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Abstract

Tourism product diversification becomes important not only to attract wider a range of
tourists and increase market-share but also to ensure adaptation and resilience to enable
tourist destinations to effectively prepare for crises. This study examines whether tourism
product diversification enhances adaptability in order to make tourist destinations in Libya
more resilient. The study examines the diverse patterns of tourism product development. It
does this in relation to the patterns of use of alternative and mass tourism products, and the

patterns of relationships between these products, for the cases of Tripoli and Alkhoms.

Three frameworks were developed deductively in order to understand and evaluate these
research issues. They were applied then to assess the patterns of development, the
relationships between tourism products, and their influence on inherent economic
resilience. Primary qualitative data were collected by means of in-depth, semi-structured,
face-to-face interviews with respondents from the supply and demand sides of the tourism
industry. Observation and various other secondary data sources were also utilized. The
collected data were critically analyzed and interpreted in relation to the themes identified

in the frameworks.

It was found that diverse patterns of development and relationships evolved between the
tourism products. Alkhoms depended on promoting two concentrated types of tourism
products that are consumed in different seasons by completely separated sectors (domestic
and international tourists). By contrast, Tripoli has developed a wider range of tourism
products enabling it to attract larger numbers of tourists from both sectors, and thus it was
less influenced by seasonality and forces of decline. In addition, spatial proximity and
thematic features have encouraged more businesses - related to tourism to agglomerate
near to Tripoli’s tourist attractions, resulting in stronger linkages of compatibility and
complementarity between its tourist attractions. Such agglomeration has led to more job
generation and an improved ability to adapt to change, resulting in greater inherent
economic resilience. In contrast, in Alkhoms, the spatial proximities between the main two
dissimilar attractions have not been properly exploited. This has caused them to be
managed and marketed in isolation, and resulted in Alkhoms having less resilience in the
face of seasonality effects and other forces of change. It is argued that destinations that
enjoy a wider range and scale of tourism products can develop ways of collaborating that
could increase the flexibility and adaptability of the tourism offerings. This can mean they
are better placed to meet the changeable and sophisticated needs of tourists, thereby

nurturing economic resilience.
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Chapter 1 : Introduction

1.1 Introduction

This chapter introduces the context to the study, the theoretical and practical research
issues that it covers, the study's overall aims and objectives, the two case study areas
within Libya that are used to assess the study's research issues, and a summary outline of

the structure and content of the thesis chapters.

1.2 Context of the Study

The tourism industry has experienced significant growth in international travellers in
recent decades from just tens of millions in 1950 to 983 million worldwide in 2011
(UNWTO, 2012). One reason for this has been an increasing diversification of the
portfolio of primary tourism products, which has enabled it to meet more varied tourist
needs and expectations. Rapid developments in IT, advances in travel transportation,
increases in tourist income, and changes in society have encouraged more tourists to be
independent and individual in selecting their holiday activities (Tsaur, Yen , and Chen,
2010; Weaver and Lawton, 2006). They can also now more easily access new and more
varied tourist experiences and also more destinations nationally and globally.
Consequently, there is intensified competition between destinations, which means
improvements in primary tourism products, so that they are high quality and add value, are
now critical considerations for destination long term competitiveness (Mangion, Durbarry

and Sinclair, 2005).

Primary tourism products or attractions are usually the key pull factor that motivates
tourists to travel to specific destinations (Jansen-Verbeke, 1986; Leiper, 1990; Smith,
1994; Weaver and Lawton, 2006). These primary tourist products and attractions vary in

their scale and scope in individual destinations.

In terms of the scale of primary tourism products, they can be classified according to the
scale of their consumption into two forms: mass and alternative (or niche) tourism
products. Mass tourism products are consumed by a large number or scale of users. The
remarkable ability of mass tourism products to achieve substantial economic returns, even
over a short season, is highly attractive to tourism developers due to their focus on

economic viability, but this form of tourism is often criticized for its likely unsustainability




in terms of negative economic, social and environmental impacts and also eventual trends
toward destination decline (Christou, 20.12; Tsartas, 2004). By contrast, alternative tourism
products, such as ecotourism and cultural tourism, can draw on more distinctive destination
features, and they may even be developed to minimize environmental and socio-cultural
deterioration, through them being consumed by fewer tourists, and by them potentially
being more locally-based and locally distinctive (Cooper, 2004; Wood, 2002). Alternative
tourism products have also been developed to enhance the quality and competitiveness of
tourism in order to enhance its economic viability through attracting upmarket tourists

(Buhalis, 2001).

While alternative tourism is often considered more sustainable, some question its
sustainability, such as by arguing that it may be less economically viable or noting that it
can bring tourists into places that are easily changed or damaged (Christou, 2012). Indeed,
many argue that both mass and alternative tourism can be either sustainable or
unsustainable depending on the specific circumstances, notably in terms of the presence of
effective quality control measures and of the commitment from actors to implement the

controls (Panakera, Willson, Ryan and Liu, 2011; Weaver, 2000).

In addition to the scale of tourism products, there are also issues around the range or scope
of tourism products within a destination. Thus, tourism product development in a
destination may be concentrated thematically largely on one primary tourism product that
may attract large numbers of tourists, so that the destination significantly relies on just one
mass tourism product. This can apply to beach tourist resorts that focus on the sea, sand
and sun product (Bramwell, 2004; Jordan, 2000). Elsewhere, concentration on only one
tourism product in a destination may attract only a small number of special interest
tourists, such as to archaeological sites or for scuba diving, in which case the destination

relies largely on just one alternative tourism product (Dernoi, 1981).

In contrast, a destination may diversify from just one or a few tourism products (whether
mass tourism or alternative tourism products), into other products that attract tourists with
more specialist interests (and thus generally fewer tourists), such as through diversification
into ecotourism, cultural tourism, and sport tourism. Other destinations (again whether
focused on mass tourism or alternative tourism) may seek to diversify into tourism
products that are large-scale, or draw on standardised international features, or attract large

numbers of tourists, such as resorts that develop golf courses, marinas and conference and




exhibition centres (Bramwell, 2004). Tourism product diversification can also involve
developing products that closely relate to existing destination products, such as the
diversification of beach tourism to include outdoor and indoor water sports. On the other
hand, it can involve diversification into highly different products, such as by connecting
mass tourism products, such as beach resorts, with alternative tourism products, such as

wildlife safaris and cultural tourism (Weaver, 2001).

This study considers the development patterns of primary tourism products in destinations,
in terms both of the scale of the associated tourist activity and also the range or scope of
the attractions. It examines, for example, the scale of the products and the numbers of
tourists using them - that is whether they are mass or alternative (niche) products. It also
considers the patterns of concentration within one or just a few tourism products within a

destination, as well as any patterns of diversification into more diverse products.

The primary tourism products that develop in a destination also have different
interrelationships or linkages between them. This can relate to their thematic character,
particularly in terms of their similarity or dissimilarity, and to their spatial or locational
proximity. These thematic and spatial linkages between products influence tourists'
selections of products and also their movements or travel between the products
(Weidenfeld, Williams, and Butler, 2010). Thus, the interactions between tourism products
or attractions, in the form of synergies or even conflicting relationships, can affect their
appeal to tourists and thus their competitiveness and adaptation. These linkages have rarely
been researched despite being a highly important issue in tourism development, and
- particularly so for tourism product diversification in destinations. Consequently, these

linkages or synergies are explored in this study.

The spatial proximity or separation, and the thematic similarity or dissimilarity, between
primary tourism products can encourage tourism actors to build linkages between the
products in a destination as an approach to product development and diversification,
instead of necessarily creating entirely new products. These linkages can help tourism
suppliers to cooperate and collaborate together, such as by sharing knowledge and

engaging in joint marketing, and to work strategically to improve the quality of tourist

attractions (Weidenfeld, et al., 2010) so as to improve their performance in meeting the
needs of tourists and to resist decline. A lack of relationships between tourism products can

lead to conflicts over scarce resources and an inability to share knowledge and costs, which



can result in uncompetitive prices and a poor tourist experience. Ferreira and Estevao
(2009) assert that spatial proximity among tourist attractions often has a key role in
sustaining the performance of individual attractions and other businesses, including their

competitiveness and survival.

The importance of spatial proximity and linkages for tourism businesses further explains
the need for more research on the concentration and diversification of primary tourism
products in destinations, the extent to which products are complementary, separate or in
conflict, whether linkages develop among local businesses, and around the matching up of
local products so that they satisfy the needs and expectations of tourists. The
diversification of tourism products can be achieved through developing entirely new
products or by developing existing products and by finding linkages between them so they
might have greater appeal. There is a need for more studies of how many primary tourism
products there are in destinations, what forms they take, and what relationships there are
between them. Thus, this study explores these dimensions associated with the
concentration and diversification of primary tourism products in a destination through an

assessment of two case studies.

In the contemporary world, tourists differ in their selections of holidays or vary in their
holiday choices at different times. Some are more interested in experiencing "authentic"
cultures and "pristine" environments and they may select more specialised tourism
products (Wang, 1999), while others may prefer conventional mass tourism. Some may
engage in both at different times within different holidays or even during the same holiday.
As a consequence, destinations can be more attractive if their tourism products are
presented and packaged flexibly in order to meet tourists' diverse needs. By contrast,
destinations that concentrate on just a few mass or alternative tourism products, such as
conventional beach resorts or a single historical site, could face declining tourist arrivals
due to a lack of diversified products that appeal to more and new market segments. Such
destinations may suffer from competition from destinations that do offer a range of more
sophisticated and customised products, potentially making them vulnerable to decline.
According to Butler (2011: 7), destinations that have failed to respond to these market
demands, have not offered a range of attractions, and "did not accommodate such changes
very quickly, fell out of favour and were replaced in consumers’ minds with new resorts

being created".




As has already been argued, the diversification of tourism products in a destination can
lead to new relationships and interdependencies between these products. These may
involve cooperation and collaboration through knowledge transfers and the sharing of costs
by having joint training programs and joint marketing, and such activities can help
attractions to compete better. These relationships can develop into more fully networked
clusters, and they can help to attract more services and businesses to agglomerate within
these clusters, adding further to the area’s tourist appeal. The spatial proximity and
thematic similarity and dissimilarity between these products can help managers to
innovate, such as through introducing new forms of collaboration and other synergies.
They can allow the development of new ways of mixing tourism products in new
packages, and these can better meet individual needs and customisation (Weidenfeld, et al.,
2010). Such innovation might require alterations in organisational and management
processes, from rigid to new flexible approaches. In contrast, lack of managerial know-
how could result in an inability to build strong linkages between the tourist attractions and

might even result in conflicts between them.

There is little research on the relationships between concentrated alternative and mass
tourism products and diversified alternative and mass tourism products in destinations.
There is little understanding about the mixing of these different products, and about the
extent to which they are compatible, complementary or largely separate within a
destination. Relationships between these products depend on the specific attributes of the
products and of the tourists that they attract, and also on the character of the destination.
Therefore, diversification into appropriate forms of flexible and adaptable products might
be needed for destinations that have experienced decline, so that the new packages can
help to extend the destination’s life cycle. This further indicates this study’s contribution as
it explores the patterns of primary tourism products in destinations, including the
concentration or diversification of products, and whether the patterns promote flexibility to

cope with diverse tourists' needs and increase the destination’s economic viability.

Vulnerability to changes in both external and internal circumstances is a major challenge
for the tourism sector. As tourism has become increasingly global it has become more
exposed to crises and disasters that have worldwide dimensions. Political and military
events, such as the September 11 terrorist arracks and Iraq war, disease outbreaks, such as
foot and mouth disease and SARS, natural disasters, such as Japan’s tsunami and

Thailand’s floods, and the recent global financial crisis have all had significant impact on




international tourist demand and on the tourism sector's performance (Alejziak, 2012). Yet
this service sector's economic vulnerability occurs not just because of unpredictable
political events and disasters, as there are many other social, economic and technological
forces that can undermine the industry's success. As with many other economic activities,
increasing globalisation means that vulnerability derives from many more potential
sources, and it also can occur more quickly and more widely (Beck, 2009). For tourism
there is vulnerability to broad social trends that affect attitudes to travel and to different
tourist activities, especially as travel is a discretionary activity and travel to particular
places may easily be perceived as unfashionable or risky (Irvine and Anderson, 2006).
Tourism's considerable vulnerability means that this sector tends to be a vulnerability

reducing sector, and one that needs to be adaptable (Shakya, 2009).

One implication of tourism's vulnerability is that tourism product development and
diversification is necessary to address tourists’ current needs and also emerging trends in
tastes. This implies there is a need for considerable change in the attitudes of the industry's
supply side actors and for changes in relationships between the components in this
industry’s supply chains. Park, Cho, and Rose, (2011), for example, claim that tourism's
vulnerability has encouraged managers to make important changes in supply chain
management practices, including a diversification of tourism products. Certainly there is
increasing industry and research interest in the idea of destination resilience and in how to

make destinations more resilient.

The development of primary tourism products, based on concentration and diversification
and on whether and how diversified tourism products are linked together, is likely to affect
destination economic resilience as it influences tourist decision-making. Destinations that
diversify their primary tourism products and offer a wider range of quality, value-added
products might become more economically resilient and thus more able to bounce back
from various crises (Udov¢ and Perpar, 2007). Achieving appropriate patterns of tourism
product diversification and mixes of products potentially can improve a destination’s
economic resilience in the face of uncertainties, such as from changes in tourists’ tastes
and economic cycles. But there has been little previous research on tourism product
concentration and diversification and on its potential implications for the economic
resilience of destinations. Consequently, this research examines these issues for two

specific case studies.



According to Holling (1973), resilience is the ability of a system to absorb change and
disturbance and to maintain the same steady state relationships between variables.
Destination economic resilience has been defined by Martin (2012: 10) as "the capacity of
a regional economy to reconfigure, that is adapt, its structure (firms, industries,
technologies and institutions) so as to maintain an acceptable growth path in output,
employment and wealth over time". Destinations may fail to cope with change and thus
may be unable to compete in the long term without appropriate diversification policies —

that is, they may lack resilience.

Diversification of tourism products might be especially important for developing countries
which have experienced growing tourism demand (Lejarraja and Walkenhorst, 2007) but
where government policy regards tourism as an economic sector with only modest growth
potential. In such countries there can be too much concentration on just a few primary
products and limited diversification (Sharpley, 2009). There can also be an special need for
tourism diversification in countries where tourism has only minor economic significance
because there is a reliance on another economic sector, such as on oil extraction. Here
relatively few tourism products may be developed and there can be considerable
deficiencies of infrastructure and service sector skills, so that the tourism sector lacks
resilience. The tourism industry in such countries is likely to be less competitive than
elsewhere where tourism is given strategic importance and where there are diversification
policies. In northern Tanzania, for instance, Nelson (2004: 15) states that "community-
based ecotourism’s evolution in Ololosokwan has helped diversify northern Tanzania’s
tourism industry, which improves the region’s prosperity and resilience". He implies that
destinations that provide tourists with a variety of more unique offerings are better placed

to be economically resilient.

Diversification into new tourism products potentially can have various benefits promoting
economic resilience. It can, for example, encourage local people to learn new languages
and skills to meet tourist requirements, leading to easier communication and engagement
between host communities and tourists (Ou, 2011). This increases their value to the
tourism industry as employees and as hospitable hosts, and this can enhance long term
economic resilience. However, studies of tourism economic resilience are rare, especially
in relation to tourism product diversification. This study examines these issues together,

increasing the study's contribution to new understanding.



The relationships between primary tourism products reflect their patterns of development,
notably of concentration and diversification. In turn these features reflect the tourism
policies and strategies of the public and private sectors. They also reflect the synergies or
conflicts between private and public sector actors in managing these products. They are
also affected by whether local people are involved in, and supportive of, tourism
developmeht. All of these factors are likely to influence the likelihood that primary tourism
products will bounce back after various crises. This might apply, for example, because
partnerships between supply side actors could result in more information flows between
them and in the sharing of skills and knowledge, enabling them to develop new products

and new marketing approaches in order to overcome uncertainties and decline.

Various theories of tourism development were valuable in understanding tourism product
diversification and economic resilience issues in the study. Key theories used are the
tourist destination life cycle (Butler, 1980) and tourist destination development scenarios
(Weaver, 2000). Among other ideas that were valuable were ideas about tourist demand,
tourist satisfaction, alternative tourism, mass tourism, business management, marketing,
competitiveness, and resilience. The combination of these theories and ideas assisted in a
more holistic and integrative approach to understanding tourism product diversification
and the economic resilience of tourist destinations. It also assisted in understanding
relationships between the variables being examined. Thus, it established relational ideas
around the study problem, and it also helped to build the frameworks used in the research,

frameworks which are considered to be of value for other researchers.

The study develops a general framework based on issues related to product concentration
and diversification, the relationships between products, and the implications of these issues
for the economic resilience of destinations. The study also develops two more specific
related frameworks. One considers whether destination development is based on primary
tourism products that are concentrated or diversified, and also on the intensity of use of the
destination's products, specifically whether this represented mass or alternative tourism.
This framework was developed by extending ideas in the destination life cycle model, as
developed by Butler in 1980, and the broad context model for tourist destination
development, as developed by Weaver in 2000. The second more specific framework
relates to the economic resilience of destinations, including consideration of how tourism
product diversification influences a destination's economic resilience. Both these latter two

frameworks form specific elements of the general framework used in the study.



1.3 Case Study Areas

This study examines the theoretical frameworks and concepts of primary tourism products,
tourism product diversification, product relations, and tourist destination economic
resilience in two case study areas in Libya: the capital city and tourist entry gateway of
Tripoli and the smaller tourist centre of Alkhoms, which includes the important historic

remains of the Roman city of Leptis Magna.

Libya is an interesting context in which to explore tourism product development as it is a
country where tourism has only recently been recognised as a substantial economic sector,
with the country's economy historically being dominated by oil exports. Tourism
development in the past has been held back by the dominance of the oil industry, a sector
that has brought the country very considerable revenues (Thomas, Jwaili, and Al-Hasan,
2003). Tourism faces several problems, including a lack of basic infrastructure and
deficiencies in human capital (Blanke and Chiesa, 2011). The sector’s development has
also been held back by the Libyan state's image as a sponsor of terrorism and the country's
reputation as politically unstable and unsafe (Schwartz, 2007). Other key features of the
sector in Libya are that it has been a centrally planned industry (Alafi and Bruijn, 2010),
and that tourism has developed in a Muslim socio-cultural context (Jones, 2010; Naama,

2008).

Recent political changes should also be noted. In February 2011 there were anti-
government protests in Libya that led to six months of armed conflict and subsequently to
political and governmental changes that are likely substantially to alter tourism’s prospects
in the country and in the case study areas. The field work for this study, however, was
undertaken in 2010 and it relates primarily to the political and governmental context at that
time. Yet the issues of tourism product development and tourist destination resilience
explored at that time are likely to remain as major influences on Libya’s tourism
development whatever the country’s future political and administrative arrangements.
Moving forward, the legacy of prior investment and built physical infrastructure in the
form of tourist attractions and facilities, and the linkages that have developed between

them, are unlikely to change radically over a short- or even medium-term timescale.

The two case study areas within Libya were chosen because they have different primary

tourism product characteristics, with a concentrated pattern of just a few dominant tourism



products in Alkhoms (notably the historic site of Leptis Magna and also beach tourism)
and with Tripoli having a much more diversified range of products. The selection of these
two destinations was also influenced by both being adjacent to each other on the coastal
belt of the north-west of Libya, which meant they share some similarities, and they were
also physically more accessible to the researcher, given resource and time constraints. The
assessment of these two cases considered the extent of concentration and diversification of
their primary tourism products, the scale of use of these products — whether mass tourism
or alternative tourism — and the relationships between the products and individual
attractions. These issues were examined for both domestic and international tourists. The
evaluation also focused on the ways in which the concentration and diversification of

tourism products in the two destinations influenced their economic resilience.

1.4 Overall Aim of the Study

As already discussed, the study examines tourism product issues in tourist destinations. It
investigates for tourist destinations their primary tourism products, the concentration or
diversification of the products, the linkages between the products and attractions, and the
implications of these relationships for the destinations’ economic resilience. These issues
are explored in the specific context of Tripoli and Alkhoms, two different tourist

destinations in Libya.

1.4.1 More Specific Objectives of the Study

The study’s more specific objectives are:

1- To critically review literature on primary tourism products, linkages between
products in tourist destinations, tourism product diversification strategies in

destinations, and the economic resilience of destinations.

2- To develop a general framework to examine the relationships between primary
tourism products in destinations, the product concentration and diversification
patterns in destinations, and whether the patterns of concentration and

diversification of the products promote the destinations’ economic resilience.

3- To develop two more specific frameworks within the overall general framework.

The first specific framework is of the patterns of concentration and diversification
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of primary tourism products in a destination in relation to the intensity of their use
as either alternative or mass tourism products. The second specific framework is of
how the relationships between primary tourism products, and also other related

issues, affect the inherent economic resilience of tourist destinations.

4- To empirically evaluate the value of the general framework and the two more
specific frameworks through their practical application to two case study
destinations in Libya: Tripoli and Alkhoms (which includes the historic remains of

the Roman city of Leptis Magna).

5- To assess the scope, scale and other characteristics of the primary tourism products,
the relationships between the products, the government plans for the products, and
the effects of these product features and of other features on tourist destination
inherent economic resilience for the specific cases of Tripoli and Alkhoms. There is
evaluation of the strengths and weaknesses of these issues and of their implications

for tourism development in the two destinations.

1.5 Thesis Structure

Table 1.1 presents the titles for the 10 chapters in this study and for each chapter it

summarises the topics covered and the main study objectives they relate to.

Chapter Two reviews key research literature that is relevant to this study, and it is focused
particularly on meeting the study’s Objective One. It is relatively short as the study
emphasises the development of frameworks, which are covered in detail in the much
longer Chapter Three, and that chapter also reviews a good deal of the relevant literature.
Chapter Two focuses on reviewing some of the most directly relevant general literature on
theories and concepts of tourism product development, product diversification, and the
economic resilience of destinations. These theories and concepts helped the researcher to
gain insights into key theoretical perspectives and issues relevant to theorizing and
understanding the fundamental propositions behind the study and also to building the

study’s frameworks.
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Table 1-1. Content of the Thesis Chapters and the Associated Study Objectives

Chapters Topics Covered in the Chapter Study objective
1- Introduction e Context of the study 1
e Case study areas
¢ Overall aim of the study
e Thesis structure
2- Literature o The tourism product 1
Review e Tourism Product Development
e Objectives behind Tourism Product Diversification
e Tourism Product Diversification Strategies
e Tourist Destination Economic Resilience
e Strategies to Enhance Destination Economic Resilience
o The Connections between Diversification and Economic
Resilience
3- Frameworks e The First Framework 2,3
e The Second Framework
e The Third Framework: The Generic Framework for Tourist
Destination Inherent Economic Resilience
4- Methodology e Research Philosophy 1,2,34,5
e Research Approach
e Case Study Design
e Methods and Data Collection
¢ Developing the Interview Themes and Questions
o Sampling and Interviewing Supply Side Actors
o Piloting the Study
e Data Analysis Process
e Ethical Considerations
5- Context to the e The Overall Context of Libya 1,4,5
Case Study e Examples of Basic Tourism-Related Infrastructure
Areas e Main Tourism Assets and Resources of Libya
e The Case Study Areas
o The Political Disruption and the Future of Tourism in Libya
6- The Primary, e Characteristics and Attributes of Tourism Products 2,3,4,5
Secondary and e Patterns of Tourism Demand and Supply
Conditional e Infrastructure
Tourism
Products
7- Primary Tourism | e Patterns of Tourism Product Development 2,345
Product ¢ The Linkages between Tourism Products
Concentration ¢ Planning, Management and Leadership
and o Lack of Strategic Management
Diversification
8- Tourist o The Detailed Third Framework 2,345
Destination e Tourism Product Attributes and Inherent Resilience
Inherent Primary Tourism Product Arrangements and Linkages
Economic Associated with Concentration and Diversification Patterns,
Resilience for Improved Adaptation
o Exogenous Variables
o The Implications of Tourist Product Concentration and
Diversification in Relation to Inherent Economic Resilience
9- Conclusion Key Results from the Application of the Frameworks 1,2,3,4,5

Review of Key Findings from Application of the Frameworks
Evaluation of the Frameworks and the Empirical Findings
Limitations and Strengths of the Study

Learning Gained from the Study

Source: The author
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Chapter Three explains and discusses the general and specific frameworks used in the
study, and thus it relates in particular to the study’s Objectives Two and Three. It describes
the three frameworks used in the research, and it explains how ideas, approaches and
concepts in the research literature were used and adapted for inclusion in the study’s
frameworks. These frameworks represent important new contributions to research as they
assist in understanding the nature of the research problems and issues, and as they are
generic in character they are considered to have relevance for researchers exploring similar
issues in many other contexts. They also bring together ideas and issues that usually are
studied separately, notably around primary tourist products, the relationships between the

products, and the economic resilience of destinations.

Chapter Four explains the methodology and methods used in the study, describing the
approaches used and why they were appropriate for the issues being examined. The
methodology provides the practical means to apply the frameworks developed in Chapter
Three to understand tourism product development and destination economic resilience in
the case studies of Tripoli and Alkhoms. The chapter explores the study’s philosophical
position, the research design, and the data collection methods that were employed. It
describes and justifies the approach taken to collecting documents, sampling the
interviewees, conducting the interviews, recording and administrating the data, and

analysing the data.

Chapter Five reviews the context to the case studies of Tripoli and Alkhoms as the detailed
case study findings can only be understood in the specific circumstances of these tourist
destinations and of Libya as a whole. Thus, the chapter explains key aspects of Libya’s
political, governmental, administrative, economic, socio-cultural and environmental
context that are relevant to tourism product development and destination economic
resilience. It considers how this wider context is manifested in the specific context of
Tripoli and Alkhoms, and how this combines with the specific local circumstances in terms

of local patterns of urbanisation, economic development and tourism development.

Chapter Six is the first of the study’s three substantial results or findings chapters, with
these three chapters focused on the study’s Objective Four. It uses the general framework
and also the associated specific framework of the scales of concentration and
diversification of tourism products and of mass or small scale consumption (based on

alternative and mass tourism products) in tourist destinations. These frameworks are
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applied to an analysis of tourism product features and of product demand and supply
characteristics in Tripoli and Alkhoms. It considers these issues in relation to both

domestic and international tourists.

Chapter Seven is the second results chapter, and it focuses on the character of tourism
product concentration and diversification, and on linkages between the tourism products, in
Tripoli and Alkhoms. The assessment of product and attraction linkages considers the
compatibilities, complementarities and conflicts between the tourism products as well as
the influence of spatial proximity and of thematic similarity or dissimilarity. Once again
this chapter applies the study’s overall framework and also the associated specific

framework concerning product concentration and diversification.

Chapter Eight is the third and final results chapter, and it applies the second specific
framework which examines tourist destination resilience. It identifies a range of issues and
processes relevant to destination resilience in the specific circumstances of Tripoli and
Alkhoms and which add new detail to the generic framework outlined in Chapter Three.
These issues are added to the simpler generic framework in a new diagram at the outset of
Chapter Eight, and then they are assessed in some depth in the rest of the chapter.
Particular attention is directed to the implications of tourism product diversification and

concentration for the economic resilience of the two destinations.

Chapter Nine concludes the study and it relates most particularly to the study’s Objectives
Four and Five. Its first section summarizes the main findings from applying to both case
study destinations the study’s overall framework and also the two associated frameworks
based, first, on tourism product concentration and diversification among alternative and
mass tourism products and, second, on tourist destination resilience. The section evaluates
the findings in terms of types of primary tourism products, their development patterns, the
intensity of their consumption, the linkages between the products, and the implications of
these issues and of others for the resilience of the two destinations. The second section
evaluates the practical value of the frameworks and also their potential contribution to new
theoretical knowledge about tourist destination products and destination resilience. The
final section reviews the study’s strengths and limitations, and it makes recommendations
for the future development of Libya’s tourism, for tourism product strategies more

generally, and for further research.
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Chapter 2 : Literature Review

2.1 Introduction

This chapter critically reviews literature regarding tourism products, tourism product
development, tourism product concentration and diversification, tourism product
diversification strategies, tourist destination economic resilience, and strategies to enhance
destination economic resilience. These themes in the literature are covered in this chapter
because the research concerns tourism product development, product and destination
diversification, and whether or not that diversification builds economic resilience for
destinations. These themes are reflected in the study's objectives, which relate to
developing and applying a framework of product development based on the diversification
concept in order to assess the wider issue of tourist destination economic resilience. The
literature was drawn mainly from the academic field of tourism studies, supported by
selected concepts from the fields of business management, planning, marketing, and
resilience. Ideas from the latter fields relate particularly to the concepts of product
development and planning strategies for product diversification and economic resilience.
Also, the literature briefly reviews the influence of local people’s culture on tourism
development. Ideas developed from the literature review were utilized to construct the

study’s frameworks related to tourism product diversification and economic resilience.

The sequence to the topics in the literature discussed in this chapter is: tourism products (in
Section 2.2), tourism product development (Section 2.3), tourism product diversification
(Section 2.4), tourism product diversification strategies (Section 2.5), tourist destination
economic resilience (Section 2.6), strategies to enhance destination economic resilience
(Section 2.7), and the connections between diversification and economic resilience (Section
2.8). This follows a logical, cumulative sequence which helps to tease out the main issues
needed to develop the study’s frameworks about tourism product diversification and

destination resilience.

2.2 The Tourism Product

The first topic is the concept of the tourism product as it is a key element in tourism
product diversification, which is the central idea behind this study. It is essential to identify
the nature of tourism products and of the relationships between these products, as they are

major components of tourism’s supply side in the tourism development process.
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Smith (1994) argues that tourism as an industry contains products that result from complex
production processes that add value through the experiences offered. The tourism product
includes physical goods and places, services and information, events, people and
hospitality, organizations, and climate that are integrated together, forming value-added
experiences (Kotler, 2001; Smith, 1994). To successfully add value to the tourism product,
the integration should not be limited to physical integration of the tourist with the service
but it should include integrating the tourist intellectually and emotionally with the
production process (Normann, 1991). This suggests that tourism product development
should be market-oriented in order to ensure that skills, knowledge and experiences are
provided that satisfy the tourists and thus promote tourism growth. Thus, value-added

experiences should be the focus of tourism development (Gronroos 2000; Smith, 1994).

However, value-added experiences may be developed at three different stages of the travel
package: before purchasing the trip, during the trip, and after consuming the tourism
product. Tourism is about selling experiences created through the interactions between
tourists and elements or products within the tourist destination, with tourists often
motivated to travel in order to gain unforgettable, unique experiences (Hongna and Liang,
2011). These experiences comprise of both tangible physical components and intangible
services, and together these form the total tourism product (Lumsdon, 1997). This could
imply that selling high quality and memorable experiences is essential for tourists (Du
Plessis, Van Der Merwe and Saayman, 2012). Thus, the attributes of tourism products, and
the ways of packaging, managing and marketing them, can influence the tourist's decision
to purchase or not to purchase the product (Swanson and Horridge, 2004) as well as the
consumption behaviour of tourists, and these in turn affect the patterns of tourism
development. Therefore, tourism planners and managers need to realize that developing
high quality tourism products that meet or even exceed the tourists’ needs is very important

for competitiveness and survival in the market.

Jansen-Verbeke (1986) divides the tourism products in cities into three elements, based on
their role in motivating tourists to travel, as shown in Figure 2.1. The primary elements
have the potential to attract or draw tourists to visit a destination — they can motivate
tourists to choose one destination over another. They include two categories: the activity
place, which comprises of the activities that exist in the place and can attract tourists to
visit; and the leisure setting of the place, which includes both physical and socio-cultural

features that can attract tourists. The secondary elements and the conditional elements are
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supporting or supplementary facilities and services that are less important as they are not
the primary reason for visiting the destination, but they can add value and may well be

required to enable tourists to stay in the place and to extend their stay.

Figure 2-1: Typology of Tourism Products based on Their Appeal
The Inner City as a Leisure Product (Supply Side)

Prlmary Elements !
Activity Place Leisure Setting
» Cultural facilities (theatre, concert, movies, Physical Setting
galleries.) « Historical pattem
» Entertainment facilities {casino, luna park, » Monuments, buildings
bingo) * Art objects
* Events and festivities » Parks, green spaces
» Exhibitions, craftworks « Waterfronts, canals, harbor
Social/Cultural Characteristics
» Liveliness of the place
* Language, local customs, folkiore
* Way of life
[Secondary Elements]

Catering Facilities
Shopping Facilities
Markets

_

[ conditional Etements ]

Accessibility, parking facllities
Touristic infrastructure (information bureau, signposts, guides)

Source: Jansen-Verbeke, (1986: 86).

First, there are primary tourism elements, with these considered to provide the main pull
factor that motivates tourists to travel to a specific destination. These often differentiate one
place from another, and at times they are distinctive and cannot be duplicated. Destinations
need to realize the importance of having a diversity of primary products as this diversity of
the tourism offer can reduce risk and provide significant other benefits (Weaver and
Lawton, 2006). According to Rotich, et al. (2012), tourism product diversification, in terms
of specific tourism activities and of the bundle of products within destinations, has been an
important strategy to achieve sustainable development in Kenya. In the past the majority of

tourism development was concentrated in coastal provinces rather than in Nairobi and the
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Rift Valley provinces, leading to an unequal distribution of income and employment, and
the diversification of products in all these regions has helped to reduce those inequalities.
Thus, a destination may develop new primary products because having a range of primary
products can enhance the destination’s attractiveness, increase tourist satisfaction, and

promote tourism growth.

According to Ritchie and Crouch (2003), tourism is firmly tied to destination
characteristics, notably the quality and value of the primary tourism products. Murphy,
Pritchard, and Smith (2000: 43) state that “‘Quality and value are concepts that can provide
insights on how to rejuvenate products”. Primary tourism products need to be developed
continually and strategically in order to ensure that they meet customers' requirements, and
also to ensure that destination development meets desired economic, socio-cultural and
environmental objectives (Bramwell, 1993). This implies that tourism development should
be product-led based on a customer orientation. The rejuvenation of primary tourism
products often involves making the products more competitive. Ritchie and Crouch (2003)
state that destinations often compete to attract tourists by developing new primary products
that have clear comparative advantages. These advantages may include: uniqueness and an
iconic, quality experience; value added and affordability; accessibility; a strong product
range; and an attractive product mix. The diversification of the destination product portfolio
might enable the destination to attract new market segments (Agarwal, 2002; Crouch and
Ritchie, 1995). Examples include the diversification from reliance on coastal resort tourism
by developing cultural tourism in Malta. Here the local authorities for Valletta, the capital
city, organised cultural activities and created new tourist attractions so as to complement

beach tourism and to help to rejuvenate the city (Theuma, 2004).

The second category of elements identified by Jansen-Verbeke is the secondary elements,
with these more related to the infrastructure required in destinations for tourists' comfort
and for place attractiveness. These elements are needed to support and complement the
primary products (Omerzel, 2006). While secondary products tend not to attract tourists to
the destination, some do serve as a strong tourist draw, as is seen with shopping in Hong
Kong (Wong and Law, 2003), and shopping in Dubai (Saidi, Scacciavillani, and Ali, 2010).
Both primary and secondary tourism products need to complement each other, and they
require planning and managing in an integrated and dynamic manner (Russo and Porg,

2002). According to Omerzel (2006: 168), "Without the secondary tourism supply the
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tourism destination is not able to sell its attractions...and without the primary supply the

tourism infrastructure is not useful".

The third type of tourism products is the conditional elements, with these having least
importance in attracting tourists, but they may substantially enhance the quality of the
overall tourism product. For example, accessibility to sufficient information about the
tourist destination can have a significant influence in motivating tourists to visit one place
over another, but taken as a whole they cannot be the main pull factor for tourists. Buhalis
(2003) states that e-tourism facilities — the use of information and communication systems
— can enhance tourism development, such as through e-airlines, e-hospitality, e-tour
operators etc. They add to the ease of tourists in making purchases and payments, and in
having more details about their trips before making purchases, and thus they can boost

tourist demand and satisfaction.

In this study, the term "elements" was replaced with the term "products”, in part because
“elements” indicates a broad range of types of products, while the present study focuses on
the diversification of primary tourism products. It is most interested in the main supply-side
products that are motivators for tourists to purchase holidays in specific destinations (Russo
and Van der Borg, 2002). For example, language and local customs, as shown in Jansen-
Verbeke's model, can be seen as primary elements, but it is hard to imagine that many
tourists will visit a certain place to enjoy a specific language or local customs. And also
languages and local customs are not tourism products that are often diversified through new
tourism product strategies. It was felt that the term "product” rather than "elements" is
useful in limiting the study’s scope to focus mainly on those tourism products that can be
diversified. Also, in this study the primary tourism products are not divided into the two
categories of activity place and leisure setting as in Jansen-Verbeke's model. Rather they
remain combined under the one category of primary tourism products. In addition, in this
study the secondary and conditional tourism products are combined and they are considered
as supplementary or supporting products to primary products. Again this is because the

study’s focus is on the diversification of primary tourism products.

2.3 Tourism Product devgelopment

The second concept in the literature explored here concerns tourism product development.

Understanding the patterns and concepts of tourism product development helps in
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appreciating the nature of tourism product concentration and diversification and how these

can foster or reduce tourist destination resilience.

Tourism product development is an important process to increase competitiveness and
market share through meeting tourists' needs. "Product development is a prerequisite for
satisfying tourists' changing demands and insuring the long-term profitability of the
industry" (Smith, 1994: 582). Omerzel (2006) contends that one important indicator of
competitive and productive tourism is the development of new tourism products and
destinations. Tourist destinations as a whole can be considered a single tourist product
(Hovinen, 2002) or else a composition of attractions, infrastructure, and hospitality (Kozak
and Rimmington, 1999). Meler, Magas and Horvat (2011) stress that tourism products

should not be considered separately from a tourist destination.

However, tourist destination development and its products emerge in relation either to
unplanned processes or to deliberate government-related involvement and regulation
(Weaver, 2000). At the early exploration stage of destination development this may be
based on alternative tourism (niche tourism) in which a small number of explorers and
adventurers discover new places. Garay and Canoves (2011: 653) state that the
development process "begins with an ‘exploration’ of the tourist area where a small group
of tourists is interested by the place and attracted by its ‘exoticism’, its natural and cultural
conditions, its purity and authenticity and by the lack of institutionalization of its tourism
facilities", and at this stage there may be no or few regulations or interventions by the state
to control destination quality or tourist flows (Butler, 1980; Weaver, 2000). As soon as the
economic benefits are realized, the development might become based on deliberate
government-related planning. In this later stage development is accelerated through more
investment, either with or without government involvement, with the private sector often
taking the lead if it has the capability to develop and manage the tourism sector by itself

based on strong economic returns.

Destination development might occur by concentrating on one primary tourism product.
This concentration on one or just a few tourism products may involve high volume mass
tourism, as seen in coastal resort development, or it may involve low volume tourism based
on a single tourist product with more limited market appeal. Coastal tourism may itself
attract only a small number of tourists if there are geographical, environmental, and

political problems, as in Dominica (Weaver, 1991). Destination development may also
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occur through diversification of the primary tourism products. This can occur, for example,
through mass tourism in a coastal resort being supplemented by other products, such as
ecotourism development in Kenya which has occurred through wildlife safari tourism being
seen as an extra activity for coastal tourists (Weaver, 2001), or through offering ecotourism
to general tourists in urban areas (Higham and Luck, 2002). Diversification can also occur
through developing a range of specialist interest products that all attract small numbers of

tourists, such as through developing diverse rural tourism products (Sharpley, 2002).

Tourism development, whether in mass or alternative tourism forms, can cause economic,
socio-cultural and environmental impacts in destinations that must be viewed as costs and
benefits (Elena, 2007, Weaver and Lawton, 2006). Such impacts affect and are often
affected by the attributes of the primary products and are also associated with tourist
behaviours such as travelling in groups or as individuals. Gartner (1996) has summarised
some of these typical features of mass and alternative forms of tourism developments, as

shown in Table 2.1.

Table 2-1: Mass Tourism versus Alternative Tourism

Mass Tourism Alternative Tourism
Rapid development Slow development
General Maximises Optimises
features in | Socially, environmentally Socially, environmentally
relation to | inconsiderate, aggressive considerate, cautions
consumption 1S{hort term 1 ionglterm 1
emote contro ocal contro
patterns Unstable Stable
Price consciousness Value consciousness
Quantitative Qualitative
Growth Development
Peak holiday periods, seasonal Staggered holiday periods, not
capacity for high seasonal demand | necessarily seasonal
Tourism development everywhere | Development only in suitable places
Consumed by large groups Consumed by single people,
families, small groups
Fixed packages Flexible and designed by tourists
Comfortable and passive activity More demanding and active activity

Source: Adapted from Gartner (1996)

2.3.1 Tourist Area Life Cycle, (Butler, 1980)

Butler (1980) considers the development of tourist destinations in his model of the tourist
area life cycle (TALC). The TALC model is underpinned by the idea that tourist
destinations are products developed and improved so as to meet the needs of holiday

makers, in similar ways to normal goods and services (Butler, 2011). The model, shown in
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Figure 2.2, is based on two dimensions of change: the passage of time, and the volume of

tourist flows.

The model presents tourist destination development as a sequence of growth stages,
including exploration, involvement, development, consolidation, and stagnation, with the
latter being when destinations might either decline or revive through potential strategies to
extend development. These possibilities are illustrated by alphabet "A to E" in Figure 2.2,
and they include no re-orientation of tourism, destination decline, or a re-orientation or
even re-invention, leading to further growth or perhaps just stability (Garay and Canoves,
2011). According to Butler (2011), these possibilities for heritage tourism can include:

fabrication, commoditisation, recreation, ruination, and cessation.

Figure 2-2: Tourist Area Life Cycle (TALC)

Rejuvenation

CRITICAL RANGE Stagnation
OF ELEMENTS OF o
CAPACITY Consolidatioi

Decline
Developmen

8E

Involvement

Exploration

TIME

Source: Butler (2011: 6)

However, many researchers argue that the model is too simple and thus it does not always
conform to the reality (Agarwal, 1994; Baum, 1998; Hovinen, 2002). Agarwal (2002) states
that decline in tourist numbers can result from either external and/or internal threats, but in
the model it tends to be seen just as the result of internal threats. The model also assumes
that rejuvenation will happen only after exceeding the critical carrying capacity, which is
not always the case in practice. One reason for this is that any destination might contain a
number of tourist products that differ in their carrying capacities and any one ofthese might
encourage planners to apply rejuvenation strategies, such as tourism product diversification

or through applying quality regulations for sustainability, and these can be applied before
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all the products reach their critical thresholds. These strategies can also influence the
destination adaptability, which in turn may influence its carrying capacity. Thus, for these
and other reasons a tourist destination might not follow the development pattern indicated
by the TALC. Agarwal (2002) argues that the destination lifecycle should be related to
another potential interpretation of destination development, that of restructuring. Both
interpretations, however, suggest that successful growth of a destination depends on
selecting the most apprdpn'ate development strategies based on each destination’s unique
characteristics and products. When considering such criticisms of the TALC model,
however, it is important to note that Butler suggests that the model is an “ideal type” that
may or may not be found in practice, depending on the local circumstances. It was always
seen as a simplification of reality in order to aid understanding and assessment, and any

simplification is bound to miss some things out and to simplify those things it does cover.

Arguably, the TALC model does not sufficiently consider the factors of competitiveness -
and sustainability that might influence the size of demand and the destination development.
This may be because competitiveness and sustainable development can both be achieved by
meeting market demands through cost efficient processes and effective and wise use of
resources (Bramwell, 1998), and not necessarily through massively increasing the number
of tourists. This might imply that a reduction in numbers of tourists does not necessarily
entail destination decline - because targeting up-market tourists could lead in the long-term
to improved economic viability and sustainability. Papatheodorou (2006: 67) argues that
the "TALC framework seems relatively insufficient to address issues of competition Aand
competitiveness in tourism". He explained that competing to increase tourist flows can be
through exclusive pricing policies or through product diversification strategies or market
diversification. Thus, the TALC may not clearly present the influence of competitive
strategies, whether the destination includes a single or multiple tourism products, as these
may involve implementing different strategies. Thus, TALC may more accurately present
the evolutionary path of a single product and it may not conform to the patterns for multiple

products that together often constitute overall destination competitiveness.

Hovinen (2002) argues that the TALC model cannot predict the inevitability and the
magnitude of the decline, although Berry (2006) claims that the model does not include the
notion of predictability and that it helpfully puts an emphasis on the need for proactive
strategic planning to resist decline. But it is contended by the present author that the model

does not help by suggesting specific proactive steps for planners and developers to take
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with regard to patterns of tourism product development, notably in terms of concentration
on one tourism product or diversifying into more alternative or mass tourism products. This

gap or deficiency seems to limit the model’s utility.

The TALC model also does not consider the relationships between types of tourists and the
level of impacts on places and products in the destination. For example, alternative or
specialist interest tourists usually engage in location-specific activities that may more often
positively impact on destination development, in contrast with general leisure mass tourists
who are often blamed for negative impacts on destinations. Thus, the types of tourists
rather than the number of tourists might strongly influence the patterns of consumption and
whether the consumption patterns promote ecological conservation and respectful social

interactions, which in turn influence the destination development patterns and lifecycle.

The model indicates that destinations often become more vulnerable when they exceed
their tourist and tourism carrying capacities, such as may be seen with mass tourism. In
order for the destination to reduce its vulnerability and to extend its lifecycle, then it
suggests that adaptive strategies must be considered in order to avoid stagnation or decline,
such as through product diversification and improvements in quality. This indicates the
importance for a destination to nurture its resiliency in order to overcome both predictable
and unpredictable forces of decline. Thus, there is a need to consider resilience in tourism

development research.

The TALC model seems to imply that destinations are very likely to reach the stagnation
stage because they exceed their critical carrying capacities limits. But in practice this is not
always the case because there are often opportunities to resist decline and to rebound back
and maybe forward due to the pace of development in technologies and due to innovative
management, development, and marketing approaches. These changes can enable tourism
destinations to compete, for example, on quality experiences and by making customer
needs and expectations the core focus of their development strategies. Thus, the TALC
model might only represent a reaction model based on a supply-side orientation, rather than
a proactive model that considers active customization in tourism product development.
Thus, in practice it is possible to put into place quality regulations and market-led strategies
in the early stages of exploration and involvement in a destination’s development. And that
can result in different patterns to those suggested in the patterns presented in TALC model.

This might explain why Weaver’s models of destination development scenarios (2000)
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emphasize regulation and intervention through imposing quality control measures to ensure

sustainable development.

The critical tourism carrying capacity for a destination might not be easily increased solely
through developing more products and services to attract more tourists or through
consolidation policies as it can be understood from the TALC model. This is because on the
ground changes in the demands of increasingly sophisticated tourists can be faster than the
tourism product development processes. Thus, bundles of strategies for tourism
development might be needed in combination, such as an adequate regulatory system,
infrastructure development, the development of human resources and marketing strategies.
Thus, substantial organizational changes might be needed to increase a destination’s overall
tourism carrying capacity. Van Lavieren, et al. (2011: 67) state that "capacity development
involves much more than enhancing the knowledge and skills of individuals. It depends
crucially on the quality of the organizations in which they work and whether these
organizations are research active". So increasing a destination’s tourism carrying capacity
might not be possible simply by developing new hotels and services in order physically to

accommodate and service more tourists.

The model also does not differentiate between mass and alternative tourism products,
which principally are different in terms of the number of tourists and their potential
sustainability (Poon, 1989; 1994; Sharpley and Telfer, 2002), and also the model does not
explain what consequences there are if mass tourism was scaled down and alternative forms
of more sustainable tourism products were developed instead. Baum (1998) states that the
TALC model largely ignores the strategy of abandoning tourism altogether — for whatever
political or economic reasons — and also the strategy of reverting back to tourism based
only on alternative tourism products. The implication is that development through product

diversification and concentration can be important issues affecting the destination lifecycle.

The TALC model might embed the notion of competitiveness since growth in the model
requires the ability to compete, but it does not give much consideration to how
competitiveness influences destination development at each life-cycle stage. Wilde and Cox
(2008) argue that the key competitive variables might differ in their importance according
to the life-cycle stage. For example, tourism product diversification as a strategy for
competitiveness and growth (Agarwal, 2002; Crouch and Ritchie, 1999; Moraru, 2011) can

be important even in the early stages of development in order to boost competitiveness and
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not necessarily to resist decline. Thus, destinations that rely on marketing just one tourism
product might be different in their pattern of development and of carrying capacity from
those destinations with a larger scale and range of diversified tourism products. In the latter
case, these features can add comparative and competitive advantages that can influence
development. Therefore, there is a need to develop a new model that considers the
concentration and reliance on one or a narrow range of tourism products, and also
diversified tourism products, in order to identify the associated different patterns of
development. In addition, resilience in terms of the capacity of destinations to adapt to
changes might be related to the TALC model since it considers rejuvenation or post-
stagnation as the stage at which the destination adopts strategies to revive in the market,
such as through diversification into more products. Niles (2010) argues that the
development of non-traditional tourism products, such as business tourism, can help to
build a resilient tourism sector against internal and external threats. Other strategies of
competitiveness, such as pricing and market diversification, can also help to increase
resilience. All of these concepts can be linked to the development and rejuvenation stages

in the Butler model.

Growth and development do not necessarily depend on increasing the flow of tourists. For
example, diversification or shifting to niche alternative tourism products can lead to growth
by attracting up-market tourists in small numbers, and these may spend more than a much
larger number of general leisure tourists (Christou, 2012). Thus, the type of tourism product
offered at a destination influences whether tourism development there is more or less

sustainable and competitive.

Further, it is likely that tourism products in a destination develop different forms of
relationships; notably they may cooperate and collaborate based on their physical or
geographical proximity or on thematic features in order to achieve common goals. Such
relationships can significantly influence the destination’s development. The TALC model
does not look in-depth at the influence of relationships between tourism products at
different stages of the destination life-cycle. These cooperative relationships may be
created in the early stages of development before the stagnation stage due to the desire for
more competitiveness and resilience. Tourism operators and government adopts strategies
for primary tourism product development at any stage in the destination life-cycle. They
can promote diversification either by establishing entirely new tourism products or by

connecting together the existed products within new packages, as these strategies can be
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more flexible in meeting a wider range of tastes. Thus, it is quite hard to understand the
relationship between resilience and diversification through the TALC model alone. The

present research attempts to fill this gap.

2.3.2 The Broad Context Model of Destination Development Scenarios (Weaver,
2000)

Weaver (2000) took many ideas from Butler’s tourist area lifecycle (TALC) model when he
developed his broad context model of destination development scenarios. Unlike the Butler
model, this model does consider which particular types of tourism products are developed
and whether there is regulation of the patterns of product development in destinations.
Weaver’s model is shown in Figure 2.3. Weaver’s model is discussed here in some detail as
aspects of it are incorporated in a model developed in the present study. It should be noted,
however, that Weaver’s model has not been evaluated in detail against the experience of

specific destinations.

Figure 2-3: Weaver’s Model of Types of Destination Development
High ~ s

Detiberate Afiemative Tourism ; Sustanable Mass Tourism
(DAT) : {5MM)

REGU-
LATION

Circumstantial Atornative Unsustanable Mass Tourism
Tourism  (CAT) (UMT)

Low

Low (NTENSITY High
Source: Weaver (2000: 218)

Weaver’s model of destination development scenarios or types (Figure 2.3) focuses, first,
on government regulation or intervention, on the vertical axis. Here the government might
regulate tourist volumes through entry visa regulations, or else the type of tourism
development through encouraging investment in tourism projects. Both of these
government interventions can affect whether tourism development is characterized by low
or high tourist volumes (Weaver and Lawton, 2006). The model also focuses, secondly, on
the intensity of tourist development, on the horizontal axis, notably whether tourism is

characterized as high volume mass tourism or as low volume alternative tourism.
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Based on the two variables of government regulation and intensity of development, the
model in Figure 2.3 identifies four types of destination development. The first is called
"Circumstantial Alternative Tourism”, or CAT, and it is characterized as circumstantial as
there is limited government direction or planning, and as alternative because it attracts only
fairly small numbers of tourists and there may well be only limited tourism facilities. CAT
tends to occur at the exploration stage in the TALC model, and it may be affected by there
being few government regulations to control tourist flows. The major role in tourism
development usually lies with the private sector, motivated by economic returns. A lack of
regulation, planning and management might lead the private sector to promote rapid
development and to the second type of destination development. This second type is
"Unsustainable Mass Tourism”, or UMS, which is characterized by large tourist volumes
and adverse socio-cultural and environmental impacts that are unsustainable. By contrast,
the government might become actively involved in the early development processes by
implementing regulations and planning in order to restrict the flow of tourists. Bramwell
and Alletorp (2001) contend that government can seek to secure the adoption of
sustainability measures by tourism operators, and they can encourage businesses to include
in their internal accounting the wider environmental and social costs and benefits. Such a
planned approach in the case of small-scale tourism development is called "Deliberate
Alternative Tourism”, or DAT. A fourth type of destination development, finally, involves
deliberate regulation and planning of development that attracts large volumes of tourists.

This regulated form of mass tourism is called "Sustainable Mass Tourism”, or SMT.

Weaver extends the typology of destination development in Figure 2.3, with a more
dynamic model of scenarios for the evolution over time of tourist destinations between
these four types. Weaver’s second model in Figure 2.4 represents the various scenarios for
the transition of destinations over time based on trends in the levels of government
regulation and in the volumes of tourists and scale of tourism development. This second
model can shed light on how regulations and the types of tourism products developed might
differently affect the development of destinations, and also might affect the trajectory of

development identified in Butler's model.
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Figure 2-4: Broad Context Model of Destination Development Scenarios
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Source: Weaver (2000: 219)

In Weaver's two models arguably the ultimate desired state is sustainable mass tourism
(SMT), and he introduced three paths to reach it: organic, incremental and induced
(Weaver, 2012). Weaver argues that niche tourism is not necessarily sustainable (Weaver,
2000; 2006), and he and other authors also contend that mass and alternative tourism can
both be sustainable or unsustainable (Harris, Griffin, and Williams, 2002). According to
Weaver's second model, reaching sustainable mass tourism along whatever path depends on
a dynamic relationship between regulations and the volume of tourists. Weaver's focus is
on minimizing the environmental cost to achieve sustainability. Peeters (2012: 1038)
argues that sustainability as a dynamic system does not depend only on minimizing costs,
but also on "benefits, thresholds, carrying capacities and absorption abilities within the
system". However, sustainable tourism development is difficult because the tourism policy
environment is complex and its implementation is not just technical but also "is far broader
and involves political, cultural, economic, social and psychological change" (Dodds and
Butler, 2010). Thus, there is a lot of ambiguity around the implement-ability of sustainable
mass tourism. But, on the other side and in relation to diversification, products such as
conference and small-scale sport tourism are often characterised as more sustainable than
conventional tourism because they are economically high value-added and they have fewer
negative impacts on the society and environment, although it should be noted they often
involve high resource consumption (Gibson, Kaplanidou, and Kang, 2012; Spilanis and
Vayanni, 2004). This could mean that diversification into more sustainable alternative
tourism products that have fewer negative impacts and may continue for longer periods
might be practically more achievable and implementable than the supposed fully

sustainable mass tourism.
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However, there are several potential difficulties with Weaver's models. One key problem is
that mass and alternative tourism are not necessarily mutually exclusive. One reason for
this is that mass tourism can supply the tourists required for alternative tourism products,
and they may complement each other rather than conflict with each other, and thus they

may develop side by side (Christou, 2012; Kontogeorgopoulos, 2004; 2009).

In addition, regulation is not a pre-condition for any particular stage of tourism
development because the private sector can push development and oppose restraints at all
stages. With advanced stages of tourism development in developed countries, for example,
governments may limit their involvement to a few mandatory and supportive actions
(Lickorish, et al., 1991). Similarly, the private sector, such as tour operators, can encourage
mass tourism by pushing for, and marketing to, attract large numbers of tourists for
economic reasons, and that can lead to the emergence of conflicts with public sector
interests around environmental and cultural conservation (Sharpley, 2004). Such conflicts
can lead to development patterns in destinations that differ from those found in the context
of collaboration and partnership between the private and public sectors. However, private
sector roles are diverse, ranging from generating project ideas through sponsoring research
studies, financial risk taking, providing experts and technical skills, providing consultation
and market research, and lending money. Thus, private sector participation can be crucial
for achieving significant progress in tourism development (Mill and Morrison, 2006). To a
degree, however, the second model does allow for these differing trajectories, despite the

arrows in Figure 2.4 not all being multi-directional.

Another difficulty is that the Weaver models do not clearly explain the crucial importance
of primary products, such as their attributes and characteristics and how they are developed.
The models also do not focus on the inter-relationships between differing primary tourism
products, whether large-scale or small-scale or concentrated or diversified. There is no
assistance from these models as to whether primary products are complementary or
compatible or in conflict, based on similarity or dissimilarity in their themes or on their
geographical proximity, or whether together they promote destination attractiveness and
marketing. Further, the Weaver models do not help us understand if a destination’s product
mix strengthens the destination's ability to resist or cope with changes in demand and

tourists' expectations.
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Weaver's models might apply more in the case of a destination that contains only one
concentrated alternative or mass primary tourism product. For example, it is hard to apply
the models for destinations containing different patterns of primary tourism product
diversification. It does not help to understand the linkages and other relationships, such as
synergies, collaboration, partnership, competition and separate development, which can
emerge between diversified tourism products in one destination. These linkages and other
relationships between tourism products can substantially determine the direction and the
impact of the development. This gap is addressed in the present study by developing a

framework that takes into account these important dimensions.

Neither Butler’s model nor Weaver’s model provides in-depth insights on the influence of
product concentration and diversification strategies on destination resilience. Yet these
strategies are often vital for destination development and adaptability to cope with changes.
These strategies are not mutually exclusive. Thus, there are important gaps in both models,
and on their own they could encourage tourism destination planners to neglect certain
potential factors of change that should be incorporated into planning strategies. The present
study attempts to fill these gaps through developing and evaluating a framework of
destination development that focuses on the concentration and diversification of primary
products, on the interrelationships between the various products, and on the implications of

these for the economic resilience of tourist destinations.

2.3.3 Complexity of Tourism System

Tourism destinations behave as dynamic evolving complex systems, encompassing
numerous factors and activities, such as economic globalisation, political and governance
systems, private and public sector partnerships, community, natural and geographical
systems, transportation and information technologies, fast changing customer behaviour,
and demand influenced by intrinsic and extrinsic motivators. All of these issues are
interdependent and they strongly influence the industry in a nonlinear manner (Farrell and
Twining-Ward, 2004, Bramwell and Pomfret, 2007). Therefore, systems thinking is
required to bridge different disciplines in ways that help to explain the complexities of
tourism development and put resilience into holistic perspective. Systems thinking helps to
simplify complexity, clarify the ambiguities, and to integrate the problems that apparently
seem to be isolated from tourism. Focusing on the whole system and how its different parts

interact helps researchers to understand a system's feedback and to develop consistent
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frameworks that could help them to develop plans and anticipate long-term consequences
for whole systems. Thus, tourism product diversification and economic resilience issues
are not isolated issues. Both influence and are influenced by very many human, economic
and ecological factors at local, national and global levels. Therefore, approaching the
problems associated with product diversification and destination resilience requires
integration of the many relevant political, cultural, environmental and economic issues at

various levels.

2.3.4 Tourism in Developing Countries

Tourism development in developing countries faces major challenges of which almost all
are similar. These challenges include poor infrastructure (Harrison, 2001), lack of skilled
employees (Dieke, 2001), inadequate policies and regulatory frameworks that control
tourism development (Otman and Karlberg, 2007), the dominance of the public sector and
the weakness of the private sector (Lew, 2001; Singh, 2001), the dominance of fast profit
sectors such as oil and gas industries (Otman and Karlberg, 2007), lack of investment and
sufficient budgets, local people resistance and lack of participation, low quality services
etc. However, mass tourism plays the major role in tourism development in developing
countries compared to alternative tourism which plays only a minor role (Iwersen-
Sioltsidis and Iwersen, 1996; Harrison, 2001). Therefore, tourism development in many
developing nations could experience decline in tourist arrivals due to their inability to

compete globally.

2.3.4.1 The Influence of Local Culture on Tourism Product Development

Local culture can be a key element in strategies for tourism product development and for
consumption patterns in destinations. The literature on this subject is given some
prominence here because of the distinctive features of local culture, notably those

associated with the Muslim religion, in the locations examined in this study.

Local traditions and ways of life underpin people’s norms, values, and beliefs, and people
apply them in their daily actions. Ignoring local people’s culture and needs in tourism
development can lead to mistrust and conflicts between residents and tourists. Ambroz
(2008:63) contends that "to avoid conflicts local residents should be actively involved in
the decision making process of tourism development". This can help to develop

infrastructure, tourism products, and the hospitality sector in ways that can be experienced
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by local residents, domestic and international tourists in mutually satisfactory ways. It
might also encourage flexible use so that domestic tourists may visit in periods when
international tourist arrivals are low, thus reducing seasonality (Skanavis and Sakellari,
2011). However, local culture can be negatively affected by some tourism activities. For
example, domestic Muslim tourists are an important part of the market in Arab and some
other countries, and they fast during the month of Ramadan, so that most restaurants are
closed then during the day (Hashim, Murphy, and Hashim, 2007), and for that month the
domestic tourist market provides minimal economic returns for the restaurant sector.
Maitland (2007) argues that cultural activities are now considered an integral part of how
cities function economically, and they are often prominent in strategies for regeneration and

development through tourism in developed countries.

In Muslim nations, Islam is a major influence on tourism development. Zamani-Farahani
and Henderson (2010: 79) note that Islamic law, especially in theocratic countries where
the state and religion are inseparable, "directly and indirectly affects recreation and travel.
Religion thus influences individual host and guest experiences, but also the operation of the
industry, tourism policy-making and destination development". In Islamic cultures
travelling is firmly connected with spiritual, physical and social goals, and this activity
must not contradict Islamic teaching, such as around the prohibition of alcohol, non-halal
food, gambling and the mixing of men and women; the need to follow Islamic dress codes;
and fulfilling religious duties, such as praying or fasting (Kalesar, 2010). Some Muslim
countries, such as Saudi Arabia, also restrict women from travelling independently without
a close male blood relative as a guardian (Baden, 1992; Tuppurainen, 2010). Also,
Jordanian woman cannot obtain a passport without written permission from their husband
or nearest male relative (Tuppurainen, 2010). Din (1989) states that, although Islamic
religious codes encourage Muslims to travel, to be hospitable, and to respect the
environment and other cultures, in practice these codes have had little influence on how
tourism has developed in many Muslim countries. Thus, prostitution, gambling, the
consumption of alcoholic beverages and many other hedonistic tourism-related activities
that are prohibited by Islam can be found in Muslim countries such as Indonesia, Morocco,
and Turkey (Michalak and Trocki, 2007). However, this situation has been widely blamed
for conflicts with the local culture and for some terrorism, such as in Egypt (Fielding and

Shortland, 2010), and thus it can clearly affect tourism development.
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Muslims usually have very strong family relationships and family size is often big. Thus,
many Muslim tourists are discouraged from travelling as they expect not to find suitable
accommodation and infrastructure adapted to their specific needs (Kalesar, 2010). The
development of Muslim-friendly accommodation and tourism facilities is growing fast in
some Arab nations, however. The availability of appropriate infrastructure can be highly
important in promoting domestic tourism and intra-regional tourism within and between
Muslim countries (Kalesar, 2010; Razalli, Abdullah and Hassan, 2012). Islamic tourism, or
what is sometimes called "Halal Tourism", influences many tourism-related products, such
are beach areas that have separate male and family resorts, airlines that provide halal foods,
spas that separate males from females, and hotels that provide spaces for prayer and Islamic
activities (Kalesar, 2010). The differences in cultures between Muslim and Western
countries are often clearly reflected in tourism development patterns. Thus, to avoid culture
conflicts and to sustain tourism development and a resilient tourism sector, tourism

planners need carefully to consider local people’s culture.

2.4 Objectives behind Tourism Product Diversification

This section considers literature concerned with tourism product diversification, notably the
objectives behind it, and the potential advantages and disadvantages. Tourism product
diversification is a key focus for this study and it is central to the study’s objectives,

frameworks and empirical research.

International tourist numbers are increasing, reflecting rising prosperity in many countries,
and this means that tourism is often seen as a lead sector for economic growth. However,
tourism is a vulnerable activity due to its dependence on the effectiveness of other sectors
and also on a market which sometimes is very changeable in volumes and tastes, and with
increasingly sophisticated requirements (Keller, 2005). Moreover, tourism is often reliant
on natural and cultural resources (Holden, 2008) which can be significantly damaged by
tourism activities, as well as by climate change and natural disasters. Therefore,
diversification into new tourism products may be sensible in order to reduce environmental
problems, and to maintain the industry’s long-run economic viability and adaptability to
changes in demand (Dodman, ef al., 2009). For example, Ali-Knight (2011) suggests that
the development of alternative tourism products has been a response to calls to diversify the
product base in order to capture new tourist markets. Diversification is also used to

revitalize the tourism sector for better competitiveness (Hassan, 2000). The fierce global
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competition between destinations to attract tourists has also encouraged some tourist
destinations to diversify into more products. For example, Moraru (2011) argues that it was
the fierce competition for tourists among destinations that left Romania with no option but

to act in the direction of product and service development and diversification.

Tourism product diversification can help destinations to develop synergies and partnership
linkages between tourism products that can help in improving destination flexibility and
competitiveness. In business in general, efficient, specialized firms may not be willing to
diversify if they achieve a high level of performance from specialising and concentrating on
producing one product or service, and they may also not see a need to secure synergies with
other firms. But in some other cases inefficient companies may diversify and secure
strategic outsourcing by building synergies with other firms in order to survive in the
market (Hummels, et al., 1998; Quinn and Hilmer, 1994). Bianca (1997) argues that the
empirical studies that find a negative relationship between diversification and profitability
do not necessarily imply that diversification has a negative impact on profitability. But he
suggests that a lack of synergy between diversified products might lead to inefficient
performance among the diversified firms. Similarly, creating a diverse range of alternative
tourism products, such as rural tourism and agro-tourism, may be insufficient unless they
are connected together thematically so that they complement each other (Uysal, Chen and
Williams, 2000). They may need to be connected together within flexible packages so as to
satisfy tourists' needs and to reduce the leakage of revenues by supporting local sales to

tourists (McKercher and Lew, 2004).

Due to the nature of tourism products, the concentrated development of just one product
may result in product decline after a while due to an inability to compete because of the
lack of diversified products. With diversified products in a destination it is important to
generate linkages and synergies so that they share management and marketing costs and
knowledge and skills in order to improve competitiveness. Concentrating development on
just one or two primary tourism products, such as coastal resorts, might no longer be
competitive unless this product is itself diversified and also differentiated from other
competitors (Bramwell, 2004; Uysal, et al., 2000), such as by adding ecotourism and
activities. Another example is adding diving, snorkelling and boating to a coastal beach
tourism product (Halim, 2011). Differentiation can help to satisfy the sophisticated needs of
tourists, such as by improving their skills and through learning and having new

experiences. For instance, the unique nature of mountain tourism can motivate
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mountaineers to have holidays in other destinations that enable them to improve their skills
(Pomfret, 2006). Differentiation can be achieved through diversification, including by
combining the products in new packages or by introducing new products (Moraru, 2011). A
failure to create unique products might result in tourist destination decline (Baloglu and
Mangaloglu, 2001). An insufficient range of quality products could lead to tourist
dissatisfaction, and thus tourism developers need to focus on a market orientation.
Bramwell (1998) argues that surveys to measure tourist satisfaction with tourism products
are important in order to develop appropriate strategies for tourism product development
and to improve the attractions for selected users. Without appropriate product development
dissatisfied tourists may be more likely to select other places to go to. Also Moraru (2011)
argues that product development and diversification has increased tourists’ intentions to
visit and revisit Romania. Overall, it appears important to develop new, unique tourism

primary products in order to enhance destination competitiveness and attractiveness.

Diversification might also reduce accessibility problems. Prideaux (2002) states that with
remote tourism sites, the scale and the range of the primary products may need to be
increased so as to attract tourists, who otherwise might divert to less remote areas. For
example, during economic crises due to the high cost of flights more distant tourist
destinations may have a lower economic performance than destinations easily reached by
train, bus or private car (Smeral, 2010). In those circumstances, diversification into
attractive and quality tourism products could encourage tourists to travel to specific remote
destinations even in difficult economic times. Thus, diversification may help to overcome

accessibility problems.

Diversification of tourism products is also a useful strategy to overcome seasonality effects,
either through substituting domestic with international tourists or by substituting low
season, low value markets by higher potential and higher value markets. This can lengthen
tourists’ stays and encourage them to spend more. Developing indoor tourism activities
during seasons with bad weather could encourage domestic and international tourists to
visit all-year-round. Tourist destinations offering a wider range of tourism products are
often less impacted by seasonality (Yacoumis, 1980), and Koenig and Bischoff (2004)
stress that diversification into a range of tourism products can increase demand even in low
seasons. A wider range of tourism products can also encourage tourists to stay longer in a

destination and to spend more.
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According to Spilanis and Helen (2004), mass tourism at beach resorts in Greece’s Aegean
Islands helped these islands to halt the previous history of economic problems and
population losses through generating new jobs and increasing domestic income. But,
despite the economic viability of mass tourism on these islands, there were major negative
impacts on the quality and quantity of their natural, cultural and human capital. Thus,
diversification in the Aegean Islands into high quality tourism products could help to
balance the long-term sustainability of the economy, society and environment. Similarly, in
Malta the diversification of cultural tourism into festivals and events has helped to broaden
the market base and to attract tourists during the off-peak, leading to positive impacts for
businesses and residents (Theuma, 2004). Diversification could positively add value and
influence tourist demand. For example, in a study of tourism in southern Italy it is argued
that tourists were motivated to visit not only by seaside tourism and cultural products but
also by a range of alternative tourism features, including specific gastronomic traditions
and features that add value to the basic food and wine tourism product (Trunfio,
Petruzzellis and Nigro, 2006). This broader type of gastronomic tourism — which has been
called enogastronomy tourism — is seen as far more than just food tasting, rather it is
depicted as a path of discovery of local culture through food, and it is seen as catering for
tourists' expectations not only through offering quality food products that are typical and
guaranteed but also to taste typical dishes and meeting the food and culture producers and

to be treated with courtesy everywhere (Vigano, 2003).

Diversification into a broad range of tourism products can reduce conflicts and culture
clashes between domestic and international tourists, especially if they are culturally very
different. These conflicts can result from a lack of synergies between the management of
tourism products in order positively to manage these cultural differences. "Conflicts often
develop where there is a lack of awareness, perception, understanding, acceptance and
evaluation of different needs or a lack of information and communication" (De Jong, 2012:
1). For example, western cultures are obviously different from Arab Muslims and that
influences their behaviours and the types of tourism products they consume. Diversification
into more tourism products can help to reduce the tensions and conflicts that might emerge
between domestic and international tourists by providing different products and
experiences to cater for their different needs and interests, leading to substituting the
shortages of international tourist flows in difficult seasons by increasing the flow of

domestic tourists.
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2.4.1 Potential Advantages and Disadvantages of Tourism Product Diversification

Tourism product diversification has the potential to embed the notion of market
diversification. But it can be a risky strategy as developing new tourism products requires
expanding a destination's infrastructural (physical, human and informational) capacity in
order to satisfy the wider range of tourists and stakeholders. That is not easy to achieve,
and also there are dangers in moving into markets in which there is little or no previous
experience. Thus, there is a need for product research and development, and also for
innovation, as well as detailed insights into customer and host community needs. This
implies there is a need to understand complex processes in order to achieve successful
diversification. Therefore, it is useful to critically discuss some of the potential
advantageous and disadvantageous of product diversification in tourism, with the

discussion drawing on relevant academic literature.

Potential advantages:

1- Diversification into new tourism products, such as business tourism, ecotourism,
sport tourism etc., can provide the sector with a wider platform that can consolidate
other tourism or hospitality activities, thereby resulting in mutual interdependency
(Kontogeorgopoulos, 2009; Rotich et al., 2012; Weaver, 2001b).

2- Diversification can allow for the use of existing expertise, knowledge and resources
that are in place when expanding into new activities. This may result not only in the
transferral of skills and the sharing of costs, but also in knowledge development
through learning from new experiences (Holland, 2003, Nordin, 2003).

3- Diversification can allow managers to identify declining supply chain activities,
which in turn can be eliminated, consolidated or even transformed to more
productive ones (Weaver and Lawton, 2006).

4- Diversification potentially could encourage internal competition between various
tourism suppliers, and that competition might improve quality and performance
(Ashworth, 2004; Moraru, 2011).

Potential disadvantages:

1- Diversification can often increase the management complexity required to
coordinate and control the various activities, resulting in additional costs and
inflexibilities (Ansoff, 1957).

2- Diversification can intensify internal conflicts about resources between various
tourism actors and that can hinder the collaboration required to compete globally
(Nelson, 2003).
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3- Diversification can fail if there is a mismatch between the supply capacity and the
needs of the market. Thus, diversification should be guided by both market needs
and supply side competencies (Weaver and Lawton, 2006).

4- Research on, and planning for, diversification is a complex process and it requires
multi- and interdisciplinary knowledge and information. Despite that, it is quite
difficult to eliminate its uncertainty.

2.5 Tourism Product Diversification Strategies

Strategic planning for tourism product diversification can have positive long-term effects
for destinations. The presence, aims and consequences of this planning are important in the
present study of tourism product diversification in Libya, so some of the most relevant

academic literature is considered here.

There are different approaches to strategic planning. One involves formulating plans based
on a problem-solving approach within an action plan (McCarty, Clifton, and Collard, 1999;
Smith, 2001), and another focuses on broader issues of visioning, evaluating the overall
purpose, and identifying broad objectives, and it is usually longer-term in its outlook
(Oldham, Creemers and Rebeck, 2000). One more recent approach focuses on competency
in relation to resources and markets, and also on competence viewpoints (Nelwamondo,
2009). In general, strategic planning is "the formal consideration of an organisation's future
course" (Kriemadis and Theakou, 2007: 28). Adopting tourism planning based on the
strategic perspectives of competitiveness, sustainability and resilience can help to direct the
planning towards long-term goals and can also encourage stakeholder participation in the
planning process, which itself can be valuable for long-term success (Ritchie and Crouch,
2000; Simpson, 2001). Strategic planning indicators have been developed by Ruhanen
(2004), as shown in Table 2.2, and she suggests that these should be used in tourism
development and diversification plans and in the associated implementation processes.
These indicators should be applicable for tourism product diversification strategies since
diversification is risky and could require large investments and organizational changes in

order to secure successful implementation and positive outcomes.

Developing clear and consistent tourism development policies is important so as to ensure
there is successful implementation and positive outcomes. Duval and Vogel (2008) have
emphasised on the importance of ability of the policies and institutional framework to
cuhesion the intial impacts of crises. Thus, "Tourism policy is an important area for study

because of its practical and theoretical importance" (Scott, 2011: 3). The strategies for
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tourism product development can vary between concentrating on a single product to
diversifying into numerous products. Product concentration may not always entail large-
scale development, as a single product in a destination may be small scale. Similarly,
product diversification might not always entail small-scale products because there may be
several products developed on a large scale. Diversification might be carried out as a
response to tourism decline, or it might be launched to attract a wider range of market
segments. Diversification might involve developing new mass tourism products at a large
scale; or else it may entail establishing new small scale products, such as alternative
tourism, in order to attract small numbers of tourists who are attracted by the unique

features of places (Bramwell, 2004).

Table 2-2 : Strategic Indicators of Destination Planning
e The plans should be based on objectives with a long-term orientation.

¢ The plans should include broad goals related to the nature and scale of future
tourism development.

¢ The plans should identify the economic benefits of future tourism development.

e The plans should include environmental conservation goals.

e The plans should include goals for the protection of local socio-cultural values.

¢ The plans should include local community benefits from tourism development
and ensure an equitable distribution throughout the destination. ,

¢ The plans should offer a range of alternative strategies by which the general
goals can be achieved.

e The plans should integrate demand and supply to ensure consistency and
development balance.

¢ The plan objectives should be achievable and measurable.

Source: Adapted from Ruhanen (2004)

Strategies for tourism product diversification may be more effective if developed on the
basis of product attributes and the destination’s carrying capacity, and if the products are
developed so that they complement each other. Such approaches may help to improve the
overall destination attractiveness (Farsari, Butler and Prastacos, 2007). Lejarraja and
Walkenhorst (2007) state that tourists are often attracted by complementary products and
by clustered products. Tourism suppliers operating businesses within such clusters and
engaging in collaborative relationships between their businesses might seek to block the
entry of new competitors. Product diversification might be enhanced if the product themes
are complementary. This could occur, for example, through having varied rural tourism
products that meet the needs of tourists who seek countryside, nature, and cultural

experiences (Choo and Jamal, 2009). This complementarity can also be enhanced through
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physical proximity between the tourism products (Weaver, 2001). In addition, diversified
alternative tourism products can complement mass tourism products in order to sustain
competitiveness (Kontogeorgopoulos 2009). Thus, diversification is related to the issue of
complementary relationships, relationships that can play a crucial role in building

destination attractiveness (Weidenfeld, et al., 2010).

Thus, strategic planning for tourism product diversification in destinations needs to identify
what types of tourists are sought, to establish whether to have product concentration or
diversification, and to establish the appropriate mix of the various tourism products (Brau,
Scorcu and Vici, 2009). Diversification strategies need to be guided by tourist needs, but

attention must also be directed to the needs and preferences of residents in the destination.

2.5.1 The Linkages and Interrelationships between Diversified Tourism Products

The effectiveness of tourism product diversification strategies can be significantly
influenced by the strength of linkages and interrelationships between tourism products at
managerial and marketing levels. Xi and Wei (2010) argue that only modest economic
benefits resulted from the diversification of Macau's tourism because it involved low levels
of innovation and the limited cooperation and collaboration between interested actors.
Good infrastructure development and place design can also create synergies between
attractions and can influence tourist movements and preferences (Dredge, 1999). Tourist
movements between different products can also be influenced by constraints imposed by an
organized packaged tour (Mckercher and Lau, 2008), by spatial proximity, by the similarity
and dissimilarity between the tourism products (Weidenfeld, et al., 2010), and by the use of
ICT to promote attraction networking and clustering (Enright and Roberts, 2001). Such
diverse variables can influence the patterns of relationships and linkages that may emerge

between tourist attractions and products.

However, there is little research on the influence of spatial proximity and of similarity or
dissimilarity of thematic features of tourism products for tourism product development and
for product diversification. It may be that similar tourism products attract quite similar
market segments. This could mean that thematically similar tourism products can cooperate
in terms of, for example, knowledge transfer (Nordin, 2003; Novelli, Schmitz and Spencer,
2006; Weidenfeld, et al., 2010), sharing resources, and product marketing and promotional

strategies, such as through joint ticketing and vouchers. Bramwell and Lane (1999) argue
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that collaboration can provide cost effective management by sharing resources. Thus, "The
extent of collaboration and cooperation is an important determinant for the development of
a tourism destination" (Baggio, 2011: 1). In addition, collaboration and coordination could
help to reduce contradictions and conflicts that could emerge around a destination’s tourism
products. For example, there can be conflict between the heritage and tourism industries
between conservation and commodification approaches (Aas, Ladkin and Fletcher, 2005:
MacManus, 1997). Thus, collaboration potentially can help the various stakeholders to find
and match their common interests and to reduce conflicts: "then heritage tourism can be
developed in a way that preserves the resources of the local community and is beneficial to
all" (Aas, et al., 2005: 29). For similar tourism products, collaboration potentially can
increase the compatibility linkages between similar tourism products because tourists
having the same interests can visit the same tourist places, leading to more benefits and
development for each attraction (Nordin, 2003). However, it should also be noted that
similarity can lead to fierce competition between similar destinations (Meler, Magas and

Horvat, 2011; Weidenfeld, et al., 2011).

Location proximity is also another factor that can encourage proximate tourist attractions to
cooperate in various activities, such as in marketing. Spatial proximities can be important,
for example, to encourage tourists not to skip or avoid nearby attractions, such as smaller
attractions in a cluster (Weidenfeld, et al., 2011). The proximity of tourist attractions could
help them to actively build geographical clusters. Tourism businesses in clusters can use
the spatial agglomeration, including in their supply chain components, to build further
synergies through their proximity, potentially shared thematic features, and their
interdependency (Porter, 1998; Rosenfeld, 1997). According to Iordache, Ciochina and
Asandei (2010: 105), a "Tourism cluster is a geographic concentration of interconnected
companies and institutions through tourism activities". Clustering between tourism
attractions based on spatial and thematic similarity and dissimilarity can help the attractions
to share skills and training programme<ns1:XMLFault xmlns:ns1="http://cxf.apache.org/bindings/xformat"><ns1:faultstring xmlns:ns1="http://cxf.apache.org/bindings/xformat">java.lang.OutOfMemoryError: Java heap space</ns1:faultstring></ns1:XMLFault>