

_ four and five golden stars hotels
total number of hotels

Q

x100 3)

4-. Regarding to congestion (0), we use the ratio between the total number of
tourists and the total number of hotel beds as proxy of tourist congestion at each
destination province

_ domestic and international tourists
total number of beds

O

9

This ratio reports on the relationship between tourism demand and tourism sup-
ply in each province. The greater the number of hotel beds in a destination, the
higher the chance of accommodating visitors suitably.

5.-A dummy variables (D2009) is included to capture the influence on tourism of
the economic crisis. This variable takes the value 1 from 2009 onward and 0 in
other years.

In the proposed model the effect of previous tourist depends on two characteris-
tics of the destination: congestion and quality. It is measured by the expression:

oty
oT,

ijt-1

=p+ ﬂan at ﬂ3oit -1/ (5)

Since a log-log model is used, this effect represents the elasticity of current tour-
ism demand with respect to previous demand. This elasticity is not constant. Both
previous levels of quality and overcrowding at the destination can modify this ef-
fect. If, as expected, @;@and @,Rare positive and B;@is negative, this elasticity in-
creases with Q1 and decreases with O::. The greater the services quality per-
ceived by the tourist and/or the smaller the massification in the tourist destina-
tion, the better the reputation that this destination will have. A better reputation
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implies a higher impact of the previous tourists on the current demand. In con-
trast, if the increases in the visitors to a destination are not accompanied by an
adequate investment in tourism services, tourists’ opinion about the destination
will be worst, and their positive effect on the future demand will be lower.

RESULTS

A system GMM dynamic panel data analysis (Blundell and Bond, 1998) is carried
out to estimate the model. We use the one-step robust to heteroskedasticity es-
timator and the two-step estimator for comparison. Table 1 shows the results
from the estimation of the model. One of the most important determinants of the
international tourism on the Spanish Mediterranean coasts seems to be the lagged
dependent variable. As expected, the effect of the lagged dependent variable de-
pends positively on the percentage of luxury hotels, and negatively on the ratio
between tourists and hotel beds. Thus, there is a non-constant effect of the previ-
ous number of tourists over current tourists. Additionally, the results reveal a
generally satisfactory performance of the econometric models. The autocorrela-
tion tests (Arellano and Bond, 1991) do not detect any serial correlation problem
in the residuals, and the Hansen (1982) J-test does not reject the null for joint va-
lidity of the instruments.

Table 1: Estimation results for international tourism demand model, 2005-2015

Dependent variable: T GMM-SYS
Explanatory variables two-step
Tije1 0.9626*** 0.9674**+*
Tje1-Qiet 0.0149%** 0.0147%*
Tije1-0ie1 -0.0159** -0.0182**
GDP;: 0.0301*** 0.0294**
1Py -0.1752** -0.2148**
D2009: -0.0989*** -0.09771%**
Hansen test (p-value) 0.076 0.076
AR(1) (p-value) 0.000 0.000
AR(2) (p-value) 0.208 0.222
Number of observations 770 770
Number of groups 77 77

*Fx % denote significant at the 10%, 5% and 1% level respectively.

Source: Own using the xtabond2 command in STATA10 (Roodman, 2009).

Both estimates (one-step and two-step) yield similar results. All variables are sta-
tistically significant. Estimated B;#(0.9626, 0.9674) and @,((0.0149, 0.0147) are
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positive, and estimated B;@(-0.0159, -0.0182) is negative. Thus, the elasticity of
tourism demand with respect to the lagged demand is positive, increasing with the
percentage of luxury hotels, and decreasing with the ratio between tourists and
hotel beds at the destination. This means that elasticity is non-constant, but varies
across the destinations and over time. The estimated income elasticity (0.0301,
0.0294) is positive, showing that the arrival of European tourists to Spanish Medi-
terranean coasts depend positively on the wealth of its origin country. As ex-
pected, a negative price elasticity is estimated with values of -0.1752 and -0.2148,
suggesting that tourist arrivals are also sensitive to price changes. Finally, the
dummy variable representing the impact of the global crisis has the expected neg-
ative sign (-0.0989 and -0.0971).

CONCLUSION AND IMPLICATIONS

The econometric analysis developed in this study shows that habit persistence and
word-of-mouth recommendations appear to have an important effect on current
tourism demand decisions. Quality and congestion also matter. The effect of past
visitors is positively influenced by the percentage of luxury hotels, and negatively
by the ratio between tourists and hotel beds. The policy implication of this finding
for the tourism industry is that provision of high-quality services and an appropri-
ate hotel capacity are crucial for earning a good reputation and attracting new and
repeat tourists to the Spanish Mediterranean coasts.
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INTRODUCTION

The international cruise industry has been growing at an average annual rate of
8% in the last decade, reaching 20.9 million passengers in 2013. Despite the more
established tradition of this type of tourism in the North American market, the
European continent registered a remarkable advance in the last years, increasing
by three times the number of passengers in years 2001-2013. Inside this conti-
nent, the Mediterranean ports and cities emerge as the preferred destinations for
cruise ships and visitors, with Spain, Italy, Greece and France leading the ranking.
Understanding and quantifying the impact of cruise tourism on the visited territo-
ries is currently an important line of research. This becomes a relevant issue both
at the level of public managers and for economic agents engaged in the process
(Cruise Lines International Association-CLIA, 2014).

Regarding the passenger traffic in the Port of Cartagena, Figure 1 let us observe a
remarkable growth of the number of cruise passengers in recent years, with a
slight decrease in 2011 and 2012, and a significant recovery in 2013 with 134,800
passengers.
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Figure 1. Cruise passengers in the Port-of-Call of Cartagena (Spain) (thousands of passengers)
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Source: Puertos del Estado, Spain (www.puertos.es).

The Port of Cartagena is located in the Region of Murcia in Spain, and is currently
embarked in a process of growth and consolidation as a cruise ship destination, in
the recent context of development of the European and Spanish market. In 2012
the port was fitted with a new Cruise Terminal in the outer part of the Marina,
near to the city centre and the cultural, leisure and commercial areas of the pier,
which have the draft and manoeuvrability required for this type of vessels. In the
near future, Cartagena’s Port Authority has enlargement plans for the cruise area,
with a 500m long quay, a services” area of 5,000sq-m, with a planned investment
of 7.9 million euros.

LITERATURE REVIEW

The original contribution of Dwyer & Forsyth (1998) set up the structure for the
computation of the cruise related expenditures, including those of the passengers
and operators (crew and vessel-related expenses). They also remarked the limits
arising while estimating the regional impact of cruise visits, given the great share
of expenditures made on-board by the same passengers. These authors claim for
the need of computing direct and overall effects of cruise ships at the national and
regional level, by using multiplier analysis, or more rigorously, by employing in-
put-output methods. In their case study for Australia, they found a positive impact
of cruise tourism in that country, also highlighting some related costs. Further evi-
dence include some studies that encounter no significant impact for the case of
Jamaica (Chase & McKee, 2003), or a positive one for the South West of England
(Gibson & Bentley, 2006), and Belize (Quan-Novelo, Santoya & Vellos, 2007). Other
studies identify the differences in economic impact of being a homeport in com-
parison with a port of call (Vina & Ford, 1998). Another branch of the literature
focused on understanding the expenditure pattern of cruise tourists by running
behavioural equations (Brida et al., 2010 and 2012; Brida & Zapata, 2010a), or in
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the socio-cultural and environmental impact of cruise tourism (Brida & Zapata,
2010D).

In what refers to applications of input-output analysis for cruise tourism, the most
updated and rigorous studies are the one of BREA (2013) for the Port of Victoria
(Canada) and its surrounding region, and that of Worley & Akehurst (2013) for the
economy of New Zealand. The study by BREA quantifies the direct spending of
passengers, crew and the vessel through a survey method, and computes the di-
rect and indirect economic effects in the regional economy by employing the in-
put-output table of the British Columbia. In the case of New Zealand, the authors
present direct impact numbers for the eleven main ports in the country, building
on port authorities’ data and national accounts. They employ the input-output
framework of the economy of New Zealand to compute indirect and induced ef-
fects of cruise visits, also applying non-survey methods to regionalise the national
10 table for the analysis of individual ports.

In this work, we extend this line of research by estimating the regional economic
impact of the cruise tourism entering the call Port of Cartagena. In doing so, we
build on a new available Regional Input-Output framework. This allows us to
compute the indirect and induced effects of cruise ship visits, which add to the di-
rect effects obtained from survey data. As a result, we identify the total impact of
cruise visits in terms of the most important economic magnitudes, that is, em-
ployment, sales, wages and salaries, gross operating surplus and value added.

METHODOLOGY

Most studies analysing the impact of a Port Authority usually seek for quantifying
the port capacity in generating economic activity from its core business, namely
the freight transport. The economic impact is then captured by variables like value
added, employment, wage income, operating surplus, or generated taxes. Besides,
if one wants to focus on the evaluation of the economic impact of the cruise indus-
try linked to the port, the bulk of the effects stems from the activities related to the
vessel and port operations (a common feature with the freight transport), as well
as from the expenditure of both the cruise passengers and the ship’s crew. Subse-
quently, the general methodology of impact analysis usually employed has to be
adapted to take into account this specific feature of the cruise tourism.

The total economic impact is accounted for by integrating three types of effects:
direct, indirect and induced effects.

o The direct effect is the economic contribution (in terms of employment,
value added, etc.) of companies and public bodies linked to the port activi-
ty. The evaluation of the direct effect comes from data obtained from sur-
veys and other primary sources of information (businesses databases,
trade registers, etc.). It collects the activities of the port industry (Port Au-
thority, consignee, etc.) during the visit of the ship to the city.
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e The indirect effect measures the economic contribution of the different
sectors of activity in their relationship with port and dependent business-
es. This relationship manifests itself in the production of goods and ser-
vices oriented to satisfy the demand (purchases and investments) of port
and dependent industries. On the other hand, it accounts for the economic
contribution of the different sectors of activity in their relationship with
expenditures by passengers and the crew of cruises

The induced effect refers to the effects from private consumption as a result of the
jobs created by the direct and indirect effects in the port and dependent indus-
tries. Besides, it also takes into account the effects from private consumption by
employed workers (because of the jobs created by the indirect effect, now due to
expenditures by passengers and the crew of cruises).

In this study we opt for conducting the estimation of the indirect and induced ef-
fects by employing a rigorous input-output framework. Particularly, we build on
the analytical model and related information defined in the 2007 Regional Input-
Output Table (R-I0OT) for the Region of Murcia. The R-IOT employed in the study is
part of the INTERTIO research project developed by the Lawrence Klein Insti-
tute/CEPREDE  from the Universidad Auténoma of Madrid (Spain)
http://www.ceprede.es/index.asp (Llano, 1998, 2004). It develops a coherent
framework of Regional-IOT for all 17 regions in Spain (EU NUTS-2 dimension) that
matches the country level information included in the IOT framework existing for
Spain by means of the National Statistical Institute (INE,
http://www.ine.es/daco/daco42/cne/metodologiaio.pdf). The R-IOT 2007 for the
Region of Murcia is a 35x35 symmetrical table, including all inter-sectoral rela-
tionships between the regional industries.

RESULTS

The total effects are calculated as the sum of the direct, indirect and induced ef-
fects, accounting for approximately 5 million euros in 2011 in terms of production,
3.1 million in gross value added, 60 jobs, 1.6 million euros in salaries, and 1.5 mil-
lion euros in gross operating surplus. The sectors most directly involved in cruise
tourism related operations are those of shopping, transport services, real-estate
activities, and hotels and restaurants. In relation to the regional economy, cruise
activities generate 0.012% of the gross value added, 0.11% of regional employ-
ment, 0.012% of salaries, and 0.013% of gross operating surplus (Table 1).
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Table 1. Total effects of the cruise tourism in the regional economy 2011

GROSS
PR()(;DRL:);'SION GRO\?;:JDEDED EMPLOYMENT WSAAGI;SR;AE':D OPERATING
SURPLUS
Agriculture, forestry and fishing 4587.2 2901.6 0.1 885.7 2093.2
Mining and quarrying 1717.9 678.7 0.0 343.4 338.0
Manufacture of food products, beverages and tobacco products 48419.0 11060.3 0.2 7743.3 3345.7
Manufacture of textiles and wearing apparel 4253.9 1042.4 0.0 642.8 409.0
Manufacture of leather and related products 830.5 153.4 0.0 95.0 60.0
Manufacture of wood and of products of wood and cork 8768.2 1821.1 0.0 1136.9 721.6
(V\J/f\arr;s:)ar;tel;remoefd?:per and paper products; Printing and reproduction 14372.9 4787.4 01 3206.6 1612.7
Manufacture of chemicals and chemical products 660.6 160.3 0.0 77.1 83.1
Manufacture of rubber and plastic products 2834.7 688.6 0.0 599.6 91.6
Manufacture of other non-metallic mineral products 13382.8 3437.0 0.1 1730.6 1696.8
Manufacture of basic metals and fabricated metal products 28729.5 8873.1 0.2 5243.3 3707.9
Manufacture of machinery and equipment 2176.3 725.7 0.0 401.4 330.7
Manufacture of electrical equipment, computer, electronic and optical 3026.2 550.7 0.0 4114 144.1
products
Manufacture of transport equipment 57977.3 11783.6 0.2 5379.3 6614.8
Other manufactures 11557.5 2764.8 0.1 2234.7 564.0
Electricity, gas, steam and water supply 144499.3 31194.8 0.1 6326.1 24183.9
Construction 213453.5 86234.3 15 45900.6 39597.3
Wholesale and retail trade and repair of motor vehicles 1555770.0 934605.3 28.5 500173.0 437913.7
Accommodation and food service activities 375587.5 240253.7 4.6 99935.2 140366.1
Passenger rail transport 559.7 263.1 0.0 120.9 141.8
Freight rail transport 14 0.6 0.0 0.3 0.3
Passenger air transport 0.0 0.0 0.0 0.0 0.0
Freight air transport 0.0 0.0 0.0 0.0 0.0
Passenger road transport 406513.4 298266.7 5.6 137018.6 160729.0
Freight transport by rail 63487.8 34142.4 0.6 15684.4 18398.5
Passenger water transport 0.0 0.0 0.0 0.0 0.0
Freight water transport 4.2 2.7 0.0 1.2 1.5
Warehousing and support activities for transportation 1093838.1 855936.8 8.3 509384.5 345062.6
Telecommunications 38573.2 14106.2 0.5 6480.1 7601.5
Financial and insurance activities 91253.9 60685.5 0.5 24850.6 35437.1
Real estate activ‘\tfe?; Pro}fess‘\on»a\, scweinswflc and technical activities; 573319.7 353981.6 36 88733.5 254990.4
Support and administrative service activities
Public administration and defence; compulsory social security 15.8 10.6 0.0 8.2 23
Education 16852.2 14908.4 0.3 12545.4 2361.3
Human health activities 62118.1 43361.4 0.9 34760.9 8578.4
Other personal service activities 153503.3 98577.3 3.4 54715.7 43585.4
TOTAL 4992645.7 3117959.7 59.7 1566770.4 1540764.3
Contribution to the economy of the region of Murcia 2011
GROSS GROSS ADDED WAGES AND GROSS
EMPLOYMENT SALARIES OPERATING
PRODUCTION VALUE SURPLUS
Direct effects 1056998.4 840913.6 8.0 502483.1 336967.0
Indirect effects 3284885.5 1919972.2 44.6 902570.1 1011306.9
Induced effects 650761.7 357073.9 7.1 161717.2 192490.4
TOTAL EFFECTS 4992645.7 3117959.7 59.7 1566770.4 1540764.3

% REGION OF MURCIA 0.0122% 0.0109% 0.0118% 0.0127%
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CONCLUSION AND IMPLICATIONS

In this paper we build on a regional input-output framework in order to improve
the methodology usually employed in this type of analysis. In doing so, we have
followed a two-stage procedure: first, we have collected survey data to compute
the direct expenditure of passengers and operators (crew and vessel expenses);
and, second, we have employed the regional input-output table to compute the
indirect and induced economic effects of the cruise activity. To the best of our
knowledge this is the first study building on an accurate regional framework in
order to calculate the economic impact of the cruise industry in the regional econ-
omy linked to the port.

Finally, in order to illustrate the performance of this methodological framework,
we have applied it to the Port of Cartagena (Spain). The detailed information pro-
vided by the input-output framework has allowed us to estimate the direct, indi-
rect and induced effects arising from the cruise industry. It has also helped us to
identify the economic impact of the cruise industry at the level of the sectors en-
gaged in these activities. In sum, we have been able to extend and refining the
method of computing the economic impact of cruise activities for the case of re-
gions instead of countries. Our main aim has been providing a methodological
benchmark informing further studies.
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INTRODUCTION

Palma de Mallorca Marathon is a relatively new event, which has been held since
2015, taking over from the TUI Marathon after 11 successful years. It has the in-
tention of growing in every respect, from the level of participation, to the quality
of the sport. In the most recent races, the event has had an average annual partici-
pation of 11,000 runners.

Palma de Mallorca’s Marathon course is entirely urban, taking competitors
through the city’s most important tourist attractions, showing runners the main
monuments, and the most important, well-known streets and avenues along the
42,195 metres of the route. This paper consists of two parts. The first part focuses
on the analysis of the levels of satisfaction experienced by the participants in the
Palma de Mallorca Marathon, with the objective of identifying the dimensions
which explain satisfaction. The second part explores segmentation through a clus-
ter analysis, enabling the identification of four segments of marathon runners
through variables of socio-demographics and consumer behaviour, such as loyalty
and previous experience.

LITERATURE REVIEW

The pace of modern life often leads citizens to seek forms of escapism in their lei-
sure time, often looking for active holidays in which sport plays a significant part.
This may explain the success, in recent years, of sporting events organised in ma-
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ture destinations to complement the traditional tourism product (Garcia, Alemany
and Trias, 2015). Many people are following the trend of participating in mara-
thons, motivated by various reasons: competition, extrinsic achievement, socialis-
ing, camaraderie, and athletic identity (Gillett and Kelly, 2006).

Sports tourism, as a service provider, incorporates and measures quality in all its
dimensions (Kouthouris and Alexandris, 2005). There is evidence in tourism liter-
ature of a positive correlation between tourist satisfaction and intention to return
(Kozak, 2001; Yoon and Uysal, 2005). Green and Chalip (1998) underline the ne-
cessity for event organisers to control the expectations and experiences of partici-
pants, as these are key factors in the level of involvement, and the intention to re-
peat (Casper and Stellino, 2008).

Segmentation

Previous experience or frequency of participation are relevant behavioural varia-
bles (Kruger, Botha, and Saayman (2012)). They identify first-timers as the new
market, and repeaters as the core market of a sporting event; the use of different
tactics and programmes specific to each group based on this distinction may be
interesting (Kaplanidou and Gibson, 2012; Um, Chon and Ro, 2006; Filo, Funk and
0'Brien, 2008).

For the present study, the segmentation of the tourists participating in the Palma
de Mallorca marathon was taken into account in terms of their activity as runners,
distinguishing between ‘hard’ and ‘soft’ runners, following the classification pro-
posed in other sports divided into hard/intense or gentle/moderate according to
level of activity ( Kastenholz and Rodrigues, 2007; Latiesa and Paniza, 2006; Pom-
fret, 2006).

METHODOLOGY

The study was undertaken in the context of the annual marathon, held in Palma de
Mallorca on Sunday 15t October 2016. The questionnaire consisted of four main
sections, composed of 36 mainly closed-ended questions addressing various as-
pects of the experience. The first section assessed behaviourally-oriented varia-
bles such as choice of marathon race, purpose of visit, number and type of accom-
panying persons, length of stay and amount of expenditure. The second section
measured motivation in choosing the sports destination using 12 items developed
for this study. The third section evaluated previous experience and levels of satis-
faction. The final section examined the demographic characteristics of respond-
ents. The questionnaire was provided in Spanish, English, and German and deliv-
ered by e-mail from October to November 2016. Respondents were selected op-
portunistically from the 7,871 competitors in the marathon. In total 1,661 runners
responded to the questionnaire (response rate 21.1%).
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RESULTS

With a view to evaluating the satisfaction of the competitors in the sporting event,
a total of 14 items were measured using a 5-point Likert scale (1 - not satisfied, 2 -
less satisfied, 3 - neutral, 4 - satisfied, 5 - very satisfied). An exploratory factor
analysis was carried out using a Varimax rotation, to obtain the main dimensions
which would group the satisfaction of the runners in the race. The results of the
adequacy of the factorial analysis show values of the Kaiser-Meyer-Olkin Test of
sampling adequacy KMO = 0.858 (Bartlett's Test of Sphericity - X2 (91) =
4344,876, p < .000), indicating the presence of three dimensions. It can be ob-
served in Table 1 how the main dimension of “satisfaction with the event” corre-
lated to the “characteristics of the event location” (mean value = 4.21), which in-
cluded the weather (4.57), hospitality of residents (4.38), restaurants (4.31),
transport to the island: plane, boat (3.96) and additional services (3.86). The sec-
ond factor of satisfaction was “race conditions” (race signage, road closures,
pavement of the route, road signage). The least important category of satisfaction
was the “service and cost” factor (public transport, travel costs, other hotel ser-
vices (Wi-Fi), special offers for athletes in hotels, and service costs).

Extraction Method: Principal Component Analysis. Rotation Method: Varimax with
Kaiser Normalization.

Cluster analysis

An exploratory analysis was carried out by means of a cluster in two stages, with
the intention of discovering natural groupings within a set of data which would
not otherwise be apparent. The results of the cluster analysis indicate that a four-
cluster solution appeared to appropriate.

The results of the analysis show the existence of four groups differentiated in
terms of sports activity and loyalty. Among the hard loyal runners, it should be
noted that the vast majority have attended the event once or twice, and are mainly
males aged 41 to 50. The non-loyal hard runners have participated in the mara-
thon between three and six, or more than six times. The soft runners who are loyal
to the event are those who were running for the first or second time, and stand out
for including a wider age range, and as the group spending least overall and per
item at the destination. However, the group formed of the non-loyal soft runners
seemed to have been loyal at some point, as the majority declared having partici-
pated in the marathon on between three to six previous occasions. This group
spent significantly more overall at the destination per person, and on aspects such
as hotel accommodation and other items.
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Table 1. Results of factor analysis of runner’s satisfaction

Total variance explained by the factor analysis and rotated component matrix

Motivation factors and items Factor load- Variance a Mean
ing (%)

F1: Services and cost 3.803 0.793 3.51
Service costs .812 3.30
Other hotel services (wifi...) 775 3.45
Special offers for athletes in hotels .750 3.31
Public transport 576 3.76
Travel costs .568 3.75
F2: Characteristics of event location 13.678 0.811 4.21
Restaurants .819 4.31
Hospitality of local residents 773 4.38
Transport to the island: plane, boat 667 3.96
Additional services .628 3.86
Weather .608 457
F3: Race conditions 9.358 0.759 3.76
Road closures .800 3.79
Race signage 767 3.82
Pavement of route 719 3.76
Road signage .656 3.67
Total variance extracted (%) 58.839

CONCLUSION AND IMPLICATIONS

The main conclusions of the study indicate that the satisfaction of runners in the
Palma de Mallorca marathon is due to diverse factors which can be grouped under
three dimensions: characteristics of the event location, race conditions, and ser-
vices and cost, in a similar way to those conclusions reached in studies of satisfac-
tion carried out by Shonk and Chelladuray (2008).

Competitors in the Palma de Mallorca marathon were segmented according to
their level of activity as runners: hard runners vs. soft runners (Pomfret, 2006). In
addition, other variables were considered, such as future loyalty to the event and
destination, and tourism behaviour such as expenditure and length of stay at the
destination, and socio-demographic variables. The results of the segmentation and
the cluster analysis show the presence of four differentiated groups. The most sig-
nificant findings are that runners who will attend in the future, and will also run
other races, were the newcomers whose tourism behaviour in terms of expendi-
ture was found to be close to the average. Another finding of interest is that those
runners who are no longer loyal and who will not run another race during the
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year, are those who spend significantly more on all items of expenditure. However,
they are runners who have participated on previous occasions and do not intend
to repeat, which may suggest a certain exhaustion of the product for these partici-
pants. In terms of expenditure, a direct correlation is observed with previous ex-
perience, thus it is more profitable for the destination to attract older athletes who
have participated previously.

The main recommendation to the management of the event points towards the
need to captivate the most experienced runners once again, and intensify efforts
with newcomers. In relation to satisfaction, services linked to items such as public
transport and travel costs should be improved, in addition to underlining the spe-
cific value of the climate, the hospitality of local residents, as well as road closures
route signage.
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INTRODUCTION

Cultural tourism remains one of European tourists’ main preference for travelling
inside Europe (Kozak, 2002; Chaldler & Costello, 2012). Travel has long been as-
sociated with cultural standards and levels, because a visitor who is motivated to
explore, discover and learn about the attractions of a country or region exert an
incalculable personal, social and professional investment. Although several studies
have been conducted revisit intentions to sun and sand destinations (among oth-
ers, Correia & Zins, 2015). Thus, limited focus has been given to investigating re-
turn reasons based on cultural tourism preferences (Kastenholz et al, 2013).

This study aims to identify the preferences of Europeans in their demand for cul-
tural tourism in terms of revisit the previous place of holidays. Previous studies
revealed that tourist preferences are associated with destination attributes, past
visits and intention to revisit (Woodside & Lysonski, 1989, Decrop & Snelders,
2005; Li & Hudson, 2016). The attributes that explain the preferences of Europe-
ans when intending to revisit the same place of holidays for cultural reasons will
be identified. Findings are expected to provide European National Tourism Organ-
isations and practitioners an amount of rich insights concerning the identification
of return reasons towards cultural tourism preferences.

LITERATURE REVIEW

Tourist preferences is a concept related to consumer behaviour, and has been
studied by different social sciences (Slovic, 1995). Preferences are considered
tourist strategies and have many factors to describe motivations and processes of
choice of product, attractions, destinations and revisit intentions (T.-K. Hsu et al,
2009; Tosun et al, 2015). These factors have the potential to influence the choices
of the tourist, which grants the supply stakeholders a better and more competitive
position using a reformation of tourist information, via various statistical tech-
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niques to break them down (Li & Hudson, 2016). Many researchers agree that
preferences appear before motivations, because when individuals intend to con-
sume a product, they make a choice after evaluating internal and external factors
(Crouch, 2011; Mak et al, 2012). Other studies evidenced tourist preferences as an
individual mental construction (T.-K. Hsu et al, 2009) to demonstrate that affective
and cognitive factors are intrinsically and extrinsically present. Results revealed
that internal forces arise out of physical, psychological and social factors was well
as destination exploration, while the tangible and intangible factors emerge from
external forces. According to Woodside & Lysonski (1989) and Tosun et al, (2015),
there are other important measures, such as destination image and intention to
revisit. According to these authors, this dimension is revealed as the prime factor
in choice and the consumer’s trip criteria. The image of cultural services, accord-
ing to Strielkowski et al (2013), is based on the potential and priorities of “e-
service tourism” in the cultural tourists’ preferences, since these products satisfy
the needs of the baby boomer generation, which is of great interest from the de-
mographic point of view. Other studies, such as Pulido-Ferndndez & Sanchez-
Rivero (2010), state that cultural tourism is not homogenous nor non-monolithic,
but includes all the touristic components of the destination, despite the different
needs and expectations of visitors. Thus, it was possible to identify three types of
segmentation related to cultural tourism: the culturephiles, who are a highly likely
to be motivated to visit by events; the culturally inactive, for whom the destina-
tion’s events present no cultural interest; and finally the roaming culturophiles,
who are the most attractive. The last segment chose the destination to celebrate
life moments associated with events that are already happening. In this kind of
cultural tourism, the age of the segment is high, as their expenditure on hospitality
and food, as well as attraction to tourist entertainment, which leads to higher lev-
els of investment by the visitors, as they are expecting positive, memorable and
lasting experiences.

METHODOLOGY

Based on European tourists’ preferences and in order to evaluate the likelihood of
choosing the same place of holidays for cultural reasons, a logit regression (Logit)
was adopted. This model specifies a relation in a mathematical formula in which
the coefficients are statistically calculated and confirmed for a probability (Cam-
eron & Trivedi, 2005; Morley, 2012). A logit model was selected because it allows
an evaluation of the importance of the independent variables and the use of ordi-
nary least squares (OLS) to estimate the regressive coefficients, and is stochastic
in the end because it includes an error. Thus, an econometric model is required
that initiates the construction of a representation of the relation between varia-
bles, presented by the following expression:

Logit(#) = In ()

(1)
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In order to develop and test our logit model, it was adopted the secondary data
available from the Flash Eurobarometer 392 - Preferences of Europeans Towards
Tourism 2014 (EC, 2016). The Eurobarometer database comprises 30 000 obser-
vations, from there it was selected a sample of 4 460 observations, which includes
tourists from the following nationalities, Germany, Spain, France, Ireland, the
Netherlands and the United Kingdom (Table 1).

Tablel. Characterization of the sample

0/0

Variable (N=4460)
Gender
Male 43%
Female 57%
Age
15-24 5.7%
25-39 16.40%
40-54 30.9%
55 (+) 47.0%

Education (end of)

(-) 15 11.0%
16-19 38.9%
20 (+) 45.4%
Still studying 4.7%
Live in...
Rural area or village 35%
tScl;rVi’al}ll or middle sized 37%
Large town 27.8%
Country of Residence
Germany 18.3%
Spain 12.7%
France 18.1%
Ireland 17.3%
The Netherlands 13.3%
The United Kingdom 20.3%

Source: Authors’ elaboration

From the database it was extracted the following variables, such as sociodemo-
graphic variables (age (K1_15 - 24 years old); (K2 _ 25 39); (K3_40 - 54); (K4_ 55
or older); education levels (E1_ until the age of 15); (E2_ 16 a 19); (E3_over 20);
subjective urbanization (LR1_Rural Zone); (LR2_ Other Town/Urban Centre); (LR3_
Metropolitan Zone) and Gender (D7); destination attributes (quality of accom-
modation (D1); natural features (D2) - (weather conditions, landscape etc.); how
tourists are welcomed (D4) - (e.g. services for children, customer care, “pets-
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welcome* policy, etc.); quality of activities/services available (D5) - (transport,
restaurants, leisure activities, etc.); and tripographic variables (shortness of trip
(D6) - up to 3 consecutive nights away; general level of prices (D3)).

Since the main goal is to identify the probability to return to the same place of hol-
idays for cultural reasons, all independent variables were computed as dummies
Dj, that verifies Di = 1 if tourist back to the same place of holidays for cultural rea-
sons and yi=0 otherwise. The logit model has the following form:

B
Ln (1 — PL] = By + ByDy; + BaDy; + BaDy + Dy + Bs s, + BeDy; + B D5,
+ BeEy; + BoEr; + BipEs; + B Ky + BiaKo; + BiaKy; + BiuK,,;
+ .ELE-I'RL[ + .ELEI-R:[ + .S:L-"I'R!['l'.“[
(2)

After estimating the model, the results obtained from the independent variables
that explain the dependent variable are as follows:

)3
In (1 _lP] =B+ .'ELDL[ + .E:D:[ + .3454[ + .'EEDE-[+.“[
L

(2.1)
According to this assumption it was stated the following hypotheses:

Hypothesis 1 (socio-demographic characteristics): gender, age, education level and
subjective urbanization explain the return to the same place of holidays of Europe-
an tourists for cultural reasons. (Chaldler & Costello, 2012; Valek et al, 2014).

Hypothesis 2 (destination attributes): destination attributes, such as quality of ac-
commodation; natural features; how tourists are welcomed and the quality of activi-
ties/services available, explain return to the same place of holidays of European
tourists for cultural reasons (Yoon and Uysal, 2005; Huang and Hsu, 2009).

Hypothesis 3: (tripographic characteristics): the shortness of the trip (not more
than three nights) explain return to the same place of holidays of European tour-
ists for cultural reasons (Tussyadiah & Pesonen, 2015; Park & Santos, 2016).

RESULTS

Based on the obtained results, it was found that the explanatory variables are in-
dependent from each other. The model follows a normal distribution, with at least
one independent variable related to the logit model. In this way, in order to identi-
fy the potential explaining variables which significantly influence the dependent
one, it was adopted the Wald test. Wald test has an asymptotic Q-square distribu-
tion:
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XYlwald; = {S'E'LLE._‘-)‘ : Xglr'
(3)

Results evidenced a high adjusted coefficient of determination, where the logit
revealed the independent variables with explanatory power. In conclusion, the
reasons for the probability of going to the same place of holidays for cultural rea-
sons are reported in Table 2. The results of the Wald test, F-statistics and their
significance level are also described.

Table 2 - Variables in the Equation

B S.E. Wald df Sig.® | Exp(B)
Step1* D1_Quality of .
~ccommodation 339 086 15354 1| 000*| 1403
D2 Natural 333 085 15438 1| 000t| 139
surroundings
4 tourt
DA4_tourists are 216 097| 4935 1| 0267|1241
welcomed
D6_Short_stay_trip 3570 o077 21292 1| 000¢| 1429
Constant 1841 .066| 777.830 1 o00t| 159

a. Variable(s) entered on step 1: D1_ Quality of accommodation, D2_ Nature Features, D4_
tourists are welcomed, D6_Short_stay_trip.
b. ** significant at the 5% level; * significant at the 1% level

H1 was rejected, as socio-demographic characteristics of European tourists are
not statistically significant. Considering this result, they were vanished from table 1.

H2 was not rejected evidencing different explanatory values as well as different
increments, because the associated sign is statistically significant with positive
Fi

effects, ceteris paribus, to " 1-Fi' The increment values are linked to the quality
of accommodation with a value of 1.403; the natural surroundings and views with
a value of 1.305 and the “how tourists are welcomed”, with a value 1,241. Results
indicated the importance of the quality of accommodation (Spasojevi¢ & BozZi¢,
2016), as well as the natural and landscape characteristics (Tukamushaba et al,
2016) as explanatory attributes to came back to the same place for holidays.

H3 was rejected as tripographic characteristics are positive and statistically signif-
icant. With regard to “short holiday/trip (up to 3 nights)”, this result suggest that
tourists value the shortness of the holiday, and due to the associated positive sign,
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" L
leads, ceteris paribus, to {’-‘Fi), with a value of 1.429 (Kim & Fesenmaier, 2017;
Park & Santos, 2016; Chandler & Costello, 2012).

CONCLUSION AND IMPLICATIONS

The results have implications for European tourists who intend to back to the
same place of holidays, based mainly, on cultural reasons. European tourist pref-
erences are explained by the quality of the services and the characteristics of the
places, such the landscape and hospitality/welcoming characteristics. As a conse-
quence, destinations should continue to invest in the preservation of the natural
landscapes and maintaining the authenticity of cultural attributes. Additionally,
they should add value on welcoming/hospitality characteristics because these are
the most important and attractive points that influence a revisit intention for the
next holidays season. These results may promote an amount of benefits, for in-
stance fostering more expenditures and reducing seasonality holidays prefer-
ences, as it was evidenced by a preference for short holidays period (at least 3
nights). All research has limitations. Methodologically this research is based on
secondary data, regarding to answer to different purposes. However, this research
did not cover all tourist preferences items in order to explain the context of return
reasons. Other, limitations refer to the nature of sample. Data analysis only partial-
ly cover few European countries, such as German, Spain, France, Ireland, and
Netherlands. Future research should extend the number of countries and national-
ities form Europe. An attempt can also be made, to explore possible differences
between high and low seasons in terms of preferences to return to the same place
of holidays for cultural reasons.
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INTRODUCTION

This paper aims to present the analytical elements that enable the identification of
medical tourism product in a border city. This type of tourism is a distinct niche in
the tourism industry (Connell, 2006), and has grown rapidly to become an inter-
national economic sector where people travel to other countries to obtain medical,
dental and surgical care, while enjoying at the same time as a holiday period
(Heung, Kucukusta and Song, 2010). The most sought-after medical tourism prod-
uct in the Juarez-El Paso border has traditionally been the dentistry service that
includes everything from general dentistry as obturations and extractions to spe-
cialized dentistry, which includes oral rehabilitation and implantology. However,
in the last decade there has been a significant increase in medical services re-
quested by visitors to the border, related to bariatric and aesthetic surgery.

In order to carry out this publication, a large source of bibliographic resources was
consulted and data was obtained through 69 in-depth interviews with the main
stakeholders involved in medical tourism. The data was analyzed thematically us-
ing deductive and inductive codes that captured key concepts through the partici-
pants' narratives. In this context, the following research question is posed: How
does a medical destination of a border city work? And what is the product of tour-
ism?
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This question will be answered through a case study: Ciudad Juarez, Chihuahua,
Mexico, located at the border with El Paso Texas, in the United States. In order to
answer this question, the general objective was to present the analytical elements
that make it possible to identify the product of medical tourism in a border city.
The most relevant issues that emerged were: geographical location of border, in-
frastructure and superstructure, human resource, differentiated product and ser-
vices.

LITERATURE REVIEW

The segmentation of the medical tourism market is an issue that has been studied
by Caballero and Mugomba, (2006) and Wendt, (2012). Goodrich and Goodrich,
(1987), pioneers in the study of health tourism, assert that there are at least two
possible forms of market segmentation: health and income, while Heung,
Kucukusta and Song, (2011) differ by saying that medical tourism products com-
bine the components of health and tourism, and destinations offer health care op-
tions as part of a package with visits or trips to paradisiacal tourist sites or well
known for their historical relevance.

Other authors such as Alsharif, Labonté and Lu, (2010) declare that the cost of
services, the reputation of specialists and the hospitals accreditation are the most
important factors when choosing health care abroad. While Ormond (2014) points
out that migrant diasporas are more and more linked as "natural" markets and
"ambassadors"” to the world-class private health care increasingly available in
their home countries, Rerkrujipimol and Assenov (2011) assess the current mar-
keting strategies of medical tourism providers and intermediaries in Thailand.

In the review of the literature it was found that (Horton and Cole, 2011), when
conducting a study on health along the Mexican border with the United States, the
characteristics of the Mexican patient care model are highlighted and the differ-
ences in the organization of health services on both sides of the border are em-
phasized.

Some travel companies focus more on providing quick access to medical proce-
dures than combining medical care with vacations, such as the Ciudad Juarez Chi-
huahua, Mexico border with El Paso, Texas and Las Cruces, New Mexico, in the
United States, where this phenomenon has been increasing (Martinez, Guia and
Serra, 2014).

METHODOLOGY

In order to answer the previously asked research question, a case study has been
chosen. The methodological approach selected was exploratory and qualitative,
while seeking the understanding of human actions and the reality of the phenom-
enon. Being a novel subject within the scope of application it will require a frame-
work that provides flexibility in order to inquire about the subject (Selltiz, Jahoda,
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Deutsch and Cook, 1965). The basic method selected was grounded theory (Glaser
and Strauss, 1967).

A non-probabilistic sampling method known as "purposive sampling" has been
used by authors such as (Assenov et al.,, 2011, Crooks et al., 2012, El-Jardali et al,,
2012) specifically for medical tourism studies.

Thematic analysis and the constant comparative method were used. The themes
and subcategories that emerged were grouped into advantages and disadvantages.
Axial coding allowed the grouping of refined subcategories to identify the main
categories or themes (Dey, 1998; Strauss and Corbin, 2002) and the relationships
between the topics to be identified.

RESULTS

A table showing the number of codes that emerged, with their distribution in ad-
vantages and disadvantages in each of the defined sub-categories as the product of
the thematic analysis in the identified themes is presented below.

Table 2. Result of content analysis and comparison between advantages and disadvantages

Ad- Disad-

Topics Sub categories vantages Range vantages Range
1. Geograph- o
ical situation Market proximity 18 1

Hospital de la Familia 9 7

proximity

Bordg_r, closeness favors 17 2

mobility

Long lines to cross 18 2

Bad image 21 1
2. Infrastruc-
ture and su- State-of-the-art hospitals 8 8
perstructure

Services with high technol- 9 7

ogy use

Insufficient capacity 9 5

Inadequate physical envi- 15 4

ronment

Lack of tourist attractions 17 3
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3. Human re-
sources

4. Differentiat-
ed product

5. Services

Attracting specialists

Proficiency in English in
some services

A vast majority of the popu-
lation is not fluent in Eng-
lish

Diaspora patients do not
require communication in
English.

Standard and high quality
services are offered

Integrated border service is
offered

Promotion through internet

High demand services, spe-
cialized consultations, den-
tal implants and bariatric
surgery.

Complementary Service
Offering in El Paso, Texas

Existence of quality hospi-
tality and catering at the
destination

10

14

12

11

10

10

10

Total: 229 codes: 140 advantages and 89 disadvantages.

The results of this research contribute to the literature by revealing the character-
istics of this type of tourism at the border; they are of practical use to Mexico and
other countries that are trying to develop this industry and allow to appreciate the
existence of other types of medical tourism, which have not yet been sufficiently
studied. Links to theory are identified in terms of marketing. However, the border
territory aspect adds elements that have not yet been considered in depth for the
analysis of the topic.
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CONCLUSION AND IMPLICATIONS

Market segmentation includes at least two perspectives of analysis: (1) health and
(2) income of individuals, which are linked to geographical, demographic, and
psychographic aspects, and price, use and benefits. Some concomitant conclusions
are presented below.

In relation to the geographical aspect, the proximity to the United States market
gives the border destination a competitive advantage relevant to the development
of medical tourism. As far as the demographic aspect, there is a great potential of
development for the medical tourism, since in the USA there is a third of a popula-
tion of over 300 million, which lacks health coverage; the specialized dentistry
service is one of the most representative ones that has existed for several decades
in the Ciudad Juarez and that continues being an important point of attraction for
the foreign patients. This would be the main health segment for medical tourism.
In addition, in neighboring countries where there is a significant diaspora, such as
Mexico and the United States, where more than 20 million Mexicans are located,
this population is the natural market that could seek to be served at the border if
conditions of services they need are offered. As for the psychographic aspects, the
familiarity with the border crossing management that diaspora tourism counts
with is an advantage that may be related to the personality and preferences of di-
aspora patients, since this aspect may be intimidating for international patients.
The type of results in border tourism differs from the literature that gives online
marketing a preponderant place for the success of the medical destination.
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INTRODUCTION

Given the problems associated with the economy, many states consider job crea-
tion and the small business growth as important issues for stability and growth
(Johnson, 2013). Considering the fact that there are thousands of firms born every
month while many other are cease to exist in US, understanding the reason(s) be-
hind the birth and the death of these firms becomes immensely important. There
are many factors which may influence the birth and the death of firms and the suc-
cess of small businesses. What are these factors that encourage new ones to enter
the market month after month or contribute to their failure? This paper investi-
gates public policies (e.g. taxes and regulations) influence on firm formation
(birth) and closure (death) in the United States.

LITERATURE REVIEW

According to North (1987), institutions set the “rules of the game” in the economy,
while influencing transaction costs, reducing uncertainty and determining incen-
tives. While there are many informal institutions such as traditions, norms, and
customs dictates some of the decisions related to entrepreneurship, this study
considers formal institutions where rules and regulations developed by human
beings (e.g. constitutions and statutory laws) (Altin, Memili, & Sénmez, 2017). His-
torically, research on the policies, business creation, and growth focused on gov-
ernments and large corporations (Johnson, 2013) and policymakers created incen-
tives or policies for large corporations. However, small business research has
started to highlight effect of small business on job creation and economic growth.
Therefore, new policies and regulations are necessary to utilize this force.

Formal institutions such as taxes, public policies and regulations may decrease or
increase the likelihood of investing for businesses. In addition, following the initial
investment, these formal institutions might deter growth and even trigger the rea-
son of death of these firms. For example, lower legal requirements help to in-
crease return on investment (Keuschnigg & Nielsen, 2003), higher property rights
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may mitigate the start-up costs and problems associated with the continuation of
business (Acemoglu & Johnson, 2005), and social security and personal bankrupt-
cy laws may reduce the cost of failure (Armour & Cumming, 2008; Berkowitz &
White, 2004). Tax rates are very strong tools and may influence many aspects of
investment, consumption, and new firm formation (Mendoza, Razin, & Tesar,
1994). When taxes are low people are more likely to start new firms (Kreft & So-
bel, 2005). Overall, US states have different tax structures, in addition, they can
write their own work and labor laws such as right to work laws, and minimum
wages and these laws may affect the decision of entrepreneur to form a firm or
may contribute to the death of firm.

METHODOLOGY

In order to examine firm birth and death in hospitality and tourism industry, this
study use Institutional Economics as a theoretical foundation, and utilize several
databases including Statistics of US Businesses (SUSB), Business Dynamics Statis-
tics (BDS), and Business Employment Dynamics, Economic of Freedom North
American (EFNA) Index from Frasier institute for formal institutions and US Cen-
sus Bureau databases used for control variables (population, per capita GDP, and
unemployment level) incorporating panel data from 1999 to 2012 in 50 states.
There were two dependent variables used, firm birth (percentage of firms estab-
lished) and firm birth (percentage of firms closed). Independent variables are
from EFNA (consumption by government, tax revenue, minimum wage legislation,
union density), in addition, population, state gross domestic product, and unem-
ployment are employed as control variables. Due to structure of the data and as-
sumption tests panel feasible generalized least square regression analysis em-
ployed.

RESULTS

Results suggest that government consumption (-0.055***), income and payroll tax
revenue (-0.027***), property tax and other taxes (-0.022*), and sales taxes (-
0.028***) negatively effects the birth of firms in HT industry. Top marginal income
tax (0.019*%), minimum wage legislation (0.032**), government employment
0.039***), and union density (0.056***) on the other hand positively effects the
firm birth in HT industry. The factors effecting the firm death also varies, for ex-
ample, government consumption (-0.014+), income and payroll tax revenue (-
0.021***), property tax and other taxes (-0.034***), and sales taxes (-0.020***)
negatively effects the death of firms in HT industry which shows similarities with
firm births. Insurance and retirement payment (0.045***) and top marginal in-
come tax rate (0.012**) have positive relationship with firm death. Minimum wage
legislation (0.032** and -0.015+) and union density (0.056*** and -0.011*) has
opposite effect on firm birth and death.
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CONCLUSION AND IMPLICATIONS

Results of our analysis indicates that there is a possibility of seasonality effect on
firm birth and death in HT industry. Especially, government consumption, income
and payroll tax revenue, top marginal income tax rate, property tax and other tax-
es, and sales taxes have similar effect both on firm birth and death. However, low
minimum wage legislation and less union density encourages firm creation in HT
industry and high minimum wage and high union density results in more firm
deaths. Considering the labor intensive structure of HT industry, the results of
minimum wage legislation and union density become more clear on form birth
and deaths in HT industry. Thus, we can argue that higher freedom in the market
forces might encourage more firm creation in HT industry.

This study makes several contributions to literature and has theoretical and policy
implications. First, approaching from institutional economics perspective we con-
sider formal institutions in states where informal institutions assumed to be simi-
lar. Second, we measure formal institutions employing economic freedom per-
spective and their effect on the birth and the death of firms in HT industry. To the
best of authors knowledge, this is the first study to discuss firm birth and death in
HT industry employing formal institutions in US.

This study also provides some useful results for policy makers and managers with
better understanding of firm birth and death in US. Our results show that some
public policy tools such as taxes, labor policy, and other policy and regulations
could influence firm birth and death in HT industry. We suggest policy makers to
invest in more industry specific and entrepreneurship friendly policies to encour-
age firm births and reduce firm deaths in their respective states.
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INTRODUCTION

The service sector is one of the most important sectors in terms of the economic
value it creates. Organizations are facing more intense customer service pressures
than ever before because competition is high level in service industry. Keeping the
quality of service at a certain level provides customers with continuous quality,
which is one of the biggest risks of the business. It is difficult to protect and main-
tain the service standard. Even the best service providers produce errors in ser-
vice delivery. Thus, the customer has many options to choose from. This is most
applicable to the restaurant industry where the demand at times is outstripped by
the growth in number of restaurants. Earlier research has shown that dissatisfying
service-encounters are particularly relevant in restaurants (Bitner, Booms and
Tetreault, 1990).

LITERATURE REVIEW

Service Failure and Classification of Service Failures

Service failure involves activities that occur as a result of customer perceptions of
initial service delivery behaviors falling below the customer’s expectations or
“zone of tolerance” (Zeithaml, Berry, and Parasuraman 1993). Academic research
on service failure and of course after that service recovery relatively recent and
still evolving. To date it has focused on conceptual and theoretical considerations
incorporated varying research methodologies and has been conducted in a diver-
sity of industries. Service failure is commonly defined as a mistake, problem or
error that occurs in the delivery of the service (Bitner et al.,, 1990; Hoffman et al,,
1995). Service failures was initiated by Nyquist et al., (1985) cited in Skaalsvik
(2010) on communication difficulties in service encounters. Since then that study
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researchers focused on different perspectives of service failures and service re-
covery. Bitner et al., (1990) classified service failures types. They detect three ma-
jor service failure types. Group 1. Employee response to service delivery system
failures, which are subgroups is response to unavailable service, response to un-
reasonably slow service, and response to other core service failures. Group 2. Em-
ployee response to customer needs and requests; that have subgroups are re-
sponse to "special needs" customers, response to customer preferences, response
to admitted customer error, and response to potentially disruptive others. Group
3. Unprompted and unsolicited employee actions has five subgroups, attention
paid to customer, truly out-of-the-ordinary employee behavior, employee behav-
iors in the context of cultural norms, gestalt evaluation, and performance under
adverse. Chung and Hoffman (1998) suggested three major groups and eleven
subgroups. 1. Service delivery, group 2. Implicit or explicit customer request,
group 3. Unprompted and unsolicited employee actions. Their subgroups are
product defects, slow or unavailable service, facility problems, unclear policy, out
of stock, not cooked order, seating problems, employee behavior, wrong order,
lost order, and mischarged. Nyugen and McColl-Kenedy (2003) explained three
types, 1. Process failure vs Outcome failure, 2. Magnitude of failures 3. Core and
non-core failures. Namkung and Jang (2010) study completely focused on restau-
rant failures and they specified four types of failure. Stage 1: Greeting and seating.
This stage includes the time that a party is greeted by the host and lasts until a
party is assigned to a table by the server. Stage 2: Order taking and delivery. This
stage begins at the time a party is seated at a table, includes ordering drinks and
food, and lasts until the first food course is delivered to the table. Stage 3: Con-
sumption. This stage begins when a party receives its first food and lasts up until
either the party requests the check or the server automatically delivers the check.
Stage 4: Payment and exiting. This stage begins either when the party requests the
check or the server automatically delivers the check and lasts until the party va-
cates the table. Such failures can result in significant costs to the firm, such as lost
customers and negative word of mouth. In 1988, Grénroos suggested that a ser-
vice recovery was an organization’s response to poor quality service. It is becom-
ing common to face a service failure when consumers are request to the same
quality, same taste, and same service expectation every time. Repeated service
failure can cause irreversible damage and even produce bad results for the enter-
prise. Hoffman, Kelley, and Rotalsky (1995) identified eight recovery actions for
restaurants which included free food, discount, coupon, management intervention,
dish replacement, correction, apology, and no action (Hoffman et al,. 1995). Silber
et al,, (2009) worked three major recovery strategies, compensation, assistance,
and no action. According to studies above,

Service Recovery

Service recovery is inseparable part of service failure. Most of the research exam-
ines both of them. Gronroos (1990) cited in Yang (2005) identified service recov-
ery refers to the actions a service provider takes in response to poor service deliv-
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ery.) Service recovery refers to the actions taken to: rectify the service failure, and
with a view to customer retention, convert the negative attitudes of dissatisfied
customers to positive attitudes. Many researchers have found a general rule for
successful service recovery. First, Zemke and Bell (1990) suggested four recovery
strategies, which apology, urgent reinstatement, empathy and symbolic atone-
ment. Bitner et al. (1990) who proposed for an effective recovery, a business ac-
tions should include the following four elements; acknowledgement, explanation,
apology, and compensation. Furthermore, Kelley, Hoffman, and Davis, (1993) and
Boshoff (1997) suggested other essential factors such as offering discounts, man-
agement intervention, replacement and refund, supplying information and react-
ing fast. Cash (1995) cited in Yang (2005) when he studied within British Airways,
suggested there were five steps for successful service recovery; hearing the cus-
tomer’s complaint, apology, empathy, improvement and recording the complaint.
Hoffman et al., (1995) classified the recovery strategies within each failure sub-
groups. Total of 87 types of recovery strategies identified with a great deal of over-
lap across the 11 failure subgroups. After that, they categorized 87 types’ recovery
strategies more manageable number of recovery strategies applicable to a variety
of food service operation. This classification and sorting process resulted in eight
service recovery strategies which are free food, discount, coupon, managerial in-
tervention, replacement, correction, apology, and nothing. (Chua, Othman, Boo,
Abkarim, and Ramachandran, 2010) identified 29 types’ of recoveries. Then they
reduced to a more manageable number of recovery strategies pertaining to food
service industry. This sorting process resulted in five major recovery categories.
Compensatory responses; free of charge, discount, free coupon, free ancillary
product, cash compensation. Corrective responses; total replacement of
food/cutlery, cleaned, fixed, changed, filled in a survey form, chased out, threw
away, took off, fired the worker, checked. Empathetic responses; apologized, ex-
plained, concerned, promised, smile. Authority intervention; admitted inspection
by health authority, changed stall owner, reported in newspaper. No recovery;
ignored, denied, delayed, nonsense excuse. Smith and Bolton, (2002) summarized
these strategies as compensation, response speed, apology and initiation. Alt-
hough these recovery strategies deal with recovering customer satisfaction and
repurchase intention, they do not directly address the ways to diffuse customer
anger. A popular approach proposes recovery strategies based on social exchange
theory and justice theory Nguyen and McColl-Kennedy (2003). Three concepts of
justice are utilized in the theory of fairness: (i) distributive justice (perceived fair-
ness of the specific outcome of the recovery effort); (ii) procedural justice (per-
ceived fairness of the procedure used in arriving at the outcome); and (iii) interac-
tional justice (perceived fairness of the inter-personal behavior in delivering the
outcome) (Chua et al,. 2010).

In fact, a thorough investigation of the literature reveals that research into service
failure and service recovery process has reached relatively sophisticated level.
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METHODOLOGY

A recent review of the service failure and recovery literature recommends in-
depth interviews because they allow the interviewer to discuss a range of service
failures and service recovery. This exploratory study involved in-depth interviews
of first class restaurant managers in Eskisehir, Turkey. A convenience sample of
14 restaurant manager (owners, executive and middle managers) participated in
the study. Structured interviews were conducted with each participant at their
work site. The study explores restaurant managers’ reactions toward service fail-
ure and service recovery. Participants were asked to describe the service failures
that typically happen in their industry. For each service failure incident described,
a series of questions guided the interview, ranging from the seriousness of the in-
cident, to a description of the relevant recovery process. Following questions
asked for that goal. 1. What is service failure according to your business? 2. In
what stage are you encountering the most service failures? 3. Do you have any
strategies to prevent service failure, if any? 4. Do you have an activity involving
service recovery during staff training? 5. Do you have any staff authorized for ser-
vice recovery? If so, what is the duty? 6. What are your recovery strategies? 7. Do
you think your recoveries are successful?

First of all name of the all first class restaurants in Eskisehir has been taken from
two center municipalities called Tepebasi and Odunpazari Municipalities. There
are 21 first class restaurants. One restaurant is on the highway. Three restaurants
are not running the business, one restaurant is not in the city center and two res-
taurants didn’t give appointment. Data collection was done in the month of March
2017. Requested appointment nine of them via telephone. Interviews were made
by appointments and all of these fourteen restaurants have accepted to have an
interview. These interviews had been done with managers/authorized staff of res-
taurants.

Before interviews start, the researchers made some preparation works: (1) The
interviews were conducted individually, all respondents were recorded with the
permission from the respondents; (2) The day before the interview, the research-
ers called for the reconfirmation of the appointment with a brief explanations
about the content of the interview. These preparation works allowed the inter-
view to begin smoother, and allowed for the provision of more events and view-
points. A summary of the interviewers and, their duty in the restaurant are given
in Table I. To provide further background information one interview with a cur-
rent manager of one restaurant was also conducted. Interviews ranged from 10
minutes to 40 minutes, and were tape-recorded. Subsequent follow-up calls were
made to a few of the respondents for further clarity on some issues.

RESULTS

The main objective to having the interviews is to find out the service failures and
service recoveries in the restaurants in Eskisehir. The restaurant managers be-
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lieve that assuming the responsibility of the service failure and the quick response
is recover up for the service failure.

The study was carried out in fourteen first class restaurants in Eskisehir, Turkey.
Hence, the responses from the managers/ authorized personnel is based on inter-
views.

In general, when we take a look at the service failures of restaurants that are fac-
ing with, it is seen that there are a lot of staff/personnel and communication fail-
ures. In particularly, the service failures encountered during taking of orders are
intense. The most common service failures are wrong order, product and cannot
fully describe dinner to the customer.

Table 1. Number of interviewed staff in First Class Restaurants in Eskisehir

Restaurant’s Code Interviewed Staff
R1 Service Chief
R2 Owner
R3 Restaurant Manager
R4 General Manager
R5 Service Chief
R6 Restaurant Chief
R7 Assistant Director
R8 Restaurant Chief
R9 Manager
R10 Restaurant Manager
R11 Captain
R12 Restaurant Manager
R13 Restaurant Manager
R14 Restaurant Manager

CONCLUSION AND IMPLICATIONS

This exploratory study has investigated how service providers view service failure
and recovery. The results clearly suggest that complaints should be encouraged,
that customers need to be taken seriously, with their complaints acknowledged
and actioned with due care. Moreover, service providers should make considera-
ble effort, as this is interpreted positively as concern for their satisfaction. Besides
that, managers do not believe that when they have a service failure it doesn’t mean
that they would lose the customer immediately, but they believe that service fail-
ure cannot be ignored, and it must be recover.
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INTRODUCTION

Understanding the causes making tourists to become attached to a destination is
pivotal for ensuring its sustainability. Repeating choice literature has traditionally
been the theoretical ground for this type of studies. In this paper we add life-cycle
features to the analysis. In a parsimonious approach we start by employing count
data and OLS modelling to estimate how a number of determinants influence the
length of a tourist relation with a particular destination. We further apply quantile
regressions to get deeper insights on how explanatory factors shape the relation-
ship of a tourist with a destination when it evolves along time.

LITERATURE REVIEW

In the literature, repeat visitation is a key variable of the tourist’s decision-making
process, defined by stakeholders as a desired target, although difficult to be
achieved (Salmasi et al., 2012). Repeat visitation is important for the sustainability
of a destination. Tourists that repeat get deeper experiences with the destination,
developing a more complex and rich relationship with the place they visit, and
could raise expenditure and stay duration as visitors explore more extensively the
destination (Alegre et al., 2011). Constant returns to the same place also turn into
more carefully behaviour of tourists regarding the environment, while people
starts to get involved with local culture and authenticity of the tourist place. In
sum, both tourists and destinations benefit of a lasting relationship, making the
tourism visit a more enjoyable and profound experience (Artal & Kozak, 2015).
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On another side, literature also evidences a considerable contribution concerning
the life-cycle concept applied to tourism. Individuals’ behaviour is differently ex-
plained at each stage of their life-cycle by their family conditions, time restrictions
and professional situation. Pearce (1993) pointed out that travel patterns change
as the individual moves through her life-span and family situation. More recent
studies, such as Alén et al. (2014), reveal that the individual’'s domestic age is a
strong influence on the likelihood of choosing to travel and the kind of tourist ex-
perience. A relationship has been discerned in a number of studies linking the life-
cycle stage of the subject, and trip duration (Grigolon et al., 2014). Further it has
been assumed that repeat visitation follows a behavioural pattern (Woodside &
MacDonald, 1994) and this pattern should be explained in their life-cycle behav-
iour.

The present study seeks to assess, by means of econometric models, how a num-
ber of variables influence the duration of a tourist relation with a destination.
First, the research starts by employing count data modelling, as the dependent
variable is the number of years that a tourist has been reaching a particular desti-
nation. Then, and following recent contributions in the literature, a parsimonious
approach is applied in estimation by relying on OLS models. Results are shown to
be roughly similar, hence simplifying the analysis. Further, we apply quantile re-
gression to get deeper insights on how covariates shape the duration of the tourist
relationship with destinations, and how these ties evolve in time. In particular, and
given the interest in exploiting some features of the Duration of Tourists’ life cycle
(DTLC) theory, the investigation highlights the role played by age, travel compan-
ion and professional role as proxies of the stage that the tourist occupy in their
life-cycle, and how it affects their repeating pattern. Other interesting issues to be
investigated include the proximity of the country of origin, the level of satisfaction
reached by the visitor, and the type of accommodation chosen, with special atten-
tion to the issue of second-home and friends-and-relatives” residences following
the literature.

METHODOLOGY

In this study, the length of the tourist relationship with a destination is measured
by the number of years a tourist declares to have been coming to the destination
along her life. As we afford for the possibility that in some particular years the
tourists did not visit the destination, the variable under study resemble to follow a
count data process, as other typical ones identified in the literature (Wooldridge,
2002). We are interested in analysing only those tourists revisiting at least one
year the destination, so, by definition of the experiment, data is truncated at value
1, and accordingly we employ Truncated Count Data (TCD) procedure in estima-
tion.

The sample includes questionnaire data of international tourists visiting Spain.
After depuration, we count on 72,000 questionnaires. A first look at data in figure
1 shows that tourists in the sample present a very steady relation with Spain, with
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a number of years coming that spread from 27 times on average for those with the
longer relationship starting 38 years ago, to 3 times for the most recent tourists
coming since 5 years ago.

Considering trip and socio-demographic characteristics, tourists come predomi-
nantly from the European Union (EU) countries, with middle and old age, mostly
secondary and tertiary educated, travelling for leisure purposes, with an average
degree of satisfaction of 8 out of 10 likert-points scale, occupying a position of
manager and director at work, travelling alone or in couple, to a hotel or family-
and-friends house, enjoying the beach and cultural activities, and visiting some
well-known destinations in the Mediterranean coast of Spain. Their last visit to
Spain took 6.6 nights of mean stay, suggesting that despite the number of their
visits, they still feel attracted to this particular destination.

RESULTS AND DISCUSSION

The estimates of the empirical model are presented in table 1. The table includes
estimates for TCD and OLS models. General results show that all hypotheses in the
model cannot be rejected, with nearly all coefficients being significant. In particu-
lar we see that:

H1 reflects the influence of socio-demographic profile of the tourist on the length
of the relationship with destination. The AGE of the tourist appears to be a clear
determinant of the duration of such relationship. Regarding the COUNTRY OF RES-
IDENCE, traditional EU visitors of Spain coming from Germany, the United King-
dom or France show positive and significant coefficients, what means a positive
contribution to maintaining the linkage with the destination. More distant tourists
coming from America show negative coefficients in contrast. EDUCATION LEVEL is
another important matter in the profile of tourists. PROFESSIONAL STATUS,
where visitors occupying positions of entrepreneurs and managers or directors
use to increase their linkages with the destination regarding the reference catego-
ry of less qualified workers.

H2 is not rejected too, with trip characteristics helping to explain the duration of
the relationship of tourists and destinations. In particular, TRIP PURPOSE shows
that VFR visitors reduce this linkage in comparison with leisure tourists. Regard-
ing TRAVEL COMPANION, those visitors coming with family or in couple show the
highest will to revisit. A higher TRAVEL FREQUENCY, defined as four or more vis-
its per year, seems to reduce the probability of revisiting all years since the dis-
covery of the destination, while higher LENGTH OF STAY increases the ties be-
tween tourists and destinations, so larger stays reinforce the desire to revisit. For
ACCOMMODATION having a second-home at destination or coming to a house
provided by friends and relatives show the highest coefficients.

Test on the hypothesis H3 shows that this cannot be rejected as well. Overall trip
satisfaction level declared by the tourist affects the length of the relationship with
the destination, mainly increasing this in the case of very satisfied visitors. This
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result is in line with the literature, where trip overall satisfaction and fulfilment of
expectations affects the evaluation over the destination made by visitors, influenc-
ing the behaviour on repeat visits and in general affecting the evaluation made by
visitors on the performance capacity of destination in providing quality products
and services (Kozak, 2001). This is important also for mature destinations, as
sund-and-sand ones for example, as pointed out by previous research (Aguilé et al,
2005).

Hypothesis H4 could not be rejected too. Important pull motivations for the Span-
ish destinations are those of beaches and culture. Both motivations show signifi-
cant coefficients, but beaches seems to increase the length of relationship with the
destination, while culture activities seems to reduce them as the cultural visitor
will be looking for other destinations offering new cultural offers.

As we have seen results in the TCD and OLS models seem to be very close. We
move now to implement a quantile regression analysis in order to analyse how the
influence of factors in the model varies when the relationship of tourists with a
particular destination develops in time. In particular we define five quantiles of
the model according to the nature of the distribution in the dependent variable. In
general, results in table 1 shows most of these effects to be significant and varying
along the quantiles defined. We also run an F-test, for the null hypothesis of equal-
ity of coefficients across quantiles, for each explanatory factor. As seen in the table,
effects differ across quantiles, with coefficients of covariates changing when tour-
ists” relationship with the destination increases with time. A very interesting re-
sult is the one showing how AGE is becoming even more important to explain
linkages with the visitor for upper quantiles, a visitor which gets more tied to the
destination when this relationship develops in time and the visitor becomes older.
The effect of age more than double for visitors with more than 50 years old after
only 5 years coming, showing a rapid capacity of the Spanish destinations to de-
velop intense ties with the foreign visitor. Other important effects on length of re-
lationship duration are found for covariates related to the life-cycle, such as pro-
fessional state, traveling companion (family trips), and second-home and VFR-
related vacations. Other covariates in the model showing changing their explana-
tory power when the relation of tourists with destination extends are those of
travel frequency, level of satisfaction, and some pull (beaches and culture) and
other destination characteristics, as shown in the table. In this way, the relation-
ship tourist-destination would be more intense in terms of ensuring lasting revis-
iting behaviours for some targeted groups, requiring some renovation of the des-
tination for other unusual visitors.

CONCLUSION AND IMPLICATIONS

The aim of this study was to analyse the duration of tourists’ relation with a desti-
nation. Different modelling strategy has been applied, with results favouring the
parsimonious approach of OLS models. Quantile regression has been also applied,
with coefficients for some covariates in the model changing when the tourist rela-
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tionship with the destination grows. In general, we have seen that traditional re-
peating behaviour covariates maintain part of the explanatory power, however,
new information is gained in this framework when tourist lyfe-cycle covariates
have been introduced in the analysis. Quantile regression results have proven to
be important in explaining the length of tourist relationship with destinations.
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Figure 1. Distribution of the length of relationship with a destination for the average tourists. Spain
2013
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Table 1. Modelling the length of the tourist’s relationship with Spain
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INTRODUCTION

This paper aims to indicate some relations between hospitality in sharing econo-
my accommodation options and the concept of co-creation through literature re-
view and empirical research by using the participant observation method.

Co-creation happens when a client is proactive on creation of a product in such a
way that during this dynamics consumer and producer play mixed roles. Due to
disruptive technological platforms, that narrow peer-to-peer communication, cur-
rently there is a more empowered consumer and traditional business models are
getting obsolete (Prahalad & Ramaswamy, 2004).

Sharing economy is a trendy and also a big disruption for traditional ways of con-
sumption. Some refers it as one of ten ideas which will change the world (Karlsson
& Dolnicar, 2016), while researchers predict that will change the dynamics of ac-
commodation sector in Hospitality and Tourism (Cheng, 2016). Accommodation
sector is being completely transformed by peer-to-peer networks, and Airbnb can
be considered a pioneer (Karlsson & Dolnicar, 2016).

Empirical research was done during a family vacation trip; guests stayed on a
house booked through Airbnb and it was possible to observe, through participant
observation method, relations between host and guest since the planning of the
trip until the end of it. Currently impressive figures can be found when analyzing
this network; in 2016 alone roughly 1 million guests booked their accommodation
via Airbnb (Airbnb, 2017).

The main goal of this study was to indicate co-creation and hospitality relations
between hosts and guests on a accommodation network related to sharing econ-
omy model.

Amongst specific goals are the act of registering some dynamics of such guest and
host relation before and during an accommodation experience in a peer-to-peer
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network, verifying the existence of co-creation before the trip and identifying the
hospitality dynamics during this same trip.

LITERATURE REVIEW

When thinking about traditional marketing techniques, people can be prone to
think on traditional ways that enterprises promote their services and persuade
their clients in an also traditional communication flow, from the company to the
consumer. In such dynamics, the company has to create value and the client must
be convinced (Prahalad & Ramaswamy, 2004). Nowadays consumers are no long-
er satisfied with this model and want also to be an influencer through value crea-
tion. In traditional business models, companies and clients have their roles well
defined: producer and consumer (Prahalad & Ramaswamy, 2004). However, a
new way has emerged: co-creation, with a more connected and empowered “cli-
ent”, where consumer and producer roles are mixed. All this need of co-creation
gets more evident when analyzing sharing economy, an increasing sector of the
economy that evolves peer-to-peer transactions (Cohen & Sundarajan, 2015).

Even though the future of sharing economy is uncertain, mainly due to regulations
and stakeholders’ conflicts of interests, it is a phenomenon that is here to stay
(Heo, 2016). In sharing economy, unused items are shared between pairs (peer-to-
peer) (Cheng, 2016). These items can include from an unused drilling machine to
bikes, cars or even rooms in a house. In accommodation sector the most important
profit-based network is Airbnb, with incomes higher than Hyatt hotel chain
(Cheng, 2016). Once these products and services are offered by an ordinary citi-
zen, it means peer-to-peer, the environment gets more favorable to the so called
co-creation. Another highlight on this dynamics on accommodation sector is that
guests using Airbnb claims that they don’t want to save some money only, but also
experience the destination like a local (Heo, 2016).

METHODOLOGY

Participant observation was the chosen method for this paper, since it can be con-
sidered an efficient research technique in tourism, including tourist satisfac-
tion/dissatisfaction (Bowen, 2002).

Literature review was the first method adopted, in order to gather articles about
sharing economy, hospitality and co-creation that were indexed on Scopus. Books
were also considered. This material was then a guideline to the creation of a script
for the observation, once proper preparation is required to develop an observa-
tion strategy making it easier, this way, the achievement of the results (Dencker &
Via, 2002).

During the trip and the accommodation on Airbnb guesthouse, a notebook was
used as a registering tool. Such notes were used then to analyze all the collected
information. All the communication made between host and guest during the
booking process, before guests” arrival and during the trip, via Airbnb website,
SMS and Whats app were also registered and used as data to be analyzed.
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This empirical research was made during a vacation family trip, with two adults
and two children, going to Floriandpolis (a beach destination in southern Brazil) in
January 2017. The family stayed in a home booked through Airbnb app. All the
family members participated on the decision process of choosing such house and
there were some previous criteria that the house should fit: safety (unprotected
balconies or pools, stairs), walking distance to the beach (to avoid long car rides
with children), structure (amount of rooms, playground, entertaining options) and
price.

Five houses were finally selected and each host was contacted through Airbnb
communication tool. There was a script with five standard questions about issues
beyond infra structure: a) how safe for kids was the beach close to the house (once
Florianépolis has the reputation of a destination for surfers), b) which where the
leisure options on the neighborhood, c) how was exactly the access to the beach
from the home it was supposed to be booked d) if other kids have stayed before in
that house and e) further details about privacy and noisy neighbors or streets.

One of the criteria to choose a house would be how the host would answer all
these questions and the dynamics of this host/guest communication process
would be analyzed to be verify if there was co-creation on this pre trip period.

From all the five contacted hosts, one did not answer the questions, one informed
that the house would be under refurbishment, one asked to be contacted through
Facebook only and the remaining two answered all the questions. One of the hosts
noticed that had a competitor and offered a promotional rate to make the guest
decide more easily. Since price was an item to analyze, this was the one the family
chose.

A notebook was taken to the trip and the researcher took notes twice a day with
observations about interactions between host and the guest family, feelings of
family members about being welcome or not, some behaviors of the host, besides
main features of the house. This hospitality feelings of the family were analyzed
under definition of hospitality by Telfer (2004), that states that good hosts are the
ones that make their guests happy and the definition about guest, according to the
same author, was the person that needs accommodation, without having any pre-
vious relationship with the host.

RESULTS

Analysis of the experience before the family accommodation on the guesthouse
was made based on the proposition that “guests play a collaboration role on creat-
ing service and hospitality experience on sharing economy networks”. Determined
as proposition 1 (P1), it was used as a guideline to analyze the content of the mes-
sages between host and the family before the trip and their demands to choose a
host/house.

It was possible to verify on empirical research that tourist’s co-creation brings a
more positive vacation experience (Heo, 2016). This family travelled more confi-
dent and certain that would not have disappointments regarding the determined
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demands they had when created the five question script. When the family finally
got to the house and confirmed the veracity of all the information, they were more
relaxed to enjoy some quality time at the house.

This proposition (P1) keeps supported when it was identified that no traditional
communication flow happened (from the company to the consumer) (Prahalad &
Ramaswamy, 2004), once the family was the one that created some demands and
was not persuaded to purchase something that was not exactly what they wanted,
making more evident that there was instead a co-creation proccess.

It was also verified that on sharing economy (peer-to-peer), this co-creation issue
gets more evident, once there is not a determined role for each part of a transac-
tion (producer x consumer); very differently of traditional ways of consumption
where companies are the producers and there is also a consumer (Prahalad &
Ramaswamy, 2004), on sharing economy these roles get mixed. On participant
observation, this fact got even more evident once the family basically created the
product they wanted.

For the analysis during the accommodation period, a second proposition was stat-
ed (P2) that says “even without any professional training, a host can provide a
positive experience to guests through interaction and hospitality”.

Sharing economy brings a wide discussion about it once guests stay on a unused
space of hosts home (Cheng, 2016), so there is not the same standards that can be
observed on commercial hospitality (hotels, for instance) and despite of the fact
that this host x guest relation happens on host’s house, it cannot be considered as
private domain either (Lashley, 2004).

So, a theoretical support for proposition 2 was found on Telfer that states that one
has a hospitability feature once it is not hosting by obligation (Telfer, 2004).

On empirical research, such observation was made during the stay of the family,
when the host was always checking her guest’s needs, giving tips about local activ-
ities, lending some basic items and even bringing her own children to play with
the children of the guest family.

CONCLUSION AND IMPLICATIONS

This paper brings to attention co-creation during decision making process when
choosing accommodation on sharing economy networks.

It was verified that guest’s positive experiences are related to host’s attitude dur-
ing the stay on such guesthouses.

Currently, with disruptive technological platforms, consumers are getting more
empowered and should not have be persuaded to purchase a product and/or ser-
vice, but participate on the construction of an experience instead.

Hosts don’t need an elaborated professional training to become a good host and
offer a positive experience to guests. Some travelers are just looking for an authen-
tic experience by interacting with locals.
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Sharing economy still have some challenges, mainly about regulation, but it is
something that came to stay.
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INTRODUCTION

In the past 15 years, the restaurant industry experienced a significant shift toward
the locally produced food (Frash et al., 2015). During this period more than 4,500
new local-food restaurants have been opened in the U.S. market only (Jones-
Ellard, 2011). These restaurants generate more than $11 billion annual revenue
(Frash, DiPietro & Smith, 2015). However, despite this increase, the chain restau-
rants seem to lag behind this trend and rely predominantly on large corporate
suppliers who distribute industrially produced food (DeWeerdt, 2011). In compar-
ison to imported or industrial food, there are no official definitions of what is con-
sidered “locally sourced food.” Inwood et al. (2009) suggest that food produced in
the same province or a smaller geographical region where the restaurant is locat-
ed can be considered local. Although previous studies examined customer’s pref-
erence for local ingredients and their willingness-to-pay a price premium for
meals prepared with mainly local ingredients, the broader socio-economic signifi-
cance of local food movement has not been captured.

The objective of the present study is to develop a socio-economic framework that
would explain the benefits of promoting locally produced ingredients at local res-
taurants. Specifically, we conceptualize our framework based on the Social Ac-
counting Matrix model.

LITERATURE REVIEW

Social accounting matrix (SAM) framework is a widely adopted matrix accounting
model, developed a logical extension of Wassily Leontief’s Input-Output (I-0) ma-
trix (Pyatt & Round 1995). The I-O matrix was rooted in an even older model
"Tableau economique” presented by the French Economist Francois Quesnay in
1758. The core of the input-output matrix and therefore a major part of SAM
framework is a production function:
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X=AX+Y

This function is based on the premise that the entire output of the economy is
equal to interindustry consumption AX and final demand Y. Matrix A represents a
set of transaction coefficients between different industries. For example, aj; as a
single element of the matrix would represent a standardized coefficient of how
much input one industrial sector requires from the other. The A matrix is calculat-
ed from the real input-output table which involves all industry sectors. The input
of industry j toward industry i is divided by the total input of industry j. After sev-
eral transformations of the formula above, a main I-O matrix formula can be pro-
duced:

X = (1-A)1Y

In this formula, (1-4)-! represents Leontief multiplier. This matrix is used to calcu-
late the changes in the total output of different industrial sectors once the change
in Y vector of demand is implemented.

Several studies tried to implement input-output analysis to generate the effect of
tourism and hospitality industry (Archer & Fletcher, 1990; Briassoulis, 1991). The
objective of these studies was to test if the increase in tourism and hospitality de-
mand would have a beneficial effect on the economy. One of the major problems
with this type of analysis was the fact that tourism and hospitality are heterogene-
ous industries which cannot be represented by a single column and row in the in-
put-output table. Instead, Tourism Satellite Accounts is a system used to approxi-
mate total tourism demand, calculated as a combination of various activities such
as transportation, restaurants, hotels, attractions, etc.

A major drawback of such analysis is that it does not show directly which seg-
ments of the society and the economy receive the most benefit from the increase
in industry demand. Specifically, tourism impact analysis should focus on the ben-
efits generated by the increase in tourism demand.

Sir Richard Stone expanded -0 matrix by including additional factors and institu-
tional activities, thus creating SAM. A SAM is a particular representation of the
macro and meso-economic accounts of a socio-economic system, which captures
the transactions and transfers between all economic agents in the system (Pyatt &
Round, 1985; Reinert & Roland-Holst, 1997). According to Sir Stone, the greatest
contribution of SAM approach is the possibility for disaggregation of different
economic activities, especially households. Though SAM framework was used for
the UK and selected developed western economies, in time this framework has
seen as beneficial also for developing and underdeveloped countries. The flexibil-
ity of SAM coming from the different level of aggregation/disaggregation allows
calculating the impact of even minor changes in the economy on other segments of
the society. Therefore, many aggregated accounts, such institutions, can be divided
into smaller individual accounts. For example, it is possible to segregate house-
holds based on their income or geographical location to capture the impact of cer-
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tain activities on a specific social segment. The simplified SAM framework is
shown in figure 1.

Figure 1. SAM framework

Institutions | Other Total
(Trade)
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Four key elements of the SAM framework are:
1. Production activities - services, manufacturing, agriculture
2. Institutions - households, government, other institutions
3. Factors - labor, capital, land
4. Other - international or cross-regional trade

The production activities in a simplified form are services, manufacturing, and ag-
riculture which can be disaggregated in a number of smaller industrial sectors.
Institutions represent final demand for goods and services. They also supply labor
and capital for the factors that give transfer the same labor and capital to produc-
tion activities. Others section represents international or interregional trade de-
pending what type of SAM is used since SAM can be used for the entire economy of
one country or just a for a certain region.

Two separate groups of rows can be recognized within SAM framework—the
monetary and tangible rows. Production activities supply institutions (e.g. house-
holds, government) with goods and services. Institutions provide factors with la-
bor and capital. Factors provide production activities with factors of production.
At the same time, institutions pay production activities for the goods and services.
Production activities pay factors and factors pay institutions salaries/wages and
interests. Additionally, products and services, as well as capital and labor, can be
imported and exported and also institutions can both receive and send monetary
instruments to different countries and regions.

Because of the ability to address poverty elevation problems, SAM framework was
extensively used in regional and development studies (Kyereme & Thorbecke,
1987; Pyatt & Round, 1995;). For example, Pyatt and Thorbecke (1995) have ana-
lyzed the effect of different SAM multipliers in the case of Sri Lanka and the poten-
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tial to conduct poverty elevation. Additionally, the extant research examined how
tourism and hospitality activities can be used to reduce regional poverty.

Liu (2003) expressed concern that the effect of tourism demand might not be as
beneficial as expected considering that the distribution of benefits is not always
directed toward those that need it most. SAM framework, unlike classical I-O
framework, allows not only to see the impact of tourism demand on overall econ-
omy but also it can specify which segments of the society benefit most. These type
of studies are of major importance at this moment considering that the disparity
between rich and poor segments of society has reached pre-Second World War
level (Redding & Venables, 2004). New data indicates that Pareto optimum that
20% of the wealthiest population holds 80% of wealth is no longer true suggesting
that disparity between 20% of the wealthiest and 20% of the poorest segments is
currently higher than it was at any moment in the past 60 years.

SAM framework and locally produced ingredients

The consequences of an increase in demand in any sector will depend on the level
of regional purchase coefficients (RPC). The level of RPC coefficient, impacts if the
increase in demand (e.g. tourism) will have a positive effect on the local economy
or the effects will be reduced and spilled over to other regions. For example, as
restaurant demand increases, it drives the demand for all of the economy sectors.
Typically, if the locally produced supplies cannot increase to meet the heightened
demand, this would result in an increase in imports. That way a positive effect of
the increased restaurant activities would be largely spilled-over to other regions.
However, the economic benefit of promoting locally produced ingredients as in-
termediate inputs at local restaurants would have a different effect on the econo-
my compared to an increase in demand for imported products. Specifically, the
following sequence is expected (Figure 2):

Figure 2. Proposed model
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If we assume that restaurants in a certain region need the total interindustry input
of $XXX at the current level of output, this input could be provided 50% from a
local supplier and 50% from import (either international or cross-regional). Thus,
the RPC for the restaurant sector is 0.5. If the restaurants start purchasing more
locally produced ingredients the RPC for restaurant sector would increase (e.g. 0.
75). In other words, only 25% is imported. The change in RPC would have an im-
pact on “A matrix” and all the transaction coefficient between other sectors, and
restaurant sector would increase. Specifically, the most important input for res-
taurant sector is agriculture, which implies that aj coefficient between agriculture
and restaurants would increase, for example, from 0.2 to 0.3.

This change would lead to an increase in the output of all sectors that supply res-
taurants and therefore the total output of the economy, while the strongest benefit
should be seen in the agriculture sector. This increase would be accomplished by
the substitution of imports with local production. Considering that most of the sec-
tors and specifically agriculture would now have higher output, they would re-
quire higher input from other sectors and factors of production. The increase in
the input from factors, in a sector as labor intensive as agriculture, would result in
a higher number of people employed in this sector because agriculture would now
require more workers to accomplish higher production. Similarly, other sectors
would need to increase both labor and capital input.

Based on the SAM framework factors need to pay institutions, such as households,
for new labor and capital. Thus, institutions would now have higher disposable
income that they could use to spend on products and services which would lead to
another increase in demand until general equilibrium is reached.

Specifically, the poorest households could benefit the most from this activity. Con-
sidering that highest percentage of increase in wages and salaries should happen
in agriculture (the factor that should provide the highest input to local restau-
rants), agricultural labor should benefit most. On the other hand, agricultural la-
bor usually comes from households with the lowest income, and which would
benefit the most from a promotion of locally produced ingredients in local restau-
rants.

CONCLUSION AND IMPLICATIONS

The previously described framework should be further tested using a simulation
study. The benefit of the entire endeavor might not be large, but it could still be
beneficial for the economy in general and the lowest-earning households. The log-
ic is similar to some of the economic policies that were used in underdeveloped
countries. These policies were based on self-sufficiency and import substitutions.
However, most of those efforts were not as productive as an effort to stimulate
export and increase the output of specialized sectors.
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INTRODUCTION

The supply of enriching tourism experiences is a crucial factor for the competi-
tiveness of tourism destinations. Satisfying encounters among visitors and be-
tween hosts and visitors can have an important role to create rewarding and
memorable tourism experiences. The social interaction in tourism is a very com-
plex concept that has been analyzed both in the perspective of visitors (e.g. Eu-
sébio & Carneiro, 2012; Fan, Zhang, Jenkins, & Tavitiyaman, 2017; Kastenholz,
Carneiro & Eusébio, 2015; Pizam, Uriely, & Reichel, 2000) and of residents (e.g.
Andereck, Valentine, Knopf, & Vogt, 2005; Sinkoviks & Penz, 2009; Weaver & Law-
ton, 2001). A limited number of published studies analyses the encounters that
each visitor has with residents and with other visitors in a tourism destination.
Moreover, although the youth tourism market is recognized as a very important
tourism segment that is in the beginning of a long travel career (Eusébio & Car-
neiro, 2012), the intensity and the types of social interaction in this market have
received little attention in the tourism literature.

The present paper extends the previous studies carried out on the youth tourism
market in three areas. First, different types and intensities of social encounters
between visitors and residents and between visitors and other visitors in a tour-
ism destination are analyzed. Second, both positive and negative consequences of
these encounters to young visitors are examined. Third, the direct and indirect
effects of several travel motivations of the young visitors on several types of social
encounters and on consequences of these social encounters are analyzed through
a structural equation model.
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LITERATURE REVIEW

Social contact in tourism is a complex construct influenced by several factors and
with several consequences on satisfaction of both residents and visitors. During a
trip, each visitor may interact with other visitors and with hosts and, consequent-
ly, several types of encounters may occur. These encounters may be more infor-
mal, close and intense or may be more formal, superficial and brief. The literature
suggests that the second type of social encounters is the most frequent in tourism
(Eusébio & Carneiro, 2012; Reisinger, 2009).

Several factors may influence the intensity, type and nature of social contact in
tourism. The characteristics of both parties involved in the process (visitors and
hosts), type of tourism destination, travel behavior and travel motivations (Eu-
sébio & Carneiro, 2012; Pizam et al.,, 2000; Sinkovics & Penz, 2009) are the factors
more frequently referred. However, only a limited number of studies analyses the
influence of these factors on intensity of social interaction in the perspective of
visitors (e.g. Eusébio & Carneiro, 2012).

Travel motivations are one crucial determinant of social contact in tourism. Sever-
al motivations can originate several types of encounter (Eusébio & Carneiro, 2012;
Reisinger, 2009). If visitors want to meet new people and increase their
knowledge, the interaction with other people is more likely to occur. On the other
hand, if the visitors want to rest, the interaction will tend to be lower.

Several theories related to social contact in tourism suggest that the encounters
between people of different cultural backgrounds may result in positive outcomes
(e.g. cultural enrichment, mutual appreciation, understanding, respect, tolerance)
but may also originate negative outcomes (e.g. develop negative attitudes, increase
tension and hostility, develop stereotypes) (Reisinger & Turner, 2003). These out-
comes are strongly related to intensity, type and nature of the social encounters.
In this context, the great challenge of the tourism industry is the implementation
of strategies to maximize the positive outcomes and minimize the negative out-
comes of social encounters.

Based on the literature reviewed, a research model is proposed (Figure 1).
e H1 - The travel motivations influence the intensity of visitors’ interactions
with other visitors and hosts

e H1la - The travel motivations of knowledge, challenge and novelty have a
positive effect on the intensity of visitors’ interactions with other visitors
and hosts

e H1b - The travel motivations of escape has a negative effect on the inten-
sity of visitors’ interactions with other visitors and hosts

e H2 - The intensity of visitors’ interactions with other visitors and hosts
contributes to increase the positive outcomes of the interaction
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e H3 - The intensity of visitors’ interactions with other visitors and hosts
contributes to decrease the negative outcomes of the interaction

Figure 1. Proposed research model

Travel motivations
Positive outcomes of the
Ho interaction
Knowledge
Hla
Challenge
+ ) ) +
Novelty Interaction with other
visitors and with hosts
H1b 3 .
Escape Negative outcomes of the
) interaction
METHODOLOGY

A questionnaire survey was carried out among the students of the University of
Aveiro (Portugal). Students were asked to consider the longest travel made in the
last three years and to answer questions about this trip. Respondents should men-
tion whether they agreed that 12 features, selected from previous research (Kim
Oh, & Jogaratnam, 2007; Richards, 2007), motivated their trip, using a scale from 1
“completely disagree” to 7 “completely agree”. Students had to report how often
they had specific types of interactions (e.g. sharing meals, exchanging gifts) with
local residents and other visitors and contacted with them in some places (e.g. in
the street, in monuments), using a scale from 1 “very rarely” to 7 “very frequent-
ly”. A total of 24 items (from De Kadt 1979; Eusébio & Carneiro, 2012; Reisinger &
Turner, 1998) were used. Respondents should also report positive and negative
effects of the interaction expressing their agreement with 8 items (based on
Reisinger & Turner, 2003), using the same Likert type scale adopted for motiva-
tions. Finally, the questionnaire included questions on sociodemographic charac-
teristics.

Respondents were selected using a quota sampling based on the area of studies
and the questionnaires were administered in March and April 2013. A descriptive
analysis, three Principal Component Analysis (PCA) and Partial least squares
structural equation modelling (PLS_SEM) were carried out.
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RESULTS

The sample was composed by students (N=399) with, in average, 21 years old and
by only slightly more women (54%). Four dimensions of motivations emerged
from the PCA on motivations - knowledge, challenge, escape and novelty. There
was a prevalence of novelty motivations (5.64 in average) but people also showed
very high knowledge and escape motivations, with 4.97 and 4.81 in average, re-
spectively. Challenge motivations were considerably lower (4.00). The PCA on in-
teractions permitted to identify six dimensions of interactions: close interaction
with residents, interaction with visitors at recreational attractions and facilities,
close interaction with visitors, interaction with residents at recreational attrac-
tions and facilities, interaction in cultural attractions, interaction to obtain infor-
mation. Visitors’ interaction with local residents and other visitors is extremely
low. The interactions with residents, both on facilities (4.09 in average) and to ob-
tain information (3.82), are the most frequent. The least frequent interactions are
close interactions with residents (2.49) and interaction in cultural attractions
(2.90). The PCA on the outcomes of interaction generated two factors, one repre-
senting positive outcomes (e.g. tourists’ enrichment, ability of interaction, increase
of respect) and another the negative outcomes (e.g. increase in stress, develop-
ment of inferiority feelings). The interaction has more positive outcomes (4.39)
than negative ones (2.16).

The PLS estimation assessment comprises two stages. First, when assessing the
reliability and validity of the outer model, the requirements were clearly met:
composite reliability (> 0.7), outer loadings (> 0.6), average variance extracted (>
0.5) and discriminant validity (heterotrait-monotrait ratio of correlations < 0.9).
Second, the inner model estimates were examined, considering the path coeffi-
cients and corresponding significance levels. The indirect and total effects of the
independent constructs on the dependent ones were also analyzed.

Regarding the impact of motivations on interaction (hypotheses Hla and H1b),
knowledge motivations stand out showing a significant influence on all interaction
dimensions (Table 1). In turn, three of the six interaction dimensions exercise a
statistically significant impact on both outcomes of interaction (positive and nega-
tive) (hypotheses H3 and H4). As expected interaction to obtain information regis-
ters a negative impact on negative outcomes and a positive one on positive out-
comes, while close interaction with residents and interaction in cultural attrac-
tions show contradictory impacts (contributing to increase both positive and neg-
ative outcomes). Moreover, only knowledge motivations, with influence on both
positive and negative outcomes, and challenge motivations, on positive effects of
interaction, register statistically significant indirect impact on outcomes of inter-
action. The R? values range from 0.106 (interaction in cultural attractions) to
0.396 (positive outcomes of interaction), indicating that the model has moderate
predictive value and is capable of explaining endogenous constructs.
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Table 1. Hypotheses testing

Direct effects significance Result
Hypotheses Path t Q

coefficient values® values

H1. Motivations -> Interaction Strongly supported
Hla. Knowledge, challenge and novelty motivations - Interaction
Knowledge motivations > Close interaction with residents 0.307 5132 0.000 Positive influence
Zx:;i\;riesdge motivations > Interaction with visitors at recreational attractions and 0.281 4467 0.000 Positive influence
Knowledge motivations = Close interaction with visitors 0.201 3.414 0.001 Positive influence

Knowledge motivations > Interaction with residents at recreational attractions and e
0.291 4.482 0.000 Positive influence

facilities

Knowledge motivations -> Interaction in cultural attractions 0.328 5.152  0.000 Positive influence
Knowledge motivations - Interaction with residents to obtain information 0.325 5.310 0.000 Positive influence
Challenge motivations -> Close interaction with residents 0.107 1.849 0.064 -
Challenge motivations -> Interaction with visitors at recreational attractions and facilities ~ 0.151 2.636  0.008 Positive influence
Challenge motivations > Close interaction with visitors 0.150 2.662 0.008 Positive influence

hall ivations > & ion with residents 2 ional i
Challenge motivations Interaction with residents at recreational attractions and 0.040 0.688  0.492 B

facilities

Challenge motivations > Interaction in cultural attractions 0.037 0.643  0.520 -
Challenge motivations > Interaction with residents to obtain information 0.074 1.308 0.191 -
Novelty motivations -> Close interaction with residents -0.046 0.918 0.359 -
Novelty motivations -> Interaction with visitors at recreational attractions and facilities -0.071 1.265 0.206 -
Novelty motivations > Close interaction with visitors 0.044 0.851  0.395 -

Novelty motivations -> Interaction with residents at recreational attractions and facilities 0.055 0.992  0.321 -

Novelty motivations -> Interaction in cultural attractions -0.055 1.064 0.287 -
Novelty motivations -> Interaction with residents to obtain information 0.106 2.002 0.045 Positive influence
H1b. Escape motivations -> Interaction Slightly supported
Escape motivations -> Close interaction with residents 0.072 1.264 0.206 -
Escape motivations -> Interaction with visitors at recreational attractions and facilities 0.017 0.313 0.754 -
Escape motivations > Close interaction with visitors -0.139 2.597 0.009 Negative influence
Escape motivations -> Interaction with residents at recreational attractions and facilities -0.041 0.815 0.415 -
Escape motivations -> Interaction in cultural attractions -0.020 0.348  0.728 -
Escape motivations -> Interaction with residents to obtain information 0.064 1.202 0.229  Positive influence
H2. Interaction -> Positive outcomes of interaction Strongly supported
Close interaction with residents -> Positive outcomes of interaction 0.099 2.241 0.025 Positive influence

Interaction with visitors at recreational attractions and facilities -> Positive outcomes of

0.085 1.521 0.128 -
interaction
Close interaction with visitors -> Positive outcomes of interaction 0.268 4.860 0.000 Positive influence

Interaction with residents at recreational attractions and facilities > Positive outcomes
0.044 0.843  0.399 N

of interaction
Interaction in cultural attractions - Positive outcomes of interaction 0.123 2.574 0.010 Positive influence
Interaction with residents to obtain information -> Positive outcomes of interaction 0.233 4.300 0.000 Positive influence
H3. Interaction > Negative outcomes of interaction Slightly supported
Close interaction with residents > Negative outcomes of interaction 0.237 3.933 0.000 Positive influence
Interaction with visitors at recreational attractions and facilities -> Negative outcomes of
0.046 0.780 0.435 -
interaction
Close interaction with visitors > Negative outcomes of interaction 0.018 0.283  0.777 -
Interaction with residents at recreational attractions and facilities > Negative outcomes
8 0052 0884 0377 -
of interaction
Interaction in cultural attractions -> Negative outcomes of interaction 0.222 4.161 0.000 Positive influence
Interaction with residents to obtain information - Negative outcomes of interaction 0.216 3.616 0.000 Negative influence

Note: - No significant influence

* tvalues were obtained with the bootstrapping procedure (5000 samples) and are significant at the 0.001 level (two-tailed test)
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CONCLUSION AND IMPLICATIONS

The study suggests that the interaction of young visitors with host and other visi-
tors during tourism trips is still low. Motivations are important determinants of
the interactions of young visitors, with motivations to increase knowledge being
the most likely to induce interaction with both hosts and visitors. This research
corroborates previous research, showing that superficial contacts tend to occur
more frequently than close interaction (Eusébio & Carneiro, 2012; Reisinger,
2009). Nevertheless, close interactions with visitors and contacts with residents to
obtain information are the most powerful in increasing positive outcomes of in-
teraction. Findings also remark that the intensity of interaction has more impact in
increasing the positive outcomes of the interaction than in decreasing the negative
ones. Moreover, the social contacts of young visitors tend to have more positive
outcomes than negative, what highlights the important role that interaction during
tourism trips may have in the life of young visitors.

Considering the conclusions above presented, it is of utmost relevance to promote
opportunities of interaction between young visitors and both, local residents and
other visitors, in the scope of tourism trips and appropriately manage these inter-
actions. It seems especially important to offer opportunities for close interactions
with visitors and of contact with residents where residents assume an active role
in providing information, since these kinds of interaction are considerably low and
are the most likely to generate high positive outcomes. One strategy is to design
organized trips or organized activities (e.g. events) to young visitors, where they
contact with other visitors for a longer period, sharing meals and talking with
them, in order to have a more in depth knowledge about them. It is also relevant to
sensitize residents to be friendly and helpful to young visitors, mainly when
providing information, and to involve local people in the provision of tourism in-
formation to visitors, both in tourism attractions and tourism facilities (e.g. tour-
ism offices).
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INTRODUCTION

Tourist experiences are memorable activities, perceptions and events in a destina-
tion that positively affect tourist behavior. According to Huang and Hsu (2009),
the tourism experience is influenced by tourists’ multiple interactions with the
physical and human environment, the nature of his/her participation being essen-
tial to the way the experience is lived. Hosany and Gilbert (2010) found that love,
joy, positive surprise are emotions that can relate to experiences in the destinati-
ons. Sensory, affective, behavioral and intellectual experiences have also been dis-
cussed as major sources of experiences in tourism.

Destinations would be more successful in creating loyalty and recommendation if
they would be able to understand the experiential components of their offerings
(Hosany & Gilbert, 2010). Hence identifying and understanding the components of
visitor experiences is critical for destinations’ success (Kim & Brown, 2012). A
stream of research has already explored experiences in different settings (hotels,
attractions, theme parks, cruises, restaurants) however the overall tourist expe-
riences in destinations have been neglected or analyzed from psychological, social
or affective perspectives and usually tried to describe tourists’ experiences wit-
hout clearly identifying the supply side objective measures. The data required for
these scales (e.g. novelty, intellectual cultivation, relaxation, pleasure) are not ea-
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sily available without a sophisticated system for collecting data on visitors’ expe-
riences.

Exploring the features of travelers’ supra-experiential destinations would be con-
sidered as a more holistic and practical approach rather than merely concentra-
ting on one destination. Rather than describing experiences from a demand pers-
pective this paper sets out to look at experiences from a broader and more holistic
perspective including characteristics of superior destinations and their impact on
positive tourist behaviors. While doing so it also aims to provide managerial imp-
lications for DMOs and other stakeholders in the destination. The main purpose of
this study therefore is to identify the environmental features of destinations iden-
tified as the best experiencescape ever by tourists and how these affect recom-
mendation behaviors.

LITERATURE REVIEW

Tourism is a complex human experience integrating various personal characteris-
tics with clues acquired in a destination (Gunn, 1988). When deciding on a desti-
nation travelers evaluate different attributes of the destination which might also
be referred to as the pull factors. Mill and Morrison (1985) list attractions, facili-
ties, infrastructure, transportation and hospitality as basic pull components of a
destination. Quan and Wang (2004) discuss service related destination qualities as
supporting experiences. Thus accommodation facilities, service staff, physical
comfort, safety, cleanliness, landscaping, public transportation in the destination
might also be regarded as a part of tourists’ experience (Cetin & Bilgihan, 2016).
Infra-structure, value for money spent, accessibility, local culture, physiography
and climate, entertainment, environmental management (e.g. crowd, noise, clean-
liness), landscapes, quality of service, variety of activities, signage, availability of
information, local food, traffic, safety and security, special events and hospitality
are also listed as experiential factors in a destination by Kim (2014). Weather, ho-
tel standards, cleanliness and upkeep, geographical setting and scenic beauty, sa-
fety, ease of reach, friendliness and helpfulness of locals, artistic and cultural ame-
nities, ease of getting around, crowding and congestion, nightlife and entertain-
ment, quality restaurants, shopping alternatives, attractiveness of prices and
adequacy of public services were identified by Haywood and Muller (1988). These
attributes are also widely covered in destination competiveness literature (e.g.
Crouch & Ritchie, 2005).

Experiences during a trip might either be positive or negative. According to Ozde-
mir et al. (2012) attributes of the destination play an important role in determi-
ning satisfaction and positive future behaviors of visitors such as loyalty and re-
commendation. These experiences might be so powerful that the tourist might
become emotionally attached to the destination and become loyal visitors visiting
the same destination over and over again (Hidalgo & Hernandez, 2001) and re-
commend the experience to others (Cetin & Istanbullu, 2014). If a tourist is not
satisfied with his experience in a destination it is unlikely that he will return or
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recommend the destination which affects the future number of visitors to the des-
tination. Despite valuable contributions on destination experiences no study so far
attempted to analyze the relative importance of these items and their impact on
tourist behaviors in destinations identified as superior by tourists.

METHODOLOGY

This paper explores the experiential characteristics of travelers’ supra destinati-
ons. Based on various experiential destination characteristics mentioned in the
literature a survey was designed and travelers were asked to rate these destina-
tion features based on their best leisure destination experience. Participants’ ten-
dency to recommend the destination was also enquired in order to identify which
attributes had a greater impact on word of mouth. The survey included some de-
mographic queries as well.

The first version of the survey included 34 items identified in the literature. This
instrument was then pilot tested on 30 respondents to improve validity of items
used. Some items were merged others were removed based on the feedback. The
final version of the questionnaire included 22 items that describe various charac-
teristics of the destinations. Data collection took seven weeks in May-June 2016 in
Istanbul, 472 tourists were approached at well known attractions of the city as
well as domestic departure terminals of two international airports. The screening
criteria used for the surveys were being older than 18 years and to have traveled
at least twice within the past year. Various descriptive statistics were utilized in
order to identify the attributes that have higher loadings. In order to determine
their impact on loyalty and recommendation a stepwise regression was also utili-
zed. These are discussed in the findings section.

RESULTS

Among 472 respondents, 258 were male, 391 were between 20 to 40 years of age.
228 were married and 441 had university education. Descriptive statistics revea-
led that among 22 attributes; being a well known destination, availability of detai-
led destination information, natural attractions, climate and value for money were
the highest rated items while the rest of the attributes also scored higher than
three on a five point Likert Scale. Table 1 displays mean values of superior desti-
nation attributes.

Table 1. Relative importance of superior destination features.

Destination attributes Mean Std. Dev.
This is a well known destination. 4.59 1.51
Tourism infrastructure is sufficient. 43 0.9

I received good value for money. 4.4 0.83

Tourism services are of high quality. 4.26 0.83
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Daily spending is affordable. 3.65 1.03
Service staff are of high quality. 4.02 0.89
Natural attractions are sufficient. 4.45 0.8

Cultural attractions are sufficient. 417 0.88
This destination is safe. 4.32 0.84
This destination is geographically close. 3.69 1.47
Detailed information about the destination is available. 4.50 0.75
Entertainment services are sufficient. 4.17 0.98
Diverse activities are available at the destination. 411 0.95
The locals are welcoming. 3.92 1.04
The climate is nice. 4.43 0.74
Shopping alternatives are adequate. 4.00 0.94
This destination is calm and quite. 4.18 0.96
This destination is lively and exciting. 4.12 1.01
This destination is clean. 437 0.77
Local food is attractive. 3.94 0.99
This destination is authentic. 3.74 1.12
This destination is cheap. 3.25 1.22

In order to identify the impact of these experiential items on recommendation a
stepwise regression was run. As presented in table 2, seven items out of 22 were
found to explain 0.52 of the variance in recommendation (R* = 0.52). These are;
value for money (§ = 0.49), climate ( = 0.12), service staff (§ = 0.1), tourist servi-
ces (B =0.09), local hospitality (8 = 0.1), entertainment (§ = 0.08), and authenticity
(B=0.09).

Table 2. Results of regression explaining the impacts of destination attributes on recommendation.

Independent Variables B SE B t Sig.
Constant 0.44 0.20 2.17 0.03*
Value for money 0.46 0.04 0.49 2.79 0.01**
Climate 0.13 0.04 0.12 4.24 0.00**
Service Staff 0.09 0.04 0.1 2.48 0.01**
Tourist services 0.08 0.03 0.09 2.42 0.03**
Hospitality of locals 0.08 0.03 0.1 2.86 0.05*
Entertainment 0.06 0.03 0.08 2.1 0.04*

Authenticity 0.06 0.02 0.09 2.49 0.01**
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Note: B: Coefficient; SE: Standard Error; : Standardized Coefficient; t: t-Value;
Sig.: Significance, Dependent Variable: Recommendation; R = 0.72; R? = 0.52; Ad-
justed R? = 0.52; Standard Error = 0.54. Insignificant items were excluded in this
table. *Significant at p<0.05 level. **Significant at p<0.01 level.

CONCLUSION AND IMPLICATIONS

By identifying the experiential characteristics of superior destinations this paper
offers valuable empirical findings. The findings might be used by destination plan-
ners, and industry professionals to rate destinations based on the items identified
in this study. This way various gaps might be identified and emphasis would be
stressed on the experiential factors that differentiate destinations. For example,
being a well known destination and availability of destination information might be
improved through marketing communications. Value for money was also rated
higher by respondents while describing their superior destinations while being
cheap was rated the lowest. This might refer to the fact that tourists are willing to
pay more for experiential services that they value.

Concerning recommendation value for money has the largest affect on tendency to
recommend. While climate, quality tourist services and service staff, hospitality of
hosts, entertainment and authenticity have also significant impacts on recommen-
dation. All of these items except climate might be enhanced through a better desti-
nation management. The climate factor on the other hand is and inherent charac-
teristic, yet is also valuable considering its subjective nature. For example, a sunny
and hot destination climate might be attractive for sunlust tourists yet the cultural
tourists on the go might prefer a milder climate. Thus the climate also emerges as
an important factor for positioning the destination and targeting suitable seg-
ments.

There are various limitations to this study. Tourists with different motivations and
personal backgrounds might perceive the qualities of a destination different.
Experiences are subjective and depend very much on personal interpretations and
perceptions. Yet a general diagnostic tool like the items used in this study might
still be used to measure the experiential potential of a destination. Thus we encou-
rage future studies, explore a scale of destination features that might measure an
experiential potential in a destination.
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INTRODUCTION

Emotional arousal is a major motivation for the purchase and consumption of
products such as sports, plays and travels (Bloch, Sherrell, & Ridgway, 1986;
Goossens, 2000). Tourism produces hedonic consumption experiences (Alistair,
2006), involving adventure, challenge, escape, and fun (Otto & Ritchie, 1996),
happiness (Gretzel et al., 2006) and pleasure (Floyd, 1997). Fantasy, feelings and
fun are a central part of hedonic experiences (Holbrook, 2006) and positive and
pleasurable emotions and feelings are important components of tourism experi-
ences (Tung & Ritchie, 2011). Therefore, it is clearly important for both academia
and industry managers to better understand the vital role of emotion in tourism
loyalty.

Tourism academics have long sought to study the role of emotion in experiences
and numerous studies have examined the emotions experienced by tourists before
planning, during and after their trip. When planning a holiday tourists are believed
to experience a series of positive emotions that play a pivotal role in the decision-
making process and final choice of destination (Walters & Sparks, 2012) and in-
volve fantasy and considerable pleasure (Kwortnik & Ross, 2007). The intensity of
emotions vary during the whole experience (Kyle & Lee, 2012). After a holiday
experience, there is general agreement that emotions significantly influence tour-
ist satisfaction and loyalty (J. Enrique Bigné, Andreu, & Gnoth, 2005; de Rojas &
Camarero, 2008; Hosany & Prayag, 2013; Matzler & Faullant, 2011) and behav-
ioural intentions such as willingness to pay more (]J. Enrique Bigné et al,, 2005),
intention to recommend (Hosany & Prayag, 2013) and favourable behavioural in-
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tention in general (Tsaur, Chiu, & Wang, 2007). Further, the emotional associa-
tions that the tourists attach to a tourism destination are positively related to sat-
isfactory experience and destination loyalty (Barsky & Nash, 2002; F. Yuksel,
Yuksel, & Bilim, 2010).

Given the importance of emotions in tourism, the measurement of emotional re-
sponses to determine tourism loyalty is a crucial issue (Mauss & Robinson, 2009).
This paper aims to determine how emotion after the visit to the south of Portugal
influences their loyalty by depicting the effect of different levels of loyalty.

Emotions as a multidimensional construct

A commonly accepted definition of emotion has proved elusive (Parrott, 2001),
and it is clear that emotion is not a simple phenomenon that can be easily ob-
served (Davidson, Bondi, & Smith, 2005). Emotions arise as a result of an evalua-
tion or assessment of specific stimuli relevant/irrelevant to individuals or groups’
goal (Niedenthal & Brauer, 2012), and are characterized by episodes of intense
feelings associated with specific response behaviours (Hosany & Prayag, 2013).
Emotions involve a number of component processes encompassing subjective
feelings, expressive motor behaviour, physiological arousal, cognitive appraisal
and a behavioural tendency (Frijda, 1986),

This paper inspires in the Circular Model of Emotion (Plutchik, 1980) to depict the
moderating role of emotions in tourists loyalty. The circular model of emotion
identifies eight basic emotions: surprise, expectancy, disgust, acceptance, sadness,
joy, anger and fear. Neverthless we combined the circular model of emotions with
the Positive And Negative Affect Schedule (PANAS) (D. Watson et al., 1988).
PANAS is a 20-item self-report measure of positive and negative emotions. Either
positive or negative emotions are further categorized into high and low activation
levels (Crawford & Henry, 2004). In the tourism literature, affective items adapted
from a German version of PANAS was used to examine the mediating role of emo-
tion (fear and joy) between personality and satisfaction and demonstrated that
individuals’ emotions are influenced by personality traits (i.e., neuroticism and
extraversion), and in turn impact tourists’ satisfaction (Matzler & Faullant, 2011).
Zins (2002) employed nine positive (e.g., satisfied, pleased, and enthusiastic) and
nine negative affective items (e.g., upset, angry, and unhappy) derived from
PANAS to measure consumers’ emotion outcomes in service experience. In combi-
nation of the several emotional scales 34 emotional states were used on this re-
search.

METHODOLOGY

This paper uses a sample of 4000 tourists travelling to Algarve for holidays during
the year of 2016. A questionnaire was applied to tourists randomly select at the
end of their visit. A dichotomic scale of emotions were used to depicted the mod-
erated effect of 34 emotional states towards the destination.
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RESULTS

The results confirmed tourists’ emotional responses as important moderators of
their decision to keep on loyal to destination. Furthermore, it is also confirmed
that the more intense is the persistence to visit the destination, more positive are
their emotional states.

CONCLUSION

This paper outlines the importance of emotional loyalty rather than cognitive loy-
alty suggesting that after a certain stage the tourist experience with the destina-
tion assumes a personal/human dimension.
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INTRODUCTION

The analysis of the expenditure made by tourists in cultural destinations and,
more specifically, in World Heritage Cities is based on the symbiosis that culture
and tourism have, which are currently linked in a joint and necessary coopera-
tion for economic development of certain geographical areas. Starting from the
case of Ubeda y Baeza and by using a multivariate double-fence model, which
allows analyzing the probability of making an expense and, subsequently, the
quantification of the it, it has been possible to identify the factors that influence
the tourist spending in accommodation made in this kind of destinations.

LITERATURE REVIEW

In order to be able to carry out an analysis of the variables that influence the ex-
penditure that the tourists make in World Heritage destinations, a deep revision
of the literature has been made.
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Table 1 shows the variables, according to the authors analyzed, that influence the spending that
tourists make in World Heritage Cities.
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METHODOLOGY

Ubeda and Baeza are two cities located in the province of Jaén declared by
UNESCO in 2003 as a World Heritage Site.

In order to know the factors that influence the expenditure made by the tourists
in both cities, the data of 2,126 surveys (sampling error of 2.1% and confidence
level of 95%) carried out to tourists in these cities between June and September
2016 were analyzed. The type of survey was a structured questionnaire conduct-
ed by personal interview.

With the objective of being able to determine the variables associated with the
expenditure in accommodation made by tourists, double-fence statistical models
were applied, estimating the expenditure through a two-stage system in which
the probability of spending and the quantification of expenditure incurred are
analyzed (Blundell and Meghir, 1987; Brida et al., 2013; Deaton and Irish, 1984).

The probability distribution of the observed values and the double-fence model
is a discrete-continuous mixed distribution that assigns a probability mass func-
tion p(y=0) for y=0 and a density function f:(y) for y>0, where:

Pu=0)+ [ fitwiy =1

Thus, the double-fence model used with the first stage of decision-making to car-
ry out the expenditure and, subsequently, the stage of expenditure performed is
defined as:

1-p(y=0)
1 -9

2-fi(y)
1. ((y—B3 z2
5® <—§ )‘1)1

Where @1 corresponds to the standard normal distribution function of the latent
variable defined in the first stage:

Y = 51T$1 + €
Dy = (B 1)

While @2 corresponds to the second stage, where the latent variable is defined
as:
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Yy = By T2 + €2

@2_¢<52T~”62>

o
Where @ is the standard normal distribution function.

RESULTS

Therefore, the results obtained allow to perform a descriptive analysis, as well as
the study of the results of the double-fence model for expenditure in accomoda-
tion.

The respondents were Spaniards (88.2%), in both sexes in equal parts, occupied
(65.8%), with university studies, with a middle-high income and between the
ages of 45 and 65 (50%). The majority traveled in pairs (31%), being new tour-
ists (60.4%) who, in 87.5%, said they would return.

The predominant value in the respondents is a comfortable life (61.3%), consid-
ering that they have an open mentality (53.1%).

The average term of the trips is 2-3 days, spending between 2 and 3 nights. Half
of the respondents have stayed in 3-star hotels and have used Internet mainly for
accommodation (90.8%).

Motivated by leisure and vacations (96.4%), all the respondents have stated to
find during their visit what they expected. The on-site visit (99.9%), guided tours
(88.9%) and tapas tours (96.2%) are the main activities carried out.

The average budget per person and day is 129.43 euros, being the main item of
average daily expenditure the accommodation (50.47 euros).

Table 3 shows the results of the double-fence model adjusted to the accommoda-
tion cost.

Table 3. Results of the double-fence model adjusted to the accommodation cost

Accommodation Expenditure Model Stage 1 Stage 2
Esti- SE. P- Esti- SE. P-
mate value  mate value
Age 19-29 vs. <=18 -0.874 0'54 <0i00 -6.104 2',;,}0 0.011
Age >=30vs. <=18 -0.347 0.830 0.261  3.926 2'30 0.177
FP studies vs. Until high school 0.981 0'f6 <0i00

University Studies vs. Until high school 0.442 0.23 0.056
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1
Labor Unemployed vs. Occupied -1.171 0'58 <0i00 4.082 3'§1 0.232
Labor Retired/Housewife vs. Occupied 0.290 0'30 0.147  4.637 1';9 <0i00
Labor Student vs. Occupied -0.649 0.11-2 0.123 2.970 3.610 0.339
Category Executives vs. Liberal professional -0.498 0'36 0.002  -4.607 1'31 <0i00
Categor.y Officials and workers vs. Liberal 0.095 0.14 0502  -3.410 097 <0.00
professional 2 1 1
Income 901-1200 vs. <= 900 -0.810 0'35 0.021  -0.840 2';)2 0.678
Income 1201-1800 vs. <=900 -0.410 0?3 0.221 2.084 1';31 0.251
Income >1800 vs. <=900 -0.134 024 0.696  3.693 1'32 0.043
Foreign Country vs. Spain -0.568 0'113 <0i00 6.414 1'39 <0i00
Values Exciting Life/Liberty vs. Comfortable 0.15 ) 1.05
Living/Safety/Pleasure/Wisdom/Equality 0.343 0 0.022 3.238 9 0.002
Values Stressful vs. Comfortable Li- 0.14 0.97
ving/Safety/Pleasure/Wisdom/Equality 0.477 8 0.001 1741 2 0.073
Where he will sleep Baeza vs. Ubeda 0.208 0'510 0.047 -7.559 0'56 <Oi00
R2 0.150
No. Days 0893 02> <000
4 1
Travel n.lode Families with children vs. Co- 0.690 0.36 0.060 3107 0.93 0.001
uples without children 6 3
Trgvel mode Friends vs. Couples without 3267 0.80 <0.00 3015 0.98 0.002
children 3 1 4
Travel r'node Alone/others vs. Couples wit- 2.061 2.39 0.389 9.843 2.10 <0.00
hout children 2 1 1
_ . - 0.42
Visits 1 or 2 vs. neither 1.075 9 0.012
- . - 0.33

Visits 3 or more vs. neither 0.775 4 0.020
Accommodation Houses/rural apartments

- 0.65 <0.00
and houses for rental /property vs. Ho-

3.781 2 1
tels/apartments
¥ B,

Hotels/apartments 1-2* or more vs. Ho 1781 0.80 0026
tels/apartments 3* or more 1
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Accommodation Houses/rural apartments

and houses for rental/property vs. Ho- -10.344 171 <0.00
5 1
tels/apartments 3* or more
Visit more places Yes vs. No 2.032 0.657 <0i00
Return in the future Yes vs. No -4.932 1'118 <Oi00
Internet use Accommodation vs. Do not use - 0.84 <0.00
the Internet 4.153 7 1
Internet use Places to visit vs. Do not use the - 0.50 <0.00 3.727 0.80 <0.00
Internet 2.247 0 1 ' 5 1
Internet use Restaurants No vs. Do not use -2.398 0.76 0.002
the Internet 8
Resource Search engines Yes vs. No 1.719 0.22 0.001  -10.346 1';32 <0i00
Resource Social networks Yes vs. No -10.097 1'(;32 <0i00
N 1.85
Resource Institutional portals Yes vs. No -5.501 6 0.003
Resource Google Map Yes vs. No -8.884 1'20 <0i00
Resource Others Yes vs. No -11.669 1'566 <0i00
To know destination Recommended Travel 2.26  <0.00
25.167
Agency Yes vs. No 7 1
To know destination Personal experience 1.01
2.903 0.004
Yes vs. No 8
To know destination Own initiative Yes vs. 3173 1.30 0.015
No 6
To know destination Others Yes vs. No 8.729 1'194 <0i00
4.82
Type of transport car Yes vs. No 11.387 7 0.018
3.59
Type of transport bus Yes vs. No -11.955 8 0.001
Type of transport train Yes vs. No 29.110 5'153 <0i00
Type of transport airplane Yes vs. No 6.817 1'36 <0i00
R? 0.436
. - - 0.15 <0.00
Residents Ubeda/Baeza Yes vs. No 1.640 7 1

Cultural activities Guided tours Yes vs. No 0.816 0.12 <0.00
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6 1
- . - 0.20 <0.00 2.38 <0.00
Cultural activities Shopping Yes vs. No 1.027 0 1 10.072 8 1
Cultural activities Go for drinks Yes vs. No 0.355 0'111 0.001 4.545 0.51-30 <0i00
- - 0.29 <0.00 2,50 <0.00
Cultural activities Take tapas Yes vs. No 1.509 5 1 -12.135 0 1
Cultural activities Others Yes vs. No 0.801 0'39 <0i00 6.126 1'25 <0i00
R2 0.124
. . 1.02
Personality Open mind Yes vs. No -3.088 6 0.003
. - 0.10 <0.00 1.15
Personality cheerful Yes vs. No 0.389 9 1 -3.739 5 0.001
. . - 0.19 <0.00 2.66 <0.00
Personality Affectionate Yes vs. No 1.068 8 1 -9.339 6 1
. . C . - 0.02 <0.00
Satisfaction Tourist signage 0128 9 1
. . - 0.06 0.42
Satisfaction Scenery 0.182 2 0.003 -1.385 9 0.001
Satisfaction Internet access 0.153 0'85 0.002 1.225 0'39 0.002
. . - 0.25
Satisfaction Roads and communications 0.771 7 0.003
Satisfaction Cleanness 2.142 O.fZ <0i00
Satisfaction Healthcare 2.392 0'33 <0i00
Satisfaction Tourist information -1.627 0'723 <0i00
R? 0.115

Source: Author’s own elaboration.

It is observed that the probability of spending in accommodation is lower in the
age group of 19 to 29. The more level of income and studies the tourists have, the
more they spend in accommodation. The probability of foreigners of making an
expense in accommodation is lower than that of the Spanish, although these
spend more. Tourists with values of freedom/emotion and those who are
stressed are more likely to spend in accommodation.

The number of days planning the stay was associated with lower spending on
housing. Those who spend the most and most likely are tourists on trips with
friends.
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The probability of spending when the city has not been visited previously is
greater than when it has gone there previously, as it happens with those people
who will not return in the future to the destination.

The tourists who are less likely to spend on accommodation are those who stay
in rural/rented/owned houses, as is the case when the tourist does not seek ac-
commodation on the Internet.

Tourists who traveled by bus and accompanied by residents spent less on ac-
commodation than those who used other means of transportation.

People who did guided tours, went for drinks and did other cultural activities are
more likely to spend on accommodation.

Those who had greater satisfaction with access to the Internet, roads and com-
munications, cleanness and health care are more likely to spend on accommoda-
tion and spend more, contrary to what happens with those satisfied with the
tourist information.

CONCLUSION AND IMPLICATIONS
The objectives proposed at the beginning of this research have been achieved.

Thus it has been possible to determine that there is a relationship between ex-
penditure and age, educational level, nationality, length of stay, category of ac-
commodation, places visited, travel time, type of tourist, activities at destination,
reasons for travel and the satisfaction. The existing relationship is as indicated by
previous authors who had dealt with this question.

In addition, this study has allowed to discover new variables that influence the
spending on accommodation that tourists perform in World Heritage Cities as:
the values and personality of the tourist, the company on the trip and fidelity to
the destination.

A more in-depth study has also been carried out regarding the influence of the
type of activities carried out in the destination, the satisfaction of the tourist, the
use of the Internet or the prior knowledge of the destination.

This information is extremely useful for policymakers, destination managers and
companies, as it facilitates decision-making.
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INTRODUCTION

This paper proposes the use of synthetic indicators as a way of measuring the sus-
tainability of the touristic activity in the main coastal touristic areas in the Region
of Murcia, allowing a comparative analysis among them. Based on a series of data
proposed by the World Tourism Organization and using hypothetical goals pro-
vided by users, the results obtained present the advantage of being easily inter-
pretable by the decision makers, showing the strengths and weaknesses that the
coastal areas in the Region of Murcia present in their touristic activity, related to
sustainability in general, and to its different components in particular, which
makes possible for the decision makers focusing in those aspects needing more
attention. As far as we know, this is the first study quantifying the sustainable
touristic activity in the Region of Murcia.

LITERATURE REVIEW

Tourism is an important economic activity in the Region of Murcia, providing 11%
of the regional GDP in 2016 (CARM, 2015). The touristic activity is highly concen-
trated on the coast: The main coastal municipalities, representing 11,01% of the
regional area, received in 2015 almost 1,400,000 visitors (Instituto de Turismo,
2016).

This Region is characterized by good weather, warm temperatures and a great
number of beaches. This is why sun and beach tourism is predominant in the Re-
gion. But it is not free of weaknesses, as low environmental quality in some beach-
es, massive urban growth, problems with transport systems, high seasonal nature,
lack of appropriate infrastructure... (Consejeria de Turismo, Comercio y Consumo,
2004).
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Sustainable tourism can be defined as "tourism that takes full account of its cur-
rent and future economic, social and environmental impacts, addressing the needs
of visitors, industry, environment and host communities" (WTO, 2005). As a strat-
egy to promote a sustainable tourism in the Region, the Tourism Department
worked on a document called “Director Plan for Tourism in the Region of Murcia”,
where one of the main goals was “to strengthen the Region as an attractive touris-
tic destination, and having high quality, using strategies based on sustainability,
concealing economic benefits with preserving the cultural, natural and historic
heritages”.

To alleviate the weaknesses of the touristic activity and reduce its negative impact,
it is important having tools to assess the touristic sustainable activity, allowing
that way defining strategies to improve the sustainability level of the destinations.

With this aim, we used a series of synthetic measures that allow to compare the
sustainable nature of the touristic activity in the main coastal municipalities in the
Region. The method is based on some concepts included in Goal Programming,
and was proposed by Blancas et al. (2010a, 2010b). We adapted it to the special
characteristics of our touristic destinations, and to the available information for
the Region.

METHODOLOGY

We followed the methodology proposed by Blancas et al. (2010b.) about the use of
Goal Programming synthetic indicators for the analysis of sustainable tourism,
having it the main advantage of being easily interpretable. We used information
about 51 indicators for sustainable tourism proposed by the WTO (2004), or some
approaches, measured mainly in 2015. Those indicators were classified depending
on three different dimensions: social, economic and environmental. The method
consists on, first, classifying the indicators among positive when a greater value of
the indicator is better, or negative, when a lesser value of the indicator is better.
Then, aspiration levels or goals for any indicator are established, suggested by ex-
pert decision makers. When this is not possible, proportional values to the average

value of the indicator can be used: & |_(being a >1) when [ is a positive indica-

tor, or 3 I, with L <1, when I is a negative indicator. Next, for all the studied

areas or municipalities, and for all the indicators, quantifying the degree of fulfill-
ment or non-fulfillment of the aspiration level, by means of the distance of the in-
dicator value to the aspiration level (deviations variables, ni;, pi). When the value
of an indicator is better than the aspiration level (fulfillment), that distance ac-
counts as a strength, or as a weakness when the value is worse (non-fulfillment).
Finally, the weighted addition of all the strengths (GPI*) minus the weighted addi-
tion of all the weaknesses (GPI) gives rise to the value of a global synthetic indica-
tor for each area, called Net Goal Programming Indicator, GPIn:
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GPI, =GPI" -GPI™ =
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jeJan kex Bl jeJan kex Bl

This synthetic indicator allows comparing the achievements in sustainable tour-
ism of an area with respect to others areas with similar characteristics, both in a
global measure of sustainable tourism, and also by dimensions of sustainable tour-
ism. Stability analysis are also carried out to check how the results vary when dif-
ferent parameters are considered.

RESULTS

We considered o =1.25 for the aspiration levels of the positive indicators, and
3 = 0.8 for the negative indicators. We also set equal weights for all the indica-

tors, for the three dimensions (social, economic and environmental), and for
strengths (GPI*) and weaknesses (GPI'). Under these conditions, the municipality
of Cartagena would be the one with the best value in the net synthetic indicator,
GPIy, followed by San Javier, Aguilas, San Pedro del Pinatar, Mazarrén, and finally,
Los Alcazares (Figure 1), having all of them a negative value for the net indicator
(Column 4 in Table 1). This means that, for all the municipalities, the measure of
weakness (GPI') is greater that the value of the strengths (GPI*). By dimensions,
the main strength of Cartagena lies on the social dimension, where it is the only
municipality presenting a positive net GPIs. For the economic and environmental
dimensions, Cartagena occupies the third position. The best municipality in the
economic dimension is San Javier, with the only positive net indicator, GPI, fol-
lowed by Los Alcazares and Cartagena. San Javier occupies the positions 3 and 2 in
the social and environmental dimensions, respectively. The best performance in
the environmental dimension is presented by Aguilas, with a slightly positive net
value. The greater distances between positions occur for Aguilas, which is the best
in the environmental dimension, and the second one in the social one, but it pre-
sents the lowest GPI.. Also, Los Alcazares is the second municipality with the best
GPI., but the worst both in the social and environmental dimensions. On the other
hand, Mazarrén stays among the positions 4 (environmental dimension) and 5
(social and economic dimensions), similar to San Pedro del Pinatar, which occu-
pies the positions 4 in the social and economic dimensions, and 5 in the environ-
mental dimension.

However, the differences in the net indicator values between municipalities in
some cases are found only when one looks at the third decimal figure, what could
make think about little stability in the results. We changed the different parame-
ters taking part in the results. First, we stablished different aspiration levels for
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the positive indicators, assigning different values to & in the interval (1,1.35],

while keeping [ constant. We found the ranking does not change in any case, be-

ing the only difference that Cartagena and San Javier consolidate their first and
second positions with positive global net indicators. When we change the aspira-

tion levels of the negative indicators by making /£ vary in the interval

[0.65,0.95], the ranking doesn’t change, either, in any case.

Cartagena

San Javier

Aguilas

San Pedro del pinatar

Mazarrén

Los Alcazares

I o
[
[}
w
-
(%3]

Figure 1: Ranking of municipalities in the general setting. Source: By authors.

Table 1. Net synthetic indicator values for sustainable tourism.

Social Economic Environmenta , .
. . ) . ) X Global dimension
dimension dimension | dimension
MUNICIPALI A
TIES a i
GPls  nki| GPle  ROK| Gprey ROKL| o Gpp Gpn  Ran
ing n, king
ng
Aguilas -0,097 2 -0,265 6 0,006 1 0,085 0,322 -0,119 3
Los Alcdazares | -0,178 | 6 -0,037 2 0 3-14_ 6 0,098 0,451 -0,177 6
Cartagena 0,046 1 -0,074 3 0 0-22 3 0,180 0,213 -0,016 1
Mazarrén -0,151 5 -0,194 5 0 1-00 4 0,076 0,372 -0,148 5
San Javier -0,125 3 0,038 1 0 (;20 2 0,150 0,222 -0,036 2
San Pedro del -
Pinatar -0,141 4 -0,089 4 0,136 5 0,095 0,338 -0,122 4

Source: By authors.
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When we change the weights assigned to the strengths (GPI+) and weaknesses
(GPI-), some differences in the global ranking appear: the municipalities of Aguilas
and San Pedro del Pinatar interchange positions 3 and 4 depending on the weights
(Figure 2).

0
w+=0.3 w+=0.7 wt = 0.6 wt = 0.4 w+ = 0.75 w+ =0.25
w-=0.7 w-=0.3 w-=0.4 w-=0.6 w-=0.25 w-=0.75
—@=—Aguilas Los Alcazares Cartagena
Mazarron =@ San Javier ==@==San Pedro del Pinatar

Figure 2: Ranking of municipalities assigning different pairs of weights to GPI+ and GPI-. Source: by
authors.

When we change the weights between dimensions, greater variability is found.
The municipality of Cartagena looses the first position when the weight assigned
to the social dimension is small and the weight of the economic dimension is
greater than or equal to the weight of the environmental dimension, giving up that
position in favour of San Javier. Los Alcazares presents the last position in all the
trials except for the case when the weight of the economic dimension doubles the
other two, as this dimension was the one in which Los Alcazares occupied the
second position.

We finally analyzed the changes under different weights assigned to the
indicators. We started with a deterministic assignment of weights, giving double
importance to those indicators that could depend on decision makers. In this case,
the six municipalities keep on presenting a negative GPI,, but Cartagena goes
down to the second best value in favour of San Javier, due to a decrease in the
position of Cartagena in the economic dimension. Aguilas and San Pedro del
Pinatar also interchange positions 3 and 4. Mazarrén and Los Alcazares mantain
the positions 5 and 6, respectively. After one hundred different groups of weigths
randomly assigned, the best value of the GPI» is presented by Cartagena in 73% of
the cases, and San Javier 27%. The lowest value is presented by Los Alcazares in
66% of the cases, and Mazarrén in 30%.
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CONCLUSION AND IMPLICATIONS

In this study we collected information about 51 indicators for sustainable tourism
in the main coastal municipalities of the Region of Murcia, to calculate a composite
measure quantifying the level of fulfillment and non-fulfillment of each assessed
unit compared to the rest, regarding a series of goals of sustainable tourism. Al-
lowing the same importance to all the elements (indicators, dimensions and
strengths and weaknesses), we found that all (the six) municipalities present a
negative value of the global net indicator. This means the measure of non-
fulfillment is greater than the measure of fulfillment, for all the municipalities
studied. The municipality of Cartagena occupies the first position, nearly followed
by San Javier, then Aguilas, San Pedro del Pinatar, Mazarrén and finally Los Al-
cazares, although the distances between them are not huge. This ranking is found
in around 20% of the settings analyzed. In general, we could conclude that, com-
pared to the rest of the coastal touristic destinations in the Region, the municipali-
ties of Los Alcazares and Mazarrén should pay attention to their touristic activity,
from the point of view of sustainability. Having highlighted the strengths and
weaknesses of the main touristic destinations in the Region, related to sustainable
tourism, this study provides a starting point for the decision makers to wonder
what should be done to improve the sustainable nature of the touristic activity.
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INTRODUCTION

Through the human history the cultural transformations have been settled on
blending processes and exchange, including communication evolution. Changes
developed within national identity responds mainly to the globalization process
because, as much as this process move forward, it tends to devaluate strongly cul-
tures in the territory. Moreover, considering “one culture” as a coherently limited
entity, can result in some disrupted criteria far away from the truly essence of this
phenomenon. This is why the question of the production and reproduction of cul-
tural forms is still a question mark, rather than as a static or finished element [1].

The tourism is a factor of development and human exchange and although it has
become one of the most important economic activities of the century, its develop-
ment implies in the destinations a high complexity in its origin, characteristic,
functions and evolution.

The cultural tourism, as a gathering of both culture and tourism, reflects this com-
plexity [2]. Consequently, there are numerous and disparate definitions in the lit-
erature of the concept of cultural tourism [2; 3; 4; 5; 6; 7; 8; 9; 10]. The interest in
understanding what cultural tourism is and analyzing the new forms of cultural
tourism is therefore still an intellectual and academic challenge.

However, it must be stressed that the interpretation and study of the relationship
between tourism and socio-cultural aspects have been based on the management
of insufficient variables, due to the traditional conception of tourism. The analysis
of free time for the projection of new scenarios as well as the cultural uses and
values have not been considered substantial for the elaboration of integral plans
related tourism’s development. As a consequence of this problematic, it is neces-
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sary to develop an approach that allows to understand in a way Tourism devel-
opment in its relationship with cultural transformations in destinations.

In this sense, the use of an approach to complexity allows us to examine the prin-
ciples and patterns that explain the behavior of social phenomena from the per-
spective of totality. The study of complexity is currently a perspective that trans-
verse fields of knowledge of each and every one of the disciplines, be it math,
physics, chemistry, geography, biology, social sciences, among others [11; 12; 13;
14].

Therefore, the general objective of this work is to figure out the suitable method-
ology in order to find a model that allows to describe the relations between Cul-
ture and Tourism from the theory of Complex Adaptive Systems.

METHODOLOGY

The present investigation was based on three phases or stages of work. In the first,
the conceptualization of the relationship between culture and tourism was carried
out. For this purpose, a bibliographic review was carried out in which 68 books, 56
articles and 8 diplomas related to the topic were consulted. Of these, 37% come
from English literature, 15% from the Asian region and 54% from Latin American
authors.

Subsequently, the second phase was to critically evaluate the current theoretical
models of the tourism phenomenon with an analytical and projective character
and from their analysis new ideas for the modeling of culture - tourism relations
were developed. This step was very important for the research since it included
the description, registration, analysis and interpretation of the current nature of
the tourist phenomenon, providing a more detailed view of the object of study
from its main characteristics and synthesizing limitations of the models with re-
spect to the inclusion of culture.

During the final stage, the main characteristics of the complexity of the relation-
ship between culture and tourism were identified. In addition, a selection was
made of the methods that best fit to explain such relationship for modeling, taking
into account the main features of complex adaptive systems.

RESULTS

The complexity of the relationship between Tourism - Culture

Culture and tourism, as dynamic entities within a highly changing environment,
are systems that seek to maintain a dynamic balance with the environment
through their internal processes and for it, these systems change, adapt. They are
continually being modified and seek to organize their structures and processes to
ensure their survival, in accordance with both internal and external demands [15].
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The method to identify Complex Adaptive Systems [16] has been useful in the veri-
fication of symptoms of complexity in destinations. The research carried out using
this method found these symptoms for destination Havana, Cuba, proving once
again that tourist destinations are complex adaptive systems, which had been
done in previous occasions in destinations in Europe and Asia. Undoubtedly the
relationship between these two complex elements is mainly based on the con-
struction and representation of experiences between travelers and communities
in the destination.

In this sense, many attempts have been made to define cultural tourism, so either
a specific cultural aspect or manifestation (or group of them) is analyzed in con-
nection with visitor flows or the cultural tourism modality is analyzed. Therefore,
it should be pointed out that cultural tourism is a category used, commonly de-
fined as a modality, for the integration of products of travel, facilities and territo-
ries focused on segments of demand that express their cultural motivation,
demonstrating this concept purely as a term for management in tourism.

Memetics and its evolution to the MeMAS method

Memetic multiagent systems (MeMAS) constitute the combination of agent tech-
nologies and the memetic automaton. [17; 18]. They are systems where the inter-
action and individual models of a population of agents is inspired by the memetic
design. As with genes in genetics, a meme is synonymous with memetics as a
"block of cultural unity" that is transmissible and replicable. A meme is represent-
ed internally as knowledge learned and externally as manifested behavior of
agents. Based on the above, an automated meme or meme automaton is defined as
an adaptive agent that automatically acquires increasing levels of capacity and
intelligence through rooted memes evolved independently or via social interac-
tion. Naturally, meme-inspired computing serves as a plausible platform for de-
signing "the simulation of human behavior."

The basic MeMAS data structure contains the "meme representation” which is

manipulated by four control functions called "meme expression”, "meme assimila-
tion", "internal meme evolution" and "external meme evolution". The internal evo-
lution of the meme predominates in the growth of individual agent mainly through
self-learning. The external evolution of the meme models the interactions between

the agents, which are first driven by imitation.

Once described the basic MeMAS Method, it is appropriate to explain how it will be
used for the description of culture-tourism relations. For this, it is necessary to
define the system shutdown criteria, which will allow to describe the possible
states derived from the simulation. Ultimately, it is necessary to understand such
relationships are manifested basically as interchange of memes between agents in
a system. This system (the relationship between culture and tourism) is basically
composed of two types of agents, namely visitors (V) and local or host population
(L). The difference will be that in the system the visiting agents have short life,
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equivalent to the average stay for the destination, while the local agents remain
throughout the evolutionary process. The life time, measured in days, is therefore
a parameter of the system.

On the other hand, each visitor and resident will have their own memotype, Mv
and ML. In the process of exchange, agents manifest the types of memes and it is
precisely the manifest memes or sociotype that participate in the exchange. In this
sense, each memotype (both Mv and MI) can be understood as a vector of binary
values, where the value of each element will correspond to 1 if the type of meme is
manifested or zero in the opposite case. Thus, at the time of the exchange, each
agent will have defined its sociotype in a binary chain according to the type of
memes manifested.

It is convenient to know when the memes that are manifested are the product of
an original attitude of the agent or as part of a process of imitation that is ultimate-
ly a sign of acculturation. Taking into account that the objective of this method is
to measure the good health of the local culture, the reaction of the local agents in
the exchange will be monitored. To do this, the following pseudocode shows the
stop process.

while j <V do
if Ml; = Mv; then
i=i+1;
evolve ();
else
fork=1ton
if Mljx < Mvjk then
1=1+1;
else
s=s+1;
next k;
ifl1 > s then
r=r+1;
else
p=p+1;
store Ml;;
evolve ();
return i;
return p;
return r;
end
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Here j is a variable that increases to V, the number of visitors to the destination in
a given period (a month, a year, a season). The system evolves by counting the
times that the manifestation of the local agents 'and visitors' memos coincide
(counter i). If it does not coincide, count how many times they dominate visitors
(counter r) and how many times those of the premises (counter p), returns those
numbers and then stops the evolution once the number of visitors has been
reached. In this way, V is another of the parameters of the system.

At the same time, the system keeps in memory the local agents who expressed
memes different from those of the visitors, to later be able to make an analysis and
identify the variations in the evolutionary process.

Moreover, it is necessary to begin with the ratio between the counters i, p, r and
the variable V. i / V defines the percentage of coincidences, p / V the domain of the
local memes and r / V the opposite case. In general, (p + i) / V defines the percent-
age of cases with a favorable response by the local culture while r / V denotes the
percentage of cases in which foreign memes were imposed. By dividing the last
two reasons and simplifying, the indicator defined as "cultural health of destiny"
(SCD) is defined as follows:

SCD=(i+p)/r

Therefore, if SCD is greater than 1, the local population is dominating in cultural
exchange. If, on the other hand, SCD is less than 1, memes of visitors are being im-
posed and there is a danger of a local process of acculturation. The case of the pos-
itive in the preponderance of the counter p is quite clear. It is necessary, however,
to clarify why counter i is considered positive. In fact, contrary to what could be
thought at first, it is precisely the manifestation of the same type of meme which
indicates robustness of the local culture. The logic behind this statement is that if
each type of meme manifested by visitors is counterpoised to the same type of lo-
cal memes at each evolutionary stage, the local culture shows responsiveness in
the exchange.

CONCLUSION AND IMPLICATIONS

The current theoretical models do not adequately explain how culture influences
its complex relationship with tourism in order to raise the management of tourist
activity in destinations such as Havana to a higher level. The study of the relation-
ship of Culture - Tourism based on the theory of complex adaptive systems allows
to explain from a theoretical perspective from the abstract, conceptual, graphic (or
visual) representation, this phenomenon in order to analyze, describe, explain and
to simulate it. This proposal will contribute to the proper design of a cultural tour-
ism offer based on the cultural resource.

The conjunction between tourism and culture means to promote spaces where
interactions and contacts materialize, allowing the tourist and host to communi-
cate their experiences and dialogue about the universe of meanings and concep-



Research Papers 95

tions of the world of culture to which approach, this has to be one of the goals that
cultural tourism can propose. The use of refined techniques of artificial intelli-
gence in conjunction with the theory of memes will allow to approach the "load
capacity” in the cultural sense of the tourist destinations. The indicator obtained
here, SCD, is a sample of this.
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INTRODUCTION

As competition between tourism destinations increased, local assets and authentic
culture, including local cuisine, emerged as a significant promotional tool for at-
tracting tourists (Lin, Pearson, & Cai, 2010; Mak, Lumbers, Eves, & Chang, 2012).
Travelling for food experiences, termed culinary tourism, has become vital in des-
tination choice (Chen & Phou, 2013; Kim, Eves, & Scarles, 2009, 2013; Lépez-
Guzman & Sanchez-Caifiizares, 2012). The present study assessed the relationships
among personality and food personality traits that influenced local food consump-
tion motivation and how those traits influenced the likelihood that an individual
would engage in culinary tourism.

LITERATURE REVIEW

The trend towards culinary tourism had potential to positively influence econo-
mies, especially for developing tourism destinations that required additional
strategies for developing their locale and attracting culinary tourists (Kim et al,,
2009). This potential was limited, however, as researchers noted for over a dec-
ade that the factors that motivate culinary tourists were undefined in tourism lit-
erature (Boyne, Williams, & Hall, 2002; Kim et al., 2009, 2013). The lack of under-
standing of motivation may limit the ability of regional commerce leaders to de-
velop tourism materials or to cultivate destination image to best attract culinary
tourists.

In response to the call for research into culinary tourism, recent researchers have
focused on culinary tourism (Ab Karim & Chi, 2010; Chen & Phou, 2013; Kim et al,,
2013; Lin et al, 2010; Lopez-Guzman & Sanchez-Cafiizares, 2012). Specifically,
researchers examined the influence of overall image of a destination (Fisher, du
Rand, & Erasmus, 2012; Leong, Othman, & Ab Karim, 2012; Mak, Lumbers, Eves, &
Chang, 2012), local food consumption motivation (Kim et al., 2009, 2013), and
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food-related personality traits, including food neophobia, or the aversion to trying
new foods, and food involvement, the degree to which a person is interested in
food (Kim et al., 2009, 2013; Mak et al,, 2012) on culinary tourism. Some re-
searchers suggested that Big Five personality traits of openness to experience and
extraversion may influence willingness to try new things, like local cuisine (e.g.,
Pliner & Hobden, 1992). However, a gap in the literature existed with regard to a
model of the factors influencing local food consumption motivation, and how they
subsequently influenced culinary tourism.

METHODOLOGY

The researcher sought to understand the relationships among concepts extracted
from the literature review, in which the image of a location’s food, motivation for
local food consumption, and the personality traits of extraversion, openness to
new experience, food involvement, and food neophobia have a combined predic-
tive effect on the intention to travel for local food consumption. This question in-
volved the description of a basic psychological process where the complex rela-
tionships between intention and personality are investigated. Causality, as ex-
pressed in the prediction effects, suggested on intention to visit a destination by
tourists; thus, to understand the underlying mechanisms behind motivation, a
quantitative approach and a survey design were adopted. Figure 1 expresses hy-
pothesized relationships and the model that was initially proposed for testing
through structural equation modelling (SEM).

FoodImageofa
Destination léhti\'atiolil for Local Food
onsumption
: g:jﬁ“fc;?:; m v Cultural experience
. Reamm;a‘lrmmsm HID *  Excitement
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o Cultural Atractiveness H15
H17
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Extraversion / / — H5
Openness to Experience 7 HE Intention to
/ S| Travel for Local
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Figure 1. Proposed model.



98 9th World Conference for Graduate Research in Tourism, Hospitality and Leisure

This study’s sample consisted of ethnically diverse individuals who travel to tour-
ism destinations based, at least in part, on gastronomic experience. In the current
study, the targeted population consisted of leisure travelers in Istanbul that travel
at least once a year and who might consider travelling to a destination just for the
sake of trying the local food. Istanbul is home to more than 100,000 leisure travel-
ers, and this number lead to the determination of a suitable sample size of 200.
After approximately 3 months of data collection through an online self-
administered questionnaire, 562 responses were collected.

The multi-dimensional scale developed by Kim (2009) that was empirically vali-
dated by Kim, Eves, and Scarles (2013) was used to measure motivation for local
food consumption. On this scale, 8 items measured cultural experience motivation,
6 items measured local food consumption motivation, 3 items pertained to health
concerns motivation, 4 items composed the interpersonal relations motivation
scale, and a final 4 measured sensory appeals motivation. The Big Five personality
traits of interest were measured using the scale developed by Gosling, Rentfrow
and Swann (2003), which consists of 10 items to measure extraversion and 10
items to measure openness to new experiences. Intention to travel to a destination
was measured using 3 items adapted from Azjen and Driver (1992). Food neo-
phobia was measured using the Food Neophobia scale (Ritchie et al.,, 2003). Bell
and Marshall’s (2003) 6-item food involvement scale measured food involvement.
Overall image was measured through the items developed by Kim et al. (2013): 5
items to measure cultural attractiveness, 4 items to measure developed social in-
centives, 3 items to measure natural environment, and 8 items to measure socio-
political environment.

Food image had not been measured in previous research. To create a measure for
this variable, items were derived from Ab Karim and Chi’s (2010) research on food
image. All relevant items from this study were grouped for an exploratory analy-
sis, and outcomes from this analysis resulted in 10 items to measure perceptions
of food / restaurants, 5 items for culinary activities, and 3 items regarding regional
tourism. All three scales had an internal consistency of .80 or above.

RESULTS

Prior to testing the proposed model through SEM, a pilot study was conducted to
determine the reliability and validity of the proposed variables, as none of the
scales had been developed for use in Turkey. Results were satisfactory, and only
minor modifications were made to any of the scales to comply with the purpose of
the study, and to limit some items to pertain to travel intentions for local food con-
sumption within the past year. In the beginning stages of analysis with the main
sample of 562, a set of exploratory and confirmatory factor analysis indicated that
minor modifications needed to be made to some of the variables. After removing
some items based on a lack of factor loadings, the scales exhibited a satisfactory
degree of validity.
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Beginning with the original model (Figure 1), modifications were made based on
the modification indices calculated from SPSS. Covariances between the four per-
sonality traits and three of the observed variables of motivation were drawn,
which allowed the model to account for correlations and resulted in a satisfactory
fit (x2(23) = 40.61, p = .013, CFI = .96, TLI = .93, RMSEA = .08). Significant paths
existed between openness to new experience and motivation (r = -.15), food in-
volvement and motivation (r = .40), and food neophobia and motivation (r = -.58).
The path between motivation and intention to travel was also significant (r =.72).
Further, food involvement had a significant direct path to intention to travel (r =
.18). After establishing these paths, several of the non-significant variables were
removed to maintain parsimony. This resulted in a reduced model with only food
involvement and food neophobia acting as independent variables, which had a
further improved fit (x%(15) = 24.14, p =.063, CFI = .98, TLI = .96, RMSEA = .07).
The reduced model showed a significant path between food involvement and mo-
tivation (r =.41) as well as food involvement and intention to travel (r =.18). Food
neophobia maintained a negative relationship with motivation (r = -.57), and mo-
tivation had a strong relationship with intention to travel (r = .74). After reducing
the originally proposed model, food image and overall image were assessed for
moderating effects on the relationships between food involvement or food neo-
phobia and motivation. Overall image did not show any significant moderating
effects, but food image did show a significant moderating effect on the relationship
between food neophobia and motivation (r = -.13). The final model (Figure 2)
showed that motivation fully mediated the effect of food neophobia on intention to
travel, and partially mediated the effect of food involvement on intention to travel.
In addition, food image moderated the mediating effect of food image on food ne-
ophobia, weakening the relationship between food neophobia and motivation
among those with high food image scores.
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Figure 2. Final structural equation model with moderated mediation.
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CONCLUSION AND IMPLICATIONS

The results of the study supported the role of food-related personality traits in
understanding local food consumption motivation and intention to engage in culi-
nary tourism. Motivation also emerged as a mediator in the relationships between
intent to travel and food-related personality traits. Specifically, individuals with
high food involvement scores were more motivated to try local cuisine, and more
likely to engage in culinary tourism. Implications for the tourism industry are tar-
geting individuals with high food involvement for culinary tourism materials.

Results also suggested that food neophobia negatively related to motivation to try
local cuisine; however, when a participant with food neophobia had a high food
image score, they were more likely to be motivated to try the local cuisine. The
tourism industry may cultivate a positive food image to increase motivation to try
local cuisine among individuals with food neophobia, providing a method of in-
creasing their competitiveness in culinary tourism markets.
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INTRODUCTION

This research paper aims to propose an experience management framework for
hotel managers. To this end, a case study following an intense literature review
was conducted. The framework proposed basically includes 3 steps: getting in-
spired, designing and implementing. The concepts such as theming, storytelling,
hybrid consumption, brainstorming, co-creation, innovation, memorabilia, aes-
thetics, and emotional and performative labour stand out as key experiential tools
for managers to apply.

Nowadays, the customers’ experiences of products, services, and all the touch-
points related to a company shape their perceptions towards that company and
directly affect satisfaction and post-purchasing behaviours such as revisiting, rec-
ommending, and paying more. Therefore, paying attention to all the touchpoints
that are related to the brand before, during and after the consumption appears to
be the most important task of managers. Today, delivering impeccable service is
not enough for managers to satisfy the customers, to convince them to come back
or to do positive word of mouth for the company. Some hotel managers, now, re-
sort intensely to customer relationship management (CRM) programs. However, it
is only one of the milestones of providing valuable experiences. What they have
exactly to do is to create extraordinary experiences by carrying out customer ex-
perience management programs (Schmitt, 2003). In this research, therefore, a cus-
tomer experience management framework is provided for hotel managers by ex-
amining the literature and realizing a case study at a 5-star international hotel lo-
cated in izmir, Turkey.

LITERATURE REVIEW

In the literature, the experiential consumption was firstly realized and mentioned
in the provocative work of Holbrook and Hirschman (1982). They were the early
speakers of the emotional context of the consumption rather than its functional
context. In 1999, Pine and Gilmore (1999), compared the consumption with theat-
rical performances and claimed that “we are working in an experience economy”.
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They asserted that the emerging consumption practices sign for arrival of a new
type of economy. For them, this new economy, experience economy, has quite dif-
ferent dynamics from its prior fellows, agrarian, industrial, service economies.
Similarly, Schmitt (1999) pointed out the importance of “experiential marketing”.

Examining literature, it can be seen that some authors tried to shed light on the
customer experience management concept by proposing frameworks and present-
ing the best exercises from enterprises such as Disney Imagineering and Holly-
wood Film Industry. The leading works come from Pine and Gilmore (1999) and
Schmitt (2003). Pine and Gilmore (1999) simply have five experience design prin-
ciples: theme the experience; harmonize impressions with positive cues; eliminate
negative cues; mix in memorabilia; engage all five senses. Schmitt’s Customer Ex-
perience Management framework consists of five steps: analysing the experiential
world of the customer; building the experiential platform; designing the brand
experience; structuring the customer interface; and engaging in continuous inno-
vation. Nijs’ “Imagineering” approach, too, seems to be quite relevant and useful in
this context. Nijs (2010) defines imagineering as a “process, by which an imagina-
tive artefact is brought into existence in order to orient, animate and stimulate the
imagination of stakeholders by value creation processes”. According to NHTV
Imagineering Academy (2010), imagineering enables not only seducing people but
keeping them emotionally committed to the company. Imagineering framework is
composed of four steps including inspiration, creation, exploration and organiza-
tion. Bryman (2004), in Disneyization of Society, portrays how Disney Company
creates the ultimate customer experience. According to his classification, the cus-
tomer experience is delivered to the customers by principles including theming,
hybrid consumption, merchandising, and performative labour. Wyatt, (1994) in
his book, “High Concept: Movies and Marketing in Hollywood”, articulates how
Hollywood Filmmakers succeeded to make millions of dollars with the usage of
high concept after realizing the commercial potential of the movies. The high con-
cept simply helped filmmakers to earn money not only from the sales of the films
but also tie-ins and related advertisements. Wyatt (1994) defines high concept as
a commercial narrative, which possesses an effective aesthetical and marketable
core. It includes the principles such as the look (the aesthetic quality), the hook
(the marketability nature), and the book (the reduced narrative).

METHODOLOGY

The aim of this research is to propose a managing framework for the hotel manag-
ers. To this end, an intense literature review onto customer experience frame-
works was held. In addition, the case study method is chosen as the research
method since our research content include basically a “how” question about con-
temporary issues, over which no control is possessed (Yin, 1994). To examine the
issues in its real-life context (Yin, 1994), a visit to a 5-star international hotel lo-
cated in izmir was dropped. Observations on the experiential issues in the hotel
were made. And, an interview, which is semi-structured and in-depth, with the



104 9th World Conference for Graduate Research in Tourism, Hospitality and Leisure

General Manager was realized. Jacelon and O'Dell (2005) states that: “Once the
data are sorted into manageable chunks through coding, the process of interpreta-
tion begins”. Accordingly, the findings obtained from the interview was, firstly,
classed as codes according to the contexts derived from the literature review and
then interpreted.

RESULTS

In this part, the findings are presented by indicating important points in the inter-
view and observations related to the coded issues. The coded issues are as follows:

Analysis of experiential needs and wants of customers; the hotel collects infor-
mation about the customer by sending forms to the guests during reservation.
This form includes questions about favourite newspapers; type of bed and pillow
preferred; special requests for breakfast, food and drinks liked; and so on. The
other tool used to collect details of the repeat guests is the Opera program. Em-
ployees are empowered to inform supervisors about the complaints, comments,
and acts of the guests during the stay. The hotel, also, outsources a service called
mystery shopping. In addition, hotel considers socio-cultural backgrounds of the
customers.

Designing experiential business strategies; the hotel aims to be remembered as
an international upscale hotel, which serves delicious food and is famous with its
warm and sincere hospitality. To give the hospitality image, theming is applied.
The hotel uses a mind challenging logo; however, most people can recognize it at
first sight.

Merchandising and hybrid consumption; they have cups with their logo on;
however, they do not have commercial or marketing initiatives out of them even
though they sell it if the guests want. In addition, they have coiffeur, sauna, spa,
and massage centre since it is obligatory for all 5-Stars hotels.

Human Resource Management; they organize meetings to gather the employees
and managers together. It evidently creates emotional labour situation. The gen-
eral manager points out the importance of recruiting right people rather than
training employees. It is seen that, empowering the staff to take responsibility,
make decision and solve problem is also vital in the hotel.

Managing communications; they communicate with the guests in a personal way
and face to face as much as it is possible. If not, the other tools used are phone and
e-mail. They use newspaper and magazine ads to celebrate special days. They use
bulletins. There is a PR department. Web and social media pages are managed
from the centre. On the Web, the visual aspects are given importance. They also
communicate emotional messages. Social responsibility events are realized from
time to time.

Collaboration and partnerships; they make collaborations with local wine pro-
ducers and an olive oil producer and outsource service from the mystery shopping
agencies.
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Innovations and memorabilia; they have some innovative service applications.
They offer parents teddy bear and kid socks with the kid’s name on. They also
provide bathrobe, shampoo, care set, and toys. If it is a special guest, the bathrobes
are given with the names on. The program called “I have an idea” encourages the
staff to tell supervisors about their ideas. They provide some little giveaways such
as hangers and table calendars.

CONCLUSION AND IMPLICATIONS

This study proposes an experience management framework by looking into the
literature and completing a case study. The framework consists of three main
phases; getting inspired experientially; designing the experiential strategy; and
implementing the experiential strategy (see Figure 1). While managing these
steps, tools such as theming, storytelling, hybrid consumption, brainstorming, co-
creation, innovation, memorabilia, aesthetics, and emotional and performative
labour stand out as strategic tools for managers.

Getting inspired experientially; managers should firstly analyse the experiential
needs and wants of the society in order to get inspired as to what kind of offering
would be attractive for consumers. To do this, they should analyse stakeholders
and the nature of experiences and collaborate with stakeholders. The possible use-
ful tools can be swot analysis, experience audits, and co-creations in this step.

Designing the experiential strategy; managers should conduct an experiential
based strategy, which allows aligning all interactions of a company to the experi-
ential value that the company wants to offer to the outer world. After creating the
vision, they should find out the communication tool, which will be the core of
company’s future interactions and communicate the experiential vision to the so-
ciety. The term “experiential soul” is used to refer to this tool since it is considered
that this tool should be the centre of the overall business strategy. The experiential
soul should include components such as “the space, the story, and the marketaina-
bility”.

The space component refers to all the sensorial influence the company generate
within the society through its real and cyber environments. The spiritual core that
appeals to the minds of the customers is called “story”. The story should be com-
municated to the customers by storytelling applications. Managers should try to
create stories, which will trigger the feel, think, act, and relate experience compo-
nents of Schmitt (1999). In this context, managers can be inspired by analysing the
storytelling at Disney theme parks. The collaboration with artists for the storytell-
ing applications could also be an alternative strategy in this regard since the art-
ists possess remarkable imaginative and creative skills. Furthermore, “marketain-
ability” concept, created by mixing the words “marketing” and “sustainability”,
refers to the marketable essence of the experiential soul. To implement mar-
ketainability Disney-like merchandising is considered effective since it ensures the
protection and longevity of the company’s rights on special characters, logos, of-
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ferings and promotions by applying licensing and franchising. Furthermore, hy-
brid consumption provides differentiation possibilities for companies, thus moti-
vating consumers to spend longer time and spend more in the consumption ven-
ues.

Implementing the experiential strategy; managers should handle human re-
source and operations management successfully while ensuring the continuity by
applying innovations and providing memorabilia. Managers should seek to acquire
performative and emotional labour. With the performative labour concept, the
employees are expected to perform theatrical roles as in Disney theme parks (Pine
and Gilmore, 1999). And, emotional labour refers to the workers who are emo-
tionally attached and loyal to the enterprise, which they work for (Bryman, 2004).
While realizing operations management, managers should take into account effec-
tive aesthetics and communication principles which are related to the main theme.
And, they should enjoy co-operation occasions with other companies and custom-
ers to co-create in order to deliver unique experiences.

Figure 1. Experience Management Framework for Hotel Managers
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INTRODUCTION

Ecotourism, nature-based and rural tourism are products that have grown steadily
during last years. All of them have the nature, and especially natural parks, as core
resources. As tourism develops, natural areas can feel the impact of human activi-
ty, with problems of sustainability emerging in these areas (Lai & Hitchcock, 2017;
Lucrezi et al,, 2017; Moorhouse, D'Cruze & Macdonald, 2017; Fleming & Manning,
2015).

El Valle and Carrascoy is a natural park located in the southeast of Spain, with an
increasing number of visitors given it is closely located to important population
centres. This is a recreational area with an important environmental value. There
is a need for managers and institutions to make recreational use of natural parks
compatible with environmental conservation issues. In order to increase con-
sciousness of surrounding population and institutions on the environmental value
of this resource, this paper estimates the recreational value of the park by relying
on individual travel cost methodology. Consumer surplus/benefit of the visit is
computed for a data sample of 215 visitors. As a result we provide careful infor-
mation to authorities managing this natural resource allowing them to rely on
cost-benefit analysis when designing policies regarding such a natural place.

El Valle and Carrascoy: A Natural Park in the Southeast of Spain

El Valle and Carrascoy Natural Park is located in the southeast of Spain with an
area of 17410 hectares that are spread about the municipalities of Murcia, Fuente
Alamo and Alhama in the Region of Murcia, Spain. It’s a natural park closely linked
to local population, given its proximity to the city of Murcia and surrounding area.
Historical heritage resources starting from the Bronze Age, and passing through
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Iberian, Roman, Arab and Visigoth eras confers this area a huge historic, cultural
and religious importance. It is part of Natura 2000 as a Site of Community Im-
portance (SCI) and Special Protection Area for birds sightseeing due to the pres-
ence of eagle owl among others (Madrigal, 2015).

Agrarian use is decreasing and mines exploitation (iron, copper and plaster)
stopped in 1993. Nowadays, recreational use predominates in this site. There are
historic remains as Iberian Sanctuary of the Light or the Arab Castle of La Asoma-
da. The catholic Sanctuary of La Fuensanta, in baroque style, is also a religious ref-
erence here. There are five geologic interest places and some facilities for recrea-
tional use as an environmental education centre, parking, flora and fauna observa-
tory, visitor centre, recreational area or guided visits.

There are 18 different kinds of habitats of interest according to the European Un-
ion catalogue. Five of them, that occupy two thirds of the whole park, are included
in Annex 1 of EU Habitat Directive since they are considered priority. There exists
55 species of catalogued plants, 48 of them included in the Regional Catalogue of
Protected Wild Flora of the Region of Murcia; 33 are considered as species of spe-
cial interest, 11 are considered as vulnerable and 4 in danger of extinction in the
Region of Murcia. This Park also has great fauna diversity due to the different veg-
etation structures arising. Birds constitute the most important group and some
species are included in Annex 1 of Directive 79/409/CEE as golden eagle, real owl,
peregrine falcon, short-toed eagle, wheatear or Bonelli’s eagle (Alcon et al., 2015).

METHODOLOGY

Environmental goods do not use to have related structured markets rigorously
speaking, from which a market value and hence a reference market price can be
obtained or approximated. As an alternative, economic analysis approaches these
issues by relying on a number of helping to obtain an economic value for this kind
of goods. Valuation methods can be divided into two big groups, namely direct or
stated preferences methods (as contingent valuation or choice experiments) and
indirect or revealed preferences methods (as travel cost or hedonic price).

Directs methods obtain the value of an environmental good or a change in its sup-
ply through a direct state of people. In them, a market is simulated. For example, in
the contingent valuation method that uses a dichotomous answer (yes or no) in
the valuation question, interviewed people are asked if they would pay a deter-
mined price for a good or an environmental improvement. Interviewed person
would say “yes” if the value of this improvement for him/her was greater than the
cost (or price) suggested and would say “no” in the opposite case. It is as a hypo-
thetical or simulated market.

Indirect methods obtain information from markets of goods that are related to the
good whose value is trying to be determined. For example, travel cost method gets
a valuation of a good from information about of the cost of travel necessary to en-
joy it.
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Different concepts can be included in the cost of the travel. Between them the fuel
expense or transport tickets, travel time, meal, overnight stay or the time of the
visit. There is no unanimity between the authors about what of the mentioned
concepts should be included in the travel cost except fuel expense.

Travel cost method has several variants, zonal with equidistance, zonal without
equidistance and individual (Riera, 2005). Individual method considers individual
data of visitors and the variable number of travel made in a determined period is a
key variable. A function in which the number of travels in a period of time is ex-
plained by travel costs and other explicative variables is specified. In the easiest
case, a lineal function in which travel cost is the only explicative variable besides
the constant could be specified. Nonetheless, a Poisson or Negative Binomial mod-
el is normally used since they can reflect that number of travels/visits variable is
not a continuous variable but a discrete one.

In statistical terms, Poisson model supposes a distribution of the kind

o) 3 Travels

f(Travels)=  Travels!

(1]

Where Travels! is factorial of the number of travels or visits made by a visitor dur-
ing last year and A is a value such that In A = a + bcost, being A the average of the
number of visits, cost, the cost of the travel and In, natural logarithm function.
Once “a” and “b” parameters are estimated, consumer surplus associated to one
visit can be obtained as 1/b.

Data are obtained from a sample of 215 visitors chosen randomly in different
parts of El Valle and Carrascoy Natural Park during the months of June and July of
2016.

Typical visitor has previously enjoyed the area since 97% of the interviewed peo-
ple stated having been previously and only 3% were visiting it for the first time. A
high repetition rate exists since 60% of the sample stated to have visited the park
more than 14 times during last year. People access to the park mainly by car but
also on food and by bicycle. Principal activities during the visit are hill walking
(87%), sightseeing (47%), having a picnic (40%) and flora and fauna observation
(36%).

The level of satisfaction related to access, signposting, cleanness, flora and fauna,
and general satisfaction was asked. Visitors are generally satisfied but cleanness
and signposting received worse valuation than the others items.

The socioeconomic profile of a typical visitor could be deduced from the following
figures: 62% of interviewed visitors were male, 56% had university studies, 46%
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are between 31 and 49 years old and 30% stated to have a level of income be-
tween 1000 and 1500 euros.

RESULTS
An estimate of recreational value of El Valle and Carrascoy Natural Park is ob-

tained applying individual travel cost method.

In this survey, the following truncated Poisson model is estimated
e A

. A
Pr(Travelsi=n | Costy,Xi) = ni(l—e ™) ,n=12,...
[2]

Where travel is the number of visits to the park made by the interviewed person
during the last year, n is the number of observed visits for individual “i”, costi is
the travel cost for individual i, Xi is a vector of characteristics of individual i, and

A = E(Travelsi | n | Cost;, Xi) = exp (BCosti+ yXi),
(3]

where 3 y y are parameters to estimate. Hellerstein and Mendelson (1993)
showed that consumer surplus can be obtained from the estimate of the average of
the number of travels A and 8 parameter, as A/f3.

The Poisson model estimated has the following form

In(Ai) = Yo+ BCosti+ yilncomei+ y2Agei+ y3Sexi
(4]

where Costi is the travel cost!. It includes the consumed fuel expense that depends
on the covered kilometres from the departure point of the visitor to the park and
his return. A reference cost of 0,19 euros per kilometre has been used to translate
to euros the distance covered.

! There is no unanimity about the concepts to include in travel cost when applying the method. All
the authors agree including oil expense and transport tickets. Nonetheless, there is no agreement
about including other concepts as meal expenses or the time of the visit. In this survey, only oil
expenses have been included. The time of the travel was not. Given the park proximity to several
cities, many visitors go on foot. This implies a longer travel for people that go on foot. When valu-
ing the time of the travel, a paradox could emerge since people around the park could have a travel
cost greater than people coming from more remote areas that came by car. That is why people com-
ing on foot or by bicycle have been excluded in the estimate. The final sample used was of 98 visi-
tors that came to the park by car.
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Incomei is the income of the visitor. Interviewed person was asked to choose one
of five income intervals and the average of the interval chosen was assigned.

Agei and Sexi were the age, sex and level of studies of the visitor.

Regression results are shown in the following table

Table 1. Estimate of model [4]

Variable Coefficient Std. Error z-Statistic Prob

C 2.716013 0.099666 27.25114 0.0000
COST -0.196335 0.011729 -16.73926 0.0000
INCOME -0.000253 3.31E-05 -7.645440 0.0000
AGE 0.030568 0.001814 16.84845 0.0000
SEX 0.159705 0.050040 3.191546 0.0014
R-squared 0.570803

Adjusted R-squared 0.552142

We observe cost variable has a negative sign; the greater the travel cost is, the
lower the number of visits made. Income variable also shows a negative sign. So,
the greater the income of the visitor is, the smaller the number of visits made. So,
visits to the park would be an inferior good. Age has a positive sign; so, older peo-
ple tend to visit the park more frequently. Sex variable (taking into account the
way in which it was codified as a dichotomous one) has a positive sign, indicating
that men visit more this area than women.

Taking -1/ 3 as consumer surplus associated one visit, we obtain a consumer sur-
plus for a visit of 5,09 euros. This is the benefit of the use of the El Valle and Car-
rascoy Natural Park as a recreational place for one visit that use to last one morn-
ing or one afternoon.

CONCLUSION AND IMPLICATIONS

El Valle and Carrascoy Natural Park is one of the most extensive protected natural
areas in the Region of Murcia, Spain. Its proximity to the city of Murcia and other
villages has turned this area into the most visited natural park by the inhabitants
of the region and, potentially, this territory may suffer an important human im-
pact. During last years, this natural park has acquired a recreational profile for the
enjoyment of people together with a possible decrease in its environmental quali-
ty or use. In this way, it has become necessary the implementation of protection
policies allowing a sustainable use of the park.
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This paper has put the first stone in this way, as a mean of helping the stakehold-
ers to improve the management and protection of such natural asset by proving a
valuation of the visit and a clear visitor profile.

The paper has also computed the recreational value of the visit to the El Valle and
Carrascoy Natural Park by relying on the individual travel cost method. Nonethe-
less, as this method allows us to value only recreational use, further work is need-
ed to complete the picture of the environmental value of the park. Relevance of
results includes the necessity of providing information on its recreational or tour-
ist value to users and institutions in charge of its management. A consumer sur-
plus or benefit of one visit (of one person) to this natural environment has been
estimated in 5.09 euros according to our results. If total visitors figure is available,
a total tourist valuation could be obtained, that had to be taken into account in the
decision-making and policy design process.

The use of experiment choice could allow us to obtain other values of this area and
even valuations of different tourist activities. These would be possible extensions
of this investigation.
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INTRODUCTION

Cruise vessels have the simultaneous characteristics of transport and accommoda-
tion. This means several advantages that differentiate the cruise tourism from
other tourist typologies and maritime business. From the tourist point of view,
cruise passengers visit different cities without having to carry their luggage be-
tween destinations. From the transport point of view, the vessel acts both as a
transport means and as a leisure and entertainment facility. For this reason, now-
adays cruise ships are known as floating resorts. The fact that the ship can be
moved wherever demand is generated is an advantage for cruise lines, because
these reposition their vessels from one destination region to another depending
on the year season in order to maximise the occupation rate of the vessel. Moreo-
ver, some cruise regions are only visited during a specific season of the year due to
weather constraints. Therefore, these constraints make that the cruise activity can
present different seasonality profiles for each destination region.

Focusing on European cruise regions, this article, currently under development,
aims to determine the seasonality profile of the cruise traffic registered on the Eu-
ropean Atlantic coast and in the Mediterranean Sea. It also analyses the changes in
seasonality during recent years.

LITERATURE REVIEW

During 2016, seven destination regions concentrated 86.2% of the deployed ca-
pacity worldwide. In order of importance these are Caribbean Sea, Mediterranean
Sea, Northern Europe, Asia, Australia/New Zealand/Pacific, Alaska and South
America (CLIA, 2016). These destinations can be classified into two types accord-
ing to their period of operation throughout the year. On one hand, annual destina-
tions remain active throughout the year, albeit with significant differences in the
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deployed capacity from one season to another. The Caribbean and the Mediterra-
nean are examples of annual regions. On the other hand, seasonal destinations on-
ly remain active during a specific period or season, primarily because of weather-
related factors. Alaska and Northern Europe are examples of seasonal regions (Es-
teve-Perez and Garcia-Sanchez, 2017). European regions, i.e. Mediterranean Sea
and Northern Europe, concentrated 30.4% of deployed capacity in 2016.

The operating schemes described above highlight the presence of different sea-
sonality profiles. Seasonality affects source markets because of seasonal weather
constraints in certain regions. To counter this restriction, source markets can use
fly & cruise cruises that allow future cruise passengers to select the best destina-
tion region in a particular season. In addition, this phenomenon has negative ef-
fects for each one of the three key stakeholders involved in drawing up a cruise
itinerary—the cruise line, the tourist hinterland, and the port—in a different way.

In the case of cruise lines, seasonality affects the occupancy rate of ships, and they
are also affected by ‘natural’ seasonality because there are regions with weather
constraints. To minimise the negative effects of this type of seasonality, cruise
lines reposition their ships between destination regions. This strategy is possible
because cruise ships, which are fundamentally mobile floating resorts, can be
moved seasonally from one cruise area to another to maximise their occupancy
ratio by always sailing in climatically attractive areas (Charlier, 1999). Therefore,
the cruise industry is characterised by a unique feature: the seasonal interregional
and intraregional migrations performed every year by many vessels. Reposition-
ing decisions are subject to a comparison between the sunk cost of laying up the
vessels and the potential operating profit after taking into account the cost of re-
positioning (Wang, Pallis, and Notteboom, 2015).

For the ports, seasonality generates underutilisation of passenger terminals and
cruise facilities during off-season months. Furthermore, in peak season it can lead
to congestion in port. Port congestion is an undesirable effect for the cruise indus-
try because it creates losses of service quality for ships and passengers. Addition-
ally, the off season generates very low revenues or even null revenues from the
cruise traffic to the port.

The number of tourists visiting the tourist hinterland is affected by the seasonality
of cruise traffic. Tourist attractions visited during the port call are not exclusive to
cruise tourism because they are shared with other types of tourism. Cruise traffic
seasonality may exacerbate the negative effects of seasonality on the tourist hin-
terland if it coincides with that of the remaining tourist typologies that share the
same tourist hinterland. Whereas, if the seasonality of cruise traffic does not coin-
cide with that of the remaining tourist typologies, the cruise tourism acts a desea-
sonalisation mechanism for the tourist hinterland.
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METHODOLOGY

The methodology to be applied in this article is based on the analysis of time se-
ries of cruise passengers to determine their seasonal component. Next, from the
previous analysis, the seasonality profile of each port is obtained. Additionally, a
cluster analysis will be applied to obtain groups of ports with homogeneous sea-
sonality patterns. Moreover, depending on the geographical position of the ports
that compose the sample it is possible to know if each cruise region has a charac-
teristic seasonality profile and if this is different to the other regions. In addition,
the annual changes in seasonality of each port will be also analysed using the Gini
coefficient and the coefficient of variation.

RESULTS

The expected results are that each port has a specific seasonality pattern depend-
ing on its geographical position. Therefore, there are differences between the sea-
sonality patterns of different European cruise regions. With regard to the changes
in seasonality, it is interesting to know if the growth of cruise traffic during the last
years has been accompanied by a decrease in seasonality or, however, has in-
creased the seasonality of this maritime traffic.

CONCLUSION AND IMPLICATIONS

The results of this work may be of interest to managers of European cruise ports
for the development of cruise traffic on their docks, and for researchers in the field
of port and cruise industry. The geographical location is a fundamental aspect in
the field of transportation. As a result, the geographical position of the port is ex-
pected to influence the seasonality patterns that will be obtained. Moreover, it is
also expected that the dynamical development of the cruise industry during the
last years has resulted in a decrease of the seasonality. Therefore, this means that
the cruise activity has a more even distribution throughout the year. From the
point of view of managerial implications, strategies to deal with the negative ef-
fects of seasonality are suggested. These counter-seasonal strategies will be car-
ried out taking into account the different patterns that is expected to obtain.
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INTRODUCTION

Among the most important factors affecting the survival and lifecycle of business-
es are their ability to adapt to global conditions and their sensitivity to their envi-
ronment (Mirze. K & Ulgen. H, 2010: 31). Taking organizational measures through
continuous assessments of the environmental response is essential for those or-
ganizations which aim to grow and develop in the competitive business environ-
ment of 21st century if they are to survive the competition (Yiicel, Gokdeniz &
Erbasi, 2006). The organizational ecology theory models an industry consisting of
a group of companies competing for the same resources while trying to explain
how to attract the resources following a specific model in order to use the re-
sources and to make organizational decisions (i.e., which products and/or services
to manufacture or sell) (Erdil, Kalkan & Alparslan, 2010 ).Organizational ecology
investigates any group of living organisms and their relations with their environ-
ment; when applied to the organizations, it is able to assess any group of organiza-
tions operating in a specific society and industry and their relationship with their
environment and each other (Yiicel, Gokdeniz & Erbasi, 2006 ). Recent studies in
organizational ecology have offered rich content for population and/or organiza-
tional ecology approaches which made it possible to use these approaches in order
to better understand the environmental behavior of organizations operating in the
tourism industry (Hijalager, M., 2000).

LITERATURE REVIEW

Population density is defined as the total number of firms operating in the popula-
tion (Carroll & Hannan, 1989; 524). Population is considered as the space where
organizational activities are performed and can be defined as the development of
organizations by the naturally available social resources (Erdil, Kalkan & Al-
parslan, 2010; 19). In organizational ecology, population can be defined as a group
of organizations with similar activities as well as a group of organizations with a
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shared form competing for the same resources which interact with each other
(Kaya & Ataman, 2013; 60). Examples of organizational populations commonly
used in relevant studies include beer manufacturers, publishing, record compa-
nies, automobile manufacturers and banks (Carroll & Swaminathan, 2000; 715, ).
The structure of the organizational forms available in a population involves factors
such as population density level and variety of the resources, population dynamics
(Carroll, 1985; 1264); while the legitimacy of the organizational forms involves
homogeneity or heterogeneity of the population (Petersen & Koput; 1991); and
the population density involves liquidation, organizational evolution (Carroll &
Hannan, 1989) and competition (Carroll, 1985). Organizational ecology theory
confirms the adaptation model of the organizational change in a population, holds
the selection model of the organizational change which forces the organization
into a substantial change which eliminates the possibility of a flexible change as
the adaptive change is a result of the environmental pressure (Erdil, Kalkan & Al-
parslan, 2010; 18). Having argued that such a situation is not always the case,
Astley (1985, 226) claims that “organizations may differentiate in a flexible man-
ner in order to become environmentally consistent”. The level of homogeneity of a
population decreases as the differentiation increases thus increasing the competi-
tion between organizations.

METHODOLOGY

This study explains the special accommodation population density in Turkey for
the period between 1990 and 2015, by using the numbers of rooms and beds
available in the accommodation facilities certified by the Ministry of Culture and
Tourism of Turkey and the type of the accommodation assign (Ministry of Culture
and Tourism of Turkey, http://yigm.kulturturizm.gov.tr/TR,9860/turizm-belgeli-
esisler.html). This study uses official and legal criteria, definitions and classifica-
tions available in the “Regulation for the Certification of Touristic Facilities and
Their Characteristics” issued by the Ministry of Culture and Tourism of Turkey
(http://teftis.kulturturizm.gov.tr/TR14518/); classifications and criteria were
used as is and are made available in the following tables;



Table 1. Accommodation types & building properties for special types - 1

ACCOM- Facility Archi- Rooms
ResqapgiuPapers [oca- tectural 119

TION tion Proper-
TYPES ties of
the
Build-
ing

Min. N. Min. Fur- Theme Ma- Design Man- Bath-
of Size of ni- s Avail- teri- of the age- room
Rooms Rooms ture able in als Rooms ment s
Rooms Used Room

Fur-
ni-
ture

Boutique - B1 10 - B2 - B3 - + -
Hotel

Private - 04 - - - 05 03 - R R
Facility

Mountain D3 - D4 D2 - - - - D5 -
House

Plateau Y1 - 5 - - - - Y2 - -
House
Ranch- C1 - 5 - c2 - - ¢3 - C4
Village
House

Thermal TT1 - - - - - - - - -
Facility

Camping K1 - K2 - - - - - - -

Holiday T1 T2 60 T3 - - - - + -
Resort

Golf G1 - - - - - - G2 - R
Hotel

Type B BTS1 - 10 - - - - - - -
Holiday
Resort

Auberge - -
SERVICES PROVIDED BY SPECIAL ACCOMMODATION TYPES

First Class Dining Needs Dining Home Tradi- Meals Menu for
Restaurants Satisfied with Service made tional from Other
Facilities Suitable Meal Turkish Inter- Cuisines
Available in for Tradi- and Cuisine nation-
Rooms tional Bever- Menu al
Turkish age Cui-
Dining Service sines
Culture
Boutique Hotel - - - - - -
Private Facility - - - - - - 01
Mountain House D - - - - - -
7
Plateau House - Available Available - - - -
Ranch-Village House - - - C4 ¢5 - -
Thermal Facility T1 - - - - - -
Camping - - - - - - -
Holiday Resort - - - - - - -
Golf Hotel - - - - - - -

Type B Holiday - - - - - - -
Resort

Auberge - - - - - - -
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B1: Architectural design is the structural property; material, furniture and decora-
tion used are authentic.

B2: Rooms are delivered at least one daily newspaper according to the preference
of the guest.

B3: Expected to have the furniture and decoration equal to a 5-Star hotel with fur-
niture and material having modern, reproduction or antique features.

BTS1: Type B holiday resorts are facilities located in Culture and Tourism Protec-
tion and Development Regions or Tourism Centers or any other location support-
ed by the Ministry which consist of at least 10 units and a shared area.

C1: Established as a ranch organization in rural areas. It offers both farm produc-
tion and tourism accommodation; guests are able to take part in agricultural activ-
ities.

C2: Furniture and decoration are expected to be authentic.

C3: Arrangements are made in order to use natural environment visually with bal-

cony, porch or terrace. C4: One shower, WC and sink is available for every five
rooms.

D2: Rooms for maximum 6 guests with mechanical air conditioning,.

D3: As they are sports and hunting facilities, Mountain Houses must be located in a
place serving its purpose. Mountain houses are accommodations with at least 1-
Star which can meet the needs of sports and hunting tourism.

D4: Meets the minimal properties of at least 1-Star hotels.
D5: Only teacher rooms are defined as rooms other than accommodation.

G1: Golf hotels consists of golf course, heating and practice areas along with sup-
porting facilities located on areas suitable for the international norms of the golf
sport.

G2: All the bedrooms available in this accommodation type may be arranged as
apart and suite rooms.

K1: Located on and around motorways, at the outskirts of the city, and locations
with natural characteristics such as sea, lake, etc.

K2: Minimum 30 camping units and 100m? space for each unit.

01: The main purpose of Caravan parks is to meet the overnight stay needs of its
customers who are travelling; these are mobile accommodation facilities for vehi-
cles with at least two beds and they also include additional and complementary
units for dining.

03: Highest quality or superior material used for structure and decoration
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04: Must at least have one of the following features: architectural authenticity,
historical value, natural value, artistic value.

05: Reflects cultural features of the nation or other nations.

T1: Holiday resorts are maximum 3-floor buildings located in the nature or around
archaeological sites.

TT1: Thermal facilities consist of treatment or recreational units located at hot
springs, mineral springs and climate treatment centers which use natural healing
factors of land, underground resources, sea and climate conditions. Thermal facili-
ties are operated and certified in connection with the original accommodation fa-
cilities and named to include the type and class of the accommodation facility.
These facilities are thermal facilities named with respect to the sports and dining
facilities along with the type and class of the operating accommodation facility.
Sports and dining facilities depend on the type and class of the operating accom-
modation facility.

Y1: Located in areas which are deemed suitable for development by the Ministry.

Y2: Expected to use authentic and quality material for furniture and decoration.
Accommodation types considered private organizations in Turkey as per the regu-
lations of the Ministry of Culture and Tourism of Turkey
(http://yigm.kulturturizm.gov.tr/TR,9860 /turizm-belgeli-esisler. html) according
to their location selection, architectural characteristics of the building, number of
rooms, thematic design in rooms, characteristics of the furniture available in
rooms, sports, health and recreational facilities, dining services (availability of din-
ing and beverage options suitable for Turkish dining culture, meals and beverages
consisting of homemade options, Traditional Turkish Cuisine menu, options from
international cuisines, menus for other cuisines, etc.)

RESULTS

We have grouped organization types as private organizations and compared
themselves in the 5 years period between 1990 and 2015.

Table2. Paired Samples Statistics For Special Organizations

Organization Years Mean Std. Devia-  Std. Error
Type N tion Mean

Special Orga-  1stPair 1990 3424,69 29 10376,098 1926,793
nizations 1995 3420,59 29 10285,877 1910,039
Eflout'q“e Ho- =5 nd pair 1996 3480,52 29 10653,797 1978,360
Private Facility, 2000 3576,07 29 11393,775 2115,771
Mountain Hou- 3th Pair 2001 3689,21 29 8634,650 1603,414

se, 2005 2888,45 29 12084,903 2244,110
Plateau House, 4, pyip 2006 3696,97 29 12084,903 2244,110

Ranch-Village 2010 4564,00 29 11790,944 2189,523
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House, 5th Pair 2011 4674,31 29 11881,560 2206,350
lThermal Faci- 2015 5654,31 29 13064,718 2426,057
ity

Camping,

Holiday Resort,

Golf Hotel,

Type B Holiday
Resort,

Auberge)

In the 5-year intervals, there was no difference in rate of change of facility and
room in the special organization type.

While the average number of beds in private grouping in 1990 was n= 3454,69,
there was a decrease between 2001 and 2005 (n = 2888.45) and it increased to an
average of 5654.31in 2011-2015.

When the number of beds was statistically analyzed, 2006-2010 pairwise t = -2.09;
df = 28; p = 0.05. There was a significant increase between years and pairwise t = -
2,33; df=28; p=0.03 for 2011-2015.

CONCLUSION AND IMPLICATIONS

This study explains the special accommodation population density in Turkey for
the period between 1990 and 2015 by focusing organizational ecology theory and
using the numbers of rooms and beds available in the accommodation facilities
certified by the Ministry of Culture and Tourism of Turkey and the type of the ac-
commodation assign (Ministry of Culture and Tourism of Turkey,
http://yigm.kulturturizm.gov.tr/TR,9860/turizm-belgeli-esisler.html). ~ Another
topic for the future research in organizational ecology theory may be the rate of
survival of organizations between special and general organization populations.
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INTRODUCTION

Changes in the objectives and characteristics of teaching that come from the “new
school” have created a new paradigm in teaching, that the Bologna declaration has
come to emphasize, directing attention to the importance of the development of
competencies, as well as for the role that teaching may play in the sustainable de-
velopment of a region/country, between other factors. This new vision has rede-
fined the role of teachers. As an answer to this challenge, a group of docents decid-
ed to develop a pedagogical experience that met the Bologna process goals and, for
the effect, docents, students and stakeholders were involved. After six years of im-
plementation, of the project/programme, the results are very encouraging, both
for the positive impact that it had in the study area and with the interested groups,
as well as with the significant improvement that was proportioned for the
knowledge, competency development, obtained results in the evaluation and in-
sertion of the students in the active life.
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LITERATURE REVIEW

Even today, after several decades of the birth of the new school movement, it is
clear the clash between two distinct pedagogical models such as the one referred
by Not (1988), one in which the student is compared to an object and that the edu-
cator exerts a forming and shaping action of educating (Traditional school); an-
other in which the student has the necessary means to be subject of their training
(New school).

The pedagogical model proposed in this programme is a reaction against exclu-
sively passive tendencies, intellectual and verbal from the traditional school. The
teacher must intervene in objective conditions to provide a favorable environment
for the development of knowledge in interaction with their needs and abilities,
creating a valid experience, giving importance to capabilities and purpose of each
individual.

It is increasingly believed that the methodological and theoretical body in the area
of tourism should be worked in an interdisciplinary manner (Decosta and
Grunewald, 2011), despite the great difficulty which has been experienced in its
applicability as is (Tribe, 1997), in which the student is active, committed, respon-
sible, capable of planning their actions, take responsibility, take attitudes in the
face of facts and interact in a medium in which he lives, thus contributing to the
improvement of the teaching-learning process. Therefore, it is the responsibility of
teachers to assure that the student is subject to learning, because as Stewart re-
fers, (1998: 113) "it is necessary to keep in mind that the success of the structural
intellectual capital management depends on the leadership".

Degrazia (2005), from his studies on building skills in vocational training in tour-
ism, reinforces the sense of know-how-be bolstered by the reality of the country,
and to account for this, the process of teaching and learning skills assumes a sub-
ject teacher with a new attitude: a reflective professional to constantly analyse
their own teaching practices.

Although there has been a considerable emphasis on current research related to
the systematic and rigorous development of tourism, we should point out that it
has been given little attention to the conduct of the school itself (Dimitrius, 2008).
It should be said that in many parts of the world there is no proper link between
tourism, education and policies of national and regional tourism. Learning out-
comes are statements of what a learner is expected to know, understand and/or
be able to demonstrate after completion of a process of learning (Kennedy et al.,
2007:5).

As Sheldon, Fesenmaier and Tribe (2009) say the challenges of the tourism indus-
try and training are increasingly facing a new paradigm of education in tourism,
where we assume this challenge with the intention of developing a program of
project/program of boosting, valorisation and promotion of local and regional her-
itage interdisciplinary.
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METHODOLOGY

Project to valorize and promote local and regional heritage
Spatial area of intervention

The Alto Douro wine region

The main activities of the program

1) Cultural Volunteering

2) Technical study of interpretation of local historical resources

e Design of thematic itineraries: the same space, different readings;

e Production of promotional and informational flyers, at the request of local;

e Fairs/Exhibitions and historical representations.

3) Open Classes with promoters of tourist industry and conducting work-
shops on local heritage and tourism.

Monitoring
The program/project and the development of transversal skills

Coming now to the consequences and results of skills and competences developed
by students in the whole system, which integrates classroom space and the curric-
ular activity in synchronization with the extracurricular activity, we can investi-
gate the relationship of these actions of active teaching with teaching, in regard to
the development of generic skills, because learning takes place through the active
behaviour of the student: it is what he does that he learns, not what the teacher
does (Biggs & Tang, 2007).

Tuning Educational Structures in Europe started in 2000 as a project to link the
political objectives of the Bologna Process and at a later stage the Lisbon Strategy
to the higher educational sector. The name Tuning is chosen for the Process to re-
flect the idea that universities do not and should not look for uniformity in their
degree programmes or any sort of unified, prescriptive or definitive European
curricula but simply look for points of reference, convergence and common under-
standing.

Within the framework of the powers we can consider three analytical dimensions
of analysis (adapted from Tuning Educational Structures in Europe):

¢ Instrumental skills, considered as means or tools for a particular purpose;

e Interpersonal skills, which refer to different abilities, so that students
have a good interaction with others;

e Systemic, skills that are related to the understanding of the totality of a
group or system.

RESULTS

The instrumental skills grouped into five categories presuppose the development
of cognitive, linguistic, technological and methodological skills. For example, in the
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Table 1. Correspondence between skills and actions developed

Correspondence between instrumental skills/ educational experiences and activities

Analysis and synthesis capacity Inventory cataloguing, inventory and description of heritage
resources.
Organization and planning Planning of cultural itineraries;
capacity Obtaining and relating verbal, iconic, statistical, cartographic,
information from several sources.
Written and oral communication Work the information in an autonomous and critical manner,
Knowledge of foreign languages accounting the desired result, and communicating it to the re-

cipients in an organized and flexible fashion;
Elaboration of flyers in several languages;
Conducting the groups in several languages.

Information management capacity Elaboration of: audio-tours, web page, databases, flyers, thematic

Informatics knowledge itineraries and tourist maps.

Problem resolution Solve problems developing internal capacities, dexterity, skills

Decision making and the domain of practices acquired by the student.
Correspondence between interpersonal skills/educational experiences and activities

Team work Across project.

Working in an international Accompanying international visiting groups and contacting with

context other similar structures abroad.

Skills in interpersonal The student must realize combined efforts to resolve conflicts.

relationships

Acknowledgment of the diversity and  Preparation of visits for distinct segments.
multiculturalism
Through group work, the student should acquire a critical and
global knowledge of the environment in which he's in.
Foster a new perception in the student so that, starting from his
Ethical commitment immediate reality, he should be able to do his knowledge and
ethical values.

Correspondence between systemic skills/educational experiences and skills activities
Development of educational and multidisciplinary projects;
Learning to get information from the past from different types of
sources, especially the material and iconic ones.
Creation of heritage interpretation plans adequate to the public;

Critical spirit

Autonomous learning
Adapting to new situations

Creativity Elaboration of tailor made programmes taking into attention the
solicitations of the different audiences.
; Abili 1 s
Leadership bility to lead groups

Each team has a responsible person.

The study of the natural, cultural and artistic heritage of the
Douro provides reflection elements for the understanding of the
world's richness and cultural diversity.

Proximity to norms, programmes, innovative projects and insti-
tutions of local and heritage management.

Acting in the territory, and with external institutions, a rigorous
know-how is needed.

Respect the natural, cultural, linguistic, artistic, historic and so-
cial heritage, assuming the responsibilities that presuppose their
conservation and enhancement, enjoying it as a source of pleas-
ure and using it as a resource for the individual and collective
development.

Knowledge of other cultures and cus-
toms

Initiative and entrepreneurship
Motivation by quality

Sensitivity to current themes and
associated to preservation

capacity of information management and computer knowledge, the procedure
passes through audio-tours, making web pages, databases, interpretative bro-
chures and thematic itineraries.
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According to the same structure, the personal skills here grouped into six catego-
ries imply the development of individual capabilities that allow interaction and
cooperation from the social point of view. For example, learning to work in a team
is across the project.

Another example is the development of critical spirit because the students,
through group work, acquire a critical and comprehensive knowledge of the envi-
ronment in which they live, through the study of its multiple factors: physical, hu-
man and cultural.

Systemic skills combine understanding, sensitivity and knowledge. In this case we
enhanced the creativity that was worked through heritage interpretation plans
suited to the environment and to the public through the elaboration of tailor made
programmes, taking into account the different audiences.

Finally, in the centre of the entire program, the motivation for quality because the
student requires a culture of its own: not just good will is needed, but thing should
be done well.

Correspondence between actions and skills developed

With reference to actions undertaken under the programme and to its corre-
spondence with the instrumental skills (I), interpersonal (P) and systemic (S), we
can prove that, almost always, there is the simultaneous development of the three
analytical dimensions of analysis, despite the actions belonging to the areas of in-
tervention and educational experiences.

Table 2. Correspondence between actions and developed skills

.
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CONCLUSION AND IMPLICATIONS

Everything leads us to believe that the introduction of this methodology in the ar-
ea of tourism and heritage, fostered a greater commitment and participation of the
student in different curricular units, as well as influencing very positively the de-
velopment of the various competencies, based on motivating interdisciplinarity,
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translated into the union of knowledge that has at its end a raison d'étre, the crea-
tion of competent professionals who make a difference.

It is also noted that this program, by proposing joint actions, promotion and dis-
semination of the cultural heritage, seeks to simultaneously contribute to the
strengthening of cultural identities and developing socially and economically local
communities. By the data available to us and for the feedback that we have re-
ceived, we can assert that, within our capacity for action, we have somehow man-
aged to contribute to this development.

Finally, we want this programme to continue to grow within a dynamic manage-
ment plan with the involvement of groups particularly interested in the whole
process, having an axis of differentiation, adjusting and readjusting itself, through
permanent monitoring in the light of surveys and discoveries that have been
made, confronting themselves, always with the needs, desires and suggestions of
all stakeholders.
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INTRODUCTION

Nowadays, in order to search for the information and compare the services, tour-
ists use different websites, among which TripAdvisor is one of the most famous
ones that allow them program for their trips by analyzing the reviews, rankings,
and lodging services scores. Therefore, in order to present solutions in terms of
hotels' pricing activities, the present research studies the relation between hotel
price and quality signs by means of hedonistic pricing model and minimum regu-
lar square regression. Apart from quality indicators of TripAdvisor (ranking, rat-
ing, and number of reviews), it will use the number of hotel stars, chained nature,
and featuring a pool as well as sport facilities.

LITERATURE REVIEW

Pricing is a strategic choice for companies which not only generates income, but
can be used as a communicative, bargaining, and competitive tool. Consumers can
use price as a tool to compare products, evaluate the value, and product quality
(Ivanov 2014). Pricing decisions of tourism industry is more complicated. For ex-
ample, accommodation price in a hotel is usually influenced by seasonality, type of
the room, presented facilities, and even outdoor features such as crowdedness,
sound pollution, access to transportation, and proximity to city center
(Papatheodorou, Lei et al. 2012). There are many models for pricing; one of the
most famous of these is hedonistic pricing model.
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Hedonistic pricing model was presented in mid-1970s by researchers such as
(Rosen 1974) and (Goodman 1978) in order to identify the value of products' fea-
tures, considering market behavior. It regards many goods and services as a set of
features, claiming that the price of a product is a function of its features (Monty
and Skidmore 2003). It is expected that positive features increase the total price,
having a positive influence on individuals' convenience level. On the contrary,
negative features have a negative impact on the price and convenience level
(Thrane 2005). Therefore, hedonistic pricing makes it possible to divide the total
price of a certain product based on the usefulness, perceived by the customers, to
separate prices, related to inherent features of the product (White and Mulligan
2002, Dwyer, Forsyth et al. 2010). Such separate prices essentially reflect custom-
ers' payment intentions(Goodman and Thibodeau 2003). Essentially, hedonistic
pricing model for tourism products, especially accommodation, is very appropri-
ate(Yang, Mueller et al. 2016).

METHODOLOGY

By studying the theoretical literature, a set of tangible features, which can affect
hotel prices, were determined: hotel ranking (stars), chained nature, pool and
sport facilities, and gym. Due to the importance of quality indicators in customers'
buying decisions and hotels' price, this research will use TripAdvisor quality indi-
cators: hotel rating, hotel rank, and hotel rating mass. As Tehran, Isfahan, and Shi-
raz are main destinations of foreign tourists in Iran, hotels in these cities have
been selected. Based on previous studies, the minimum price of a double-bed
room (Jin and Si 2004, Yang, Mueller et al. 2016)for a seven-night stay of two peo-
ple has been considered as the dependent variant. Since by increasing the hotel
ranking, its value is lowered (First rank, the best; and fifteenth rank, the worst),
the data have been normalized by means of the formula below and then its pro-
cess has been reversed(Chakraborty and Yeh 2009):

(maxN —n)/(maxN — minN) 1

Based on what (Rosen 1974) proposed, most researches, conducted on hedonistic
pricing model, used log-linear regression, in which linear logarithm of the depend-
ent variant is calculated (Thrane 2007). In log-linear regression, as independent
variant is increased for one unit, the dependent variant alters (increases or de-
creases), depending on its coefficient. Yet, this is not true for virtual variants and
big coefficients (coefficient > 0.20). For such variants, antilogs minus one should

x
be used (¢ — 1) (Halvorsen and Palmquist 1980, Thrane 2007)Therefore, re-

gression model of this research is as below where € is the error and Jg, the coeffi-
cient:
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In PRICE; = B, + B,STAR + 8,CHAIN + B,POOL + B,GYM + B.RATING
+ B,RANKING + B,REVIEWS + ¢

Table 1. Variables, and descriptive statistics

Variables Mean Sd
Seven nights in hotel 2.82 0.17
In PRICE prices in dollars
STAR Number of star 3.65 0.98
CHAIN In hotels chain(0-1) 0.2 0.40
EOOL Pool(0-1) 0.32 0.47
GYM Sports and Fitness facilities (0-1) 0.25 0.43
RATING Rate on TripAdvisor 3.77 0.47
BANKING Rankon TripAdvisor 0.5 0.31

REVIEWS  Numberofreviews on TripAdvisor ~110.27 118.35

RESULTS

After estimating the model and studying the findings, the determination coeffi-
cient (R?) shows that 74% of total price changes in the hotels depends on seven
independent variants of this equation. What is more, since the amount of Test F is
meaningful (53.86), it can be said that the research's regression model, composed
of 7 independent variants and a dependent variant, is a good model, for which the
set of independent variants are able to explain price changes.

According to the results of the model's regression estimation, the most important
variant in determining hotel price, is the ranking in TripAdvisor (RANKING),
which is meaningful with positive coefficient of 1.38. As the coefficient of this vari-

ant is above 0.2, the formula ('EJr - 1) should be used. Furthermore, since the
amounts of this variant has been normalized by means of Formula 2, the result
should be divided by 14 (the number of ranks). In this case, the effectiveness rate
of this variant is 21.25% and with the one-rank ascension of Iranian hotels in
TripAdvisor, prices of this hotel increases by 21.25%. Among the variants, the sec-
ond place in TripAdvisor belongs to hotels' rating (RATING). Based on the results,
increase of one unit in hotels' rating, causes the hotel price to rise by 32.71%. Ho-
tel grading (STAR) with a meaningful coefficient of 0.241 is in the third place and
when the hotel grading increases for one unit, its price rises by 27.25%. Presence
of a swimming pool in the hotels (POOL) is the fourth influential variant on hotels'
prices, which has a meaningful coefficient of 0.174. Although this variant's coeffi-
cient is less than 0.2, since it is virtual, its effectiveness on the price should be in-
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terpreted with ('EI - 1) formula. Thus in case all features of two hotels are equal,
the one with a pool can increase its price by 9.08%. Membership of a hotel in a set
of hotels and its chained nature (CHAIN) is the fifth influential factor on the price;
the changes that this virtual variant inflicts on the price is 9.08%. The number of
reviews about a hotel in TripAdvisor (REVIEWS) is the final influential variant on
hotels' prices. As a review increases, the hotel price undergoes a 0.11% increase.
According to(Minazzi 2015), in addition to hotel's rating and ranking, the number
of written reviews about the hotel is important too. Finally, the only model variant
which has not become meaningful is to have sport facilities and a gym (GYM).
Hence, it can be concluded that for tourists, using Iranian hotels, the presence of
sport facilities and gym creates no value and that they do not want to pay any
price for it.

Table 2. Results of model estimation

Variables coefficient  t-test Pvalue Percent change in the dependent variable
fixed point 4.877 9.991 0.000

STAR 0.241 13825 0016 (g™ —1)x100= 27.25

CHAIN 0.087 2842 0007 (e —1)x100 = 9.08

POOL 0.174 2608 0037 (™™ —1y)x100= 19

GYM 0.215 1182 0238

RATING 0.283 5783  0.000 (e™* —1)r100=32.71

RANKING 138 8341  0.000 ((e™*F—1)x100=297.49)/14=21.25

REVIEWS 0.0011 3.491 0.01 0.0011x100 = 0.11

R2 0.741
F 53.86

Obtained results are a general function for all hotels, yet hotels with different
rankings have indeed targeted different sectors of the market as well as various
groups of customers. Each sector of the market includes customers with similar
needs and features, which differ from other sectors (Blythe and Megicks 2010).
Moreover, these sectors give different values to received services; therefore, they
tend to have differing dealings with one another(Breidert 2007). That is why, for a
more precise calculation of the impacts of research's variants on different sectors,
the model is estimated separately for 3-, 4-, and 5-star hotels. In this model, hotel's
grading variant (STAR) is removed.
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Results of model estimation for each group of hotels

5 star hotel 4star hotel 3star hotel
coeffi- im- P coeffi- P im-

Variables cient P value pact coefficient value impact cient value pact
fixed point 4.601 0.000 5.173 0.002 4.118 0.000

16.4 1.20
CHAIN 0.152 0.000 16 0.049 0.000 5.022  0.012 0.004
POOL 0.047 0.027 ;"81 0.242 0.000 27.379 0.043 0.149

9.74
GY M 0.036 0.032 6 0.176 0.021 19.243 0.017 0.219
RATING 0.162 0.000 éés 0.266 0.007 30473 0.347 0.000 ;”4
RANKING 107 0.000 éi'é 1.13 0.013 14.968 1.07 0.02 23'9
REVIEWS 0.0024 0.000 0.24  0.0019 0.000 0.19 0.024 0.000  0.22
R2 0.649 0.672 0.614
F 27.49 31.07 29.07

Based on the obtained results for these three models, it can be seen that hotel's
chained nature for the customers of 5-star hotels is of high account. Having a
swimming pool, sport facilities, and gym is uninfluential in the prices of 3-star ho-
tels and in 4-star hotels, it is greater than the 5-star ones. According to these re-
sults, TripAdvisor's rating is of very high account for the customers of 3-star ho-
tels. This group of the tourists pay specific attention to the rating of this website
too, whereas tourists who stay in 4-star and 5-star hotels almost give similar im-
portance to this variant. At the end, it can be said that the influence of the number
of reviews in TripAdvisor for all three groups is almost close to one another.

CONCLUSION AND IMPLICATIONS

The present research has studied the role of hotel's ranking, facilities and TripAd-
visor reviews as quality indicators. In order to compare the influence of each fac-
tor in different market sectors, the research's model was analyzed separately for
3-, 4-, and 5-star hotels. Results show that official hotel grading (STAR) as well as
its ranking, and rating in TripAdvisor is of high account for the tourists. Customers
are ready to pay more for 5-star hotels that are chained. Moreover, if 4-star hotels
have a pool and gym, customers are ready to pay more in order to stay there. Per-
haps the reason behind this is that tourists view the presence of such facilities in
5-star hotels, necessary and are not ready to pay extra for it, while travellers in 3-
star hotels have no intention of using such a service neither. Furthermore, cus-
tomers of 3-star hotels pay more attention to hotels' ranking and rating in TripAd-
visor than other tourists; however, the influence of the number of reviews for all
three groups of hotel is almost in the same level.
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INTRODUCTION

Nowadays consumers know a brand thanks to a huge variety of contact points.
Conventional media and publicity crisis, as well as audience breaking up, have
caused that organizations have more difficulty to impact on their target customers.
For that reason, companies also go for non conventional media to make their
brands known. In the conventional media, Internet has consolidated in second po-
sition by volume of investment. However, already 198 million users have down-
loaded publicity lockers to avoid intrusion (Ad Blocking Report, 2015). So despite
traditional publicity is still an important area in the budget item of companies,
they have also bet for another kind of non conventional tools to get their target
customers, amongst which is highlighted sponsorship. On the other hand, since the
World Wide Web, companies have started to set sports sponsorship actions online
as a complement of sports sponsorship offline (Drennan and Cornwell, 2004).

LITERATURE REVIEW

Sponsorship is one of the communication fields that have grown more in the last
decades (Meenaghan, 1999). Despite all the investigations done about sponsor-
ship, there is not an accepted definition (Walliser, 2003). However, in the past, the
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more used was the Meenaghan one (1983). Nowadays, this concept has been over-
come as some authors have enriched it (Sandler and Shani, 1989; Quester and
Thompson, 2001). According to Barreda (2009), all sponsorship definition has to
include: what does the help involve, who the benefactor can be, who the benefi-
ciary can be, the purpose of this help and the obtained compensation. Companies
go for sponsorship as it reports many advantages to the brand or organization.
Cornwell and Maignam (1998) underline that companies go for sponsorship be-
cause it improves goodwill, increase brand image and its knowledge, increase
profitability, management interest and staff recruitment. Nowadays there are not
many studies of sponsorship effects (Meenaghan, 2013). Also, he notes that mod-
els about the effects of sponsorship are based on the adaptation of the different
theories about communication and publicity.

On the other hand, the sponsorship area that has grown most is the sports one.
However after analysing scientific literature it could be noticed that the approxi-
mation to sports sponsorship definition has been rare. Barreda and Moliner
(2004) contribution is to be highlighted as their wide definition: a resources sup-
ply by one or more organizations to one or more sports personalities, sports au-
thorities or institutions to let the sponsored follow an activity in exchange for
sponsor rights and can be stated in corporative objectives terms, marketing
and/or communication sales.

Nowadays sponsorship is not only an important source of income for federations,
sportsman, events and sports organizations (Sandler and Shani, 1989), but also is
a valuable tool for all the companies that want to connect its brand to certain val-
ues that come from a sports activity (Schaaf, 1995). Not surprisingly the more
used way to measure the sport effect is the consumers attitude to the brand
(Meenaghan et al,, 2013). According to Han et al. (2013), the sports sponsorship
can increase brand knowledge and strengthen as well as modify the attitude and
image of the brand. Also attitude to the consumer is determined by some ele-
ments: event factors (event condition, the personal link with the event), the spon-
sorship factors (suitability between sponsorship and event) and the sponsor fac-
tors (the attitude to the sponsorship, the sponsor honesty and ubiquity) as is
pointed by Speed y Thompson (2000).

So in the theory of the sports sponsorship effects, the image transfer in the sports
events and organizations is the most used model to measure results. Gwinner
(1997) develops a model that highlight the factors in the creation of an event im-
age and its posterior image transfer of the sponsored brands through moderating
variables. This theory has been applied in different investigations to evaluate the
image transfer in the sports events (Grohs and Reisinger, 2005; Han et al., 2013;
Walraven et al.,, 2016). However studies about the weight of the web in the image
transfer in the sponsorship are rare.

At present we can see how sports sponsors bet for online sponsorship as we can
find them in the different webs of sports events, being conscious that online sports



138 9th World Conference for Graduate Research in Tourism, Hospitality and Leisure

users search actively quality contents with the aim not only to be informed about a
concrete event, share opinions or eventually get a sport product or service. In this
context, Flanagin y Metzger (2007) define the online sponsor as the organization,
group, or person referenced in the logo on the top of a web site .

METHODOLOGY

In order to know the influence of the sports events web in image transfer on the
sponsor brand, it has been considered relevant to analyse this transfer in relation
to the cycle race M312 web. The race is due on the 29t of April in Mallorca. Re-
garding to methodology, an empiric investigation will be done in a qualitative and
in a quantitative way. The qualitative stage will be based on a group dynamics and
deep interviews, to organizers and entrants that will make up the pre-test. All this
with the aim to test the emotions that cyclists can experience in the race. On the
other hand, the quantitative stage will be based on interviews to participants of
the event with the aim to analyse in the sports sponsorship, the image transfer
between the event’s web and the sponsor brands (Giant y Taiwan) for the M312
participants. It should be noted that the main variables of the investigation will
revolve around: value and experience of the event and the brand; implication and
exposition of the cyclist with the event, identification with the event and the famil-
iarity with the brand; brand knowledge, event satisfaction, brand satisfaction, fu-
ture performance with the event and sponsorship effect on the brand.

RESULTS

As the investigation is still in the initial stage, results cannot be determined yet.
However after reviewing scientific literature, it seems that the image transfer the-
ory, announced by Gwinner (1997), will let us analyse the influence of M312 web-
site compared with consumers attitude to brands and as a last resort, the buying
intention on sponsor brands. In the same way we will be able to find out if the lev-
el of similarity between the event and the sponsor brands cause image transfer
more effective.

CONCLUSION AND IMPLICATIONS

After a detailed literary revision, we have confirmed that sports sponsorship has
become a potential tool for brands. Sponsorship not only involves a commercial
benefit for companies, it also improves brand image thanks to the association of
certain values that flow from the sponsored activity. In this context, online sports
sponsorship lets companies to promote itself globally and to impact its target
market in a less costly way. For all this reasons, we are going to prove these
statements in a local sports event in order to analyse the online sports sponsor-
ship effectiveness.
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Figure 1

Evolution investment sponsorship vs sports sponsorship
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INTRODUCTION

Cities are important destinations for tourists. Nowadays, new digital technologies
support tourists in planning their city trips (e.g., Buhalis, 1998; Steen Jacobsen &
Munar, 2012). Specifically, a personalised recommender system can assist a tour-
ist who wants to make a tour that comprises a scheduled list of activities and
points of specific interest (POls; e.g.,, museums, heritage sites, shops, parks) as well
as the trips needed to travel from one point to the other (e.g., Gretzel et al., 2004).
To generate useful program recommendations the system must use information
about specific needs, preferences, and budget constraints the tourist may have
regarding the content and duration of their trip. In commonly used approaches,
the recommendation of activities is based on a ranking of points of interests with
the more advanced systems taking into account personal interests of the tourist
(e.g., Yeh & Cheng, 2015). However, a selection based on separate evaluations of
interests points, even if personal interests are accounted for does not necessarily
result in a most preferred program (e.g., Gibson & Yiannakis, 2002; Vansteen-
wegen et al, 2011).

Therefore, to develop a smart system that can give tourists an optimized complete
activity program for their trip, we do not only need to know the preferences and
interests of tourists but also whether they like combinations of activities/POIs or
not. Thus, the recommender system should be able to suggest and present a pro-
gram that is related to the selection and sequence of activities and POIs to follow.
The aim of this study is to measure and predict tourists’ preferences for an activity
program during a city trip.
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A personalized stated choice experiment

A personalized stated choice experiment was developed to measure tourists’ pref-
erences for combinations of activities during a city trip. Note, that each activity in
itself is a combination of a POI and a specific theme.

To provide the respondents with meaningful sets of activities, they were first
asked to indicate their interest for POIs (e.g., attraction, museum, festival, park,
nightlife, shopping) in general while making a city trip on a 6-point scale ranging
from very uninterested to very interested. Subsequently, they were asked to indi-
cate their interest for specific themes (e.g. architecture, heritage, modern art, war,
design) related to the POIs on a similar scale.

Per respondent all POIs and themes that were of interest (scores neutral-very in-
terested) were selected and combined into program activities. Also ‘no specific
theme’ was added as a possibility because some POIs do not have a specific theme.
Furthermore, as some combinations of POIs and themes make no sense they were
excluded from the list of possible combinations.

Then, a personalized stated choice experiment was developed. Respondents were
asked to imagine that they were going to plan a city trip to an unknown, safe, not
too crowded and well accessible city. They are traveling together with a person
who has the same interests. It is good weather for visiting the city, and the walking
distances in between activities are small. Moreover, they have a city pass-partout
that allows them to visit all activities/POls for free.

The respondents were presented with a set of 10 combinations of POI's and
themes, representing the tourist activities available in the city. As previous re-
search has shown that attraction value is an important factor for tourists to select
an activity, Michelin starts were used to classify the attraction value for each com-
bination of POI and theme, where * = of interest, ** = worth a detour, *** = worth
the trip. The stars were randomly assigned to each combination. This task was
repeated four times, meaning each respondent planned four city trips. Time
spending was controlled for and the respondent needed to spend the exact indi-
cated time (4, 6 or 8 hours) over all activities including a break. In addition, the
survey included questions to record relevant background variables of the persons.
Invitations to participate in the survey were sent to a random sample of an exist-
ing national panel which should be representative for the Dutch population in
March, 2016. Only respondents that have made at least one city trip in the last two
years proceed with the questionnaire. A city trip is defined as a visit to a city in
leisure time with the aim to explore the city. A city trip lasts minimally 4 hours and
do not include more than 3 nights. By this filter, we make sure that the relevant
segment of the population is selected.
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RESULTS

In total 283 respondents completed the survey including the personalized exper-
iment. The distributions of some key socio-demographic characteristics of the
sample showed that the respondents are fairly representative for the (Dutch)
population.

The descriptive analyses regarding tourists’ interest in city trip activities show
that the top three of preferred POlIs is eating/restaurants (mean score of 5.0 on a
6-point scale), park/water/gardens (mean 4.5) and shopping (mean 4.4). The top
three of most preferred themes is food & drinks (mean 4.8), nature (mean 4.4),
and history (mean 4.3).

Binary mixed logit models (Hensher et al., 2016) were estimated based on the data
collected with the personalized stated choice experiment. The model estimation
results are shown in Tables 1 and 2. Table 1 presents on the left hand side the re-
sults for model 1 including the standard deviations for the POIs and on the right
hand side the results for model 2 including the standard deviations for the themes.
(note that because of a restriction on the number of random parameters two mod-
els were estimated) The corresponding correlations matrices for both models are
presented in Table 2. Model statistics are also presented in Table 1. Both models
are performing fine although the goodness of fit presented in pseudo R2s are low.
This is due to the fact that the experiment already included the preferred activi-
ties; the models were specifically estimated to find preferences for the combina-
tions of POlIs/themes.

Table 1 also includes the most significant interaction effects between POIs and
themes. They show that tourists prefer certain POIs for certain themes: museums
for religion or old art; a monument and religion; parks & nature. On the other
hand, some combinations are not preferred such as: films with the themes old art,
science or animals. The parameters for the attraction value indicate that POIs with
more Michelin stars are most preferred.

Table 2 presents the correlation matrices. A significant, positive covariance be-
tween two POIs or themes implies that when one activity is chosen the other activ-
ity is more likely to be chosen during the same day trip to a city, thus would com-
plement each other in the activity program. A significant negative covariance
means that the two activities are not likely to be selected for a city trip program by
the same tourist during a one day visit. Thus, the estimated correlation matrices
indicate which POIs and which themes tourists wish to combine on a city trip. The
positive correlations between museum, film, park and eating out, for example, in-
dicate that these activities are particularly favored combinations and hence would
constitute a good program for a city trip. Negative correlations indicate the oppo-
site. For example, tourists on average do not prefer to combine a film and nightlife
on a same day.
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CONCLUSION AND IMPLICATIONS

Specifically a personalized stated choice experiment was developed and presented
in a survey to a random sample of 238 respondents. Binary mixed logit models for
POIs and activity themes were estimated. A special feature of this model is that
preferences for specific combinations of POIs or themes, can be estimated. The
model parameters provide information on combinations of activities and themes
that tourists prefer during their city trip and that the recommender system can
use this to further fine-tune the recommendations of city trip programs and opti-
mize the tourist experience.
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Table 1. Estimation results of the binary logit model for POIs (Model 1) and Themes (Model 2)

Model 1 standard Model 2 standard

Variables parame- t-value deviation® parameters t-value devi

t ation

e

r

s
POIs
Attraction/theme park -276 -3.62 1.157 -.500 -7.50
Museum/art gallery -488 -7.34 1.693 -597 -10.70
Monument/churches -173 -2.39 1.556 -360 -5.87
Music/festival /concert -.259 -3.04 932 -407 -5.15
Film/theater -.660 -8.79 1.420 -.740 -11.47
Park/water/gardens -.099 -1.43 1.227 -315 -5.18
Going out/nightlife .148 141 .894 -.042 -46
Eating/restaurants .602 6.07 .997 319 3.86
Shopping 611 5.79 1.200 329 3.56
Touring -137 -1.95 1.231 -.359 -5.95
Break (base) 0
Themes
Archeology .097 .95 159 1.63 953
Architecture .066 .86 .108 1.59
Religion -.549 -4.05 -579 -4.07 1.636
Heritage 172 2.25 276 3.61 1.410
History 119 1.81 114 1.95
Old art & culture .012 14 137 1.59 1.241
Modern art & culture -.378 -4.75 -.185 -2.75
War .004 .05 .047 .58 .994
Science -012 .09 .046 .39
Sport .288 2.18 301 2.61
Animals 471 493 .501 5.02 1.301
Nature 156 1.85 166 2.03 .946
Food & drinks .296 4.66 .326 5.15 .839
Design & fashion -336 -3.64 -224 -2.31 1.671
No theme (base) 0
Interactions
Museum*Religion .643 2.65 .785 3.18
Museum*0Old art .640 3.70 439 2.72
Monument*Religion .844 3.60 1.111 4.44
Film*0ld Art -.622 -3.00 -.625 -3.13
Film*Science -477 -2.21 -302 -1.60
Film*Animals -428 -2.32 -410 -2.20
Film*Nature -.637 -3.87 -.606 -3.84
Park*Nature .504 3.37 463 3.18
Shopping*Food -464 -2.97 -427 -2.82

Attraction value
1star -115 -5.32 -.099 -4.90
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2stars .036 1.57 .036 1.72
3stars (base) .079 .063
Available Time
in half hours .029 10.50 .038 15.84
Chi-square value 729.204 196.754
Significance level .000 .000
DoF 91** 81
LL(0) -8165.547 -8165.547
LL(B) -7800.945 -8067.170
Pseudo-R2 .045 .012
Sample size is 12452 choices: 4 days, 11 choices per day from 283 respondents
Table 2. Correlation matrices for Model 1 & Model 2
= =
POIs g £ QE, & -%n o
3] = 5 %) = oo a, £
g 3 Z G g x = £ = g
= = S = = 5 20 s 2 o
< = = = <) (=Y Z m (%) =
Attraction 1.0 .570 -136 .966 -.885 -.337 .510 -156 .037 -.302
Museum 1.000 .690 -438 .587 432 -.305 .308 -144 415
Monument 1.000 -.031 301 794 -371 .644 -403 523
Music 1.000 -824 -.350 .384 -159 -.005 -399
Film 1.000 523 -.761 443 -414 323
Park 1.000 -473 .834 -552 750
Nightlife 1.000 -507 616 .013
Eating 1.000 -.890 717
Shopping 1.000 -.385
1.000

Touring
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Themes

>

B0

2 (]

=] = %}

o S) o0 - - )

= B £ z . £ 5

2 ] ) 3 < = 5]

< 5 = S = < z
Archaeology 1.000 -.449 -.637 -.789 922 -126 617
Religion 1.000 .567 .815 -.638 -445 -.337
Heritage 1.000 .884 -.692 -.540 -.761
OldArt 1.000 -.834 -.336 -.622
War 1.000 171 732
Animals 1.000 .555

1.000

Nature
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INTRODUCTION

Airbnb is one of the sectors of sharing economy, which is disrupting hotel indus-
tries. In order to find the approaches for the hotel to mitigate the threat from
Airbnb, the research will focus on the major elements influence the customers to
choose Airbnb and the issue for the future hotel industry. Previous studies have
looked at how Airbnb influence the customer behaviour, and the impact of Airbnb
on hotel industries, but so far no study has been done with regard to focus on the
impact of Airbnb on the UK hotel industry. Therefore the purpose of this research
is to evaluate the impact of Airbnb on the customer's behaviour in the UK hotel
industry to determine how hotel sectors will mitigate the threats posed by the
Airbnb. This abstract consists of two main sections, literature review, and discus-
sion.

Airbnb is an online platform, which allows sellers to rent out their accommoda-
tions and buyers can require the accommodations via Airbnb directly (Proserpio
and Byers, 2014 cited in Scholdan and Straaten, 2015). However, Airbnb has al-
ready been disrupting hotel industries rapidly (Scholdan and Straaten, 2015).

Based on the literature review, there are some key findings; firstly, 1% increase of
Airbnb's listing could cause 0.05% decrease of hotels' revenue. Secondly, the aver-
age customer age of Airbnb is 35 years old, and 70% of the customers have a mid-
dle-income level. Thirdly, the key reasons for the customers to choose Airbnb are
convenient and good value for money. Fourth, Airbnb is more attractive to leisure
clients who have a budget travel and do not need to services, such as gym and loy-
alty program from the hotel. Finally, hotel industries have competitive advantages
of brand services and system, security, and safety and obey the regulation, which
can be used to against the threat from Airbnb.
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About Airbnb

PWC (2015, p5) defined sharing economy as a platform allows groups and indi-
viduals to make money from underused resources. Nowadays, sharing economies
have spread in different sectors; Hospitality industry (Airbnb, Feastly, and
CouchSurfing) is one of the most important industries (PWC, 2015, p5). The guests
can rent the space directly through the Airbnb's platform and then both hosts and
guests will charge service fees from Airbnb; the fees are respectively 3% and 6-
12% of booking subtotal (“What Are Guest Service Fees,” 2014 cited in Nguyen,
2014). With the development of sharing economy, the Airbnb has an increasing
market growth, until 2015, Airbnb had over 800,000 listings in 190 countries with
over 20 million registered users (Scholdan and Straaten, 2015). From Boston Uni-
versity's study, a 1% increase of Airbnb's listing could cause 0.05% decrease of
hotels' revenue (Nguyen, 2014). Moreover, the listing had increased about tenfold
from 50,000 in 2011 to 550,000 in 2014 (Nguyen, 2014, See Figure 1).

Figure 1, Airbnb Listings Growth, Nyguen, 2014

AirBnB Listings Growth
550,000

»
’ 4

4
4

300,000

120,000
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Source: http://venturebeat.com/2014/06/19 /uber-and-airbnbs-incredible-growth-in-4-charts/

Furthermore, the drivers of development of Airbnb are the technological devel-
opment; the economics crisis and the unemployment cause the decline of purchas-
ing power.

Guest’s behaviours

Quinones and Augustine (2015) showed that the average age of Airbnb's custom-
ers is 35ages. Also, according to the research data by Nguyen (2014), 52% of UK
population has already used Airbnb, among them, 29% of the customers are re-
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users, and 48% of people have never used Airbnb. Mintel (2016) found that 70%
of individuals use Airbnb with has middle-level income ($70,000-$90,000).

As for the customers' reviews for Airbnb, nearly 95% of the rating between 4.5-5
stars (5 is the maximum). This phenomenon shows a definite prospect for Airbnb
because over 70% of the customers indicated that they would trust the online re-
views (Zervas and Proserpio and Byers, 2015). However, the accuracy of the rat-
ing for Airbnb has been questioned because of the majority of listing have not
been reserved, especially, 22% of users will re-book the same property (Moore,
2012 cited in Nguyen, 2014).

There are two main factors attract the customers to use Airbnb, good value for
money and convenient (Nguyen, 2014). Price is the most important considerations
for travellers to choose accommodation because 46% of the respondents have an
intention for budget travel (Global Business Travel Association, 2011 cited in Ngu-
yen, 2014). For example, renting a room via Airbnb is always cheaper than the ho-
tel; the average saving is 49.4% from renting a property on Airbnb (Bea, 2013 cit-
ed in Nguyen, 2014). Furthermore, Airbnb is convenient for the customers; for
example, the customers will often be delivered residential atmospheres, such as
full kitchen equipment, washing machine and dryers (Guttentag, 2015). For in-
stance, a client described that his host invited he join their dinner and let him
know more about local culture and custom (Guttentag, 2015). As for the business
guests for accommodation, 76% of guests agree that Wi-Fi is the most important
selling point, followed by the breakfast and gym. Conversely, the leisure customer
prefers to choose a convenient location, swimming pool and non-smoking accom-
modation. However, most of the leisure described they are willing to choose the
hotel if they can get the discount from the loyalty program.

Why customers choose Airbnb

There are top two factors attract the customers to use Airbnb, good value for
money and convenient (Nguyen, 2014). Price is the most important considerations
for travellers to choose accommodation, for instance, the survey from Global Busi-
ness Travel Association showed that there were about 46% of the respondents
have intention for budget travel (Global Business Travel Association, 2011 cited in
Nguyen, 2014) For example, renting a room via Airbnb is always cheaper than ho-
tel, the average saving is 49.4% from renting a property on Airbnb (Bea, 2013 cit-
ed in Nguyen, 2014). In terms of pricing, rent a private room via Airbnb cost
roundly same with the midscale hotel (Nguyen, 2014). Additionally, the competi-
tive prices of Airbnb benefit from the fixed cost of rent and utilities for the hosts,
and minimal labour cost and not taxed provide extra income for the hosts (Oskam
and Boswijk, 2016).

Furthermore, Airbnb is convenient for the customers; for example, the customers
will often be delivered residential atmospheres, such as full kitchen equipment,
washing machine and dryers. Moreover, the guests of Airbnb will enjoy local expe-
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riences; such as interact with the host and neighbours (Guttentag, 2015). For ex-
ample, a customer from Airbnb described his unforgettable experiences from
Airbnb; his host invited he had a dinner with his family and chatted with them,
and he knew many local customs and was not feel lonely (Guttentag, 2015). Simi-
larly, the CEO of major tour operators claimed that the tourists eager to have local
experiences, and Airbnb launched a new marketing logo 'Belong Anywhere' im-
mediately to attract more visitors (Baran, 2014 cited in Nguyen, 2014).

Threats from Airbnb to hotels

There are still many different opinions on the Airbnb whether will be a threat to
the traditional hotel industry. Quinones and Augustine (2015) found that the tra-
ditional hotel will face the pricing pressure from Airbnb, who forced hotels to have
to push the price time during the high-demand period to ensure the occupancy.
The same with the finding from (Zervas and Proserpio and Byers, 2016), Airbnb is
flexible to adjust their price during the peak time of demand, whereby to limit the
pricing power of hotels. Besides, Airbnb is changing the customer attitude to a
traditional hotel; for instance, the study from San Fransisco Financial Times
showed that people reduce their likelihood to stay in a hotel (79% vs. 40%).

However, the opposite points of view also exist in the high-end hotel organisation.
The CEO Mark Hoplamazian from Hyatt claimed that there is no need to have a
business response to Airbnb, which provides a different product with a brand
group (Santoli, 2014). Also, Professor at Harvard Business School showed that
Airbnb does not have the ability to become the rivalry to the entire hotel industry
because it has several criticisms in nature (Goree, 2016). To begin with, Airbnb
lack security of hotel, for instance, somebody was robbed or murdered in the US
(Finely, 2013) and a man in Britain raped a CouchSurfing guest from HongKong in
2009 (Guttentag, 2015). In the second place, the regulation always limits the de-
velopment of Airbnb. For example, New York City introduces the law in 2010 to
prohibit the short-term rental, implied any apartment to be rented fewer than 30
days (Quinones and Augustine, 2015). Rent a property via Airbnb to avoid the tax
is one the factors to attract customers, but In San Francisco, Airbnb was required
to collect 14% hotel taxes from its guests and asked the organisation to pay the
city $25 million tax back (Said, 2014 cited in Nguyen, 2014). Furthermore, rent out
a property for strangers also bring the inconvenience for the neighbours or com-
munity (Leland, 2012).

Competitive advantages for hotels

Obviously traditional hotels have a competitive advantage because they reduce
risks through standardisation, safety regulations and business reputation (Oskam
and Boswijk, 2016). Unlike independent hotels, chain hotels allocate large market-
ing budgets to advertising, brand building, guest loyalty programs, and other tac-
tics, which should make them less vulnerable to competition ((Zervas and Proser-
pio and Byers, 2016). Also, the barriers to entry are also low in the sharing econ-
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omy, and rival firms and services can quickly come into a market, undermining
profitability (Quinones and Augustine, 2015). Finally, as Airbnb becomes more
established, and hotels have time to incorporate Airbnb in their investment strat-
egies, studying the nature of hotels’ longer-term response will be worth revisiting
(Zervas and Proserpio and Byers, 2015).

DISCUSSION

The purpose of this research is to evaluate the impact of Airbnb on the guest's be-
haviour in the UK hotel industry to determine how hotel sectors will mitigate the
threats posed by the Airbnb. Based on the literature review, it can be found that
Airbnb is disrupting the hotel industry; mainly benefit from its competitive price is
attracting the budget leisure travelers, and the local residential atmosphere and
the convenient location. However, there are also many experts believe Airbnb
cannot be a threat for the hotel industry, because of it lacks security, regulation,
and loyalty program or the facilities and services that hotel can offer. Therefore,
100 questionnaires will be delivered to investigate the customer's behaviour to-
wards Airbnb and Hotels, including the major elements influences the different
age guests to choose Airbnb in the UK and the main issues for the future UK hotel
industries and determine the approaches that UK hotel industries can use to miti-
gate the threats.
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INTRODUCTION

During the last years, hotel reviews databases have gained great importance, gen-
erating a large number of publications on this topic (Cantallops & Salvi, 2014;
Kwok et al., 2017). Although TripAdvisor seems to be the most used website,
Booking.com (Booking) has also been widely used in recent years (Mellinas et al,,
2015), especially in Europe because of the large number of reviews it collects
(Revinate, 2017).

In these cases we are talking about a sample of customers (those who fill out the
survey) from a universe of guests, but there is not information about the percent-
age that those samples represents. Information provided by TripAdvisor and
Booking is very similar, but there is an important difference in terms of the pro-
cess of collecting reviews.

The procedure for collecting information in Booking is quite clear and known by
all. A few days after the stay, the traveler receives an email inviting to participate
in the survey (Mellinas et al., 2015a). In this case we could talk about “response
rate”, as every customer receives an invitation and some of them fill out the sur-
vey.

However, there is no procedure of how to collect hotel reviews on TripAdvisor, as
this website does not have information about who is visiting hotels and cannot
sent emails like Booking. In this context, the level of participation will depend on
the percentage of registered active users on TripAdvisor among hotel visitors and
actions implemented in order to promote participation between customers. In this
case it is not appropriate to talk about “response rate” and we should talk about
“participation rate”. This level of participation could also increase due to the ex-
istence of fake reviews generated or promoted by hotels, using different strategies
(Mayzlin et al, 2014; Mellinas et al.,, 2015b).

The purpose of this research is to make reliable estimates about “participation
rates” or “response rates” in these surveys, both on TripAdvisor and on Booking.
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Additionally, a series of factors that can determine variations in this rates are
studied.

LITERATURE REVIEW

TripAdvisor establishes the number of reviews as one of the factors that influence
hotel rankings in each destination (TripAdvisor, 2013) and also provide a “review
collection tool” called “review express” to send professional-looking emails that en-
courage guests to write reviews (TripAdvisor, 2014). Previous studies demon-
strated that “as the number of reviews of a hotel increases, the ratings in these re-
views are more positive” (Melian-Gonzalez et al., 2013). Although there is a rela-
tionship between these two factors, the number of hotel rooms is a determinant
for the number of reviews too, probably over the efforts the hotel can make to en-
courage reviews.

The share of online travel agencies (OTAs) in hotel room bookings is 22.3% (62%
comes from Booking) in Europe and 27.6% in Spain (54.9% comes from Booking)
(Schegg, 2016). It means that about 15% of hotel room reservations are made
through Booking in Spain.

METHODOLOGY

We used a selection of 200 hotels (3 and 4 stars), located in 5 major urban destina-
tions in Spain (Madrid, Barcelona, Valencia, Sevilla, Granada). This way we avoid
possible biases that could occur with coastal hotels, because of the temporary clo-
sure during the low season in most of them.

We identify the number of rooms in each hotel, number of reviews during 2016
(TripAdvisor and Booking), total number of reviews, number of reviews in Eng-
lish, and hotel ratings. We also check if the hotel usually responds to customer re-
views in TripAdvisor and the use of “Review Express”.

Using data from the Spanish statistics national institute (INE, 2017), we identify
occupancy rates and the average stay in each city, for 3 and 4 stars hotels. This
information allows us to estimate the number of guests per hotel room in a year
(118-158) and therefore the total number of customers per year in each hotel
(category/city). We consider this figure as the “universe” for each hotel and the
number of reviews as the “sample”, so we can estimate participation rates using
the 200 hotels data set.

In the case of Booking, we cannot estimate the real “universe”, since it would be
the number of users who reserved that hotel with Booking, something that varies
for each hotel. Accordingly to this limitation, we calculate the ratios for Booking
using the total customers “universe”.
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RESULTS

The results show average participation percentages of 2% (mean: 2.33; median:
1.95) on TripAdvisor, with more than 60% of hotels with percentages between 1%
and 3% (Table 1). Only 10% of hotels exceed 4% rate and a single hotel exceeds
10%.

Table 1. Participation rate and average score in TripAdvisor.

Participation rate (%) Number of hotels Average score
Oto1l 28 (14%) 3,59
1to2 75 (37.5%) 3,89
2to3 48 (24%) 4,07
3to 4 29 (14.5%) 4,26
4to0 14 20 (10%) 4,41

Source: Own assesment with open data from TripAdvisor.

We observe how the percentage of reviews registered in English has an important
influence on participation rates. The data range from 1.48% of hotels with less
than 25% of reviews in English, to 3.77% of those with more than 60%.

Ratios by cities do not show significant differences, with percentages ranging from
1.88% in Valencia to 2.95% in Barcelona, probably related to the higher levels of
English-speaking users (60% in Barcelona and 27% in Valencia).

We observe that there are no significant differences by hotel category (3 or 4
stars). Nevertheless, we noticed that hotels that are active in their relationship
with TripAdvisor tend to accumulate more reviews. Besides, we observed that not
active hotels show average participation rates of 1.88%, while those who respond
to reviews and use “Review Express” reach 2.89%.

We analyzed the relationship between participation rate for each hotel and the
average rating obtained in TripAdvisor, observing a clear relationship between
both values. A graphical representation is designed using results for each hotel,
reflecting “participation rate” on the x-axis and “hotel score” on the y-axis (figure
1). As shown in table 1 and figure 1, there is a much more pronounced relationship
than between the number of reviews and scores (Melian et al. 2013).
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Figure 1. Logarithmic regression for participation rate and hotel scores in TripAdvisor
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Source: Self elaboration with open data from TripAdvisor.

In the case of Booking, although the real universe should be smaller, the average
response rate is close to 10%, without major variations by city or hotel category in
terms of average value. However, we observe important differences between ho-
tels, that range from 1% to 30%.

CONCLUSION AND IMPLICATIONS

Although TripAdvisor claims a huge database of 500 million reviews (most of
them about hotels) it only represents a small percentage of total hotel stays. Data
show that studies conducted using TripAdvisor hotel reviews have been using
samples, which represents around 2% of customers who visit hotels. This issue is
relevant in determining the reliability of results and conclusions by using this val-
uable source of information, but none of previous researches pay attention at this
figure.

Hotels should encourage their customers to write reviews on TripAdvisor, since
the website itself indicates that it improve their rankings. Moreover, it has been
shown that increasing the number of reviews is associated with a higher average
score. Hoteliers should set their targets on participation ratios, knowing that it is
very difficult to reach figures close to 5% and almost impossible to reach 10%.

Despite the efforts that some hotels seem to make, even compiling emails from
customers, to invite them to participate on TripAdvisor, results indicate that it is
unusual to exceed 4% of participation rate, while the percentages in Booking usu-
ally exceed that figure. The high rates detected in Booking could be due to the fact
that these travelers are active users of the Internet or the fact that they have pro-
vided a valid email in which they receive an invitation to write a review. Converse-
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ly, a percentage of total hotel visitors are not even active users of Internet or they
do not receive any email inviting them to review the hotel in TripAdvisor. Fur-
thermore, even if they are invited to participate in TripAdvisor, the user must reg-
ister in this website, something that is not necessary in Booking, since the user has
done it previously.

The average data in Spain indicate that about 15% of sales are made through
Booking, while we observe in our sample an amount of reviews equivalent to 10%
of estimated stays, suggesting a 66% response rate for Booking surveys, which
seems too high. On the other hand, we observe that there is a group of 15 hotels
(7.5% of the sample) that have 20-30% participation rates in relation to the total
hotel customers. Even considering that these hotels could funnel almost all their
sales through this intermediary, the data indicate that we could be facing response
rates above 20% for Booking surveys.

These data shown for Booking indicate that participation figures on Tripadvisor
could increase substantially if clients were actively invited to participate. It re-
quires an effort by hotels, which necessarily implies the collection of emails,
among other possible strategies.

The conclusions of this study are limited to urban hotels in 5 major Spanish urban
destinations, therefore it would be advisable to use different samples to check if
the results are similar or significant variations are observed. Future studies should
attempt to collect individualized hotel information on the exact number of guests
received and number of reservations through Booking over a period. These data
would allow to determine more accurate participation ratios than the estimated in
this initial research.
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INTRODUCTION

Cultural tourism is nowadays a relevant field of study, given the multiple connec-
tions between culture, leisure and tourism. According to WTO, tourists engaged
with cultural activities currently attracts 40% of all world tourism, totaling 1184
million arrivals in 2015 (WTO, 2016). The great diversity of forms of cultural con-
sumption existing today has been expanding the definition of "culture" and thus of
cultural tourist, including other activities such as performing arts, cultural events,
architecture and design (OECD, 2009; Richards, 2003). There is an evolution from
a consumption of "high" culture products (museums, heritage, art) to the search
for and consumption of popular culture as a tourist experience, with a growing
participation of creative activities and intangible heritage (Richards and Wilson,
2006; McKercher and du Cros, 2002). An increasingly educated global society also
implies an important growth of cultural consumption as a relevant and massive
activity in the field of tourism. It even takes advantage to realize this type of cul-
tural consumption during the trips, since less time is available to realize it during
the daily life (Richards, 2014). These issues lead to increased demand for cultural
tourism on their part (Smith and Richards, 2013).

Investment in cultural infrastructures and activities, as well as in the promotion of
cultural events of international impact, has spread widely in the world, serving
both mature and emerging destinations in order to (re) position themselves on the
world tourism map. This has been significantly increasing the cultural offer (Rich-
ards, 2001). Excessive growth of cultural infrastructures in times of prosperity
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may well become unsustainable when economic conditions worsen (Richards and
Palmer, 2010; Timothy and Boyd, 2003). It can also contribute to an extreme
commercialization of local culture or to a "staged authenticity" of one's own desti-
ny, as some authors point out (Toselli, 2006). In any case, the tourism of cultural
activities presents an undeniable boom, being a product very appreciated by the
tourists (Smith and Richards, 2013).

In this context, the objective of this article is to gain better knowledge of the inter-
national cultural tourist that visits Spain. After this brief introduction, the second
section performs a first descriptive analysis of data, characterizing tourists” profile
and behavior on the trip. Subsequently, and through an econometric model, the
main variables that increase the probability of being a cultural tourist in the na-
tional geography are identified. In addition, we analyze the similarities and differ-
ences between the tourists of cultural visits and those of cultural events in Spain.
The results of the research lead to policy recommendations associated with cul-
tural tourism, with a special interest in the ability of these visitors to contribute to
the sustainability of Spanish tourist destinations.

METHODOLOGY

The data sample used in this work comes from the Tourist Expenditure Survey
(EGATUR) by the Institute of Tourist Studies of Spain (IET
http://estadisticas.tourspain.es). The sample includes about 177,000 question-
naires of foreign tourists visiting Spain in 2013. Tourists who make some kind of
cultural visit are 55% of the total, while those who attend cultural events account
for 14%. General profile of visitors indicate that cultural tourist show higher
presence of women compared to general leisure tourist, slightly with higher aver-
age age, higher income level, coming from more distant destinations such as The
Americas and Asia, higher level of studies, proportional more share of first-
visitors, and coming prominently to hotels. Trip satisfaction of cultural tourists is
also higher than for leisure general tourists as well as their mean level of expendi-
ture at destination. Cultural events tourists differ from cultural visits” tourists in
that they are relatively younger, stay more frequently in house of relatives and
family, and come more often alone or with the couple.

Further in this section, we analyze the factors explaining the probability of being a
cultural tourist by using a bivariate probit model defined as:

Pr(y;#0|x;) = ¢ (xjf) where ¢ is the standard cumulative normal, with 0 being the
probability of not doing cultural activities while on vacations, and § the parame-
ters associated to covariates in the model.

The set of explanatory variables include the following ones:
- Profile of the tourist: origin, studies, income level, age, and gender.

- Trip characteristics: first-visitor, stay length, accommodation, purpose, season of
the visit.
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- Destination dummies

- Overall trip satisfaction

RESULTS

The results of the estimation in Table 1 are computed in terms of marginal effects
of the individual variables and their corresponding level of significance. The de-
pendent variable is the probability of carrying out cultural visits or events in Spain
while on vacations. In order to avoid perfect co-linearity we define a reference
category. As shown in Table 1, the model behaves quite well, with a high joint and
individual significance of explanatory variables. No problems of multicollinearity
appear to arise, as indicated in the inflation factor of the variance indicator (IFV)
(Wooldridge, 2010).

In general, factors increasing the probability of doing cultural visits appear to be
those of coming from outside Europe, being a first-visitor, using the Internet for
booking tickets, coming to the center of Spain (Madrid, Toledo), pursuing com-
plementary activities such as gastronomy or health related ones, and coming to a
rent house. Regarding tourists engaged in cultural events, particular factors in-
creasing their probability are those of mostly coming from closer European coun-
tries, with younger age, coming in couple or alone, with high income level, and
pursuing gambling and nightlife activities altogether. These tourists visit more
often the coastal areas of Spain in comparison with those of cultural visits.

Results splitted by region of the visit along the whole country of Spain show that
the probability of receiving cultural tourists varies for each destination. For exam-
ple, the level of studies is more relevant in Andalusia, Catalonia and Madrid, the
age is important in the Balearic Islands, the income level in the Canary Islands, the
north of Spain and Madrid, and the first-visitor increases this probability in Valen-
cia, the center of the country and Madrid. The tourist of cultural visits lengthens its
stay in certain communities, Madrid in particular, while being a tourist in business
travel increases the probability of doing cultural visits in the two islands. Being a
proximity tourist coming from closer countries, such as Portugal and France, and
coming with their own car increase the probability of doing cultural visits for the
regions of the center and north of the country. Gastronomy as a complement of
cultural tourism raises its probability for Andalusia, Valencia and the Balearic Is-
lands, as well as health tourism does. The use of the Internet increases the proba-
bility of cultural visits in the center of the country, while showing high overall trip
satisfaction levels increase cultural visits at Catalonia.

As a general result, cultural tourism would be a good product to increase the sus-
tainability of Spanish destinations in general given the profile and trip activities
developed by this type of tourists, as we have seen. For example, cultural visits
and events attract, compared to general leisure tourists visiting Spain, interna-
tional visitors with higher levels of income, coming from more distant countries,
as first-time visitors at these destinations. They also show higher levels of educa-
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tion, and overall trip satisfaction, with a bigger relative share of females compared
to general leisure tourists. Levels of expenditure also increase for these tourists,
and cultural activities use to be complemented by gastronomy (food-related) and
health products” consumption. All these features of cultural visitors enable to im-
prove the economic, social and environmental sustainability of destinations in the
mid run, given the particular profile these tourists have shown. Moreover, some of
these individual profiles of visitors differ between tourists of cultural events and
visits, when for example the former come prominently to coastal destinations,
while the latter prefer the center of the country and its capital, Madrid. In sum, we
have seen that cultural tourists differ in their profile significantly regarding gen-
eral leisure tourists in Spain, while they show relevant treats in improving the sus-
tainability and renovation of some mature destinations in the country.

CONCLUSION AND IMPLICATIONS

Cultural tourism is a key element of the European tourism sector. It is a factor of
regeneration of mature destinations and allows the development of tourism prod-
ucts in those emerging destinations that lack obvious comparative advantages.
The application of probability models has allowed us to study some relevant fea-
tures of tourists doing cultural visits or cultural events, and how these features
can contribute to a higher sustainability of destinations.

From an economic point of view, tourism of cultural activities is related to higher
levels of expenditure compared to that associated with other activities and to the
general international leisure tourist visiting Spain. It is also related to lower sea-
sonality levels, presenting an interesting complementarity with rising tourism
products such as gastronomy and health, what could allow to reinforce cultural
features typical of South-European countries, such as street life or the enjoyment
of nightlife. Other important aspect that improves the performance of the destina-
tion associated with cultural tourism is its ability to attract visitors from more dis-
tant destinations than the traditional European source countries, for example for
North American and Nordic visitors. It also attracts a higher number of first-
visitors, and those with higher levels of education, with greater presence of wom-
en compared to general leisure international visitors in Spain.

All of these are important characteristics in the definition of the target for promo-
tional policies that seek to attract these cultural tourists, as well as in the im-
provement of the sustainability of the destination in the medium term, both in the
development of new products, with different characteristics in terms of income,
level of studies, stay duration, and expenditure level. Indeed, one should expect an
important loyalty of these visitors, given the high degree of satisfaction with the
tourist experience that characterizes this type of traveler. However, repeated vis-
its to a cultural destination requires a constant renewal of the supplies and offers
to maintain attention of previous visitors, and therefore making an important ef-
fort in new investments to renovate the cultural offer. In this sense, it is not sur-
prising that the capital of the country, Madrid, with its wide cultural, heritage and
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event offer, emerges as the most relevant destination in the country for cultural
visitors, along with other areas of the center and north of the country, that are
making important investment efforts in new cultural supplies in order to attract
international and domestic tourism.
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INTRODUCTION

The basic condition that promotes the ecology of knowledge contains a system of
values characterized by the concepts of confidence, teamwork and free availability
for continuous change process (Pér and Spivak, 2000). Strategic decision making
in the organisation consists in creating, exploiting and maintaining a “knowledge
stock” that provides the company with specific strategic advantages over competi-
tors. Both knowledge and learning can be considered inherently related concepts,
as follows: knowledge is a stock variable and learning is a flow variable.

El medioambiente se ha convertido en un factor importante en la toma de
decisiones de empresas a nivel mundial, no sélo por cumplir los requisitos legales
sino también

Environment has become an important factor in the decision-making process of
the companies at world level, not only to meet legal requirements, but also due to
the ever changing customers needs. It arouses a segment of agents that awards
those businesses taking environment into account in their commercial practices,
this segment of agents also penalties those corporations that ignore or misuse the
“green” imperative. (Boiral, Raineri, and Talbot, 2016; Cegarra-Navarro and
Martinez-Martinez, 2010; Fraj, Matute, and Melero, 2015).

Environmental knowledge can be defined as the degree to which one express con-
cern about ecological issues (Amyx et al., 1994). To this respect, other authors sta-
te that the term “environmental knowledge” refers to the understanding and re-
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tention of information on ecological problems and connexions (Fryxell and Lo,
2015).

Several studies have confirmed that the absence of knowledge is an important
barrier to generate a higher environmental compromise in the organizations
(Worthington and Patton, 2005). However, it is possible to wonder about how to
create environmental knowledge, how it is transferred by those holding such
knowledge, how could it be available to be used and how environmental knowled-
ge can contribute to development. Companies need to consider the changes that
take place in their environment.

Learning is strongly linked to company environment, thus, the consideration
about the changes in the organization environment is necessary for companies.
That is, when an organisation faces a chaotic situation, it capability to learn, turn
out to be vital when stablishing competitive advantages, it is known as the creative
chaos. The connection between learning and environment is so strong, that the
possibility of creating learning is driven from the ability of the organisations to
perceive their environment. Thus, the deep link between environmental knowled-
ge and organization learning has been pointed out in an explicit way. In order to
examine the relative importance of key processes on environmental knowledge
we have conducted a theoretical research.

ENVIRONMENTAL LEARNING

The acquisition of environmental knowledge is a process that is not totally mana-
geable through planning or control (Martinez-Martinez, Cegarra-Navarro, and
Garcia-Pérez, 2015), on the contrary, it is generally an unpredictable process. En-
vironmental knowledge generation is not just a question of processing subjective
information, it also implies the possibility to assimilate in a useful way the tactics,
the perceptions, that are commonly very subjective, the intuitions and the hutches
of the agents that interact (Nonaka, 1991).

Under the point of view of environmental learning, the key factor is the human
approach and, within it, the knowledge exchange, because the organisation learns
from environment, basically as a consequence of the information that individuals
obtain interacting with the environment.

Without losing sight of the above considerations, figure 1 represents the environ-
mental learning process, by means of which, the organisation transforms tacit and
explicit knowledge of customers into environmental knowledge. Key processes
have been included (acquisition, distribution and use of knowledge), going thro-
ugh the levels of classification of Nonaka and Konno (1998) (socialisation, exter-
nalisation, combination and internalisation). It follows the specification of each
process;
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Environmental knowledge acquisition

Fruto del argumento que provee la teoria de la empresa basada en el conocimiento
de que una gran proporcién del conocimiento relevante se encuentra fuera de los
limites organizativos, surge el concepto de “capacidad de absorciéon” (Cohen and
Levinthal, 1990; Van den Bosch et al, 1999; Zahra and George, 2002) y la
adquisicion de conocimiento externo (Bierly et al., 2009).

Resulting from the argument provided by the theory of the organisation based on
the knowledge that a high proportion of relevant knowledge is found outside or-
ganisational limits, it arouses the concept of “absorption capacity” (Cohen and Le-
vinthal, 1990; Van den Bosch et al.,, 1999; Zahra and George, 2002) and external
knowledge acquisition (Bierly et al., 2009). The principal idea of the mentioned
investigations is that the organisations must continuously acquire knowledge
from outside to expand the current basis of knowledge of the company. To this
respect, it is not impossible to implement of exploratory learning, based only on
the recombination of the currently available knowledge in the organisation.

When learning about environment, we should take into account that many hotels
do not have means or experience of dealing with environmental investigations
and, for that reason, they must rely on external sources of knowledge. Moreover, it
is considered a must to have staff interested in acquiring knowledge affecting not
only firm environment, but also interested in learning about social environment.
In the small medium companies, this role should be held by the Chief Knowledge
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Officer; those holding the position use to be high management staff of the organi-
sation.

Environmental knowledge distribution

The basic problem that faces an organisation consist in exploiting enough
knowledge to guarantee the current viability and, at the same time, to allocate suf-
ficient efforts to knowledge distribution in order to assure that every member of
the company can learn (Uotila, Maula, Keil and Zahra, 2009), it is also important
for the organisation to explore new knowledge searching for the right balance
between exploiting knowledge and exploring knowledge.

Following the reasoning of several theoretical works, as those of Benner and
Tushman (2003), and the result of empiric works, as Jansen'’s, Van Den Bosch &
Volberda (2005) or Uotila, Maula, Keil and Zahra (2009), it can be expected that
the acquisition of external knowledge, as an exploratory mechanism, should have
positive consequences for the creation of new environmental knowledge develo-
ped in the organisation. In this process of distribution, it plays a vital role the or-
ganisation culture and its organisational structure.

Environmental knowledge utilization

Distintas personas expuestas a las fuentes de conocimiento comentadas en los
epigrafes anteriores no garantizaran los mismos beneficios, puesto que es
necesario que las organizaciones desarrollen su capacidad de absorcién para
poder internalizarlo y utilizarlo de manera satisfactoria (Escribano and Fosfuri,
2009), esto es, “la habilidad de reconocer el valor de la nueva informacidn,
asimilarla y aplicarla con fines comerciales” (Cohen and Levinthal, 1990).

Different people exposed to the above mentioned knowledge sources will not gua-
rantee same benefits, because it is necessary that organisations develop their ca-
pacity to absorb, to internalise and to use knowledge in a satisfactory way (Escri-
bano and Fosfuri, 2009), that is, “the capability to recognize the value of new in-
formation, to assimilate it and to apply it with commercial purposes” (Cohen and
Levinthal, 1990). Environmental knowledge utilization helps hotels to meet natio-
nal and local environmental legal rules in order to preserve the environment.

Those companies, that already apply or that are in process of applying environ-
mental initiatives, are seeking the following benefits: cost saving, management
control improvement, matching customers’ expectations, showing their compro-
mise with environmental responsibility, improving environmental operation, be-
ing ahead of legislation, higher staff motivation, accomplishing the stakeholders’
expectations and demands and better corporate results (Martinez-Martinez et al.,
2015; Pérez Arbelo and Sellés Mussons, 2016).
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CONCLUSION AND IMPLICATIONS

The research presented in this paper contributes to both theory and practice; it
provides a general integrating framework for the study of key processes on envi-
ronmental knowledge management. Following to the revision of the literature, we
have reached the conclusion that using environmental knowledge includes the
absorption of knowledge generated in the individual learning process, thus, what
has already been learned through this process could be applied to hotels and their
activities. This finding is interesting for researchers and business managers.
Another contribution of this paper is consists of analysing the dynamic character
of environmental knowledge. In this respect, the previous arguments provide a
static view of environmental knowledge inspired by Environmental Management
Systems (EMS) and they ignore the new conceptions of learning cycles.

Another important reflection lies in the key processes related to environmental
management in hospitality sector, the way of creating, distributing and using the
environmental knowledge. To this respect, group learning is presented as the best
option. Group learning is based upon interpersonal processes of observation and
upon sharing with group components the individual knowledge, in this sense,
networking is fundamental and ICTs are facilitating tools.

This paper is crucial because it gives us the opportunity to start in a general model
looking for how to improve key processes and it also shows the link between envi-
ronmental knowledge and company results as future research lines. The main li-
mitation of this work being that it consists in a theoretical research.
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INTRODUCTION

In tourism industry, paying attention to integrated supply chain management
(ISCM) increase coordination between service providers(Dwyer, Edwards et al.
2009), since ISCM could have the highest influence on financial performance, ser-
vice quality, communications, and tourist satisfaction(Fantazy, Kumar et al. 2010).
Yet there has been many researches on definition, models, and variants of service
quality. Service evaluation is majorly regarded very difficult, because service eval-
uation, due to the intangible nature of service quality, is quite difficult(Banki, Is-
mail et al. 2016). Consequently, evaluation of different tourism factors in destina-
tions has become something necessary. Through identification of factors' im-
portance as well as prioritizing them, one can shift the focus on planning and re-
source allocation to the development of most important factors, as international
environment of tourism has brought numerous economic and social changes, lead-
ing to instability and uncertainty. Hence, in order to offer tourism services, we re-
quire a persistent, high-quality, and sustainable improvement, along with the abil-
ity to meet all needs of the tourists(Molina-Azorin, Tari et al. 2015). On the other
hand, appropriate fulfillment of tourists' needs not only leads to their satisfaction,
but increases the competitive advantage of cities. As a result, cities seek out ways
to increase their competitive advantages, competing with each other in order to
attract more tourists. Such an intense competition has increased the focus on sup-
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ply chain (SC) network as well as its combination, instead of focus on individual
companies(Zhang, Song et al. 2009). All told since catering services are the promi-
nent components in tourism industry development and one of the most important
tourism service providers in a destination which play a significant role in the eco-
nomic development of a destination, attract tourists and increasing the quality of
the services rendered. Therefore, this study aims to identify the dimensions and
key attributes of ISCM in catering services, to propose a conceptual model and
guidance for the members of Isfahan’s SC members in manipulating the integrated
measurements all over their SC and to help them to achieve higher competitive-
ness and gain their customers’ maximum satisfaction.

LITERATURE REVIEW

By the 90s, the traditional approach of the project management made the organi-
zations sacrifice the flexibility in providing new products and satisfying the cus-
tomers’ new demands in favor of competing with the prices, and project manage-
ment was considered to be an efficient tool in responding to the complicated envi-
ronment of the organizations (Munns and Bjeirmi 1996). Nonetheless, due to the
technological advances which jeopardized the companies’ positions, they had to
apply the methods to survive in the markets and improve the conditions including
making coherent decisions in various levels of SC which resulted in increasing the
performance, flexibility, profitability, durability and efficiency of the organizations
(Ho, Gaffney et al. 2003), for the organizations looking for creating effective SC
methods need to unify the SC. Supply chain Integration (SCI) includes unification
of the physical stream from the suppliers to the customers and of the information
stream in the reverse direction from the customers to the suppliers. Another effec-
tive factor in SCI is the financial stream which consists of payment timing, credit
units and the owners’ agreement, and the success in such a seriously competitive
environment depends on the management competency in coordination with co-
herent connections within the SC (Fox, Chionglo et al. 1993).

On the other hand, complicated circumstances of business environments as well as
companies' activity in very-competitive environments, paying attention to other
components of the chain, and increasing their cooperation level has been consid-
ered a necessity with inter-company competition being substituted by completion
inter-supply-chain competition(Chandra and Fisher 1994). Therefore, a chain,
which has no cooperation and harmony among its components will lose as it is
unable to satisfy customers' needs and establishes no level of convenience for
them. Apart from the issue of complication and competition, which has increased
the necessity of paying attention to SC as well as harmony and integrity among its
members, always and under each condition, even uncomplicated and uncompeti-
tive ones, paying attention to cooperation, harmony, and integrity with the mem-
bers of SC will result in improved general performance of the process and custom-
er satisfaction of quality, price, and time(Bowersox, Closs et al. 2002). In tourism,
an integrated management system leads to increased tourists' satisfaction of a
destination, economic development, sustainable development of the destination,
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and improved life quality in societies, bringing about the least environmental im-
pacts on destination's environment(Szczepanowski 2015).

- Integrated tourism supply chain

-4—Service source -¢——  Service supplier

Tourism
organizations

Tour
operators

Service
delivery

Service provider

\

Feedback, evaluation, improvement

Figure 1. Integrated tourism supply chain

METHODOLOGY

In terms of goal, this research is practical, for which effective factors on the inte-
gration of SC had to be studied. By means of previous researches, five main factors
were identified which were: cooperation levels, internal integrity, customers' in-
tegrity, providers' integrity, and product integrity. A questionnaire was used in
this research to collect data that evaluated five aspects of integrity in a business. If
a business can function efficiently in these five aspects, it can be said that it is inte-
grated. Statistical society of the present research included all catering services of
Isfahan, counting to 340 catering services. Since the size of this society was small
for gathering information, all of them were analyzed.

Data Envelopment Analysis (DEA)

DEA was used by (Farrell 1957)to measure the efficiency of agriculture sector in
USA, compared to other countries, where he had an input and an output in his own
model(Charnes, Cooper et al. 1978). Later, Ferrel's viewpoint was developed and
by means of linear planning, a model was presented that could estimate the
boundary of production and efficiency measurement with multiple inputs and
outputs(Rgdseth 2016) .This method has two input-oriented and output-oriented
models(Azadeh, Zarrin et al. 2016). In this research, given the nature of the data,
the collected data are considered as output variants for these models. Moreover,



Research Papers 173

the inputs are assumed to be constant. Efficiency Index is measured by means of
both BCC and CCR Models.

The output-oriented BCC mathematical model
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Next, K-S Test was used so that the normality rate of efficiency for the obtained
results would be employed. Each DEA to offer more normal rates was used as the
optimal model. In case, results of two models were not normal, the one, giving
higher efficiency index, would be the appropriate model(Azadeh, Zarrin et al.
2016). The steps of conducting this study are presented in figure 2:
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Figure 2. The flowchart of the presented approach
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RESULTS

Initially, findings about the selection of appropriate DEA for research data and
normal test of both DEA models were rejected at 0.05 level. In such a circum-
stance, to select a more appropriate model, we can choose one that presents high-
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er efficiency average. Output-oriented CCR Model with an efficiency average of
1.283 gave the highest rate and was finally chosen as the optimal model to evalu-
ate research factors. In the next step, by considering a constant rate as the model
input and each identified factor as the model output, the integrity of catering ser-
vices was studied which gave the following results.

Analysis of Sensitivity

In this step, by means of the measured efficiencies for different cases of the prob-
lem at hand, the results are analyzed and the effectiveness of the factors is studied.
At first by averaging the calculated efficiency rates, the efficiency average for each
case is calculated. Afterwards, the analysis is done via Average Test as well as cal-
culation of the coordination among the obtained average efficiencies, in each case
an input is eliminated in relation to the general case. results of average test be-
tween the efficiency of the case where all outputs have been considered and other
cases where the factors are eliminated one by one has been rejected in 0.05 level,
which shows the effectiveness of all considered factors on the integrity of the SC of
catering services in the city of Isfahan, while in a case where all outputs (factors
under study) have been considered, the average efficiency is 1.47. In factor-to-
factor analysis, after omitting the factor of cooperation level and repeated calcula-
tion of the model efficiency, it increased up to 1.88, which shows no appropriate
establishment of cooperation levels in catering services of Isfahan. It is deduced
that cooperation levels has no positive performance among catering services of
Isfahan. On the other hand, once the internal integrity factor is omitted, as it has
been shown, average efficiency of the model has decreased by 1.68 and this factor
was not able to have a positive performance in the integrity of catering services.
Moreover, as the results have shown, after omitting the factor of customers' integ-
rity, the efficiency of the model has decreased by 1.38, indicating that this factor is
well influential on the performance of catering services integrity. Concerning the
integrity of the providers, results concerning the model analysis showed that this
factor has a good performance in catering services integrity, with a rate of 1.03. On
the hand, the factor of product-based value, despite having an influence on cater-
ing services performance, with the obtained rate (1.12) has managed to have a
suitable performance. As for service-based value of this factor, considering its av-
erage was 1.27, model efficiency rate has decreased, indicating that this factor has
been well established in the considered case.

CONCLUSION AND IMPLICATIONS

Integration on TSC is an important factor to achieve competitive advantage since
the integration based on what the customers prefer regarding costs and services
has higher quality, and it is inevitable. This factor has not been operated properly
in TSC of Isfahan which culminates in decreasing tourism services quality. In this
scope, the findings of (Schadel, Lockstrom et al. 2016) are equal .in addition, Con-
sidering technology advance and increased competition in tourism destinations'
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level, integrity of catering services SC is a very important topic; therefore, the pre-
sent research was done to study the integrated management of catering services
SC in the city of Isfahan by means of DEA. A questionnaire was designed based on
the considered factors and was given to the owners, managers, or catering ser-
vices owners of Isfahan. Findings in this part showed that in terms of cooperation
levels and internal integrity, catering services face some problems that in order to
improve their services, some reforming problems should be taken into considera-
tion.

REFERENCES

Azadeh, A, M. Zarrin & Hamid, M. (2016). A novel framework for improvement of road accidents con-
sidering decision-making styles of drivers in a large metropolitan area. Accident Analysis &
Prevention, 87, 17-33.

Banki, M. B, H,, Ismail, N. B., Danladi, M. H., & Dalil, M. (2016). Measuring Hotels Service Quality in Ni-
geria: A Case Study of Minna Township. Journal of Quality Assurance in Hospitality & Tourism,
17(1), 71-88.

Bowersox, D. ], Closs, D. ., & Cooper, M. B. (2002). Supply chain logistics management. McGraw-Hill
New York, NY.

Chandra, P., & Fisher, M. L. (1994). Coordination of production and distribution planning. European
Journal of Operational Research, 72(3), 503-517.

Charnes, A., Cooper, W. W, & Rhodes, E. (1978). A Data Envelopment Analysis Approach to Evaluation
of the Program Follow through Experiment in US Public School Education, DTIC Document.

Dwyer, L., Edwards, D., Mistilis, N., Roman C., & Scott, N. (2009). Destination and enterprise manage-
ment for a tourism future. Tourism management, 30(1), 63-74.

Fantazy, K. A, Kumar, V., & Kumar, U. (2010). Supply management practices and performance in the
Canadian hospitality industry. International Journal of Hospitality Management, 29(4), 685-
693.

Farrell, M. ]. (1957). The measurement of productive efficiency. Journal of the Royal Statistical Society.
120(3), 253-290.

Fox, M. S., Chionglo, ]. F., & Barbuceanu, M. (1993). The integrated supply chain management system,
Technical report, Department of Industrial Engineering, University of Toronto.

Ho, M.-K,, Gaffney, ., Husby, P., Marchant, R., Nowlin, M., Tolk, L. & Vedavyasa, H. (2003). Integrated
supply chain management, Google Patents.

Molina-Azorin, |. F,, Tari, ]. ], Pereira-Moliner, ]., Lopez-Gamero, M. D. & Pertusa-Ortega, E. M. (2015).
The effects of quality and environmental management on competitive advantage: A mixed
methods study in the hotel industry. Tourism Management, 50, 41-54.

Munns, A. & Bjeirmi, B. F. (1996). The role of project management in achieving project success. Interna-
tional journal of project management, 14(2), 81-87.

Redseth, K. L. (2016). Environmental efficiency measurement and the materials balance condition re-
considered. European Journal of Operational Research, 250(1), 342-346.

Schadel, J., Lockstrom, M., Moser, R., & Harrison, N. (2016). Readiness for Supply Chain Collaboration
and Supplier Integration—Findings from the Chinese Automotive Industry. Developments. In
K. S. Pawar, H. Rogers, A. Potter and M. Naim (Eds.) Logistics and Supply Chain Management:
Past, Present and Future (pp: 125-137). London, Palgrave Macmillan UK:

Szczepanowski, A. E. (2015). Integrated management of the cultural tourism products based on the
value chain. British Journal of Economics, Management and Trade, 9(1).

Zhang, X,, Song, H., & Huang, G. Q. (2009). Tourism supply chain management: A new research agenda.
Tourism management, 30(3), 345-358.



9th World Conference for Graduate Research in Tourism, Hospitality and Leisure: 177-182.
6—11 June 2017, Cartagena, Spain

Printed in Turkey. All rights reserved

ISBN: 978-605-65762-8-7

Dependency of Spanish urban hotels on Booking.com

Juan Pedro Mellinas
Universidad Internacional de La Rioja, Spain
E-mail: losmellinas@yahoo.es

INTRODUCTION

The emergence in the past 20 years of online travel agencies (OTAs) as a distribu-
tion partner has had a profound effect on the hotel industry. Direct bookings have
reduced their share to just over 50%, while OTAs share has been increasing to
levels around 30% (Schegg, 2016). Within these OTAs, Booking.com (Booking) is
the leader in most European countries with 62% market share.

Nonetheless, the percentage of sales through Booking varies for each hotel, even
resulting in a matter of concern for hotels when it is too high (Garijo, 2017; Smart-
travel, 2017). Any hotel will always prefer direct bookings rather than intermedi-
aries like Booking, charging commissions above 15% (Hosteltur, 2015). These
commissions can be increased when a hotel wishes to achieve a better placement
on this website, something theoretically illegal in France (Hotrec, 2016).

The purpose of this paper is to identify a valid indicator, that allows to know the
level of dependence of each hotel on OTAs, focusing on Booking case. By using this
indicator we study some factors that could affect the level of dependency, like ho-
tel size or star category. Given the difficulty of obtain accurate data from a signifi-
cant hotel sample, we use the number of reviews of each hotel on Booking, as a
proxy for hotel reservations.

LITERATURE REVIEW

The previously cited research from the European trade association of hotels
(Schegg, 2016), based on responses from 2,000 hoteliers, showed that 22.3%
bookings were generated through an OTA (27.6% for Spain), with one player
(Booking) controlling closely 2/3 of the market. Data collection for Spanish hotels
was supported by Spanish hoteliers confederation (CEHAT, 2016), with a sample
of 132 hotels, showing Booking share market of around 15%. A similar undisputed
leadership position is observed if we look at the number of reviews in this website
(Revinate, 2017).
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Additional data about “OTA market shares by segment” are provided by the cited
research, showing figures of 23.5% for independent hotels and 18.3% for hotel
chains, also variations by star category from 33.5% (1 star) to 17% (5 stars) and
additional differences by hotel size that range from 27.5% (less than 20 rooms) to
17.6% (over 100 rooms).

Booking belongs to Priceline Group since 2005 and is the world leader in booking
accommodations online. It is available in 42 languages, offers over 1,000,000 ac-
commodations and covers over 96,700 destinations in 227 countries and territo-
ries worldwide (Priceline, 2017). Booking is also a huge reviews database that fea-
tures over 109 million verified reviews written by guests after their stay.

The only way to leave a review in Booking is to first make a reservation. After their
trip, guests receive an email and write about their stay (Booking, 2017). Assuming
customers have a constant probability of posting a review on Booking, the number
of reviews is expected to be closely correlated to the number of room sales. There-
fore, the number of published reviews on Booking might be taken as a proxy for
sales of a hotel’s rooms through this travel agent during a period. This methodolo-
gy has been used before (Ghose and Ipeirotis, 2006; Ye et al., 2009a, 2009b) and
its validity tested for the Chinese online travel agency Ctrip.com (Ye etal.,, 2011).

METHODOLOGY

All hotels in the main Spanish urban destinations (Madrid, Barcelona, Valencia,
Seville and Granada) which meet the condition of being in the center of the city
and have a minimum of 100 reviews registered in Booking are selected. From
these hotels we get information on the number of rooms, number of reviews and
star category. We also establish "big hotel chain" criterion for hotels belonging to
chains with at least 20 hotels, which manage at least 2,000 rooms. The data were
collected during March 2017 and the total sample is 624 hotels, 165 belonging to
“large hotel chain”, while 459 are independent hotels or belong to small hotel
chains.

To measure the level of dependency for each hotel with regard to Booking, a very
simple ratio (reviews per room) RpR is designed. It is obtained by dividing the
number of reviews in Booking for a year by the number of hotel rooms. Since
Booking shows last 24 months reviews, the number of reviews should be divided
by 2 to get the average number of reviews per year.

The relationship between number of reviews and number of reservations through
an OTA has been demonstrated (Ye et al., 2011), although it is not a perfect corre-
lation. In our case, this ratio could also be affected by data we do not know, such as
occupancy levels of each hotel, average stay or a hotel closure for a period in the
last 24 months.
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RESULTS

The study shows large differences in RpR figures, ranging from 0.26 to 59.71, with
an average of 12.63 (median: 10.33). When hotel segments area analyzed, the av-
erage value for "big hotel chain" is 7.12 (median: 5.80), while it is 14.61 (median:
12.58) for other hotels. The three hotel chains with a higher RpR (Catalonia, Exe
and Grupotel) barely exceed 12, while Melia and NH get values around 3 and H10
gets 8. There are no significant variations in the RpR of hotels within the same
chain, something that was expected since all should follow the same business
practices.

None of the 45 hotels with the highest RpR (values over 30) belongs to the "big
hotel chain" group. The average stay in these cities is around 2 nights, while occu-
pancy levels around 70%, which implies about 120 guests per room and year.
Such high RpR values would indicate high levels of dependency on Booking, high
response rates to Booking surveys or a combination of both.

Since hotels belonging to "big hotel chain" show a certain homogeneity, we focus
on analyzing the results for those who do not belong to that group. Firstly we in-
vestigate about the relation between hotel size and RpR (Table 1).

Table 1. Average RpR per hotel size.

Rooms Hotels Average RpR
0-19 66 23,8

20-49 154 17,64

50-99 140 12,03
100-200 69 8,26

200 or more 30 5,48

TOTAL 459 14,61

We observe how variations are very significant among each hotel size section. In
fact, we detect increments close to 50% in the RpR for each section, accumulating
a total difference of 434%. The same process is performed for star categories (Ta-
ble 2) observing large differences again, very similar to those identified for the 5
hotel sizes.
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Table 2. Average RpR per star category.

Stars Hotels Average RpR
1 30 23,12
2 68 20,76
3 160 16,56
4 168 10,69
5 33 4,69
TOTAL 459 14,61

We try to identify differences by city, but variations are minimal, since RpR range
from 12.77 in Madrid to 15.95 in Granada. It could be explained by inequalities
between cities in hotel size and star categories.

CONCLUSION AND IMPLICATIONS

Results obtained draw a situation where Booking is the main distribution channel
for hotels with low resources. Hotels with a reduced staff because of their small
size or low star category seem unable to implement an appropriate direct booking
strategy, reduce its dependency on this great operator and avoid the costs in-
volved. From hotels point of view, given that Booking commission rates are over
15%, there is a clear incentive to book hotels directly through their own sites.

Among the "big hotel chain" we see how most of them get RpR below the sector
average, but other hotel groups are barely on the average, showing that there is
still space for improvement. The enhancement of direct bookings through loyalty
programs or other business strategies could reduce its dependency on Booking.

We wonder if the dependency situation identified in small hotels is given by a low
level of staff education, a premeditated strategy or just laziness. This would mean
that the hotel assumes commission payments of 15-25% to one or several inter-
mediaries, with the purpose of avoid expenses of time and resources trying to
maximize direct bookings. If we want a valid answer to this question, a deeper re-
search should be developed.

Data obtained do not seem to match with those observed by the previous study
developed by HOTREC (Schegg, 2016). The RpR of 12.63 indicates that approxi-
mately 10% of guests write reviews on Booking. It would mean a response rate for
Booking surveys of 66% if the Booking share is really 15% for this Spanish hotels
sample, since with lower response rates Booking share would be much higher. On
the other hand, differences in RpR identified by type of hotel (chain or independ-
ent), by star category and hotel size, are significantly different too. While varia-
tions by star category or hotel size imply increases up of 50% for HOTREC, in our
study we observe variations of about 400%.
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The RpR could be used as a benchmarking tool for hotels when comparing with
competitors. It also applies to other OTAs that have a similar reviews system, like
Expedia, Agoda or HRS. By using this system each hotel can have approximate data
about competitors distribution mix.

This study presents several limitations, since we worked on estimates and also
focus on a specific profile of Spanish hotels. Moreover, we used the number of re-
views as a proxy to measure actual hotel sales. Although this has been shown to be
a valid approach in previous research, it may cause an information distortion, par-
ticularly when we do not have information about occupation rates or average stay.

Further research should be developed using hotel surveys, in order to obtain accu-
rate figures of the percentage of sales through each channel, especially because of
the surprising data observed through these estimates, which differ significantly
from those obtained in previous studies.
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The tourism sector is of vital importance in the Spanish economy and is also one of
the most affected by digitization. The intelligent management of the vast amount
of data that is obtained by digitization and how to turn it into information that is
useful for our company or sector we consider as vital. For this reason, we want to
present the possibilities that the big data and the analysis of the data collected can
have for the tourism sector and the changes and incorporations that the company
has to take into account o turn it into a competitive advantage.
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INTRODUCTION

The purpose of this study is to suggest an alternative type of tourism: The fourth-
wave of coffee. For this reason, the literature on the evolution of coffee products,
processes and services related to coffee was reviewed. A case study approach was
applied by observing the coffee houses and coffee producing places and interview-
ing customers, managers and producers. As conclusion, a coffee based tourism
type, as well as its possible production, marketing, and human resource manage-
ment principles, is proposed.

To summarize the evolution of coffee based commercial applications, the litera-
ture uses “waves” approach. It is claimed that the coffee had three movements
(waves) through it is commercial and cultural existence. During these waves cof-
fee transformed many times in terms of its brewing process and socio-cultural
meaning. In this paper, it is suggested that the fourth wave of coffee has a potential
to become an effective tourism type. In the following sections, the reason behind
this suggestion and how to manage this proposed newly tourism type are ex-
plained.

LITERATURE REVIEW

Coffee has been a vital drink for five hundred years and still playing a vital role in
human life. Some researchers claim that first coffeehouses were opened in Damas-
cus, Syria while others believe that they firstly appeared in Kiva Han Istanbul,
Turkey in the late 15th century. In Cairo, too, it is asserted that there were re-
markable coffee houses (Standage, 2006). No matter where it existed first, it can
be concluded that coffee has had a place in people’s everyday life for a long time. It
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has also been taking its social role by gathering people together. Coffeehouses
have been a place where people socialize and spend their spare time; and a class
to give moral, behavioral, religious lessons for intellectualists. In the 17th century,
coffee had emerged in Europe. After that, openings of plenty of coffeehouses did
not take long. And, Europeans loved this exotic, double sided seed berry. After a
short period of time, coffee and coffee drinking became quite popular throughout
Europe and expanded to other continents of the world (Ellis, 2005).

Coffee consumption and development of coffee as a drink has evolved significantly
over recent years. The literature classifies three unique ages (waves) for the de-
velopment of coffee consumption. The “first wave” of coffee traces its roots back to
the beginning of 18th century. In this wave, some businessmen discovered and
realized the commercial potential of coffee. They went into mass production in
order to trigger mass consumption. Taste was not seen important. The field of in-
terest was to discover new methods to raise mass production. Coffee was made
with freeze-dried techniques. And, innovations such as vacuum packaging and
freeze-drying peaked during the first wave of coffee (Parker & Austin, 2011).

Then, with the arrival of globalization, like many other commodities, coffee was
immensely affected. During 1970s, the notion of a personalized cup of coffee, up-
ended expectations of both coffee and café cultures. This wave is called the “sec-
ond wave”. This wave came with international coffee chains and franchises at-
tempting to dominate the marketplace. People began to change their coffee con-
sumption habits from Robusta to Arabica, which is considered a higher quality
bean. There also started an understanding of enjoyment of coffee and new modifi-
cations such as adding aromas, syrups, cream, milk and sweeteners to coffee. The
main criticism of second wave is that it lost its direction and sacrificed the source
of bean for the sake of creating social experience by drinking coffee.

Finally, in the third wave, the world was to witness the transformation of coffee as
an artisan or craft beverage. This wave was dominantly led by small roasters
working directly with specific farmers and producers. They started to analyze
beans, and give deep scrutiny to methodologies, in pursuit of the most ideal form
of espresso or pour. In this wave, coffee was treated as wine or beer. The third
wavers form a direct relationship with growers, help them improve quality, and
pay a great amount of money for their beans (Pendergrast, 2010). Weissman
(2011) states that “the first wave made bad coffee, the second wave pioneered
specialty coffee, and the third wavers are younger specialty obsessives”. Hence,
the coffee was treated meticulously through all its processes, from harvesting
bean to serving it. The third wave was about evaluating and enjoying coffee elabo-
rately and taking coffee to a whole new level of sensory experience and apprecia-
tion. This wave appreciated each coffee making method and coffee beans coming
from different regions and supported the use of sophisticated and qualified prepa-
ration techniques and products in order to reveal the perfect coffee.
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The third wave of coffee made customers informed and satisfied, by providing de-
tailed information and a unique coffee drinking experience for them. The third
wave of coffee met increasing demand of people to innovation. It has made the
artisanal methods of production popular in the world. Most coffee shops of the
third wave, considerably, took place in the market and gained remarkable compet-
itive advantage against the international coffee chains. However, one of the criti-
cisms about the third wave was that the modern and technological applications
used for coffee brewing were ruining the coffee. Yet, Brian Gross from Smartco
International claimed that the new applications allowed consumers to appreciate
the real flavors (Robles, 2016).

METHODOLOGY

In this study, a qualitative method was carried out. Interviews with customers and
managers of international and local coffee houses and producers, following a liter-
ature review, were conducted. On-site observations were carried out. Analyzing
the interests and expectations related to coffee, it was intended to reveal the needs
and wishes of the consumers. Getting eventually inspired, in the results section,
the proposed applications on the coffee is explained.

RESULTS

The concept: fourth wave of coffee; this concept can be classified as a type of cul-
inary tourism just as the wine and olive tourism. In addition, since the coffee con-
sumption is considered as a hobby for some consumers, it can be also assumed as
a kind of special interest tourism (Kozak and Bahge, 2012). This new type of tour-
ism will promote touristic travels to the coffee producing regions. In the United
States, people already attend to these kinds of activities (Wilk, 2006); however,
these activities are not deliberately supplied by touristic purposes. Hence, the
branding of coffee destinations emerges (Jolliffe, 2010). In the fourth wave, the
local coffee producers and the coffee houses will be key tourism enterprises. The
local tourism authorities or these enterprises themselves will supply guiding ser-
vices. The guides will inform the tourists about all issues related to coffee. Pine
and Gilmore (1999) give the example of bankers who provide financial service to
the customers while serving drinks as bartenders on the counter in pursuit of cre-
ating better customer experience. Similarly, in the coffee houses, especially, the
baristas may take the role of guiding; thus even making the experience more at-
tractive. Training courses on coffee types, production, processing factors that in-
fluence quality and flavor, and culture will be another aspect of the fourth wave.
People will basically travel to learn about the coffee.

Production; Slow Food movement encourages preserving and promoting local
and traditional food products (Andrews, 2008). Therefore, it promotes the more
traditional methods for brewing coffee rather than modern espresso machines.
Therefore, a fundamental goal of the fourth wave should be producing coffee by
protecting the nature of coffee. The fourth wave also promotes using organic and
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natural compounds (i.e. filter paper, packaging material) in coffee production. The
enhancing health conscience of the consumers makes it a necessity to redesign
and reformulate coffee and its related products in respect to the human health.

Marketing: coffee lovers and gourmets seek organic coffee. Therefore, while
prompting this new type of tourism, terms such as organic, local, fresh, pesticide
free and traceable should be stressed. Environmental sustainability should be re-
spected since it provides enterprises a socially responsible look; which is also cru-
cial in the eyes of postmodern consumer.

Customization is another important aspect of the fourth wave of coffee. New ser-
vice styles based on technology will make ordering coffee customized via tablets
and phones. People will be informed about coffee beans, production method,
barista’s name, aroma degree, sweetness, calorie, bitterness, aroma degree and so
on. These applications will trigger emotional side of the consumers and make
them socialized while keeping them engaged and thoughtful. As these are im-
portant components of Schmitt’s (1999) customer experience concept, it will end
up with ultimate customer experiences.

Human resource: the fourth wave of coffee sees barista as an artist. Therefore,
education is obligatory. In the postmodern society, coffee drinkers want to know
details about the origin, production, processes and flavor of the coffee. Therefore,
to enhance the understanding of whole coffee process from production to service,
training sessions can be organized for baristas. Having highly educated, well
trained, and genuinely inspired (Ging, 2011); baristas will be a strategic compo-
nent of the fourth wave. Because the tourism sector is labor intensive, the exist-
ence of skilled baristas will enhance the quality of touristic experiences.

CONCLUSION AND IMPLICATIONS

As discussed earlier in the text, fourth wave of coffee has a potential to be a new
kind of culinary and hobby based tourism. With the fourth wave of coffee, old sys-
tems will be revitalized while some new innovative but authentic techniques will
appear. This wave will be the other golden age of coffee. The fourth wave will ap-
peal to various want and needs of the postmodern consumer. It will, for instance,
appeal to most needs in the Maslow’s hierarchical pyramid. It will appeal to physi-
ological need by providing its taste and quench the thirst. Providing a coffee ori-
ented social environment including the consumer, barista, guide, producer, trainer
and other related people, it will appeal to social needs. Attending to this coffee ori-
ented trip will obviously raise consumer’s self-esteem as even drinking quality
coffee is considered prestigious. Applying to training seasons and exploring exotic
coffee places in the world will lead self-actualization of the consumers. On the oth-
er hand, since the green consumption approach grows in the world, people who
want to support poor communities will feel as a better, more ethical citizen when
attending this kind of tourism activity in the developing regions. In this respect, it
can even be dealt as an economically developing tool for developing regions.



188 9th World Conference for Graduate Research in Tourism, Hospitality and Leisure

REFERENCES

Andrews, G. (2008). The slow food story: politics and pleasure. London: Pluto.

Chaker, A. M. (2016, March 02). How Long Would You (Happily) Wait for a Coffee? Retrieved March 31,
2017, from https://www.wsj.com/articles/how-long-would-you-happily-wait-for-a-coffee-
1456951808

Ellis, M. (2005). The coffee-house: a cultural history. London: Weidenfeld & Nicolson.

Ging, T. (2011, October 17). Important or Self-Important: The Role and Influence of a Barista. The Spe-
ciality Coffee Chronicle.

Jolliffe, L. (2010). Coffee culture, destinations and tourism. Bristol, UK: Channel View.

Kozak, M. A, & Bahge, A. S. (2012). Ozel ilgi turizmi. Ankara: Detay.

Parker, S. F., & Austin, M. W. (2011). Coffee - Philosophy for Everyone: grounds for debate. Malden, MA:
Wiley-Blackwell.

Pendergrast, M. (2010). Uncommon grounds: the history of coffee and how it transformed our world. New
York: Basic Books.

Pine, B.J.Il & Gilmore, ].H. (1999). The experience economy. Boston: Harvard Business School Press.

Schmitt, B. (1999). Experiential marketing. New York: The Free Press.

Standage, T. (2006). A history of the world in six glasses. New York: Walker&Company.

Weissman, M. (2011). God in a Cup: the Obsessive Quest for the Perfect Coffee. Chichester: John Wiley &
Sons.

Wilk, R. R. (2006). Fast food, slow food: the cultural economy of the global food system. Lanham (MD):
Altamira press.

Robles, Y. (2016). Colorado students get crack at designing new coffee brewer. Retrieved March 31,
2017, from http://www.denverpost.com/2014/02/02/colorado-students-get-crack-at-
designing-new-coffee-brewer/



9th World Conference for Graduate Research in Tourism, Hospitality and Leisure: 189-194.
6—11 June 2017, Cartagena, Spain

Printed in Turkey. All rights reserved

ISBN: 978-605-65762-8-7

Tourist routes strategies of local development

Claudia Brazil Marques
Universidade Federal do Rio Grande do Sul-UFRGS, Brasil
E-mail: cbmarque@yahoo.com.br

Carlos Honorato Schuch Santos
Universidade Federal do Rio Grande (FURG), Brasil
E-mail: chonorato@terra.com.br

INTRODUCTION

Tourism as an economic activity can contribute to the social, economic and cultur-
al development of a region. In order to understand this hypothesis, it is important
not only to introduce the guiding principles of development, but also to think
about strategies to implement and develop the activity in specific regions. The
positive and negative factors of tourism can be shown based on the peculiar char-
acteristics of each area. However, rather than a general discussion of the problem,
this study presents the planning and management strategies of tourism on the Va-
le dos Vinhedos Wine Route.

Tourism today is seen as an economic solution for many municipalities, and it of-
ten acts as an incentive to non-agricultural activities in marginalized rural areas.
The reason for this policy of encouraging rural tourism was the return of “urban
man” to the countryside. In the 1980 rural life became a tourist attraction, not only
for environmentalists and nature lovers, but also for urban families seeking a life
free from exposure to contamination by chemicals and to the noises and disturb-
ances of urban spaces.

The purpose of this study, based on Mintzberg’s (2000), theory of intended,
emerging and fulfilled strategies, is to find out whether the proposals for the man-
agement of regional development of tourism on the Vale dos Vinhedos wine route
fit the concept. The research aimed to discuss theoretically the mechanisms re-
sponsible for the efficiency and effectiveness of the wine tourist economy and
therefore considers the segments responsible for the sustainable economic devel-
opment of the Route Winery Valley of the Vineyards.
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Strategy and Planning

Mintzberg (in Mintzberg et. al, 2001, p.125) defines strategy broadly and eclecti-
cally, emphasizing that the definition cannot be simplified and needs multiple ap-
proaches. Therefore, five definitions which he calls “the 5 Ps of strategy”: Plan,
Ploy, Pattern, Position and Perspective. In another work (Mintzberg et al., 2000)
the same author catalogues ten different views on the process of strategy, or ten
schools to formulate a strategy, namely: design, planning, positioning, entrepre-
neurial, cognitive, learning, power, cultural, environmental and configuration.

In strategy as a perspective, Mintzberg (1996, p.15), looks into the organization,
into the minds of its strategists and upwards to the great vision of the company.
The content is not only the position chosen, but also the rooted (and shared) way
of seeing the world. The State’s intervention in this new rural space must be stra-
tegic in the same sense as the 5 Ps of Mintzberg et.al. (2001), and reposition this
space taking into account both the agricultural and non-agricultural activities. For
this purpose it has to create the infrastructural conditions for local development.

Development and rural tourism

The rural development in its classical interpretation was identified as a “Green
Revolution” by incrementing chemical and biological processes pertaining to the
agricultural products, based on the development of large scale production factors.
This process caused the industrialization of small farms in order to respond to in-
creasingly demanding and dynamic mass consumption.

When tourism in rural areas is analyzed, it is a non-agricultural activity that is
supported by agricultural activities. It should be pointed out that tourism is not
the only activity that can complete and reinforce agricultural activities, as is the
case of services, communications, handicrafts and others, depending on local pe-
culiarities. All of them, especially rural tourism, create new jobs and redesign the
rural economic space itself. Rural tourism induces the growth of non-agricultural
occupations in the rural environment (Silva, 1997).

In Brazil, the rural tourism program is being implemented by EMBRATUR, the
Brazilian tourism authority, and its purpose is to regulate the activities of this
segment, whose focus of attraction is the relationship between man and the rural
environment. The characteristic of this type of leisure is weekend trips, in which
the tourist travels more often for shorter stays.

According to Beni (2002, p.36), in a business-oriented analysis, rural tourism is
the name given to travel to rural spaces in programmed or spontaneous itinerar-
ies, staying overnight or not, in order to enjoy the scenery and the facilities of the
countryside. He stresses that roads, routes, and forms of development are rarely
compatible and comparable, since in each country, region, municipality or place a
number of factors interact: economic, social, political and cultural, which over time
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are molded into a specific, unique form, which is precisely why they offer special
attractions.

In this sense, development is essentially a strategy for interrelated actions, in
which the nature of the disequilibrium process is overcome by the equilibrium of
the trajectory of the main economic and social variables: “From this perspective,
people have to be seen as actively involved [...] in shaping their own destiny, and
not only as passive beneficiaries of the fruits of ingenious development programs
(Sen, 1999, p.71)". In this sense, development is characterized by the transfor-
mation of a modern, efficient economy, together with the improvement of the way
of life of the population as a whole.

The local actors (persons and institutions) play a crucial role in a context in which
the economic logic is not always dominant. Cooperative practices and collective
initiatives have been cited in the literature as decisive factors to strengthen the
local social tissue, often providing economic advantages which would not be ob-
tained otherwise.

METHODOLOGY

The methodology was exploratory and descriptive case study and qualitative
analysis. Data were collected through interviews with winemakers and tourism in
the Valley of the Vineyards Route, with representatives from the public sector
(Secretary for Development, Tourism Secretary and the Deputy Mayor of Bento
Gongalves-RS) and the sector entities under study as APROVALE, ATUASERRA,
EMBRAPA-Grape and Wine.

RESULTS

The Vale dos Vinhedos Route, an action strategy of public policies that can be iden-
tified is local development, where the social relationships of production actually
occur. The public sector initiatives for the region can be classified according to
Mintzberg (1996), as training, structuring and business strategies, according to
the summary table 1:
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Table 1. Structuring and business strategies

Training Structure Business

Activities that promote community’ Preparing the structure of the Support for cultural projects such
sensibility for tourism; Rural Master Plan; as the hot spiced wine (“quentdo”)
Dissemination and institutional festival, and the Vale dos

Adapting infrastructure services such as water
promotion of the attractions of the supply in the localities, public lighting and paved o . .
region and the itinerary for tourism municipal roads. Negotiation of a partnership with
on the Vale dos Vinhedos Wine Restoring and painting the columns at the side of the Visa credit card company.
Route using videos, folders, lectures 1gads and highways;
and film;

Vinhedos choir;

Supporting the businesses, especially wineries,

Technical and administrative sup- making access easier by means of earthworks.
port to perform an inventory of

tourism in the region, in partner-
ship with the University of Caxias
do Sul.

Source: adapted (Mintzberg, 1996)

Analyzing the information, giving more relevance to the literature by Mintzberg
(2000), it could be said that the Vale dos Vinhedos Wine Route still lacks strategic
actions to promote local development. According to Table 1 the elements neces-
sary for sustainable economic development prospect site, it is necessary to train-
ing, public policy structures and promoting local business.

As shown (Table 1) the results of research in the Valley of the Vineyards Route, it
is clear that the participation of local actors is still incipient, regarding the ability
of joints with supporting institutions and government. Thus, reflects the structural
conditions and the promotion of business. However, the role of the state in their
political status and administrative happens to be one of the decisive factors for the
local development initiatives. Ma also is critical to strategic bargaining between
local socio-economic actors (business associations, financial institutions, advisory
centers for companies, universities and research institutes and development,
among others), to seek joint access to new technological innovations and organiza-
tional and productive in the business place. Local development was considered
based on Figure 1, showing local development as depending on the sectors.

Figure 1. Local development as depending on the sectors
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The analysis showed that private enterprise and the grape growing and winemak-
ing industry bodies provide strong support to local development, but that gov-
ernment initiatives are insufficient. At the same time, government support is also
seen to be deficient, followed by weak support from the institutions and bodies of
the grape growing and winemaking sector to private enterprise, as seen in figure 1.

The Vale dos Vinhedos, offers its tourist products in the form of routes, identified
as “tourist routes” which are no longer a novelty in the world of leisure options, in
recent years. However, the configuration of space is important in tourism devel-
opment as a possibility of producing enchantment, fantasy and fulfillment, since
objectively space is a simple being that only exists in its relationship with human
awareness. In this sense, tourists consume a global product that is the result of
travel experience as a whole.

The position of the development proposal for Vale dos Vinhedos is based on the
interrelationship of economic activities around the production process which is
also multifaceted with two aspects: grape growing and winemaking and tourism.
These sectors are related to the socio cultural enhancement and identity in the
relationship built up among the economic enterprises in the region.

Final Considerations

The productive process activity in tourism is not autonomous and unique. Several
sectors are responsible for producing tourism products. Thus, it might be said that
besides generating foreign currency, tourism can integrate the local economy and
generate complementary products which are not necessarily agricultural, but add
to and foster local development.

The case studied, it was seen that the State has not provided the necessary infra-
structural support for the region to integrate different activities and consolidate it
as an attractive rural space for tourists. In view of this, it is necessary to be aware
that the development of rural zones must be conceived globally, integrating eco-
nomic, social and cultural dimensions, and finally acknowledging that this devel-
opment is based on people and on rural communities.

Finally, the confrontation with specific characteristics of this activity, which are
generally identified in all regions, are: a) to enable transforming local resources
into wealth; b) the local community conceiving tourism as an economic activity; c)
stimulating the creation of local infrastructures.
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INTRODUCTION

Ecotourism has emerged as an alternative to mass tourism as its need was identi-
fied in the late 80’s. The tourism industry has evolved over the period of time. The
four platforms in which tourism evolution has been described are Advocacy Plat-
form, Cautionary Platform, Adaptancy Platform and Knowledge base Platform
(Jafari, 1990). In the decade of 1950-60, mass tourism was considered as the ma-
jor drive for economic opportunity and with no negative impacts. This phase was
called “Advocacy Platform”. With rise in tourist number over the years, the nega-
tive impact of the tourism became apparent to the people and the “Cautionary
platform” became the dominant ideology in 1970’s. The “Adaptancy platform” was
the phase when the ecotourism emerged as one of the alternatives to mass tour-
ism (Misela & John, 2009).

Though, there are many definitions of ecotourism given by different researchers,
the definition given by The International Ecotourism Society (TIES) is frequently
quoted in the ecotourism research. It describes ecotourism as “responsible travel
to natural areas that conserves the environment and improves the welfare of local
people”. The various definitions came up with many components like conserva-
tion, education, local ownership, small scale, economic benefit for local communi-
ties, social consciousness, responsible attitude, relevance of cultural resources,
minimum impacts and sustainability. The most common components are “host
community participation”, “natural areas”, “low impact” and “culture”. From the
various definitions and components derived from the definitions we may infer
that ecotourism is:
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Nature Based (attractions, activities and experiences)
Focuses on sustainability (Environmental, Economic and Socio-Cultural)

Where education and Interpretation is a major component (Eg. Environ-
mental awareness, cultural awareness of locals, ecological balance,
animal behavior)

LITERATURE REVIEW

In general the tourist is described based on his motivations. Since the travel moti-
vations describe the reason to travel and travel expectations, motivational factors
are suggested to be the foundation of tourism behavior studies by Iso-Ahola
(1989).In general tourist motivations are thoroughly researched which may be
summed up under push travel motivations and pull travel motivations (Kim,
2008). The motivations of ecotourist may be different as it is nature based, educa-
tive and focuses on sustainability. Consumer values, social values, personal values
and environmental values as the motivators and determinant of ecotourist behav-
ior has been studied by (Higham & Ritchie, 2001) but there are other motivational
factors apart from values which may play important role as motivators.

According to Eagles & Cascagnette (1995), ecotourists are individuals who visit a
natural setting with the intention of observing, experiencing, and learning about
nature. However, it is hard to define ecotourists by the products in which they ex-
press interest and their motivations often overlap with those of other types of
tourists. Hence, there is a need to focus more on the other two components of eco-
tourism which are sustainability and education and interpretation component.
Furthermore, an individual’s onsite behavior should be in accordance with the
principles of ecotourism if he/she is to be called an ecotourist. Supporting the
view, many studies emphasized on the importance of using a behavioral approach
to distinguish true ecotourists from other types of tourists (Eagles & Cascagnette,
1995; Kerstetter, Hou & Lin, 2004).

The scientific understanding about the motivation and behavior of ecotourist re-
mains incomplete (Perkins & Brown, 2012). Hence, there is a need to research the
motivations of ecotourist based on above mentioned components. The motivation
leads to behavioral intentions which ultimately form the behavior. Hence, this
study aims at finding the motivational factors of visitors to nature based tourist
areas in India, and will attempt to define ecotourists based on motivational
grounds.

METHODOLOGY

A questionnaire was designed to collect responses on tourists understanding of
nature based tourism, motivations and demographic details. The questionnaire
was divided into three sections. Section A covered seven multiple choice and op-
tional questions on tourist’s preference of nature based destinations, number of
visits, length of stay, companion and source of obtaining information etc. Section B
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of questionnaire covered 50 items on tourist motivations on 5 point likert scale,
indicating 1 as strongly disagree and 5 as strongly agree. Section C covers the de-
mographic details of the tourist. The motivation items were developed based on
the work of (Eagles,1992; Eagles and Cascagnette,1995; Palacio and McCool,
1997), and (Wright;1996).

Data Collection- Individual tourist was taken as the sampling unit. Sampling area
was distributed over Dudhwa National park and Corbett national Park in the con-
tiguous states of Uttar Pradesh and Uttarakhand respectively in North India.
These two national parks are known for their wide variety of habitat and protect-
ed eco systems. We randomly surveyed individuals 15 years of age and older who
were visiting one of the two study sites during the tourist season. In all 422 ques-
tionnaires were collected. After leaving the half-filled and partially filled question-
naires 389 questionnaires were found to be good for analysis.

RESULTS

Cronbach alpha was used to test the reliability and using a cutoff threshold of 0.7
all the variables returned a Cronbach alpha greater than 0.7. The Kaiser Meyer
Olkin index at .934 which is above 0.75 and rejection of Bartlett’s test of sphericity
confirmed the suitability of data for factor analysis. Exploratory factor analysis
was carried out using varimax rotation and principal factor analysis. The Principal
Component Analysis indicated presence of eleven factors.

Approximately 65.1% of the respondents were male. 51.6% respondents were less
than the age of 40, educated (37.8% had undergraduate university degree and
42% post graduate degree), and relatively prosperous (44.5% reported personal
average household incomes in excess of INR 60000 per month, 1 USD= 65 INR )

Based on principal component analysis we extracted eleven factors, accounting for
64.8% of the cumulative variance explained. These factors are extracted based on
cases accounting for Eigen values more than 1. The cumulative variance explained
by first three factors account for approximately 34% of information with items
accounting for 13.97%, 12.33% and 7.57% variance respectively. These factors
were named as Nature; Culture; Freedom and Relaxation. Other factors emerged
are Extravagant/Materialistic intent, Adventure, Budget, Homily Environment,
Consumerist intent, Exploration, Escape and Similar Interest. The EFA reduced the
number of items from 50 to 11 factors.

DISCUSSION

Results of analysis indicate there are eleven distinct types of motivational factors
of tourists interested in ecotourism.

Nature : Nature motivated tourism emerged as the most popular type of motiva-
tion to travel by tourists. This phenomenon could explain the increasing growth of
ecotourism in India.
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Culture : Culture based tourism emerged out as second most popular motivation.
Apart from its geographic attraction , India’s major asset is its multi-racial and
multi cultural population, which is reflected in its festivals, food and general way
of life.

Freedom and Relaxation : Freedom and relaxation is another form of travel moti-
vation. These tourists want a change from busy job and relive old memories, they
want to act the way they feel and want to be entertained and have fun.

Extravagant/Materialistic intent : Though this is against the idea of ecotourism as
its definition suggests but there are tourists visiting nature based destinations
with materialistic intent and extravagance also. These tourists intend to stay in
high end resorts and hotels, eat in high end restaurants and spend time in big
cosmopolitan cities.

Adventure : Seeking adventure is another motivation found. Nature Based tourism
and ecotourism activities seemed to be very important components in the mix of
so called adventure product experiences as the activities include hiking, rafting,
canoeing, cycling, kayaking, horseback riding and wildlife viewing.

Budget : Budget is another motivation for tourists. These tourists prefer low budg-
et accommodations, they enjoy simpler lifestyle and relish locally produced food.
They feel comfortable in simple lifestyle. This idea of ecotourism indicates to-
wards ecological values which is foundation of ecotourism principles.

Homily Environment: Under This motivation tourist want comfort, acquaintances,
and environment to be homelike. Primarily the intent is convenience.

Consumerist intent: This motivation is against the idea of ecotourism. These tour-
ists believe in consuming the resources for pleasure. This could amount to unsus-
tainable practices in the long run. For eg. Fishing is one motivation items covered
under this factor.

Exploration: These tourists believe in visiting new places to share new knowledge
and information with friends and relatives. They also seek novelty in doing so.

Escape: These are the tourists who prefer to engage in a more passive kind of
travel. Resting and relaxing is all they want to do while on their vacation.

Similar Interest: These are the tourists who wish to share their knowledge and
experiences with the people of similar interest. They also seek knowledge from
similar interest people.

CONCLUSION AND IMPLICATIONS

These motivational factors which have emerged through factor analysis can be
used for predicting ecotourist behavioral intentions and ecotourist behavior. Also,
these factors can be utilized for profiling the ecotourists or creating typologies.
Segmentation studies can also be conducted based on the latent motivational fac-
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tors. This will help in planning a tailor made package for the tourists and target
the niche segments based on identified motivations.
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INTRODUCTION

In the 215t century tourism is yet a global industry, with the literature exploring
the effects of tourism development on destinations. Recent studies focus on the
role of place identity in shaping the perceptions on tourism development by resi-
dents (Wang and Chen, 2015). Development not always implies an improvement
of the welfare for local residents. With the spread of sustainable practices, some
destinations start to build on local identity issues when promoting new tourism
products. This strategy helps to align the interest of entrepreneurs with those of
the population, providing higher levels of support for tourism development (Kor-
pela, 1989). Social Exchange Theory (SET) is the usual framework employed in the
literature when measuring the perceptions and attitudes of residents towards de-
velopment of tourism. This theory is based on the assumption that residents
would be willing to exchange the impact that tourism infringes in the territory and
local life by all the set of benefits this industry provides to residents (Andereck et
al,, 2007). In this paper we build on Place Identity Theory as a theoretical com-
plement of SET framework when analysing residents” perceptions and attitudes
towards tourism.

The case of mining tourism provides a good laboratory for testing the role of iden-
tity in support for tourism. Locations where mining industry has been an im-
portant activity show good memories at the level of people. The development of
mining as a new tourism product is then expected to receive important support
because of the link to the historical background of the population. Identity issues
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are also expected to influence the perception of tourism impacts by local popula-
tion (Edwards and Llurdés, 1996). The present paper seeks to explore those issues
by focusing in the case of La Unién in Spain. This is a mining heritage tourism des-
tination historically linked to the mining industry. Building on survey data, we
conduct a Structural Equation Modelling (SEM) analysis testing for the relation-
ship between product identity, residents” perception of tourism impacts and sup-
port for tourism.

Hypothesis of the model include testing the effects of Place Identity (PI) on the
perception of tourism impacts by residents, and then from those perceptions to-
wards the support for tourism development of local population. Figure 1 shows
the hypothesis of the model:

e H1. Resident’s place identity has a significant direct influence on resident
attitudes toward socio-cultural tourism impact.

e H2. Resident’s place identity has a significant direct influence on resident
attitudes toward environmental tourism impact.

e H3. Resident’s place identity has a significant direct influence on resident
attitudes toward economic tourism impact.

e H4. Attitudes of residents toward socio-cultural tourism impact have a
significant direct influence on their behavioral intent on supporting tour-
ism.

o HS5. Attitudes of residents toward environmental tourism impact have a
significant direct influence on their behavioral intent on supporting tour-
ism.

o Heé6. Attitudes of residents toward economic tourism impact have a signifi-
cant direct influence on their behavioral intent on supporting tourism.

Figure 1. Hypothesis of the model
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METHODOLOGY

A survey was carried out in La Union in the summer of 2015, in order to retrieve
data from residents. Questionnaire included items on the construct of place identi-
ty, their perceptions on economic, socio-cultural and environmental impacts of
mining tourism development at the municipality, and some questions about their
level of support for tourism. After depuration we count on 269 usable instru-
ments. Data descriptives show a profile of respondents with 52% of females in the
full sample, with a mean age of 46 years old, level of studies up to secondary
(50%), secondary (38%) and tertiary education (12%), having direct relationship
to mining activity in the past in 51% of cases. The survey comprised eight con-
structs: four of them measuring place identity by means of concepts of distinctive-
ness, self-steem, continuity and self-efficacy, three measuring the tourism impacts
(economic, sociocultural and environmental) and one for measuring the support
for tourism of residents. Each construct is measured with multiple items and all of
them were adapted from previously validated scales in the literature (Stylidis et
al,, 2014; Nunkoo and Gursoy, 2012; Vargas-Sanchez et al., 2011).

RESULTS

Data analysis was conducted with Smart PLS 3.1 software, applying the two-step
procedure (Hair et al., 2013). The assessment of the measurement model is per-
formed through the analysis of reliability and validity for reflective constructs in
the model. To determine reliability both individual item and construct reliability
approaches were used. Results in table 1 indicate that all items are reliable due to
factor loadings. Only in the case of Sociocultural Tourism Impacts (SCTI) two
items showed a factor loading under this value, although we decide to maintain
them following Hair et al. (2013). In the same way, constructs appear to be reliable
with CR above 0.707. Convergent validity of the scales is evaluated according to
AVE measure. Significance of weights and loadings is also tested by bootstrapping.
As shown in results not all weights appear to be significant, but the loadings show
a level of significance of 99%. In general, we observe good properties of the meas-
urement model, as items seems to reflect the constructs of the model.

The assessment of the structural model is based on traditional tests, including the
structural path coefficients (@), the R? values, the effect size f2, the SRMR, and the
Q2 test for predictive relevance. Table 2 presents the path coefficients of each hy-
pothesized association in the research model and t-values confirm the significance
of hypotheses H1, H3, H4 and H5, confirming the effects of place identity on the
perception of socio-cultural (H1) and economic (H3) impacts of tourism, and that
of socio-cultural (H4) and environmental (H5) perceptions of impacts on the sup-
port to tourism development by residents. Socio-cultural dimension appears to be
the most prominent dimension in the place identity framework, as one would ex-
pect, while environmental coefficient in H5 shows negative sign, reflecting a nega-
tive relationship between this type of perceptions and the support to tourism de-
velopment.
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Table 1. Properties of Reflective Measurement Constructs

Factor

Construct Items Loadin CR CA AVE
g

DISTI_1 0.848

Distinctiveness DISTI 2 0.896
(DISTI) DISTI_3 0.833 0.934 0911 0.738

DISTI_4 0.892

DISTI_5 0.822

SSTMD_1 0.810

SSTMD_2 0.783

SSTMD_3 0.781

SSTMD_4 0.780

Self-Steem SSTMD_5 0.795
(SSTMD) SSTMD_6 0.796 0.951 0.943 0.638

SSTMD_7 0.814

SSTMD_8 0.745

SSTMD_9 0.821

SSTMD_10 0.857

SSTMD_11 0.802

Continuity CONTI_1 0918
(CONTI) CONTI_2 0.817 0.915 0.861 0.783

CONTI_3 0917

. SEFCCY_1 0.823
Selsféifé‘gacy SEFCCY_2 0.796 0.848 0.738 0.650

( Y) SEFCCY_3 0.799

SCTI_1 0.695

Sociocultural gg;:‘g ggig
Tourism = - 0.903 0.870 0.610

SCTI_4 0.812

Impacts (SCTI) SCTLS 0.800

SCTI_6 0.654

Environmental ENTL1 0739
Tourism ENTI_2 0.858 0.874 0.800 0.699

Impacts (ENTI) ENTI 3 0.902

) ECTI_1 0.898

Economic

Tourism ECTI_2 0.924 0.941 0.908 0.842

Impacts (ECTI) ECTI 3 0.931

ST_1 0.777

ST_2 0.831

Support ST_3 0.856

for ST_4 0.833
Tourism ST 5 0.816 0.953 0.944 0.717

(ST) ST 6 0.900

ST_7 0.857

ST_8 0.896

The structural model shows good predictive power as the variances (R?) in the
endogenous constructs are acceptable. The f2values of 0.02, 0.15 and 0.35 indicate
a small, medium or large effect size, respectively. As shown in Table 2 the model
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shows good explanatory power for the accepted hypotheses. Furthermore, the
blindfolfing approach was followed to calculate the construct cross-validated re-
dundancy index or Stone-Geiser’s Q2 statistic. All values of Q? are positive (Chin,
1998) so the relations in the model have predictive relevance.

Table 2. Summary of results of hypotheses testing: Place Identity-Tourism
Impacts-Support for Tourism Model

Path
Hypothesis Coefficients t- statistic  p-value R? £ SRMR

B

H1. PI-Sociocultural 0.789 26329  0.000™ 0.622 0.1648

H2. PI- -0.081 1.221 0.222ns 0.007  0.007

Environmental

H3. PI-Economic 0.361 4567 0.000™ 0.130 _ 0.150

H4. Sociocultural- 0.463 7.163 0.000™* 0244  0.079

Support

HS5. Environmental- -0.155 2.258 0.024* 0277  0.030

Support

gg’r'tEconom‘C' Sup- 0.093 1386  0.166ns 0.009

CONCLUSION AND IMPLICATIONS

The place identity framework has been tested in order to provide evidence on how
such construct could be affecting perceptions of tourists on the industry impact
and attitudes towards its development. Mining tourism product is an interesting
one to test this theoretical setting, as the product is closely linked to the history
and culture of the area, as in the case of La Unién, Murcia, Spain. Results of the
structural model have shown that place identity highly influences the perception
of socio-cultural impacts of tourism at this particular destination, an expected re-
sult, as this is the main dimension reflecting specialization pattern of the destina-
tion. Effects of place identity on local perception of economic and environmental
impacts are both behind the usual findings in literature, showing the specific na-
ture of the mining product, and that this destination still stays in the initial stages
of the tourism lyfe cycle. In fact tourism impact appear not significant in the envi-
ronmental dimension, as one will expect for this type or cultural-heritage tourism.

In general, the model has additionally shown, in the place identity framework,
how perceptions of tourism impacts allow to shape local attitudes in supporting
further tourism development, mainly for the socio-cultural and economic dimen-
sion. This is an an important result of the research, conferring Place Identity Theo-
ry a complementary role to SET in framing the analysis of linkages between peo-
ples” perceptions and attitudes. Economic dimension does not seem to be im-
portant in this framework, this being another interesting result, given that these
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type of impacts use to dominate in the literature, again reinforcing the particular
nature of the mining heritage tourism.
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INTRODUCTION

The gastronomic tourism was characterized for Londofio (2015) like as activity of
good food and drink appreciate during the vacations. Complementing Forné
(2016) affirms which that type of tourism has no main motivation in displacement
of tourist, and for that characteristic, can be present in any type of trip. However,
Gordin, Trabskaya e Zelenskaya (2016) highlight which the modern touristic
market be changing for attending the news trends of consumption models. This
way, researchers of area understand which the gastronomic is a flexible
component of offer capable of adjusting of theses trends.

Given that the relevance and contributory feature of gastronomic tourism, for
society like for local/regional economy, seems to be opportune to search what has
already been published and, in this way, to have a scenery of construct on
academy, opportunizing to prospect the next steps of area in therms of scientific
development. Therefore, the aims is to analyze the scientific published, using the
bibliometry technique, about gastronomic tourism available in the national and
international scientific databases.

THEORETICAL FRAMEWORK

The gastronomic tourism involves different aspects: tours, events, classes and
competitions. This type of tourism is a trip destined to explorer the gastronomy,
specially to taste the national delights culinary, among others typical foods. In
addition, should also be considered belonging to gastronomic tourism: the visiting
the food companies, gastronomic events, food classes and active or passive
participation in gastronomic competitions Schwartzhoffova (2014). In this way,
the gastronomic tourism have an amplitude bigger that is commonly considered.
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Thus, the best understanding gastronomic tourism, in addition to its links with
development local and, in this specific case, the role of played of stakeholders and
networks that form, should to contribute for an implementation of efficient
strategy of region development in the society and local region, being that the food
are the mechanism to improve the socio-economic status (Londofio, 2015).

When analyzed the tourism gastronomic literature and the gastronomy, Forné
(2016) teaches which these constructs are described in different ways, such as: i)
gastronomy is a product of touristic attraction; ii) the behavior of tourist in
relation the consumption of food; iii) interest of tourist in relation the eat and
drink in any event and/or related activities. Indeed, according the author, what
more clearly represents this context is the gastronomy as the main motivating
source for the realization of a certain journey. In this way, o tourist “seeks to know
local culture though its gastronomy, way of food production, origin of recipes,
utensils and cooking techniques, etc" (Martins et al., 2016:230).

METHODOLOGY

The search was carry out in the scientific databases: periodicals CAPES, Scientific
periodicals electronic library (SPELL), PROQUEST and EBSCO. Key descriptors
were used: turismo gastrondomico, tourism, turismo gastrondmico. Therefore, it
was aimed to add papers of language: Portuguese, English and Spanish papers.
As initial filter, the descriptors were considered in different ways, according to the
limitations/options of each database: i.e: a) periodicals CAPES: the search
considered the title of papers; b) PROQUEST: papers were considered based on
the association of those described with the summary of papers and publications
reviewed by specialists; c) EBSCO: papers were selected based on abstracts, full
text and academic journals; d) SPELL: considered the abstracts of papers

It was possible to identify in the databases a total of 94 full papers, allowing the
system download 87 articles, because many did not found with the link to access
and/or the files did not exist. After comparing the texts, it was verified that there
26 papers repeated, beyond of 16 without adherence to the objective of research,
because the therm gastronomic tourism, in different languages, was used in
generic and/or symbolic way. In this way, a total of 45 papers were considered for
analyses.

RESULTS

The journals, when analyzed under the prism of the Bradford’s law, show that
which Bn(45t/3g). Therefore, the core of gastronomic tourism (Bn=15) are the
journals: Pasos, Rosa dos Ventos, and, the journals Estudios y Perspectivas en
Turismo, Tourism & Management Studies and TuryDes. The others journals,
however, are considered extension of subject, according the Bradford’s law.

When analyzed the types of research for select by the researchers for the
development scientific experiments, it was verified that most of researches have
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their foundations in qualitative typology (28 papers or = 62.22%), in sequence
was identified the quantitative ( 18 artigos or = 31.11%) and, finally, the
qualitative-quantitative (3 artigos or = 6.66%).

Another analysis developed during the execution of research, consisted in
identifying the networks developed by the researchers for development of their
scientific experiments. In this sense, it was possible identify the existence of
several partnerships among the researchers, like can be observed in Figure 1.

Nevertheless, when the Freeman’s degree centrality is measured, the author
Emilio Morales-Fernadndez (Universidade de Cé6rdoba/Espanha), stands out with 7
nodes (ingree and outgree). In the same way, the researcher stands out according
to the results measured in terms of the metric Bonacich’s power (Ci = 28.127).
Based in the networks, relationships and metrics, is possible that other scientists
interested in development of researches identify the players which stand out in
scientific scenario and, with this, it allows futures partnership.
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Figure 1. Authors network

Subsequently, the number of papers published was compared with Lotka’s law.
The logic this pattern teaches that the percentage of researchers who only publish
1 paper, in given area, corresponds to 60.79%. It was verified that the percentage
of authors who publish 1 paper exceeds 35%, the pattern Lotka’s law. These
results stands out that many researchers do not follow research on gastronomic
tourism, producing only 1 paper.

In the sequence, the analysis focused on the interpretation of the relationships
between universities for the development of researches. In this scenario was
verified, comparing that networks of authors, a number smaller. In terms number
of nodes, the Universidade of Aveiro becomes the protagonist with 5 nodes ingree
and outgree (Freman’s centrality). Thus this University having the largest number
of partnerships. Form another perspective, when analyzing the Bonacich’s power,
the Universidade of Aveiro and the Universidade Loyola Andalucia have the same
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results, i.e., Ci=20,820. Thus, both area considered with great prestige when the
networks are analyzed.

After classify 1,465 references, it was to verify the 12 authors most referenced, as
can be seen in Table 1. Among the authors with highest of citation Michael Hall
stands out, being referenced 41 (2.79%) times. However, the research with
highest is that of Erik Cohen who was referenced 12 (0.81%) times, followed by
the Jaksa Kivela survey, referenced 11 (0.75%) times.

The following will present the final consideration, limitations about the research,
besides suggestions for research agendas interested in the gastronomic tourism.

CONCLUSION AND IMPLICATIONS

Considering the initial objective of the research to analyze the scientific produc-
tion, through bibliometrics, on gastronomic tourism available in national and in-
ternational databases, it is considered that this was fully achieved. In this context,
it is not possible to state whether the researches on the subject is on the rise or
decline. Although the year 2015 was one of the most prominent in terms of vol-
ume of published articles, the year 2016 had a fall of 55% in the amount of re-
search. These results can not be considered as a decline in the interest of the sur-
veys, due the possibility that many databases have not been updated with the pub-
lications of the second half of 2016.

On the other hand, only 4.2% of the researchers produced more than one article in
the period. The results point to the fact that they make it possible to speculate that
the researches do not have continuity and, in this way, often leave to the margin
experiments on gastronomic tourism not incorporating different prisms of analy-
sis. This scenario is contrasted by the existence of several networks of researchers
and universities.

Among other conclusions, it was verified that the gastronomic tourism is recog-
nized for its importance in different aspects, as exemple: i) economic: the power to
increase economic resources, for routes and regions, through the financial contri-
bution of tourists on their travels; and; 1ii) social/cultural: resur-
gence/maintenance of cultural recipes/habits typical of localities and/or ances-
tors. In addition, the context is seen as an alternative for the maintenance of rural
properties implementing accessory activity to main.

Table 1. Authors and researches with highlight

AUTHOR CIT. RESEARCH CIT.

Food tourism around the World: Development, Management

Hall, M. 41 and Markets
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AUTHOR CIT. RESEARCH CIT.
Hjalager, .
AM 20 Tourism and gastronomy 10

Tourism and gastronomy: Gastronomy’s influence on how tour-

Kivela,]. 16 . . S
J ists experience a destination

12 El oleoturismo como motor de desarrollo rural. La
Millan, G. 16 o, . 5
denominacién de origen de montoro-adamuz

Cohen, E. 12 Food in tourism: Attraction and impediment 12
Schluter, 12 Gastronomia e turismo; Turismo y patrimonio gastronémico - 4
R. Una perspectiva
Richards, 11 Gastronomy: an essential ingredient in tourism production and 8
G. consumption?
Barrera Turismo Rural: Nueva ruralidad y Empleo rural no agricola; Las
E 11 rutas alimentarias: una arquitectura turistica basada en la 3
' identidad de los alimentos
Oliveira, La gastronomia como atractivo turistico primario de un destino.
9 . 3
S. Un ejemplo de Mealhada, Portugal
Quan, S 8 Towards a structural model of the tourist experience: an illus- 8
T tration from food experiences in tourism
Long, L. 8 Culinary Tourism: a folkloristic perspective on eating and o 5
M. therness
Santich, 8 The study of gastronomy and its relevance to hospitality educa- 4
B. tion and training

However, when gastronomic tourism is not implemented and/or carried out re-
sponsibly, many negative consequences are also highlighted, such as the economic
exploitation of communities; distortion of the original values; generation of pov-
erty around local, among others. Therefore, gastronomic tourism is an important
activity, but like others, it must be developed with strategy, planning and respon-
sibility, especially with regard to people and their history.
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Therefore, gastronomic tourism is recognized by scientists as being an opportuni-
ty for local and regional development with actions that are already traditionally
executed, but are often not widely publicized, such as typical dishes prepared from
specific recipes and ingredients of a given population, such as: cheeses from the
Vall de Boi in Spain, the indigenous, peasant and traditional dishes of Cuenca Alta
del Rio Lerma in Mexico, as well as the barreado in Parana in Brazil, among others.
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INTRODUCTION

Visual methodologies in education have a potential for engaging students in a pro-
cess of self-reflection in an effort to change behaviours. This study aims to explore
the benefits of image-based methodologies, such as reflexive photography, in tour-
ism educational environments. In this case, an exploratory exercise was undertak-
en with students in a Tourism Graduation. A group of students participated in a
field experience, involving reflective thought, critical dialogue and action, aiming
to examine their impressions and perceptions about a small city named Beja, lo-
cated in the south of Portugal, Alentejo region with the goal of assessing their
opinions. It is believed that educational tools like this could provide sufficient
stimulation to engage learners in knowledge discovery, and simultaneously devel-
op new skills. Additionally, some thoughts under the experiential learning theory
will be explored based on the idea that knowledge continuously derived from the
experience of the learner.

LITERATURE REVIEW

The use of visual medium for research was first proposed by Collie in the field of
anthropology and social scientists started to realize that interviews respond to
photographs without hesitation (Hurworth, 2003). In fact, the adoption of photog-
raphy as a research method has been successfully addressed by a number of aca-
demics (e.g. Caldarola, 1985; Schwartz, 1989; Wagner, 1987).This stage marked
the beginning of employing photographs to extract information from people, par-
ticularly the use of photographs to provoke a response, which became known as
photo-elicitation technique (Harper, 1984, 2002). Various visual analysis tech-
niques have been highlighted in handbooks (Rose, 2007; Van Leeuwen & Jewitt,
2001). According to Rose (2007) all images have three potential sites of analysis:
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(i) the site of production (ii) the site of the image itself, and (iii) the site of the au-
dience.

Regarding to the education field, according to Mitchell (2008) a range of tools
might be used to engage participants in visual research (a drawing, simple point-
and-shoot cameras, video cameras, and family photographs) are some examples.
One of the goals is to enhance social responsibility of the educator among their
students, by exploring particular topics generating a mode of representation, a
mode of diffusion of new thinking and knowledge based on perspective views,
ideas. As argue by Mitchell (2011: xiii) “ with the visual creates a generative space
for looking, and then looking anew (...) can be a liberating experience”. Apart from
that, the Experiential Learning Theory (ELT) provides a holistic model of the
learning process, which emphasizes the central role that experience plays in the
learning process (Kolb, Boyatzis & Mainemelis, 2001). As Wurdinger and Allison (
2017:15) state “experiential learning is popular with students as it is considered
more enjoyable and leads to deeper learning when compared to didactic ap-
proaches”.

METHODOLOGY

This study will specifically use reflexive photography as a visual technique to ex-
tract data. Photographs produced by the participants correspond to “reflexive
photographs” (Harrington & Lindy, 1998). This term was coined by Harper (1987)
and interviews that go along with these photographs are usually named “photo-
elicitation interviews”. Therefore, in order to examine the perceptions of a group
of tourism students about a small city located in the Alentejo region, Portugal,
named Beja, reflexive photography was adopted as the research technique. A vol-
unteer sample of students were recruited from the 2n year of Tourism Graduate
Course at the Polytechnic Institute of Beja and disposable cameras were disposal
to take pictures that would illustrate their impressions about the tourist experi-
ence in Beja.

The goal of this study is to examine and determine to the degree, as far as possible
from a critical and constructive perspective, to which the students formulate their
opinions regarding the strengths and weaknesses of a tourist experience in this
city (Rodrigues, 2016). It is important to highlight the fact that these students are
currently in the 2nd year of their three year Graduate Course, a reflective and criti-
cal opinion is of utmost importance at this stage. The participants were asked to
record their thoughts while taking the pictures and later participate in a struc-
tured photo elicitation interview and a final focus group. Two fundamental ques-
tions will be explored within the context of this reflexive photography study: (a)
What is the range of student’s impressions considering the stage of their learning
process?, (b) What meanings do these students give to their impressions about the
strengths and weaknesses of a tourist experience in Beja?
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Similar to Harrington and Lindy (1998) procedure, the students who agree to par-
ticipate in this study will be required to engage in the following: (a) participating
in a theoretical session about photos and tourism and project briefing, (b) taking
photos with disposable cameras in groups and recording their thoughts and im-
pressions in a standard reporter’s notebook for three hours, (c) participating in a
structured photo-elicitation interview taking place a maximum of one week. Be-
fore the beginning of the study, the following question was addressed: “Take pic-
tures that will illustrate your impressions of the strengths and weaknesses of a tour-
ist experience in Beja or that will help to describe your impressions”. In addition,
participants were asked to record in their notebooks the number of the photo-
graph, the primary theme of focus of the photograph, what the photograph meant
to them and what was the reason and opinion for taking that photo regarding
what they have learned in their tourism graduate course.

After completing the exercise, participants were asked to arrange their photo-
graphs in a manner that would be best illustrate the sum of their experience or in
a manner in which they would feel at ease discussing their photographs with the
researcher during the photo elicitation interview. In these interviews, a detailed
verbal explanation of each photograph in their perception portfolio was also
asked.

As the objective of this study is to explore impressions and opinions based on pho-
tographs, a more interpretative technique is needed to analyse the data, such as
content analysis. Content analysis will be used as a research technique for making
replicable and valid inferences from data to their context (Krippendorff, 1980;
Bardin, 1979). From this perspective “photographs, videotapes, or any other item
that can be made into text are amenable to content analysis” (Miles and Huber-
man, 1994: 240).

RESULTS

Regarding the results, due the fact that the research is on-going, expected findings
will be presented during the conference.

CONCLUSION AND IMPLICATIONS

The present study need to be qualified in light of some limitations. First, the study
is limited to a student’s group opinion. To overcome this limitation is important to
stress the goal of this study, which aims to assess the opinion of this particular
group of respondents. However and in conclusion, it is expected that this study
will achieve two main goals. Firstly, identifying and examining important aspects,
positive and negative, that could improve the image of a small city in the interior
of Portugal, contributing to create a better and more competitive destination im-
age in the future; secondly, a discussion of emerging pedagogical methods and
models will be undertaken to demonstrate that teachers have access nowadays to
a suite of tools which enable them to support greater learner choice, creativity,
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reflective thought and self-direction for students. The final goal is to explore visual
methods as a suitable tool for tourism education, having the reflective photog-
raphy as an example, explained within experiential learning paradigm.
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INTRODUCTION

The general aim of this research is the analysis of sport tourism events of recrea-
tional practice in order to know and to perceive the tourist’s motivations to partic-
ipate in these events.

Nowadays tourism is increasingly claiming its role as one of the main sectors con-
tributing for the economic development of many countries. In recent years there
has been a remarkable increase of the touristic flow, as evidenced by Word Tour-
ism Organization data, January 2017: “Demand for international tourism remained
robust in 2016 despite challenges....Some 46 million more tourists (overnight visi-
tors) travelled internationally last year compared to 2015”.

Besides in Portugal it is plain to see the major and increasing importance of the
touristic sector for the national economy over the last years. Some internal factors
were particularly important, such as the great commitment from both political and
economic decision makers in the development of infrastructures as well as coun-
try’s promotion abroad (cities of Lisbon and Oporto, and also Madeira and Azores
island, have been ranked as some of the best European destinies for tourism). Pe-
culiar features like gastronomy are today consensually considered relevant at in-
ternational level. According to the Portuguese magazine Evasdes, the number of
Portuguese restaurants awarded with Michelin stars passed from fourteen in 2016
to twenty-one in 2017. Also a wide range of Portugal’s features, like the weather,
an extensive coast or yet the diverse countryside and Portugal’s geographical posi-
tion, project the tourism characteristics of Portugal, internationally progressively
assuming its place as a competitive choice comparing to other touristic destinies.
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In addition, the relevant external aspect associated with security which is crucial
nowadays when agents make a decision about touristic destinies in a world facing
many uncertainties.

Data published by Banco de Portugal (BP) and Instituto Nacional de Estatistica
(INE) confirm a new maximum concerning overnight stays and visits in 2016 in
Portugal.

Figure. 2. International trade of goods and services

Exports Imports
January/16 ‘ January/ 17 January 17 January /16 | January /17 January /17
(10° euros) (rhs —in %) (10° euros) (rhs —in %)
Travel and 584 686 174 | 1 320 17.8
Tourism

Source: Banco de Portugal

Sport tourism is essentially associated to the convergence of two factors: the trav-
el destination and the type of activity. The destination regions have shown that
there has been a change to the initial demand for sun and sea due to behavioral
shifts leading to new realities and interest for other type of activities.

This type of tourism (sport) as we know it today appeared in mid-20th century
and is associated to the Winter sports in the Alps. According to Pigeassou, Bui-
Xuan and Gleyse (2003), the concept of sport tourism itself doesn’t appear before
the seventies.

According to Gibson (1998), “the concept of Sports and Tourism is leisure based
on the travel that takes individuals temporarily out of their origin communities to
engage in physical activities, to watch physical activities or to worship attractions
related to physical activities”.

This author subdivides the topic of Sport Tourism into three major areas: Nostal-
gia Sport Tourism (as for example, the travel related to sporting attractions like a
stadium, museums, etc.), Active Sport Tourism (the tourists want to participate in
sport events, either being active if they travel to take part in a competition, or be-
ing hobbyists if they practice a sport as a way of leisure), and Sport Tourism
Events (striking sport events like Olympic Games).

From this division, the second group, Active Sport Tourism, was the starting point
for this research. According to Robinson & Gammon’s (2011) characterization,
they are divided the tourists’ motivations in “hard” and “soft”, depending on
whether they are competitive or recreational sports, within sport tourism, thus
contributing to describe motivations and experiences of sports tourists.

They stated clearly, however, that at this point it is still necessary a wider and
more in-depth study of their respective interactions: “research now needs to focus
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more on these categories to further examine motives of the sport tourist and to
assess in more general terms the utility of the framework”.

In this research, the focus is the search for the tourist’s motivations model based
on Weed & Bull’s (2004) conceptualization, supported by the interaction among
people, place and activity, analyzing these motivations within the sports activities
developed in the water, land and air as per the characterization made by Aspas
(2000).

Thus, in order to achieve the underlining research problem of this study, it is in-
tended to reach the following specific objectives:

e to give a theor