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Editorial

Throughout a number of decades, the tourism and hospitality industries have been sensitive to and
affected by external and internal factors, such as uncertainties, challenges, crises, and pandemics.
A sudden and unexpected crisis (e.g., natural, financial, or health related) could have a negative
effect on tourism and worsen the performance of hospitality-related businesses. One of the most
significant among these are pandemics and disease outbreaks that have played a major role in
social and economic change in recent decades. Tourism and hospitality industries suffered heavy
damages as a result of the COVID-19 pandemic (Maditinos, Vassiliadis, Tzavlopoulos, &
Vassiliadis, 2021). Worldwide, closing borders, reducing travel of tourists, and reducing visitor
demand resulted in a serious decline in the tourism sector due to COVID-19. Despite the evolution
of other epidemic outbreaks such as SARS, Ebola, and H1N1, the Coronavirus (COVID-19) has
remained one of the deadliest outbreaks thus far (Fotiadis, Polyzos, & Huan, 2021). There is no
doubt that a systemic global healthcare crisis as well as a financial crisis are all signs of an
upcoming global economic downturn (Del Chiappa, Bregoli, & Fotiadis, 2021). Countries across
the globe have taken drastic measures to stop the spread of COVID-19 by locking down entire
countries or the most affected cities, as well as denying entry into their borders, resulting in a huge
hit to the global tourism industry, especially for the travel and hospitality segment (Polyzos,
Samitas, & Spyridou, 2020). In response to the COVID-19 outbreak, many tourism destinations
have temporarily halted operations as travel bans, lockdown measures, and cancelled bookings
result (Fotiadis, Woodside, Del Chiappa, Séraphin, & Hansen, 2021).

There has been a significant negative impact of the COVID-19 pandemic on the tourism sector in
developing countries, as tourism plays a significant role in the economy. First of all, the pandemic
has had a direct effect on the entire economy and society due to its health consequences as well as
the measures taken to reduce its consequences. A second important aspect of this pandemic is that
it has impacted the tourism sector in particular, which is crucial for economic growth and job
creation. Third, the negative impacts of COVID-19 on the tourism sector are transmitted to many
other economic sectors since tourism is interconnected with many other economic sectors. For this
reason, researchers and policymakers are highly interested in these impacts. In order to counteract
the negative economic impacts of COVID-19, differential information on these impacts is essential
for the formulation of measures and policy decisions. It is likely that information such as this could
contribute to economic growth and reduce poverty in a number of developing countries, which are
susceptible to any economic shocks.

The pandemic seems to experience different phases. In phase one there was a plethora of studies
that tried to investigate when the pandemic will end and what might be the impacts. Most of these
studies failed to forecast the future and it was clear for the academic community that COVID-19
will change the way we operate forever. As everyone was anticipating for a solution, several
pharmaceutical companies manage to produce vaccines and several countries implemented
vaccination programmes which gave hope to travel and hospitality stakeholders leading to phase
two. Summer 2021 was in some countries quite successful based on current conditions and big
event began such as Olympic games in Tokyo, Japan and Expo 2020 in Dubai, UAE. In this second
phase of the pandemic several researchers examined which factors affected tourists regarding
destinations that delt successfully with the pandemic. More of that there was a huge number of
studies that focused on how social media affect perception or how face news, twites and other
parameters are affecting tourists. As there is a debate lately on people who believe in vaccines,
people that believe in vaccines, but they don’t trust the COVID-19 vaccines, and people who
doesn’t believe in vaccines, there are new topics for academic discussion in phase three.
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Abstract:

The purpose of the paper is the proposal for the development of a business model for the
operation of the Destination Management Organization of the Metropolitan area of Thessaloniki.
It would be important to note that the development of the business plan is part of the overall
tourism strategic planning of the city, which is implemented by the Service and Tourism
Management (Tourlab) laboratory operating in the Department of Marketing and Tourism
Organizations of the International University of Greece.

The development of the Business Plan of the Tourist Organization of Thessaloniki, started with
the marking and recording of the points of tourist interest and the definition of the goals (more
like of the vision) for the tourist future of the city. At the initial level, the bibliography that covers
the theory and the cases that refer to efforts to highlight destinations with characteristics similar
to those of Thessaloniki were studied. Qualitative research was then carried out - in the form of
open consultations with shareholders - and in particular the establishment of focus groups, which
would examine the views on the existing and potentially important features of the city, as well as
the way in which utilized. Particular emphasis was given to the investigation of the
interconnection relations between the participants of the tourism ecosystem (stakeholders) as
these relations are crucial for the viability of the project. Following a business model approach,
the organizational form of the Thessaloniki DMO according to the matrix of Reinhold, Beritelli and
Griinig (2019) was examined and a canvas of the Thessaloniki DMO business model according to
the model of Osterwalder and Pigneur (2009) was proposed as a means of implementing the
Tourlab proposal.

Keywords: DMO, Business Models, Greece

1. Introduction

Before any Public Interest Organization can attempt to formulate its business model, it is
necessary to have convincingly resolved the issues of complexity in planning the execution of its
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activities and to have secured its financial and institutional independence from the state.
Otherwise, it is very difficult to find a way to achieve the necessary co-perception between the
participants to carry out its activities. Destination management agencies whose administration is
based on state power are likely to find it difficult to implement their programs due to funding
constraints and the lack of agreement among the participants in the organization. The
phenomenon is not recent nor is it observed only in Greece but also in many other countries such
as USA, New Zealand, UK, Italy, Portugal (Pike, 2016). The problems of administration and
management by government agencies internationally call into question the operation of DMOs
(Pike, 2016).

Creating and distributing value to many different stakeholders, the Business Model of ThessDMO,
as well as other Public (supranational) Interest Organizations, is necessary to be formulated
taking into account that (1) the value it creates for the participating shareholders is not
exclusively financial and (2) that the interests of the shareholders represented are not identical
in all cases, and sometimes may even be conflicting. The above conditions lead to the formation
of a Business Model of increased complexity compared to the business model presented on a
"typical" canvas. Conflicts of interest lead to the need to develop mechanisms for resolving
disputes, conflicts and accommodate interests of different orientations.

Business models in tourism

The business model (BM) concept has emerged as a new approach to business and
entrepreneurial structures that facilitates the transition from the strategic to the tactical level
(Casadesus-Masanell and Ricart, 2010). The BM concept emerged from the contributions of two
disciplines whose convergence became visible in a very dynamic way at the end of the last
century. Advances in information and communication technologies and the introduction of the
internet, combined with changes in world trade, have significantly changed the business
environment by challenging dominant forces and shareholders. These changes led to the
development of the concept of BM which in an admittedly anarchic way attracted the interest of
many researchers from various research fields and all kinds of business activity. This fact though
a powerful lever for the development of research around the concept, creates obstacles to its
structured progress as it has become difficult to use common vocabulary, since researchers from
different fields use different terminology to describe the same concept or use the same term to
describe slightly different situations, which have no differences for their field.

In the tourism industry a search based on the terms "business model" and "Tourism" presents us
with 70,000 documents, of which 11,300 appear after 2020. Of these articles, 181 contain the
two terms in their title (we refer to the period after 2000). This fact shows that the business
model concept is often referred to by tourism researchers.

In the following paper we will try to list the research possibilities presented to us by the concept
in the tourism industry based on two examples concerning the application of only the
approaches: that of the canvas of Osterwalder and Pigneur (2003) and the more specialized
proposal for the study of DMOs. by Reinhold, Beritelli, and Griinig, R. (2019). The basis for the
formation of the BM of the DMO of Thessaloniki is a group of interviews which aimed to
contribute to the formation of the Thessaloniki Tourism Organization.

Providing the ability to contribute the business model as a unit of analysis, the use of BM in
tourism research based on the classification of Baden-Fuller and Morgan, (2010), Coombes and
D.Nicholson (2013) and Jensen (2013) will be presented.
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The organization of the document is as follows:

¢ Definition of the general framework of action of the DMO of Thessaloniki

e Conceptual definition of the business model

e An approach of the Thessaloniki Tourism Organization based on the proposal of Reinhold,
Beritelli, and Griinig, R. (2019) for the classification of DMO business models.

e A presentation of the Thessaloniki Tourism Organization based on the canvas by Osterwalder
and Pigneur (2003).

2. Background and definition of a general framework of action of the DMO of Thessaloniki

The purpose of the DMO of Thessaloniki is not to achieve financial profit for the organization
itself, but to facilitate the operation of the shareholders it represents either explicitly and overtly,
or implicitly. The shareholders that fall into the first case are the shareholders and the
professional associations which are institutionally represented in various organizations (which
are) involved in the management of the DMO. In the second case we refer to the residents of the
area and to the professionals who either due to activity or for some other reason are not
represented in the administration of the organization.

The activities in which the shareholders are involved with the activity of Thessaloniki DMO are
not limited to a single branch of economic activity but constitute a coherent whole which is
compatible with the framework of intelligent specialization (3S-Smart Specialization Strategy).
Within the framework there are similarities and common interests which are the points on which
every effort of intelligent specialization focuses. However, there are also differences which, at
the stage of specialization of the procedures, can highlight significant obstacles in their common
path towards implementation. Having activities with different and sometimes conflicting
interests, render unanimous decision-making not always easy to achieve. Decisions for the use
of land inside and outside the central urban complex or in areas of great interest in general face
significant problems before their implementation. A typical example of this situation is the
dialogue for the transfer of the space of the International Exhibition of the city, a dialogue that
has been going on for more than twenty years. There are many other issues for which the concept
of consensus and understanding are absent, which is an obstacle in any attempt to utilize the
assets of the city. This fact is anything but indifferent to the formation of a functional business
model of the organization. The way the concepts of value and management of any benefits that
may arise from the operation of the Thessaloniki DMO are perceived will influence the formation
of the BM. Contrary to what happens with the formulation of strategic visions, business models
require the clarification of activities. In the first case, strategic decision-makers make these
decisions taking into account their impact on the other participants who are seen as
environmental variables and not as co-decision makers. Agreement (or at least consensus), is a
requirement for the successful implementation of the above strategic decisions. It has been
shown, for example, in practice that no strategically important development project can proceed
without the consent of all the local shareholders whose activity is linked to the project. The co-
perception of the shareholders that take part in the shaping of the business model is a necessary
condition not only for the shaping of the business model of the organization, but, in essence, for
its activation.



3. Defining the Value of Shared Resources.

It is a rule in the formulation of business models that the concept of value refers exclusively to
economic value and more commonly to exchange value. According to popular definitions of the
business model concept, the purpose of the business model is to create value for some customers
and capture a part of it in the form of profit. In the definitions that include the environmental
and social dimension of the business activity (Business Models of Sustainable Development) the
purpose of the business model is expanded to include the above dimensions. These approaches
are clearly more appropriate for shaping business models that are designed to support the
utilization of shared resources and the development of shared activities. However, it should be
noted that DMO as a resource should be considered taking all three dimensions of sustainable
development into account. Its characteristics are likely to be evaluated as more or less important,
depending on the point of view with which they are approached.

4. The business model concept

The business model concept emerged at the end of the last century initially as a need to
formulate the business ideas of start-ups that were looking for funding and required somewhat
detailed descriptions of their dominant logic (Shafer, Smith, & Linder, 2005). Today, most
companies of all types and industries use the BM concept, including many of the large, listed
companies as reported in their annual reports. At the same time, while in 1990 only one article
used the term "business model" three or more times in its content, in the following decade, more
than 500 articles fell into this category. Twenty years later, 15,500 publications use the term in
their title and 800,000 in their content. Specifically in the tourism sector, the corresponding
numbers are 105 references in the title of the publication and 62,200 in their content.

Richard Arend (2013) initiating the dialogue of arranging the research for business models in the
strategic organization formulated some positions which probably reflect the views of a large part
of the researchers of the BM concept. Summarizing these positions, Eckhardt, (2013) states that:
I. The business model is a concept that describes a richer relationship between inputs and outputs
than what can be described by enterprise-level production operations.

Il. The potential of multilevel analysis that accompanies many analyses of business models as a
field for additional research is likely to offer many benefits.

lll. Nonprofit executives and scholars that study non profit organizations are likely to benefit from
thinking about how business models can relate to nonprofit organizations. In line with this
position, we can mention the important part of the research for business models that is directed
to the use of the approach in sustainable development (Nosratabadi et al., 2019), the circular
economy (Geissdoerfer et al., 2020) and the sector of the economy involving non-profit
organizations and is sometimes referred to as the fourth sector of the economy.

The disorder - identified by many researchers - in the business model research has led some to
attempt to bring order to the field of the BM concept through bibliographic reviews (Demil and
Lecocq, 2010; Osterwalder, Pigneur, Tucci, 2005; Shafer, Smith & Linder, 2005, Teece, 2010, Zott,
Amit, & Massa, 2011). Most of the above reviews present thousands of references and are
therefore considered valid. It is a common finding that there is no consensus on the
interpretation and terminology of the BM. The same conclusion is made by Baden-Fuller and
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Morgan (2010) and Jensen (2014) but from a different point of view which we adopt and try to
expand in this paper. Baden-Fuller and Morgan present the usefulness and the many ways the
BM concept can be utilized research wise by analyzing its possible uses from various research
perspectives. Their approach begins with a description of the different ways in which the term
"model" is used in classifications and typologies and the ways in which modeling is used in
mathematics and biology. The existence of different approaches does not create confusion, but
offers knowledge, content. Provided that the different approaches to the BM concept are
accompanied by their conceptual definition, they will create a benefit for the study of BM.

5. Tourism and Business Models

Our proposal begins with the adaptation of the data we collected to the ideotypes proposed by
Reinhold, Beritelli, and Griinig (2019). This paper was chosen because it addresses the issue we
are looking at and uses an BM-based approach.

The BM of DMO is based on the ideotypes of Reinhold, Beritelli, and Griinig who, analyzing the
usefulness of the BM concept and after an extensive literature review combining research on the
organizational and operational problems of DMOs in the BM, suggest four BM ideotypes for
DMOs. The classification into one of the four types is based on the criteria of the levels of
organizational complexity and the levels of perceived control.

Value
Orchestrator Value Enabler
Configurational Complexity
Destination Destination
Factory Serwvice Center

Figure 1: The Tourism Business Model Types. Source: Adopted by Reinhold, Bertelli, Gruning
(2019)

Type of member-organization relationship:

The first dimension of classification refers to whether a business model is based on establishing
a direct relationship between the DMO and a customer who pays for the products and services
received (unilateral) or if the company establishes a variety of internal / direct relationships with
and between different groups of customers who may or may not pay for (multi-faceted) for
products and services (Baden - Fuller and Mangematin, 2013). Well-known multi-faceted
business models operate with booking platforms that create a link between destination visitors



and hosting companies. While guests do not pay the platform operator (eg Booking or HRS),
hotels and other accommodation are charged a fee for booking services. The complexity of multi-
faceted business models stems from the relationships between customers that need to be
considered as well as from the interdependence in revenue mechanisms (Rumble and
Mangematin, 2015). The second aspect concerns which "business unit" a particular business
model configuration focuses on. Product-centric business models focus on creating specific,
predefined objects (e.g., billboards) and services (e.g., representation at a trade show). In
contrast, value-focused business models focus on the value they provide to specific customers,
solving specific problems they face (e.g., developing the ground for a new flow of visitors) -
regardless of the form this value takes as a product or service. Although this dichotomy between
product-centric and value-centric models is related to the work of Baden-Fuller and
Mangematin's (2013) which is contrasted with scale-based dichotomy in small and large units, if
the preliminary concepts of products and services define its unit business ("in-out") or if the value
proposition starts with the customer's problem ("out-in") (Day, 2011). This observation is
important because it introduces the involvement of the RBV approach in the dialogue from the
outset. Considering the customized concept and external focus, value-focused business models
are conceptually more complex than product-focused ones (Rumble and Mangematin, 2015).

Perceived control:

The second key dimension in determining the ideal type of DMO business models is control.
Approaches to both destination governance and practice differ in the degree of control DMOs
grant to destination management as a production system and determine its success (Beritelli et
al., 2015b). The perceived level of control that decision makers attribute to DMOs, compared to
other target shareholders, is of great importance for the selection and shaping of the DMO
business model. This argument is consistent with the behavioral assumption that cognitive
patterns shape the decision-making of individual and collective strategic shareholders (Gary and
Wood, 2011; Porac et al., 2002). Based on the above matrix, a DMO can belong to one of the four
ideotypes that the authors call Value Orchestrator, Destination Factory, Destination Service
Center, and Value Catalyst

Value Orchestrator: The Value Orchestrator represents a highly complex business model
configuration that requires the DMO to have high perceived control over the destination. The
Value Orchestrator designs the value proposition starting from the specific challenges of the
destination stakeholders. Relationships with the destination of strategic and operational
processes are considered to be hierarchically controlled by the DMO. In essence, it forms a
multitude of binary relationships rather than a real network. The value of the Value Orchestrator
is based on the financing of the general budget and on mandatory contributions. It also seeks to
capitalize on coordinated partnership initiatives and revenue from deliberate, DMO-mediated
cooperation between destination and destination agencies and tourists (advertising,
procurement, etc.).

Destination Factory: "Destination Factory" describes a low-complexity business model
configuration that requires a DMO of high perceived control over the destination. DMO operates
a one-sided business model focusing on the tourism product. The value proposition for tourism
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businesses is based on the products and services of the activity profile described in the
"traditional" business model of the DMO. The DMO is considered to have substantial control over
all strategic and operational processes related to the destination. The DMO develops a
destination strategy, designs and develops tourism infrastructure and new products, promotes
the destination, manages key accounts, provides information to visitors, etc. As a control-focused
organization, the DMO relies on financing the general budget through mandatory contributions
(eg overnight and tourism taxes) and pays little attention to how the interactions between
various stakeholders relate to its revenue streams.

Destination Service Center: The Destination Service Center also refers to a low-complexity
business model configuration that involves a DMO with limited control over the destination. The
DMO operates as a one-sided business model with a focus on the product and an emphasis on
supporting various business relationships with standard product solutions and services. Like a
service center for the destinations concerned, it supports specific marketing and product
activities. For example, a DMO may raise marketing funds to coordinate advertising. However,
this type of DMO is unlikely to develop new products or lead to strategic processes. Moreover,
unlike the destination factory, the second business model configuration does not require legality
and access to resources. The destination service center must negotiate and be accountable. The
DMO revenue type benefits from fewer public grants and mandatory contributions and more
funding must be negotiated based on projects from partnership initiatives and platforms. While
the networked nature of the destination is recognized in terms of the activity profile, the latter
type does not take into account the relationships between shareholders as far as interdependent
revenue streams and funding arrangements are concerned.

Value Catalyst: Finally, the fourth type characterizes a business model of high complexity
configuration. It assumes that a DMO has limited control over the destination as a production
system. This fourth type works as a multi-faceted business model that focuses on value creation
by the destination shareholders. The DMO determines its value proposition based on the relevant
challenges of these shareholders with an emphasis on creating and maintaining value-creating
relationships between participants. Given this role, we call this dimension a value catalyst. Like
the second type, it is required to negotiate legality and access to resources. However, funding
and revenue streams are based more on the activities and projects it implements. It is financed
by tourism companies for the creation and development (without controlling) of new tourist
flows based on the developments and the needs of the destination.

The second dimension of the DMQO’s BM proposal is based on the distinction between two
theoretical levels of perceived control. Stakeholders who assign a high degree of control to the
DMO perceive destinations as a set of hierarchical relationships. The DMO is considered as the
organization responsible for strategic leadership and mediates the relationships between
shareholders inside and outside the destination. This extreme form of control is more likely to
take place in corporate-type small-destination configurations as well as in community-type
configurations (Flagestad and Hope, 2001). It can, however, be useful in designing business
model configurations as the dominant logic among decision makers (Prahalad and Bettis, 1986).
At the other end of the spectrum, when stakeholders delivering low levels of DMO control
perceive the destination as a set of networked relationships. The DMO is considered an
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integrated organization (Beritelli et al., 2007) that seeks to support the production system with
limited resources and influence on the level of the system (Pike, 2016; Serra et al., 2016).

6. Research method

The main research question concerns the form, type and expected effectiveness of DMO Tourism
Thessaloniki. With this question, qualitative research was carried out in the city of Thessaloniki,
in two stages. During the first stage, many informal discussions took place with tourists,
employees, and stakeholders in order to:

-ldentify what motivates people to travel and how they make decisions about the destinations
they should visit.

- Define their perceptions - both positive and negative - about Thessaloniki,

- Understand the way in which they perceive Thessaloniki in relation to its competitors and
determine its competitive position in their thinking.

In the second phase, 25 in-depth interviews were conducted with various shareholder groups,
using a semi-structured questionnaire developed by the research team, using the DELPHI
methodology. More specifically, in-depth meetings were held between the interested parties and
the members of the board of DMO Thessaloniki, the president of DMO, the president of the
tourist guides of Thessaloniki, the hotel managers, the representatives of Helexpo, the innovation
centers, the archaeological council of Thessaloniki, transport companies, local tourist police,
festival organizers and many other stakeholders seeking:

-To understand how those stakeholders perceive the potential of Thessaloniki

-To understand how the local DMO perceives the motivations, trends and preferences of tourists
(eg destination items and experiences they seek when on holiday)

The survey was conducted between January 2019 and June 2021. From March 11 onwards, the
interviews were conducted through online platforms

7. Discussion

If we want to offer a sense of perspective, given the DMOs challenges in creating and capturing
value, it is crucial to develop a comprehensive understanding of their business modeling options.
Existing studies focus on the challenges, activities, and functions pursued by this type of
organization (Pearce, 2015), but most studies are limited to the picture of how DMOs can cope
with the perceived decline in activities and the funding reduction.

We tried to provide structure to this discussion and open a new, integrated perspective. Our main
claim is that the viability of creating DMQOs and capturing value can be discussed based on the
business idea. This is in line with the call for more research on business models in tourism as
presented in a recent evaluation paper (Reinhold et al., 2017). To extend the existing work, we
have developed a typology based on the complexity of DMO business models as well as the
perceived DMQ’s control of the destination. Our framework introduces four configurations of
ideotypes that allow future research to place real-life cases along the two dimensions
highlighted. In short, the typology contributes to the destination management literature by
providing information on the combination options and interdependencies of DMO business
models. Extensive research has focused on a limited set of aspects of value creation, but it is
crucial to understand the interdependencies of design choices employing a holistic perspective.



Theoretically, organizational complexity and perceived control as key dimensions in which DMO
business models vary, provide a starting point for exploring DMOs' efforts to validate their raison
d’étre challenged by other authors (Pike, 2016). Our framework suggests that in order to
understand the viability and structure of DMOs as a basis for creating and capturing value for
stakeholders and the organization, we need to understand what form the business model takes
in terms of perceived control of destination relationships, interactions between stakeholders
integrated into the business model and focus on value or products. This opens up future research
opportunities to reflect on with regard to the completion of research into DMO business models,
the strategic capabilities in destination settings, and the destination leadership (Hristov and

Ramkissoon, 2016; Hristov and Zehrer, 2015; Reinhold et al., 2017) .

Thessaloniki DMO Business Model Canvas (Example)

Key Partners & Suppliers

Key Activities (Example)

Value Propositions (Example)

Customer Relationships

Customer Segments

Tourism operators Develop, partner with Increase the visibility of Thessaloniki Website City break traveler
Tourism associations platforms that have network as Destination Social media Tourist service
Municipalities effect enhancing value Increase the number of visitors Co-creation of content providers
Public transport operators propositions  (Restaurants, Increase the attractiveness of Local Tourist
Private transport operators Attractions, In-location Thessaloniki and its services professionals
Travel services providers & exploration, Vacation through the use of smart tools like Creative Industries’
affiliates, rentals, etc.) web portals. nomads
Travel agencies & affiliates Enhance the value Increase  the  accessibility of
Food delivery platforms, proposition, via POls/places
General search engines, specialization Make available the tourism services
Technology partners, Generate demand through in the internet and in the
Tourism bodies, customized promotions/ mobile services at no (or a
Media outlets, notifications to customers competitive cost).
Airports Improve the websites and Increase and promote the
the app based on the sustainable mobility for tourism
captured data and evolving Make the public/collective
technology, trends and transport services attractive also
feedback for tourism purposes
Optimize conversion rates Provide a decision support tool for
Monito industry landscape finding solutions as alternative
for new entrants as well as route planning and trip cost
adjacent industries evaluation, both for tourism and
Monitor the moves of the non-tourism purposes
known direct competitors Put forward a specific solution for
Key Resources people who do not like using Channels
Physical, the private car or, in general, non- ITunes App Store, Google
Intellectual (brand, sustainable modes and who want Play Store, etc for their app
roayalties) to maintain their habits also for eMails for direct
Human, tourism purposes communication with their
Financial customers
YouTube channel
YouTube advertising & other
display and retargeting ads
Social media sites, Facebook,
Instagram, etc
Blog with interesting articles
& useful content...
Cost Structure Revenue Streams
Maintenance of the server/system Free use of the application (widgets) by tourists
Activities for updating & maintaining the system Subscriptions,  Lending/Renting/Leasing, Licensing, Brokerage fees,

Advertising

DYNAMIC PRICING: Negotiation (bargaining), Yield Management

Figure 2: Thessaloniki DMO Business Model

According to the findings of our research, the appropriate type of organization for Thessaloniki
DMO is the “Destination Factory Type”. Complex relationships require highly controlled
organizational types and a solid clear mechanism for income generating. The actual BM for the
Thessaloniki DMO will emerge, after the selection of the type of the organization that the
shareholders want to create. Based on the selection of customer segments, the activities that the
DMO will choose to perform, the methodology, the participants in the execution of these
activities, the organizational structure and the pricing of the activities, the BM that Thessaloniki
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DMO will implement. Then, the implementation plan for the above decisions can be drawn. For
the EM to become operational, it is absolutely recommended, to discuss with shareholders the
key issues that will shape the actual EM of the organization to be implemented. An indicative
agenda for dialogue between them may contain the following questions.

e  Who do we serve and what type of value do we offer to each segment of our customers?

e How can we serve our customers according to their needs?

e How do we provide our services to our customers?

e What is the nature of the relationship we have with those we serve?

e How do these previous components translate into revenue for our organization and our
shareholders?

e What are the main activities that create the value that we provide?

e What are the key resources we need to create the value that we provide?

e Who are the key partners that help us create the services we provide to the customers
we serve?

e How do key partners, resources and activities translate into our institution's cost model?

Based on the answers to the above questions, it is possible to form a suitable BM of Thessaloniki
DMO based on a “standard” BM form such as the popular canvas of Osterwilder et al. (2005) (e.g.
Pucihar et. al, 2015). However, what is important for the formation of the actual BM, is the co-
perception that should be achieved when each of the shareholders asks the above questions, not
only during the Thessaloniki DMO negotiations.

The process of answering questions and reconciling the answers throughout the community (in
part and in its entirety) is at least as important, if not more important than, the answers
themselves. Why? Because the answers will probably change a lot in the coming years influenced
by technological and environmental conditions. The key activity for keeping the Thessaloniki
DMO BM sustainable, will be the ability of the community to participate in asking these questions
and then implementing the answers. From that perspective, the ability of The DMQ’s to maintain
the above dialogue among the members of the organization alive and productive is more
important than the position that each member may have. As the reader can observe on the above
figure (3) , the answers that are placed in every BM’s element, will determine the others.
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Abstract

The objective of the current research is the attribution of the influence of COVID19 Pandemic to
the consuming behaviour of travellers. At the same time, the creation of unique experiences is the
best marketing policy for luxury hotels. As the pandemic is still ongoing, it is self-explanatory
there is no availability of bibliographic references because facts will change soon due to
vaccination. Therefore, the applied methodology is based on the comparison between the
opinions of hospitality experts through built-in interview questions and the answers of visitors
through questionnaires. Pre-caution measures relate to satisfaction of hotel luxury services. This
fact underlines the important parameters of the consumption model in luxury hotels for the next
years: the combination of a full vacation package with an enticing price, health & safety protocols,
and cancellation policy. Meanwhile, travellers evaluate the internet as a reliable informative
channel. Thus, professional experts prefer Tour Operators strongly opposing that vacation
package is duly explained to visitors following agreed contracts to avoid their utopian
expectations. The most necessary suggestion for further research is to investigate the additional
cost for hoteliers in correlation with quality requirements against COVID19 and the relevant
certificates.

Keywords: Health and Safety, Post — Pandemic Period, Experiential Marketing, Luxury Hotel

1. Introduction

The global tourism industry sometimes suffers serious losses as a result of several important
international events but also due to the magnitude of the negative consequences created by
disasters. This disaster management by hotel companies is a very important topic of discussion
for a viable industry worldwide. Risk management in the context of hotel marketing refers to the
planning and implementation of procedures aimed at managing the adverse effects of crises and
disasters that may occur in the hotel business. The viability of a tourist destination and therefore
the host units based on it is significantly affected by its ability to adapt to changing market
conditions, the efficient use of resources, and the implementation of innovative planning and
development strategies related to risk management. The purpose of this chapter is to examine
the key elements of crises and disasters as well as their effects on hotel units and to provide
background on the hotel marketing applied by these units to manage these crises in the best
possible way.

Luxury tourism is one of the strongest trends in the tourism sector and is defined by quality and
price, although it does not always balance the best possible combination of them.
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Understandably, some elements are essential ingredients for luxury. It is about the excellent
service, the high quality, and the exclusivity.
In recent years there has been a rapid increase in luxury tourism, as recorded by the World
Tourism Organization luxury tourists make up one-third of all tourists and the money they spend
corresponds to 25% of the money circulating in tourism companies. It is therefore impressive
that they spend eight times more daily than tourists of other kinds. Luxury hotels so far show the
highest occupancy at 75.5% which is associated with their promotion through marketing but also
with the general market trends. According to the Luxury Travel Trends Report, luxury tourists are
the most popular type of tourist in the world.
According to the key features of Luxury Travelers about how the trend in luxury tourism is
moving, it is worth turning our attention to the research of the International Luxury Travel Market
ILTM (2011) according to which the findings of luxury tourists know exactly their wishes. More
specifically, the main features that luxury tourists ask for in each of their trips are:
1. Privacy: quiet and discreet
2. The personalized service: the adaptation of the service and the benefits to the needs of
the tourist
3. Simplicity and perfection: the service must be impeccable but not sophisticated
4. Authenticity: it is a trend to look for different types of lifestyles and to harmonize with
them.
5. Comfort and safety: despite the changes in their desires, tourists never stop looking for
these basic elements.
In response to the above-mentioned demands of the tourists, the most effective tool for
Experiential marketing in high-service hospitality is the structured strategy of luxury hotels to
effectively promote their full travel package through the method share — experience through
verbal or digital reviews, videos, and photographs. In detail, this strategy is based on the
satisfaction of the visitor at the five "moments of truth": a) the arrival and the room division (if
they are offered anything that they were promised according to the location of the hotel, the
common and open areas, a room with a view — sea, garden, city), b) the food taste of all the
included meals in their vacation package, c) the kind, helpful and properly trained staff, and the
provided services for all the categories of visitors (especially family hotels shall provide facilities
also for the children) the proper transportation and e) the offered price for the vacation package
to evaluate this as a good value for money. Additionally, the sector of Health and Safety is a new
"moment of truth" in the post-Covid period since this is translated to the efficacy of the luxury
hotel according to the information to the visitor before they travel, according to the hygiene
protocols and the adopted precaution methods.
Taking into consideration the above remarks, the current research is a first effort to create a
model to determine the following six questions as statistically significant variables:
V1: Which are the most important experiential motivations for the traveler at the post —
Pandemic period?
V2: Which are the most important elements of influence for the consuming behavior of
travelers?
V3: Which are the trustworthy channels that travelers trust for their information about the
upcoming experience (including all the hygiene practices of the hospitality venues)?
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V4: Which are the most preferable services for the ideal experiential package of hospitality
after the covid19 pandemic?
V5: Which are the trends of travelers' decision-making about their personal safety during the
post-covid period?
1. V6: Which is the most effective health & safety policy for a luxury hotel to create a
competitive advantage and achieve more reservations?

2.Literature Review:

The orientation in marketing determines the business philosophy applied by the respective
company, which is widely known in the business field with the term marketing concept (Kotler,
2003). According to Kohli and Jaworski (1990), the pillars of this term are the focus of the
company's interest in customer satisfaction, the coordination, and the organization of the
company concerning all promotional activities in the sector. of marketing and the profitability of
the company which at the same time implies the achievement of its goals.

Specifically, this business philosophy is based on the principle of satisfaction of the customer's
needs from the products produced or the services provided and the proper service offered to
him. Therefore, it becomes clear that an effective marketing strategy does not aim at selling
products that unilaterally meet the needs of the business (Kerin and Peterson, 2012). Instead,
Kerin and Peterson (2012) state that all elements of the buying behavior of the target audience
of marketing policy should be counted, but also that all available tools should be used for the
innovative application of the business philosophy to achieve complete satisfaction. of consumers,
with particular emphasis on the most important parameter for our time, e-marketing. As
mentioned by Kotler, the marketing concept is defined as the process of planning and
coordinating all business actions that has as its main goal the satisfaction of the customer's needs.
In this way, this well-structured process has the desired results in terms of maintaining
competitive advantage, effective planning of promotions, and penetrating advertising, as well as
for the realization of the goals set by each company over time (Kotler, 2003).

The primary goal is to delimit the business culture which includes first the company philosophy
(thoughts) and second its behavior (actions). At times, there have been various assessments by
scientists around the world regarding the most comprehensive performance of marketing
orientation, while maintaining the aforementioned axes. According to Apostolou (2013)
rendering of the integrated view by Huber and Hermann (2001), a firm with a defined orientation
is characterized by a constant commitment to understanding the wishes of its customers to
formulate effective strategies and develop innovative solutions aimed at an upgraded value of
the produced good / service for the customer himself.

According to Van Boven and Gilovich (2013), experiential markets are the most modern object of
study of consumer behaviour, since the notion that experiences tend to provide greater and more
lasting satisfaction, appears to be extremely pervasive in different consumer groups. They
typically cite relevant research showing participants being asked to think about an experiential
market that cost over $ 100 and then evaluate how much enjoyment they eventually gained from
it. Participants reported 67.35% that they became happier with their purchases, despite any
subsequent problems in managing their monthly obligations.

At the same time, Van Dijk & Pieters (2002) report the greater value of enjoyment that people
gain from their experiential markets is reflected in the most common expression of their sadness,
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presenting these markets as a redemptive way out of unpleasant experiences. In addition,
Rosenzweig & Gilovich (2012) state on this issue that some eventually regret materials they
bought from an inner impulse as a need to escape a psychological impasse, while others regret
not buying something they could have (inaction). . Finally, they show that, as a rule, consumers
tend to express more regret to fin action as the opposite of experiential experience.

Towards a more complete rendering of the parameters of experiential consumption, it is worth
noting that the majority of consumers are more willing to sacrifice their favourite market for a
less desirable one but could talk to others about it (Kumar & Gilovich, 2011 ). Following this
buying logic, the experience caused by it could be identified as the "value" of a market rather
than the material goods themselves. This subconscious tendency is attributed to the fact that
consumers feel obliged to talk about the experiences they gain from their shopping in their social
environment as this discussion is observed to create more social benefits, satisfying specific social
stereotypes (Van Boven, Campbell, & Gilovich, 2010).

Figure 1: The utility derived from two tourist goods

\
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Source: Lew & McKercher, 2016
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An important attempt to record the basic characteristics of tourism consumption is made by
Prebensen (2017), who sets as the main assumption of her study that the expectation created to
tourists by the projection of destinations significantly affects their consumer behaviour. In
addition, Chen & Tsai (2009) in their research found that the image of a destination affects
intentional behaviour in two ways: directly and indirectly.

The desire to repeat the visit of a destination and the willingness of tourists to recommend it to
others determines the immediate success of the development of a tourist destination as visitors
remember both the natural environment and the experiences gained from the visit, what they
kept in photos and what they filmed, but mainly recall their experiences, the crises they formed,
the feelings they felt and their interest in everything they saw and knew (Cunnell & Prentice,
2000).

The parameter of the indirect effect of the image of the destination on the consumer model
concerns the dissemination of experiences either through interpersonal contacts or through the
transfer of relevant comments to tour operators and relevant interactive electronic platforms,
such as Tripadvisor, Lonelyplanet, Booking, Expedia, Airbnb and Homeaway (Prebensen, 2017).
It is worth noting that the indirect effect of the tourist consumption pattern is based on the focus
of interest, which tourists prefer to visit which place, so the destinations can not only better
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define the existing attractions but design new ones and promote them more effectively. Finally,
knowledge of the area and nodes can also be used to develop the destination image (Lew &
McKercher, 2016).

The parameter of the consumer/tourist as a value co-creator through experiential experience is
for the first time researched by Lusch and Vargo (2006) and continues to be explored through
new technologies and tools for dissemination of experiences (Mathis, 2013 and Prebensen,
2017). Through the concept of co-formation of value, tourist destinations can offer unique and
personalized services, provided that they treat each tourist/consumer as an individual case, with
different needs and desires.

In addition, the awareness of the important role of the tourist/consumer as a co-shaper of the
value of the tourist product is the key guide for the development of new, innovative products
and services. According to Mathis (2013), the focus on the active role of visitors/tourists in the
process of designing tourism products/services aims to adapt the services offered by hosting
companies to the respective tourism demand to enhance the uniqueness of their experiential
experience.

Following this methodology proposed by Mathis (2013), the problematic relationship between
marketing and tourism services is achieved through the projection of experiential experience.
According to Charta (2015), experiential marketing as a holistic strategy of tourism businesses,
as it is shaped by the new and volatile business environment, is the most important component
of successful implementation of the structured development plan for the tourist promotion of a
destination.

In the context of recording the means of promotion and advertising of tourism businesses, Bowie
& Buttle (2012) delimit travel agents and travel agencies, conference and event organizers,
search engines, web portals and online travel agencies, global distribution systems, and online
platforms for the evaluation and dissemination of experiential experiences, as the main
intermediaries for informing tourists about the experiential experiences of previous visitors of
tourism businesses (restaurants, hotels, places to stay and hosting units in general).

Reid and Bojanic (2006) classify the print media (tourist magazines and newspapers, travel
brochures of agencies and tourist guides of the Hellenic Tourism Organization, posters in public
places, and public transport in the sub-category of conventional media. ), audio and visual
messages (radio and television advertising), personal sales (where the travel agent's contact with
the prospective visitor), public relations (contact with local businesses and agencies to generate
positive publicity for the business and enhance its recognition), and corporate social
responsibility programs (green regeneration programs of the tourist destination, allocation of
stock of supplies to utilities).

Respectively, the sub-category of non-conventional media includes (McCabe, 2009) internet
advertising (on various popular tourist interest websites, online social media), direct promotion
via e-mail, direct online sales through private business location, sales and promotion in online
travel agencies, resellers and interactive information and promotion sites (booking.com,
Tripadvisor, HomeAway, Airbnb, Expedia, Lonely planet). Also, Hudson (2008), adds travel
blogs/forums and advertising on booking websites, ferry and airline companies, but also the
official websites of the place of travel (EOT, municipalities), through the form of an advertising
banner. Finally, Middleton (2011) adds in this category, search engine marketing (search engine
marketing).
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The experiential marketing - mix (marketing mix) of each examined company is a cornerstone of
the theoretical approach of the key parameters for the research that will be carried out in the
context of this dissertation. Specifically, the application of the experiential marketing strategy
shows that the various elements that make it up to interact (Igoumenakis and Kravaritis, 2004).
In particular, the marketing manager of the hotel unit should know that when an element of the
marketing-mix changes, it also affects its other variables. According to Armstrong and Kotler
(2009), the basic elements of experiential marketing - mix, whose appropriate combination and
harmonization creates the integrated strategy of tourism marketing, are:

e The tourist product, which in this case study is the luxury hotel units (four and five stars),
where the tourist gains the experiential experience

e The price of the tourist product, depending on the package of services provided to the
visitor that fully determines his experiential experience

e Advertising through selected distribution networks that creates in the traveler the
expectation of an experiential experience before arrival at the accommodation, with this
requirement to be confirmed in real-time and place of the tourist experience (moments
of truth)

e The satisfactory supply of the luxury unit with quality supplies and suitably qualified staff,
to meet the high demands of the visitors it seeks to attract and the upgraded services it
advertises that it can provide

e Appropriate public relations with travel agencies that have access to the desired
consumer public, ie visitors with a corresponding economic and social background to seek
enhanced tourism experiences.

3. Research Methodology:

The first component represents the exogenous factors studied and quantified by the respective
researchers. In this case, the exogenous factors make up: gender, age, country of origin, and
educational level. It is worth noting that special importance is given when examining the answers
in the field in which the person answering the questionnaire is professionally active, as it is found
that there is an inextricable influence of the profession and the experiential experiences that the
visitor seeks to gain from each trip. In particular, a person working in the arts pays different
attention to visiting attractions and events than someone who has a completely different field of
work, such as someone working in the sciences.

At the same time, the age group to which the traveller belongs is estimated to influence the
desire for new experiential experiences, depending on the already acquired travel experiences.
The second component includes all the endogenous factors that directly affect the choices of the
respondent. Combining travel with motivation (business, leisure), duration, and total cost (travel,
accommodation, food) is the method used by each traveller to arrive at the vacation package
that will determine the hotel that will which significantly limits the experiential experience sought
with this trip (especially if the desired experience is related to the provision of high-quality
services such as four- and five-star hotels).
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Figure 2. Organizational Chart
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Source: Papanagiotou A., Dionysopoulou P., Kasimati, E (202): An approach for Experiential
Marketing of Luxury Hotels, Hellenic Open University.

The other factors that determine the answers of the respondent are the means of transport he
will choose to and from the place of destination, the choice to travel alone / with friends / with
a partner/family, as well as the possible interests he has and which are often related by choosing
the most specialized forms of experiential experiences (such as mountaineering, diving, walking,
wine tourism). All of the above factors lead the decision-maker to a specific choice, which results
in the final choice of a luxury hotel as an ideal place to stay and have fun to gain a unique
experiential experience.

The field of research of the present effort includes both the Greek area (Attica, Kos, Rhodes,
Corfu, Zakynthos) and travellers from 8 other European countries (France, Germany, United
Kingdom, Spain, the Netherlands, Poland, Russia, Czech Republic) as an object is the highlight of
the trends prevailing in the Greek and international tourism market. The range of the sample
reached 90 questionnaires from international tourists who have visited our country during the
past three years so that their travel experience is recent. At the same time, structured interviews
were conducted based on the same questionnaire with 8 people with intense professional
activity in the tourism industry (especially from marketing departments), not exclusively from the
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hotel sector to form a broader perception of the hotel experience, avoiding being limited to
professionals. design corresponding hotel marketing strategies.

The period of the research is determined in the period April - July 2020 and January- April 2021
for the interviews with experts of hospitality, while the promotion method used is the personal
visits, which was considered as the most approved research for the possibility of on-site
clarifications in case of questions. In some cases, the clarifications and the contact continued
from the telephone and the internet (skype-Viber), at the respective choice of the participant.
Regarding the interviews with the experts, the procedure of personal interviews was also
adopted. The method followed is the Delphi Method of decisions, which is based on "partial"
anonymity that serves the purposes of our work. In other words, the interviewees are in the
second phase status. This serves the emphasis we want to give to each participant's work section.
Experts from the following sectors of the tourism industry participated in the research: Manager
of a five-star Resort hotel, Manager of a city hotel Boutique, employee of a cruise shipping
company, an employee of the Digital Marketing department, and Hotel Pros of the Hotel
Management company, employee of a well-known platform marketing department.
international hotel chain luxury hotel booking clerk, airline company marketing department
clerk, and contract manager at Greek-owned international Tour Operator office.

4. Findings and Analysis:

Starting the data analysis of our sample, it is necessary to mention that the model we use is that
of multiple linear regression. The equation described by this model is:

Y=a+B1X1+B2X2 +B3X3 +...... + BnXn

Table 1. The most preferable services for the ideal experiential package of hospitality

The most preferable services for the ideal experienfial package of hospitality

VARIABLE TOURISTS EXPERTS

:00D AND BEVERAGH 0-NO

TRANSFER 0-NO 0-NO

Source: Papanagiotou A., Dionysopoulou P., Kasimati, E (2020): An approach for Experiential
Marketing of Luxury Hotels, Hellenic Open University.

The dependent variable Y is the ideal experiential marketing strategy that emerges after the use
of the respective technological and/or traditional means. Independent variables will be
considered for all external factors, ie age, gender, educational level, origin, and previous travel
experience of the participant. Specifically, they will be converted to dummy variables to
determine how they affect the regression model.
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In addition, all the factors which influence the formulation of a marketing strategy in the
framework of the tourist experience are in correlation with the elements of creating familiarity.
At this point, it is worth mentioning to quantify them and include them in the model, package
costs, choice of means of transport, human health and safety, accommodation, food, staff, and
services such as entertainment, wellness, and relaxation.

Figure 3. Most Popular Motivations

Culinary Experiences

Multi-destination travel

Multi-facility travel

Visits to territories of cultural and historical interest
Visits to territories of natural beauty

Socilizing with travelers through common interests

Travel with thematic interest

Health and safety in hospitality, leisure and wellness
Safety on transportation

Available free time

Available Financial Resources

10% 20% 30% 40% 50% 60%

= Post-Pandemic Pre-Pandemic

Source: Own Research

According to the above graph, the most important motivation or demotivation for experiential
travels is the same for both pre-Pandemic and post-pandemic periods is the available financial
resources. Thus, the percentage of tourists and professionals who evaluate this motivation as the
most important for experiential traveling is higher at the period after COVID19. At the same time,
it is remarkable that the percentages of motivations connected to safety parameters are much
higher at the post-Pandemic period (Health and safety in Hospitality, leisure, and tourism &
safety on transportation).

Figure 4. Most reliable channels

The most reliable channels

Touristic brochures

TV. radio, internet Internet (booking
advertisement & EOT guides & search engines.

social media.

websites)

Travel Agencies

Previous
Experience
(reviews,
comments by
friends. personal
as repeater)
Tour Operators

Source: Own Research
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A very important variable of the model is the reliability of the channels for information and
promotion (this is connected with the communication before the travel according to the
precaution methods at the post-Pandemic period. The relevant graph presents the Tour
Operators as the most reliable channel and the repeaters as the second most efficient channel.
It is worth underlining that the professionals disagree with the third place since they evaluate the
digital channels as not trustworthy since the digital reviews and pictures used by the sales
representatives create great expectations to the visitors and reality seems disappointing so that
the experiential marketing does not work as a successful tool.

Figure 5. Trends

Trends for personal safety at the post-
Covid period

Demodivation for sutficient Information is o
traveling 22 motivation for reservations
8

Source: Own Research

The table above presents that the tourists (both international and domestic) are under fear and
the intention to travel is debatable for the moment but this tense will be rapidly improved in the
next 3 years since the vaccination and the relevant protocols will be the final solution for this
phenomenon.

5. Discussion

The hotel industry is one of the most diverse and dynamic industries in the world. For a business
to be able to understand which are the preferences of the customers want, it is necessary to
divide the entire market into subsets.

"Market segmentation is the process of dividing the overall market perception into subsets,
where each of the potential customers has common characteristics, which lead to similar demand
needs for a product or service."

Since the main reason behind marketing is to find a way to meet customer needs in a new or
better way, splitting the market into different segments will allow the hotel to focus on a specific
segment that provides the best opportunity. for its products and services. Successful hotels
recognize that the tastes, preferences, needs, lifestyle, family size, and composition of guests
differ and can pursue a policy that increases market demand for their products by focusing on
marketing efforts to a subset of customers.

Today, many consumers have access to luxury products and services. The concept of luxury is
multidimensional as it can be interpreted differently by each person taking into account the
perceptions and preferences which are constantly changing. Choosing a luxurious lifestyle to
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evolve on a social scale, as the consumption of luxury products and participation in such
experiences is directly linked to social status for both the individual and the social groups to which
he belongs. This not only presents new business opportunities but also poses great challenges in
terms of finding effective strategies to maximize performance through customer satisfaction as
the more a company knows about its core customer the more it will be able to create value that
meets their needs and implement the marketing efforts needed to influence these customers'
purchasing decisions.

Experiential marketing is a comprehensive business philosophy or started as a result of financial
and business pressure for the company to focus on adopting a series of management measures
to meet the needs of its customers. The evolution of marketing in the hotel industry is similar to
any other industry. The main reason for the existence of marketing in the four- and five-star hotel
business is due to the increase in the number of guests who need accommodation as well as the
increase in competition from accommodation service providers. In addition, the luxury hotel
industry is becoming an increasingly mature market, where competition is growing worldwide
and gaining more and more loyal customers is a growing problem for hotel businesses. Therefore,
there is a huge change in luxury marketing.

6. Conclusions:

Taking into consideration all the mentioned parameters, we conclude that the tourists evaluate
Health and Safety as an important element of their experience, but the experts adopt a different
approach. In detail, they think that the travellers need to be sufficiently informed for hygiene
affairs before the visit but Health & Safety matters are not a part of their consumer behaviour to
propose a hospitality venue as ideal through the share-experience method.

Moreover, hygiene parameters will be a mandatory part of the contract with the Tour Operators,
and experiential marketing appears to be effective to face the Pandemic fear of the travellers.
Last but not least, protocols and official certificates will be the adopted policy will have as result
the increase of the relevant controls. On the other hand, it is very important to take into attention
the eliminations of the current research such as the limited hypotheses by experts because the
post — Pandemic period includes only a few months that the Pandemic was still ongoing. At the
same time, we have examined only certain nationalities, venues, periods. The most serious
elimination is that it is not possible to determine the influence of vaccination at this specific
period.

Therefore, it is worth mentioning as items for further research the collection of more structured
interviews with experts and the collection of opinions by travellers and experts on different
times, countries, periods. Last but not least, it will be useful to approach in future research the
financial impact of the Health & Safety precaution measures and control, the influence of
vaccination, and the role of flexibility and cancellation policy for the experiential marketing
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Abstract

The present study aims at addressing issues related to business excellence methodologies and
practices, applied in the wellness tourism industry. It highlights contemporary methodologies of
quality and productivity of wellness operation and the implications for competitiveness, and
discusses practices used to attain customer- oriented continuous improvement. For the purpose
of this study, a systematic review of literature of peer reviewed journal articles in wellness tourism
industry and business excellence methodologies was conducted. The researchers identified
articles on business excellence methodologies and practices and detected how these excellence
methodologies could improve the performance of wellness businesses. A number of business
excellence methodologies and practices have been proposed for the wellness tourism to enhance
its overall business performance and create quality services that meet and potentially exceed
customer needs and expectations. If managers and researchers understand and implement
business excellence methodologies and practices, the wellness tourism industry will achieve more
profits and a stable customer base. The paper places emphasis to the need to implement effective
business excellence methodologies in the wellness tourism businesses in order to develop a
customer-oriented continuous improvement strategy.

Keywords: Wellness tourism, Business excellence, Total quality management, Lean six sigma,
Customer-oriented continuous improvement

1. Introduction

The concept of health tourism became known in the 1980’s. The general idea implies that the
motivation for the health-care tourists is the improvement of their overall health (Hui et al.,
2012).The term "wellness" was formulated by Dunn (1959), who put together the words "well-
being" and "fitness". The ultimate purpose of wellness is the achievement of harmony in physical,
mental and social level (Chen et al.,, 2013). Wellness tourism is a part of health tourism; a
subcategory. Wellness tourists are people who aim at maintaining or improving their health; they
do not pursue the improvement of their health through medication but making healthier choices
while visiting wellness resorts, hotels, spas, etc. They enjoy services such as healthy diet, exercise,
meditation, psychological support, beauty treatments, body treatments (e.g. spring baths), and
guidance on making healthier choices (Hui et al., 2012).
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Nowadays, more and more people are becoming conscious about themselves in terms of health
and mentality. Some are dealing with anxiety and stress emanating from the work environment,
while others are aging and need to take a break from their everyday life in a more health- efficient
way (Hui et al., 2012). Health-care tourists expect customized services to satisfy their needs for
health care along with relaxation. These people can be seen as a tourism market segment with
high profit potentials (Global Wellness Institute, 2018).

The purpose of this study is twofold: (a) to present the wellness tourism industry and its financial
potential (profits, market share, trends), (b) to provide readers with the definitions, principles,
and benefits of the Business Excellence Methodologies (BEM) and their tools and techniques, and
to identify the BEM that wellness tourism businesses could implement to improve their overall
performance and effectiveness.

2. Literature Review

2.1 Wellness Tourism Industry Analysis

Wellness tourism combines vacations with outdoor activities, entertainment, fitness (Heung et
al., 2012), meditation, healthcare, beauty treatments, such as spa and massage, and rejuvenation
(Global Spa Summit LLC, 2011). According to Kaspar (1996, as cited in Chen et al., 2013), wellness
tourism addresses people who travel to places, even overseas, in order to maintain and improve
their physical condition, mental health, and social life.

Kaufmann (1999) considers wellness tourism as a type of tourism that aims at maintaining and
improving the health of the people, through prevention. Prevention encompasses three
elements: (a) body, (b) mind, and (c) spirit, all to be well treated and enhanced through wellness
services. Unlike health-tourists, who search for therapies, wellness tourists are healthy people
who wish to preserve and ameliorate their health and mentality (Hui et al., 2012).

Recently people have begun to pay more attention to health and overall well-being, hence, they
consider very important to promote their health and improve their appearance, as well (Lee &
Kim, 2015). Traveling overseas to find themselves and relax seems, nowadays, imperative, due
the fact that modern people’s everyday life has changed radically throughout the years, since
stress, anxiety and competition has, now, become a main element of the working environment
(Heung et al., 2012).

Wellness tourists pay attention to the overall quality of their travel. In particular, they are
expecting to explore new places, cultures, landscapes, get social and they also anticipate visiting
facilities of high quality standards, in terms of services, staff's attitude, cleanliness of the facilities,
and security (Chen et al., 2013). It is a fact that older tourists prefer to be part of a well-organized
schedule, and they also appreciate visiting places, where rules must be followed, creating a sense
of security and safety (Trachsel & Backhaus, 2011).

2.2 Wellness tourists’ profile
The profile of the wellness tourism travelers includes: retirees, people who work in stressful
environments, and tourists with high salaries (Chen et al., 2013). In their survey on wellness
hotels in Switzerland, Mueller and Kaufmann (2001, as cited in Hui et al., 2012) categorized the
wellness hotel customers into four types, regarding their preferences on the hotel’s services,
facilities, and infrastructures:
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e Demanding guests

In this category, customers appreciate, significantly, all the services they receive from the
wellness hotel, including the staff qualifications and the hotel facilities, as well as, its treatments
and guidance towards healthier life choices.

e Undemanding guests

Undemanding guests do not to consider imperative any of the services or staff’s professional
capabilities; nevertheless, they enjoy the simpler benefits of the hotel, and in particular, the
swimming pool.

e Independent infrastructure users

These customers appreciate, significantly, the hotel’s wellness facilities, including sauna, Jacuzzi,
and swimming pool, while, they are not interested in treatments, informative sessions and staff’s
skills.

e (Care-Intensive

This type seems to highly appreciate the medical treatments and the recommendations on
healthcare, but it shows low interest in the hotel’s wellness facilities, as the swimming pool and
sauna.

2.3 Expected benefits for the customers
Chen et al. (2013), in their study, reported the following wellness tourism expectations and the
possible motivation- the expected benefits- for wellness tourists, according to the relevant
literature:

» Experience of something new (Nimrod & Rotem, 2010; Jang et al., 2009)

Recreation (Nimrod & Rotem, 2010)

Leisure

Relaxation (Nimrod & Rotem, 2010)

Sense of Community (Nimrod & Rotem, 2010)
Communing with nature

Testing of physical limits and capabilities

VVV VYV VY

Alternative ways of maintaining and promoting well- being (Nimrod & Rotem, 2010; Chen et al.,
2008).

2.4 Wellness tourism industry in numbers

Geographically, Europe is the number one destination for wellness tourism trips, while, North
America is the leader in wellness tourism expenditures, since the average costs per trip is higher
than it is in Europe. At this point, it should be mentioned that Asia shows a high growth rate in
terms of wellness tourism, over the past five years, being a considerable competitor in the global
wellness tourism market (Global Wellness Institute, 2018).

As presented in Figure 1, there are five categories of business operation in the wellness tourism
industry, namely: (a) Hotels/ Motels, Resorts, Camps, (b) Restaurants, Bars, Snack Shops, (c) In-
Country Transport, (d) Museums, Tours/ Theaters, (e) Souvenirs/ Gifts, Clothing/ Art, and (f)
Other Services (Global Wellness Institute, 2018).

Hotels/ Motels, Resorts, Camps category includes: health resorts, ashrams, spas and retreats; it
reaches 130.5 billion dollars.
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Restaurants, Bars, Snack Shops category encompasses: healthy cuisine, organic cuisine and spa
cuisine; it counts 111.5 billion dollars.

In- Country Transport includes services as: airlines, trains, taxis, public transportation, and rental
cars, while its dynamic comes up to 109.9 billion dollars.

Museums, Tours/ Theater category consists of: spas, fitness, meditation/ life coaching and
thermal baths; it rises up to 99.7 billion dollars.

Souvenirs/ Gifts, Clothing/ Art category comprises of sport clothing, spa products, dietary
supplements and healthy foods; it counts 98.3 billion dollars.

Finally, Other Services include: travel agencies/ agents, insurance, telecommunication and
concierge, and also reaches 89.5 billion dollars. The amount of money refers to the expenditures
of wellness tourists in 2017 for each business category, respectively, based on the Global
Wellness Institute survey (2018).

Figure 1: Wellness Tourism industry 2017

Other Services
14%

In- Country
Transport
17%

Source: Global Wellness Institute, 2018, edited by the authors

The dynamic of wellness tourism has spread out to $639.4 billion in 2017, noting a 6.5% annual
growth rate from 2015 to 2017, around the globe. Comparing the growth rate of wellness tourism
and general tourism, there is a clear lead of the first over the latter- 6.5% and 3.2%, respectively-
which shows that wellness tourism, is a rising force in the global economy. It seems that wellness
tourism industry has a dynamic and can combine high profits with customer satisfaction (Global
Wellness Institute, 2018).

Since this business field has not been yet, extensively explored in terms of BEM implemented, it
raises the interest of the authors to identify and transfer the existing BEM -implemented in other
industries-to wellness tourism businesses in order to enhance their effectiveness and
profitability.
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3. Business Excellence Methodologies, Tools & Techniques

Quality is a means to evaluate and compare products and services’ value, from a customer
perspective (Hanson & Eriksson, 2002) and a means to achieve and maintain a competitive
advantage from a business (product/ service provider) perspective (Sainis et al., 2016b;
Kriemadis, 2019; Kriemadis et al., 2017). It can be implemented in processes regarding a product
or a service. It was the manufacturing sector that first implemented quality in its processes, while
the service sector adopted quality later (Kriemadis, 2001; Kriemadis et al., 2019; Sainis et al.,
2019; Sainis et al., 2017).

3.11S0 9001

International Organization for Standardization (1SO) standard for quality management systems is
considered as the first step toward the quality journey and adoption of a total quality
management system. It ensures elimination of variation in the business processes and alignment
of the organization’s outcomes with I1SO requirements (Magd & Curry, 2003).

The implementation of ISO 9001 provides organizations with significant benefits such as:
maintenance and increase of customers, increase of the market share, attainment and
maintenance of the competitive advantage, reduced costs, improved operations, increased
performance, and improved product or service quality (Djofack & Camacho, 2017).

Statistical process control

Statistical process control (SPC) is also a technique that is used by organizations with quality
management orientation. It deploys statistical methods and tools to monitor and manage a
process in order to improve the product/ service quality for the customer (Mason & Antony,
2000).

Organizations applying SPC, to their processes, gain significant benefits such as: (a) improved
process/ product/ service, (b) less waste, labor and costs, (c) better information system, (d)
communication among departments and employees, (e) decrease of process/ product/ service
variation, (f) maintenance or increase of market share and competitive advantage, (g) time
saving, and (h) improved performance both internally and externally (Mason & Antony, 2000).
Mason and Antony (2000) presented, in their study, the relation between TQM and SPC in
organizations:

Figure 2: TQM and SPC relation

INCREASED INCREASED PROFIT,
TQM SPC PRODUCT/ CUSTOMER COMPETITIVE
SERVICE SATISFACTION ADVANTAGE, MARKET
QUALITY SHARE

Source: Mason &Antony, 2000, edited by the authors

3.2 Total Quality Management
Total Quality Management (TQM) system is different from the traditional management methods,
since it pursues to improve the process itself rather than, solely, check the final outcome of the
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process. It improves the overall performance of the organization and renders a competitive
advantage (Oakland, 1993).

TQM refers to the ability of the organization to adapt to the changes that take place in its internal
and external environment, making the best out of the new technologies, in order to satisfy the
customer needs and expectations, whilst maintaining low costs (Kriemadis, 2001). It is the human
resources’ well coordinated effort to provide the customers with such products and services that
fully satisfy their demands, while, ceaselessly, maintain and improve the overall quality (Imai,
1986).

Businesses creating and implementing a TQM plan make crucial changes that improve their
quality, effectiveness and efficiency. Through the continuous improvement of processes and
operations, organizations become reliable to their customers- and the potential new customers-
and also increase productivity and profitability. TQM continuously promotes the learning process
within the organizations, which in turn enhances the adaptability to new conditions and the
management system’s responsiveness to various requirements (Sutcliffe et al., 2000).

Benefits of TQM
Figure 3: TQM benefits

high quality
products and
services

improved
bottom line

Benefits of TQM

employee
satisfaction

customer
satisfaction

Source: Chandler & McEvoy, 2000, edited by the authors

KAIZEN (KAI: change ZEN: good—® KAIZEN: improvement)

The meaning of KAIZEN is: the change to something better, in other words, improvement. KAIZEN
method of continuous improvement constitutes an internationally acknowledged competitive
strategy. Organizations that adopt the KAIZEN principles improve their financial, customer and
operational results. KAIZEN method, as formulated by Imai (1986), consists of six principles
(Kaizen Institute):

e correct processes lead to positive results
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personal supervision of the situation

use of data and information & management through actions

radical solution of the problems

teamwork

continuous improvement is everyone’s responsibility, and it is very crucial.

TQM is implemented in business processes, through its tools and standards. TQM quality awards
have been developed to ensure the application of TQM in organizations. Such prizes are: (a)
European Quality Award, which addresses the organizations operating in the European Union,
(b) Malcolm Baldrige National Quality Award refers to USA organizations, and (c) Deming Prize
for organizations in Japan (Fonseca, 2015).

European Foundation for Quality Management (EFQM)

The mission of European Foundation for Quality Management (EFQM), which was founded in
1988, is to stimulate the organizations’ interest towards business excellence. It requires the
involvement of leadership in developing the organization’s values for quality and continuous
improvement, learning, and innovation. The core values of EFQM are: commitment to quality,
honesty, trust, collaboration and active involvement, while respecting people’s diversity and
beliefs (European Foundation for Quality Management, 2013).

The EFQM framework includes the EFQM nine criteria, which consist of enablers and results, as
presented in Figure 4:

Figure 4: EFQM Framework
Enablers

Results !

Leadership Processes, People Results Business Results
Products &
Services

Strategy Customer Results

Partnerships & Society Results
Resources

SEFQM 2012 Learning, Creativity and Innovation

Source: http://www.efgm.org/efgm-model/model-criteria

Enablers encompass the factors that will lead to the improved results for people, customers,
society and for the business itself. More specifically, enablers include: leadership, people,
strategy, partnerships and resources, and processes, products and services (European
Foundation for Quality Management, 2013).
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Malcolm Baldrige National Quality Award (MBNQA)
Figure 5: Baldrige Framework

Organizational Profile:
/ <i Environment, Relationships, and Strategic Situation ’ \

N\
= Strategic Workforce \
/ e Planning Focus \
| 7
Leadership [ <:::> Results

" AN L 3 6 /V
| Customer Operations
\ Focus Focus

\ ) /

Measurement, Analysis, and Knowledge Management

Source: http://www.baldrige21.com/Baldrige_Framework.html

The Malcolm Baldrige National Quality Award (MBNQA) was founded in 1987 to promote the
competitiveness of American organizations. As depicted in Figure 5, the elements of the Baldrige
framework are: leadership, strategic planning, customer focus, measurement, analysis and
knowledge management, workforce focus, operations focus and results. The organizations who
achieve high performance in all these elements increase the customer satisfaction, become more
competitive and profitable, and gain the MBNQA (Kriemadis & Kartakoullis, 2011).

3.3 Deming’s Management Method
Deming was one of the first instigators of TQM. His approach to quality management known as
Deming’s Management Method focuses on 14 points which aim at systemically improving the
organization (Vinzant & Vinzant, 1999 ; Rungtusanatham et al., 2003):

(1) Create a constancy of purpose

(2) Adopt a new philosophy of quality improvement

(3) Cease dependence on mass inspection

(4) Stop awarding business on the basis of cost alone and establish a long term relationship with
suppliers

(5) Improve, continuously and forever all systems

(6) Establish training at work

(7) Highlight the active involvement of the leadership

(8) Release the organization from fear and build trust

(9) Break down barriers between departments

(10)Eliminate slogans, targets and exhortations for employees

(11)Replace numerical quotas with leadership guidance and stop management-by-objective as it is
practiced now

(12)Remove barriers to pride of workmanship

(13)Institute a dynamic program of education and self- growth
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(14)Engage everyone in the transformation of the organization

The contribution of Deming to quality improvement is concentrated into the PDCA cycle, which
refers to a continuing process of planning, doing, checking, and acting, as Figure 6 presents
(Vinzant & Vinzant, 1999; Rungtusanatham et al., 2003):

Figure 6: Deming’s PDCA cycle

3.4 Lean

Lean is considered as an operational practice that eliminates waste and costs, by maintaining,
solely, the activities that bring value to the consumer (Holweg, 2007). The Japanese automobile
manufacturer Toyota applied first lean principles and tools to its operations and became an
example of the benefits emanating from Lean Management (LM) implementation. Many
companies adopted the lean concept, following the example of Toyota, especially in the United
States (Zhou, 2012).

Since the lean concept considers human resources as a crucial factor of its implementation, it
should be transmitted among all the organization’s departments and employees. Employees of
all levels of the organization should be an integral part of the LM application (Womack et al.,
1990; Stanton et al., 2014).

The main features of LM implementation are: leadership and management, economics, skills and
know-how, and empowering organizational culture regarding leadership and human resources
(Achanga et al., 2006, as cited in Zhou, 2012). The principles of LM are: (a) identify the value of
each respective product or service, (b) spot the value flow for each respective product or service,
(c) create a ceaseless value stream-value stream includes all the actions that turn raw materials
into final product or service and deliver it to the end customer; it comprises both value adding
and non value adding actions, and (d) eliminate the borders between producer and customer, so
that the latter can benefit (in terms of value), as directly as possible, from the former (BR et al.,
2016).

Employees play an essential role in customer service and customer satisfaction, thus
organizations should improve employees’ capabilities and productivity. LM creates an
organizational culture that promotes employees’ satisfaction and growth, through teamwork,
involvement in the decision making process, training and continuous improvement of the
working environment and organizational processes (Zhou, 2012).
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3.5 Six Sigma

It was Motorola company that first introduced the improvement methodology known as Six
Sigma (SS), in order to reduce the quality variation of its products (Stanton et al., 2014).

The approach of Six Sigma is process-oriented, and aims at improving one particular process at a
time, per project, until the project is completed. The outcome of each process is crucial, since it
shows whether it meets the customers’ expectations or not (Stanton et al., 2014).

The Six Sigma method can be seen as a: (a) management system, (b) methodology, and (c) metric
(McCarty et al., 2004, as cited in Stanton et al., 2014).

As a management system it refers to the involvement of leadership in the application of Six Sigma
system (Watson, 2004).

As a methodology it encompasses the methods, tools, and techniques needed such as the DMAIC
(Define-Measure-Analyze-Improve-Control) and DFSS (Design For Six Sigma),which are the two
approaches, based on Deming’s PDCA cycle (see Figure 6) that serve the above mentioned
purpose. They consist of the same steps but the first method refers to the improvement of an
existing product or process, while the second method refers to a new product development
(Sreeram & Thondiyath, 2015).

Figure 7:DMAIC cycle

Source: https://transforming.com/2020/04/22/what-is-dmaic/, edited by the authors
As a metric it represents the statistical measurements of the defective processes and products.

In particular, SS uses statistical tools to define and eliminate the variation of processes and
products, since it pursues almost perfect processes and outcomes (Stanton et al., 2014).

3.6 Lean Six Sigma (LSS)

The term Lean Six Sigma (LSS) made its first appearance in 2000 (Sheridan, 2000) and it became
widely adopted by businesses around the globe. The merging of Lean thinking and Six Sigma
methodology create a business improvement methodology that pursues the stakeholders’
satisfaction, by increasing the value they acquire from the organization. This methodology, acts
in four directions, which are namely: quality, fast delivery, low costs, customer satisfaction. To
effectively perform in all the above mentioned directions, organizations should also take into
consideration their intellectual capital.

LSS is a method that aims at improving the quality of a product or service by advancing existing
processes, eliminating problematic processes and introducing new processes to an organization,
while reducing waste and costs (Juliani & Oliveira, 2019).
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The implementation of LSS requires a radical shift of the organizational culture toward
sustainability, competitiveness and effectiveness (Juliani & Oliveira, 2019).The LSS improvement
method combines the concept of lean thinking and Six Sigma (Sunder et al., 2018) for the
betterment of processes towards sustainability and efficiency, regarding the customer
satisfaction.
LSS is a better method than Lean Management or Six Sigma, when implemented exclusively, and
the main reason for that is the consideration of the stakeholder satisfaction (Sunder et al., 2018).
“While Lean is all about speed and efficiency, Six Sigma is concerned with precision and accuracy:
Lean ensures resources are working on the right activities, while Six Sigma ensures things are
done right the first time” (Laureani & Antony, 2017: 54).
Principles and practices of LSS
Each principle encompasses different tools and practices to be incorporated in the management
of the organization (Juliani & Oliveira, 2019):
» analyzing processes and results

v mixed working groups

v’ specification of the process

v identification of waste in their basis
» long-term planning

v’ transformation of the existing culture

v’ strategic planning

v’ perpetual actions
» managing projects

v’ classification of projects, based on higher to lower priority

v’ leadership’s active involvement

v’ consideration of stakeholders requirements and demands
» managing professionals

v human resources’ continuous training (all the levels of the business hierarchy)

v' managers’ and employees’ commitment to the organization
» managing information

v' use of information systems

v' identification of the information stream

v’ transmission of information through communication
» managing suppliers

v' collaboration with suppliers

v awareness of the suppliers’ aptitude
» managing resources

v human capital

v' financial capital
» managing and controlling processes and results

v planning and standardization of operations

v' performance auditing
» improving processes and results

v implementation of LSS tools and techniques (pertinent for each process)

v’ waste reduction
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v’ process sorting by maintaining the efficient processes and eliminating the complex and

problematic ones

v' focus on customer satisfaction
The benefits of Lean Six Sigma are summarized as follows: (a) product/service that meets the
customers’ expectations, (b) elimination of non-adding value processes, (c) waste reduction, (d)
cost reduction, (e) elimination of second-rate products/services, (f) just- in- time delivery of the
products/ services, (g) increased product/ service quality (Laureani & Antony, 2017).

3.7 Quality Function Deployment

Quality Function Deployment (QFD) is a methodology that refers to a new product development,

and it is a part of the TQM concept. It was first introduced in Japan in 1970, and later, it became

widely adopted as a decision- making tool by Western countries (Jiang, et al., 2007).

The characteristics of QFD are (Zare Mehrjerdi, 2010):

e awareness of customer needs and expectations,

e continuous focus on quality,

e enhanced value of products ameliorating the quality and customer satisfaction,

e creation of an inclusive quality system focused on customer satisfaction, and

e implementation of strategies towards the achievement and maintenance of the competitive
advantage.

The organizations’ benefits deriving from QFD application are (Zare Mehrjerdi, 2010):

e alignment of organizations’ production capacity with customer requirements

eincreased collaboration among employees and departments

e enhanced customer satisfaction, responding effectively to their demands and requirements

e in-time availability of product to the market

e establishment of an information management system designed for internal processes

3.8 Just- In- Time

The Japanese concept Just-In-Time (JIT) refers to the timely production and delivery of the final
product/ service to the customer. JIT is a “materials-in-motion strategy” (Presutti, 1988: 27) that
requires all the actions to be completed in time, avoiding material wastes, inventory and carrying
costs, extra human effort and other costs emanating from delays. The timely detection of
deficiencies provides a fast feedback to the system that monitors the processes and hence, the
necessary proactive and correcting actions take place, saving time and money. Through the
implementation of JIT strategy, organizations increase their productivity, and provide higher
quality products/ services in a lower price to the customers (Presutti, 1988; Keller & Kazazi, 1993;
Svensson, 2001).

3.9 Failure Modes Effect Analysis

Failure Modes Effect Analysis (FMEA) is a quality management technique used from organizations
that operate under the umbrella of TQM. It is used for the detection of existing or possible failure
modes in the organization’s processes, products/ services and systems, and thus it enables the
organization to act proactively to avoid their appearance (Claxton et al., 2017).

FMEA consists of four phases, as presented in Figure 8:
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Figure 8:Four Phases of FMEEA
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é_
Source: https://www.slideshare.net/MohammedHamedAhmedSo/failure-mode-and-effect-
analysis-fmea, edited by the authors

The risk priority number (RPN) shows the need to proceed to corrective actions. The value of RPN
defines when it is crucial to rectify the failure mode (Shaker et al., 2019).

3.10 Balanced Scorecard

Balanced Scorecard is a strategic management system that offers a systemic sight of the business,
using performance measures to depict the organizational mission and strategy (Kaplan and
Norton, 1996). The main purposes of Balanced Scorecard are: to define and convert vision and
strategy; to integrate strategic objectives with measures; to plan, set goals and coordinate
actions, relevantly; to increase the strategic feedback while learning (Kaplan & Norton, 1996, as
cited in Hladchenko, 2015).

Figure 9: Four aspects of Balanced Scorecard

Internal Balanced
processes Scorecard

Learning
and
growth

Source: https://maaw.info/BalScoreSum.htm, edited by the authors
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4. Research Methodology

The main purpose of this review was to identify the critical Business Excellence methodologies
for the wellness tourism businesses and to propose further customer-oriented continuous
improvement methods.

For the purpose of this study, a systematic review of literature of peer reviewed journal articles
in wellness tourism industry and business excellence methodologies was conducted. The
researchers identified articles on business excellence methodologies and practices and detected
how these excellence methodologies could improve the performance of wellness businesses. The
titles of publications and abstracts were reviewed by the authors for inclusion in the present
study.

The preliminary quest required that the papers included in the literature review were those
papers that: (a) were published in the English language, (b) were published in peer-reviewed
journals, (c) discuss business excellence methodologies in the title or abstract theory either
qualitatively or quantitatively, and finally, (d) were related to the wellness tourism industry in a
certain time period from each database. Papers that did not meet the above-mentioned inclusion
criteria in the abstract, purpose, results, or discussion sections, were excluded.

A total of 17 papers published in 15 journals and during 1988 — 2019 were collected from two
major business literature publishers, namely, Emerald and Taylor and Francis, in order to
understand the concept of business excellence methodologies and their implementation status
in service organizations.

5. Discussion

People interact with their environment and they receive positive and negative feedback every
day. As a result, their mental and physical condition is very much, depended on the environment
(social, economic, natural), creating the need for space and relax. Consequently, wellness tourism
is an escape from stressful situations and wellness tourism businesses are providers of relaxation
and welfare (Lee & Kim, 2015).

Wellness tourists are expecting high quality services and products; therefore, they choose
destinations and accommodations that will be suitable to their expectations. This is an
opportunity for businesses operating in the wellness tourism industry to adopt a quality oriented
culture and implement Business Excellence Methodologies, since these methodologies have
significant positive relationship with customer satisfaction, competitiveness, profitability and
stakeholder satisfaction.

Lean Management (LM) practices increase employees’ productivity though training and
empowerment and transmission of know-how and information. Employees, being active part of
the organization’s core processes, become more confident to deal with various situations and
also effective in terms of customer service (Torella et al., 2012). LM implementation is a key
factor for organizations’ high performance, achievement and maintenance of the competitive
advantage (Zhou, 2012). Wellness businesses will witness speed efficiency, quality and accuracy,
resulting in pleased stakeholders and increased profits (Sunder et al., 2018).

In the area of supply chain management, Lean Six Sigma can contribute to the efficiency of the
organizations, though cost reduction. The cost reduction results from the decrease of operations,
processes and activities that do not add value to the organization. Lean strategies, implemented
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in the supply chain will save time, effort, inventory, equipment and will decrease the waste,
providing an eco- friendly character to the organizations. Consequently, reducing the costs will
lead to increased profits for lean organizations (BR et al., 2016).

All the business excellence methodologies (ISO 9000, TQM, Deming Management Method,
Kaizen, Lean Six Sigma, QFD, FMEA, JIT, BSC), analyzed in the “theoretical framework”, come
under the concept of Total Quality Management (TQM) since it includes all the elements of the
aforementioned BEM. Therefore, organizations operating in the wellness tourism industry can
adopt a quality philosophy and implement the most appropriate BEM along with their tools,
regarding their business activity and objectives, in order to become more, productive, effective
and attain a corporate reputation that will attract new customers and maintain the already
existing (Djofack & Camacho, 2017; Kriemadis, 2001; Kriemadis, 2019).

A success factor, according to the literature, is stakeholder satisfaction, which encompass-beside
customers- employees, suppliers, partners and the society in general. BEM such as TQM and Lean
Six Sigma place stakeholder satisfaction in a high priority. As a result, organizations that
implement BEM, receive a positive feedback from their employees, supplies, partners and
improve their corporate reputation.

It is a fact that empowered employees are more productive and effective, in terms of customer
satisfaction, while wellness tourists consider the staff’s politeness and serviceableness important
factors of their well fare, as long as they are staying in the accommodation. Human resource
practices applied in quality organizations are inspired by the organization’s quality culture and
consider values such as collaboration, communication, knowledge sharing, continuous learning,
skill improvement, empowerment and group work (Oakland, 1993; BR et al., 2016; Kriemadis,
2019).

The customer — employee relationship can be positively enhanced through BEM tools and
techniques, improving the overall performance of the wellness business. It is the organizations’
responsibility to become quality adopters and implement BEM in order to increase their
profitability, productivity, effectiveness, market share and competitiveness.

6. Conclusions

Business Excellence Methodologies (BEM) have a strong relationship with transformation and
guality-oriented programs. BEM are improving processes both incremental and transformational
in the wellness businesses. The quest for business excellence is essentially a search for
competitive advantage in the wellness businesses. The overall performance of the businesses
operating in the wellness tourism industry will improve with the application of the
aforementioned methodologies (Torella et al., 2012; Zhou, 2012). The benefits for the wellness
tourism industry include: (a) increased customer satisfaction and loyalty, (b) improved efficiency
and productivity, (c) enhanced accuracy in operations (food delivery, cleaning all areas), (d)
standardization and continuous improvement of all operations, (e) greater service quality, and
(f) increased profitability and sustainable competitive advantage (BR et al.,, 2016;
Djofack & Camacho, 2017; Kriemadis, 2001; Kriemadis, 2019). The wellness tourism industry
businesses that implement BEM are expected to achieve world-class performance and results.
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Abstract

The main research question raised in this research was, to what extent CBE can be acknowledged
as livelihood diversification strategy by the local community in Sabah, Malaysia. In order to enrich
the current body of knowledge on livelihood diversification in CBE development, this study
investigates the host community’s perceptions regarding the current livelihood diversification
through CBE and their motivations to participate in ecotourism in Sukau, a pioneering ecotourism
destination in Sabah, Malaysian Borneo. By adopting the constructivist research paradigm as the
researcher’s world view, this study employed the qualitative research design to investigate the
host community’s perceptions towards CBE as a livelihood diversification strategy and their
motivations for participation. All the data gathered in this study were analysed using content
analysis techniques. The key findings from the study unveils interesting insights based on two
themes: (1) perceptions of the host community towards CBE as a livelihood diversification strategy
and (2) motivations of participation in CBE by the host community.

Keywords: Livelihood diversification, Community participation, SDGs

1. Introduction

Over the last few decades, ecotourism has been a contested topic among academics and industry
practitioners as a tourism segment that contributes to sustainable development (Hunt et al.,
2015; Wondirad, 2019). It has always been acknowledged by academics as alternative tourism to
mass tourism. Due to adverse impacts imposed by mass tourism on the world’s environment,
many environmentalists, and governments in both developed and developing nations adopted
ecotourism as a developmental mechanism to enhance the local economy and social
development (Hunt et al., 2015; Masud et al., 2017). Due to the recognition of ecotourism as one
of the national agendas in many developing countries, the sustainable development paradigm
has emphasized the inclusion of tourism by the government of developing countries. As a result,
sustainable development goals (SDGs) were embedded by researchers in their tourism-related
studies to embrace the importance of such goals to the natural ecosystem and local community
livelihoods (Kunjuraman, 2020). To ensure the ecotourism benefits shower abundantly, local
community participation or approach was recommended (Murphy, 1985) in the form of
community-based ecotourism (CBE). CBE is a popular tourism activity in rural areas of developing
nations like Malaysia since the 1990s which managed by the local communities (Hussin, 2006) as
well as suggested to introduce it in urban contexts (Mtapuri & Giampiccoli, 2020).
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Realising the potential of ecotourism, it has become famous in many developing countries
including Malaysia due to its potential as a development tool and included in national tourism
policies (National Tourism Policy 2020-2030 and National Ecotourism Plan 2016-2025). The
policies have been introduced to promote Malaysia as a famous ecotourism destination to the
outside world. On the other hand, diversification of new nature-based products is urged by the
policies to attract more tourists to visit Malaysia. Consequently, new ecotourism products based
on nature involving local communities continued to be introduced by the Malaysian government.
For instance, Sarawak, the largest state in Malaysia has introduced the ‘Tagang programme’ [the
practice of preserving riverine fish species in the restricted area] as ecotourism activity involving
local communities (Keling et al., 2021) to enhance their livelihoods. This programme was
introduced to overcome the threats of riverine fish resulted from irresponsible human actions as
well as a platform to increase the awareness of nature and conservation. Thus, the local
communities are chosen to be the main actors to protect the environment in their respective
areas. Specifically, this type of CBE activity may provide an opportunity to the local communities
to diversify their livelihood activities rather than depend fully on fishing and subsistence farming
which were common economic activities in rural destinations of Malaysia (Hussin, 2006).
Sustainable tourism in the context of ecotourism aims to enhance the destination communities’
livelihoods as well as protect existing natural resources (Dass & Chatterjee, 2015). However,
several studies have reported that the coastal communities may not be able to perform their
daily activities to survive due to limited local resources (Ghosh, 2012; Hussin et al., 2015)
especially in fishing and mariculture (Carter & Garaway, 2014; Su et al., 2016). Thus, livelihood
diversification through community-based ecotourism (CBE) has been identified as a sustainable
livelihood strategy for the rural coastal communities in many developing countries including
Malaysia. Several studies reported that livelihood diversification through CBE may be alternative
to the fishing communities in rural areas (Hussin et al., 2015; Swain & Batabyal, 2016).
Incorporating CBE in existing livelihood activities such as fishing, mariculture and farming may be
useful to provide benefits to the communities to enhance their livelihood portfolios. Such
transformation processes among the rural communities are diversified into ecotourism as their
economic portfolios could reduce the pressure caused by declining fish resources (Carter &
Gateway, 2014) and reduce the risks and uncertainty of fishing to provide employment
opportunities and extra income which has become an endemic among the communities (Porter
et al., 2015). To enrich the current body of knowledge on livelihood diversification in CBE
development, this study explores the host community’s motivation factors regarding the current
livelihood diversification through CBE projects in Sukau, a pioneering ecotourism destination in
Sabah, Malaysian Borneo.

2. Theoretical Background

2.1 Sustainable tourism and SGDs

The sustainable development paradigm was introduced in tourism in the 1970s as criticism for
identifying the impacts brought by tourism from the environmental perspective (Scheyvens,
2002). Since then, the paradigm was extensively applied in tourism academia and was known as
‘sustainable tourism development’. During the early years, the term ‘sustainable tourism’ was
explored comprehensively from its basic concepts, approaches, and frameworks to its
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applications in tourism studies. Zolfani et al., (2015) noted that in the first decade, the term
‘sustainable tourism’ was studied in terms of basic frameworks from different contexts such as
tourism, environment, and economics. The second decade primarily focused on
reconceptualization, and a series of critiques were made (Sharpley 2000; Gossling, 2002; Liu,
2003; Saarinen, 2006; Lane, 2009). Since tourism development often leads to unsustainable
development impacts on society, culture and environment, the idea of sustainable tourism was
seen as a solution to create positive changes. Sustainable tourism has played an important role
in identifying the positive changes in tourism development when appropriate approaches in
regulations and development control take place (Bramwell & Lane, 2012).

In the context of sustainable development, ecotourism may contribute to the global agenda
known as Sustainable Development Goals (SDGs) involving seventeen priority goals (see Figure
1). It was observed that many goals are relevant to tourism development. For instance,
ecotourism sector, large numbers of international tourists contribute to the economic
development of countries that use ecotourism as a development tool, including Malaysia. Thus,
it is evident that ecotourism’s contributions to the economic and social development of countries
are undeniable and have the potential to grow at a great pace. In this study, the SDGs are relevant
to be adopted and shreds of evidence from this study could contribute to the global development
agenda from a developing country context (Kunjuraman, 2020). However, without the
engagement of relevant stakeholders in sustainable tourism development, it is impossible to

realise the objectives of SDGs.
12 tcwnon
AND PRODUCTION

Figure 1: The 17 SGDs
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Source: https://sustainabledevelopment.un.org/?menu=1300

2.2 CBE as an alternative livelihood diversification strategy

What is livelihood? The concept of livelihood is often considered the most debated concept by
scholars in tourism and development studies. For instance, Scoones (2009) described the term
livelihood itself as mobile and flexible for application in development enquiry and practice
combining several aspects such as locales, occupations, social difference, directions dynamic
patterns and many more. On the other hand, the concept of livelihood refers to the capabilities,
assets, and activities required for making a living and the sustainable livelihoods approach
advances understanding of the livelihoods of the underprivileged communities (Serrat, 2017). In
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other words, it can be defined as the methods or approach utilised by the rural communities to
make a living for survival. Rural communities in many developing countries rely on traditional
livelihood economic activities such as fishing, forestry, agriculture, livestock rearing, and making
handicrafts. Nevertheless, to achieve sustainable livelihood goals, it requires diverse livelihood
portfolios that are recurrently observed as a determinant component of household economies
in developing nations (Cinner & Bodin, 2010 as cited in Bires & Raj, 2020). Bires and Raj (2020, p.
1), recently advocated that “enhancing the livelihoods of unprivileged people requires various
livelihood strategies that enable people to engage in various practices that would make life better
which resembles the concept of livelihood diversification”. As a result, rural communities are
using multiple livelihood strategies in the form of economic activities to cope up with
vulnerabilities or shocks and crises. Similarly, Ellis, (1998) defined livelihood diversification as
“the process by which rural families construct a diverse portfolio of activities and social support
capabilities in their struggle for survival and to improve their standards of living”. Thus, it can be
concluded that livelihood diversification is a process of identification of appropriate livelihood
strategies seeks by the rural communities to progress their standard of living.

In the context of tourism, the concept of livelihood diversification still suffers from appropriate
meaning due to the scarcity of research. However, several tourism studies were attempted to
apply the concept of livelihood diversification and test its applicability. For instance, recent
studies by Avila-Foucat and Rodriguez-Robayo (2018) and Bires and Raj (2020) have studied
communities’ livelihood diversification strategies through tourism. Several interesting findings
were discovered in these studies where tourism was successfully established as livelihood
diversification by the communities in Oaxaca, Mexico and Ethiopia. Bires and Raj (2020) reported
that the contribution of tourism to enhanced diversified livelihood and help to reduce the poverty
rate in both rural and urban areas in Ethiopian biosphere reserves. Meanwhile, Avila-Foucat and
Rodriguez-Robayo (2018) identified average household age, environmental consciousness,
membership or participation in an organisation, characteristics of the land and government
transfers are determinants of a household’s diversification into wildlife tourism. However, the
above studies did not comprehensively elucidate the motivation factors host community to
diversify their livelihoods through tourism. Thus, a case of CBE projects in Sabah, Malaysia was
chosen to explore the motivation factors of the local community to acknowledge CBE as a
livelihood diversification strategy. This study will be further contributing to the current body of
knowledge by having a case study from a developing country like Malaysia.

3. Methodology

The study responds to an argument that many qualitative studies in tourism often fail to justify
the research paradigm (Kunjuraman & Hussin, 2007b; Rajaratnam, 2018). This is something
crucial element in academic discourse, thus, this study adopted the constructivist research
paradigm, which is also known as the interpretivist research paradigm (Denzin & Lincoln, 2000;
Neuman, 2006; Jennings, 2010) in literature aiming at capturing the subjective norms and
realities of the informants (Guba & Lincoln, 1994). A qualitative research study using in-depth
interviews and field observation was performed to get the primary data required for this study.
A male researcher from Kota Kinabalu, Sabah embarked on this research as part of his doctoral
dissertation.
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His position as tourism sociologist enabled him to understand the underlying issues of community
motivation factors on livelihood diversification strategies through CBE projects and has been
actively involved since the early 1990s. For this purpose, Sukau village in lower Kinabatangan has
been chosen as a research site due to its position as a pioneer ecotourism destination with an
abundance of flora and fauna in Sabah, Malaysia (See Figure 2). In addition, it was the first village
to implement the idea of ecotourism by the NGO (WWF) and managed by the local community
with support from the government and NGOs. The primary data was collected between 2017 and
2019 and several fieldworks were performed by the researcher. He stayed as a paying guest in a
local homestay in Sukau for months to collect data. As a result, the prolonged involvement
enabled the researcher to build rapport and conduct close observation on the local community
participation in CBE projects as well as their motivation factors to diversify their livelihood
strategies rather than depend fully on fishing and subsistence farming for decades. The key
informants were chosen purposely among locals who have been involved in CBE projects both
homestay programmes and locally-owned Bed and Breakfasts (B&Bs). A total of fourteen (10 CBE
project members, 2 local government officials, 1 NGO director and 1 local leader) informants
were invited to participate in this study to provide primary data (see Table 1). A series of
interviews with these informants were conducted in their homes and offices. The interview
guestions were based on study research questions and objectives developed by the researcher
which mainly focus on motivation factors of the local community to involve in CBE as to diversify
their livelihood activities.

Figure 2: Location of Sukau village (Kg. Sukau) in Lower Kinabatangan, Sabah, Malaysia
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Source: Fieldwork, 2018

Table 1: Summary of key informants

Informant No. Role category Total interviews
1-10 Local community 10
11,12 Local government officials 2

13 NGO director 1

14 local leader 1

Total 14

Source: Fieldwork, 2018
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In addition, the interviews were conducted with informants using both the national language of
Malaysia (Bahasa Malaysia) and English. All the interview questions were translated in Bahasa
Malaysia to ease the informants especially the CBE project members to understand the gist of
guestions and freely provide their opinions. The government officials and NGO director were
preferred to communicate in English with the researcher and provide useful information. Before
the interviews, consent to participate in this research was sought and documented. Each
interview was audio-recorded and lasted approximately an hour. On the other hand, the
researcher prepared some field notes and took photos during the fieldwork as a form of
observation data to strengthen the data. The photos are mainly about the landscape of the
village, homestay programmes and B&Bs. At the end of the fieldwork, all of the interview data
were transcribed verbatim in English and were checked by the English language editor and this
was followed by the next step, which is thematic analysis. It was manually done by the researcher
to protect the authenticity of the data. The themes were developed based on research objectives
and were guided by previous similar studies about the topic. Six stages of thematic analysis were
followed: familiarising with the data, generating initial codes, searching for themes, reviewing of
themes, defining and naming of themes, and producing the report: all of which were used in a
similar ecotourism study by Kunjuraman & Hussin, 2017; Pawson et al., 2017; Sood et al., 2017).
As a final note, the study has adopted four criteria for qualitative inquiry to ensure the reliability
and validity are established as presented in Table 2.

Table 2: Four criteria for qualitative inquiry adopted in this study
Types of trustworthiness Adopted by the researcher

Credibility Credibility was established by the researcher using techniques
of prolonged engagement, continuous observation and
member checks. The researcher is a local Malaysian who has
been engaged in ecotourism, conservation and community
development projects for more than five years in the study
sites. The interview and observation data were viewed by the
study informants as a form of the researcher’s interpretation
on data collected.

Transferability Transferability was enhanced in this study through the
purposive sampling used.
Dependability Dependability was accounted in this study through the

development of details research plan, which includes the
research process, audit trails of the transcripts and discussion
of the project over time between two researchers.
Confirmability Confirmability was enhanced through the research audit
process. In this process, the researcher was aware of the
variety of explanations used in discussing the phenomenon
being studied.

Source: Fieldwork, 2018
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4.Findings

The thematic analysis technique employed in this study reveals several main themes in the
transcripts. The presentation of the findings was categorised into several themes which focus on
motivation factors of the local community to diversify their livelihood strategies through CBE
projects in Sukau village.

4.1 Main theme one-social networks and ecotourism awareness
The study findings indicated that the social network between individuals or groups inside or
outside of the village had been identified as one of the motivation factors to the informants to
venture into ecotourism to diversify their livelihoods where previously fishing and subsistence
farming were the main economic activities. Before their engagement in ecotourism, the
community was only connected with fellow locals and outside exposure was lacking. Ecotourism
paved the way to strengthen the social network with outside people which may provide new
information about the development, particularly to ecotourism thus given an opportunity to the
informants to try new livelihood activities. One of the informants claimed that:

“In 1990s Sukau has been promoted as one of the ecotourism

destinations by the outsiders [not the locals] and proboscis monkey

became the main ecotourism product. | observed this which made me

aware of the importance of ecotourism and | became involved to date to

try new economic activity.” (Inf. No. 7, owner of B&B at Sukau)
It was unveiled through the observation data that the idea of ecotourism did not come from the
locals of the village; they had no knowledge about the importance of ecotourism in the village
even though the village had resources to be promoted. Lack of outside exposure made the locals
passive in developing new ideas which could improve the socio-economic status of the
households. The idea of ecotourism in the village originally came from WWF when they realised
the potential of ecotourism to the state and the development of households. The social network
from WWF was received well by the local community in Sukau to engage in ecotourism through
homestay programmes, B&Bs and conservation activities. It is fortunate to say that the local
community realised and welcomed the noble initiative taken by WWF to introduce ecotourism
in Sukau in the 1990s. The role of social network with the outsiders particularly WWF was nicely
explained by the community leader as follows:

“The introduction of ecotourism in Sukau was introduced by WWF and

our network played a vital role to realise these noble initiatives. Initially,

WWEF had conducted wildlife research in Kinabatangan and saw the

potential of Kinabatangan as an ecotourism destination. With the strong

network between us and WWF in the early 1990s, the first ecotourism

project was introduced in Sukau through the homestay programme.” (Inf.

No. 14, a community leader at Sukau)
It is evident that the strong social network owned by the community in Sukau contributed to the
establishment of ecotourism development, through CBE projects, thus diversified the livelihood
activities. Without a strong social network, it would be difficult for any local community to stand
alone to embark on any ecotourism project because ecotourism involves multiple stakeholders.
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4.2 Main theme two-generation of side income and business venture
The study indicates that CBE projects in Sukau have given an opportunity to the informants to
engage in new economic livelihood activities to generate side income. It was observed that the
income from the other livelihood activities such as fishing, boatman, and subsistence farming
delivered insufficient income to lead a better life. Involvement in CBE projects by the informants
reflected by the economic reason became a motivation factor which is finding ways to diversify
the livelihood activity to receive additional side income. For instance, several homestay operators
and locally-owned B&B owner in Sukau shared their motivation factors to diversify their
livelihood activities through CBE:
“My main economic activities in Sukau are fishing and providing boat service to the
locals who work at the nearby plantation company. On the other hand, homestay
programme is my secondary economic activity since 2002 and we are the pioneer
homestay operator in Sukau.” (Inf. No. 1, homestay operator at Sukau)

“Fishing is my main economic activity in Sukau and at the same times | also provide
boat service to the locals who work at the nearby palm oil plantation. | was involved
in the homestay programme since early 2002 with the hope that my household socio-
economic status can be upgraded. Ecotourism provided me with alternative jobs in
Sukau even though | still practise fishing.” (Inf. No. 2, homestay operator at Sukau)

“l used to be a fisherman before | joined the ecotourism business. The main objective

was | wanted to upgrade the socio-economic status of my household.” (Inf. No. 5,

owner of B&B at Sukau)
In addition, side-income generation through CBE projects motivated the informants to engage
actively over years. Most importantly, ecotourism was established as a business activity in Sukau
and several natives had successfully operated their ecotourism projects and received economic
benefits. Several informants elaborated on these matters:

“I received MYR1,000 from the homestay programme every month and it
is highly dependent on the volume of tourists to the village. Being a
boatman and fisherman, ecotourism through the homestay programme
provided me additional side income.” (Inf. No. 1, homestay operator at
Sukau)

“Through the homestay programme, | received MYR200-RM400 every
month and it is not static and depends on the season. But, side income
from the homestay programme is much appreciated.” (Inf. No. 3,
homestay operator at Sukau)

“With the continuous engagement in business (B&B) now | can earn
MYR100k per month and approximately my B&B received 200-300
tourists each month. My income is significantly increased from RM1,000
per month 2 decades ago to MYR100k now”. (Inf. No. 7, owner of B&B at
Sukau)
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“Previously, the maximum income that | earned from fishing and
subsistence farming was MYR1000. After being involved in ecotourism
and establishing my B&B business, now | can earn MYR7000 per month.
Ecotourism has helped me to get side income despite relying on
traditional jobs (fishing and subsistence farming)”. (Inf. No. 5, owner of
B&B at Sukau)

The findings of this study suggest that the CBE projects in Sukau have helped the local community
to receive side income and transformed their economic activities. Nevertheless, it was observed
that the income received by homestay operators is less compared to the locally-owned B&Bs
owners. The homestay operators are optimistic to upgrade their facilities, services and
promotional activities at par with local B&Bs to attract more tourists in the future.

4.3 Main theme three-biodiversity conservation for ecotourism development

The findings revealed that ecotourism in Sukau promotes awareness among the informants on
biodiversity conservation since it is a major ecotourism product in the region. Before ecotourism
was introduced in LK, logging was a popular economic activity where the environment faced
major threats. The importance of the environment to the local people and the state was not fully
understood by the local communities in the early 1970s. This was because the local communities
were not aware of how to promote the environment and its resources for tourism purposes.
Almost all the informants in this study mentioned the need to be made aware of the potential of
LK as an ecotourism destination in the world. Moreover, the beauty of nature was highlighted by
the informants to motivate them to engage in ecotourism as well as a mechanism to diversify
their livelihoods. For instance, an informant indicates:

“The interest to engage in ecotourism came from the environment
surrounding in my village where it is famous for proboscis monkeys and
Sukau has been named as a ‘green village’ by the villagers here. The green
scenario in Sukau is still conserved and a lot of animals available here are
not available in other countries. For instance, proboscis monkeys and its
population is higher in our village. On the other hand, ‘sungai menaggul’
became the first spot where a lot of proboscis monkeys can be seen and
commercialised.” (Inf. No. 7, owner of B&B at Sukau)

Another informant from HUTAN (NGO) provided some basic motivations on why Sukau became
a spot for conservation activities, especially for orangutans. Her brief response about this matter
was as follows:

“....the problem in Sabah is that almost all the forests are already logged
and there are still orangutans living there. So, they were wondering
whether or not the orangutans will survive. That was how it all started;
with the idea of doing scientific ecological research on orangutans. We
moved here in 1998 to start the project, build a small house in Sukau and
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hire a few of our neighbours in the village to find us research sites which
we found about ten minutes down the river from Sukau in Lot 2 of the
wildlife sanctuary. Since then, we have been studying the local resident
population of orangutans there.” (Inf. No. 13, NGO Director at Sukau)

The study also observed that the wildlife animals such as orangutans, Borneo pygmy elephants
and proboscis monkeys are great products for ecotourism in Sukau and there is a need to protect
and conserve such animals. HUTAN acknowledges the contribution of ecotourism as a platform
for the local community in Sukau to understand the importance of biodiversity conservation.
Accordingly, the informants are claimed that the natural beauty of LK and the abundance of
wildlife animals are motivated them to engage in CBE as well as diversified their livelihood
activities.

5. Discussion of Findings

The study explores the motivation factors of the local community to diversify their livelihood
activities through CBE projects in pioneer ecotourism destination in Sabah, Malaysia. Several
novel findings were identified such as social network and ecotourism awareness, generation of
side income and a business venture, and biodiversity conservation for ecotourism development
as motivation factors to the local community to venture into ecotourism and acknowledged
ecotourism as a sustainable livelihood diversification strategy while practicing the existing other
livelihood activities. Findings in the present study are consistent with the findings of Tao and Wall
(2009) and Su et al., (2016) which suggest that tourism (in this context ecotourism) should be
integrated into the existing mix of livelihood strategies to diversify rather than displace. Another
study by Pasanchay and Schott (2021) also claimed that diverse livelihood activities mainly farm
and non-farm-based activities are included in addition to operating homestays in Laos. The
current study also highlights an important issue emerging from these findings as the motivation
factor of the local community to engage in CBE projects to diversify their livelihood activities
which were neglected issue in the previous literature. Most studies are interested to identify
communities’ livelihood diversification strategies through tourism (Avila-Foucat & Rodriguez-
Robayo 2018; Bires & Raj 2020) without emphasizing the main motivation factors of local
communities to diversify their livelihood activities through tourism. Such as issue is crucial to be
understood first because it ensures the long-term sustainability of the CBE projects and their
support for future ecotourism development in rural destinations.

It is well-acknowledged in this study that ecotourism has encouraged the local community to
cultivate a myriad new skill to access new opportunities (Lasso & Dahles, 2018) especially
involvement in the ecotourism business. Social network as one of the motivation factors for the
local community in rural areas to diversify their livelihoods through ecotourism is evident in this
study. Similarly, Pasanchay and Schott (2021) reported that homestay programme development
in Laos was established due to the strong networks own by the homestay operators with
community insiders as well as outsiders. For instance, friends and family members support each
other in daily livelihood activities meanwhile government staff provided support and advice for
operational issues. Thus, a social network in the development of CBE has been an important
source for the rural community to diversify their distribution channels to connect the tourism
market (Schott & Nhem, 2018).
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The livelihood diversification strategy through CBE development by the local community in Sukau
was motivated by the economic benefits which are the generation of side-income and
ecotourism business opportunity. It is evident that ecotourism has become a new venture to the
local community in developing countries as a new employment and income generation
opportunities (Kunjuraman, 2020). Tourism entrepreneurship is often promoted as a livelihood
strategy among the indigenous community (Leu, 2019) and this study is evident. It is worth
highlighting that native people are motivated to venture into ecotourism accommodation
services such as homestay and B&Bs to enhance their standard of living. It is a timely opportunity
that the local community in Sukau aware of the importance of business activity with regards to
ecotourism. However, the study observed that still many ecotourism accommodation services
are dominated by the foreign and non-native in Sukau which may hinder the local community to
control their local resources. These foreign investors are often regarded as outsiders by the
traditional communities due to cultural differences (Zielinski et al., 2020) however in this study
most of the ecotourism accommodation providers are Malaysians (non-native) with the same
cultural background. This study emphasis that more local community members should grab the
opportunity to venture into ecotourism business to become entrepreneurs.

Ecotourism has been promoted as a form of a sustainable nature-based tourism with emphasis
given to cultural elements (Cater & Cater, 2015). The study acknowledged that natural attractions
have been the main ecotourism attractions for the visitors and are often shared by both
homestay operators and B&Bs’ owners. The participation of the local community in nature
conservation and ecotourism activities is elaborated in this study are in congruence with Keling
et al., (2021), revealing the importance of the natural environment for ecotourism development
in Sarawak, Malaysia. The environment in Sukau and lower Kinabatangan riverine areas are
protected by the state government and local community as the main stakeholders for the
ecotourism development. However, the sustainability of the ecotourism in Sukau is still
questionable if the relevant stakeholders are failing to play their roles as ‘environment
protectors’ which is the ‘heart’ for ecotourism development.

6. Conclusion and Implications

The study’s findings provide empirical evidence to the body of knowledge on livelihood
diversification and CBE literature to explore the motivation factors of the local community to
diversify their livelihoods through CBE projects in pioneer ecotourism destination in Sabah,
Malaysian Borneo. The study contributes to the body of knowledge on community’s motivation
factors on livelihood diversification strategy through CBE in the context of a developing country
which was overlooked by the previous scholars. The motivation factors which lead to livelihood
diversification by the local community are diverse and focus on both socio-economic and
environmental elements. The study furthered echoed by studies of Tao and Wall (2009) and Su
etal., (2016) recommending to integrate tourism into existing livelihood activities practice by the
local communities in rural areas which were evident in this study.

On the other hand, the study has managed to shed light on CBE's true capacity to advance SDGs
as presented in Table 3 which was the concern for adoption in empirical studies in tourism
(Kunjuraman, 2020; Pasanchay & Schott 2021). Such adoption of SDGs is required in tourism
studies to contribute to the global contribution. The current study recognises the efforts taken
by the Malaysian government to promote Malaysia as an ecotourism destination to the world.
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Furthermore, the findings of the study may provide some insights into the future revision of
National Tourism Policy 2020-2030 and National Ecotourism Plan 2016-2025 to highlight the
importance of community livelihood strategy through ecotourism in rural destinations in
Malaysia. Several incentives and capacity-building programmes are recommended in this study
to provide awareness and motivation to the local community in similar ecotourism destinations
in Malaysia.

Table 3: SDGs application in Sukau CBE projects
SDGs points Application of the agenda in Sukau village

SDG1-End poverty in all its forms CBE as a source of local community development,
and capable to provide new job opportunities and
income generation

SDG4-Ensure inclusive and equitable Education and trainings concerning environmental
guality education and promote lifelong | awareness  through  capacity building by
learning for all stakeholders (NGOs), and government agencies

provided to the villagers in the beginning of CBE
development

SDG2-Zero hunger A decent livelihood gained by local community by
active participation and income generation through
homestay programme and B&Bs

SDG 16-Promote peaceful and inclusive | Promotion of tolerance and  multicultural
societies, provide access to justice for understanding as a result of interaction between
all and build inclusive institutions local community and tourists

Source: Fieldwork, 2018

It was discovered in this study that homestay hosts received less side income from ecotourism
activities compared to the locally-owned B&Bs in Sukau village, thus capital incentives and
relevant hospitality training programmes are needed to sustain their support and motivation to
get involve in ecotourism projects for the long run. It is worth noting that, several capacity-
building programmes were organised by both the NGOs and government agencies at the
beginning of the ecotourism establishment in Sukau village but they were largely ad-hoc in nature
and less effective. As a result, the homestay operators doubt the seriousness of the government
as a development agency to assist the local community to break the poverty line among the
households. This is due to the fact that little coordination takes place and there is poor
monitoring by the government agencies to check the progress of CBE projects in the village. A
similar problem is also evident in other CBE homestay programmes in the LK region (Kunjuraman
& Hussin, 2017). The government agencies involved with CBE projects need to ensure there are
systems in place to solve the problems faced by the local communities or they may face the risk
of losing the trust of the communities which will, in turn, affect the sustainability of the
ecotourism projects.
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The study has some limitations. It was only conducted in Sukau village, lower Kinabatangan area
of Sabah where other similar ecotourism destinations in lower Kinabatangan were not included
to explore the motivation factors of the local community to diversify their livelihoods through
ecotourism. Moreover, the study did not include the other community members who do not
participate in ecotourism development in the village and their non-participation reasons (Sood
et al., 2007). Future studies may consider the above limitations to provide empirical shreds of
evidence in different contexts, thus contributes to the current body of knowledge.
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Abstract

Social media platforms and social networking sites have dramatically changed the way young
adults behave. The purpose of this study is to examine how cyber bullying impacts the emotional,
behavioral, and cognitive facets of a young adult's behavior, and how it determines their
psychological well-being. Additionally, the research addresses the changing paradigm of
interpersonal interactions due to social media and how social media triggers self-interested and
impulsive interaction among young adults. Studying how social media impacts young adults’
changing behavior and temperament will provide direction for future research studies.
Keywords: Social media, Cultural behavior, Greece

1. Introduction

Young adults' fervent engagement on social media is an indicator of social media adoption and
usage in the 21st century. A large number of young adults are establishing online interpersonal
connections, communications, and networks as a result of rapid advances in social technologies
and applications. There is noteworthy proliferation of social networking sites e.g. Twitter,
Facebook, Instagram, Snapchat and MySpace, and consequent usage of these sites have captured
researchers' and authorities' attention. Young adults are by most accounts, regular users of social
networks, with most of them most active on Facebook (79%); followed by 28% on Twitter and
32% on Instagram . The underlying purpose of adults' overarching engagement with social media
is building a sense of online identity; also marked by their engagement in sexual activities and
propensity toward pornographic content. The insatiable urge to surf online trends and explore
the social networking environment leads to compromises in personal privacy and security
(Fotiadis & Stylos, 2017).

As well, these platforms are associated with similar social ills, such as cyberbullying, sexual
harassment, drug abuse, offensive outlooks, pro-social behavior, and even cyber-suicides,
making them more controversial. We intend to conduct research on Cyberbullying in order to
understand how it triggers a wide range of potentially dangerous consequences. Technology and
social media convergence have facilitated the adoption of innovative methods of harassing
(Spyridou, 2019b). Cyberbullying can be defined as intimidating and harassing someone through
technological medium, for example through threatening text messages, emails, posting
confidential information on a public forum, or uploading embarrassing content/images or video
to damage someone's reputation. Consequently, cyberbullying is accompanied by culturally
deviant consequences, including suicide, which are triggered by constant harassment digitally
(Stylos, Fotiadis, Shin, & Huan, 2021). Additionally, there is a need to assess and predict
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cyberbullying behavior across cultures through theoretical and practical frameworks. In addition
to feeling insult; developing a fear of social media; and becoming socially phobic, cyberbullying
victims can also exhibit aggressive behavior.
With this backdrop, the focus of this research is on studying the negative outcomes of
cyberbullying through viral videos, passive-aggressive Facebook posts or tweets, and even
internet abuse across different cultures. Cultures differ in how they interpret social media
content and posts, and social media has emerged as a potential medium for communication
across cultures.
Social media is increasingly influencing people's behavior, personal and professional
development to a greater extent (Chatzigeorgiou, 2017; Tham, Mair, & Croy, 2020). It appears
that adult social connection sites provide a way for adults to connect with friends, family,
classmates and acquaintances. But alongside individuals are exposed to significant risk of
negative and transgressive content.
Specifically, this study analyzes the negative consequences of misperceptions and
miscommunications produced by the content and postings in different cultural perspectives and
the way communication medium is changing, from face-to-face, interpersonal interactions to just
social forums. In this way, a future public relations campaign can be designed that will help
authorities model behaviors and form better strategies for utilizing social media as a
communication platform across cultures in the future.
It is imperative to address the current hype and trend of cyberbullying, abusive content and
posts, and subsequent aggressive behaviors on social media. A cultural deviance related to these
types of events is, in most cases, leading to more acts of hate, discrimination, and deteriorating
interpersonal relationships and communication. On this issue, there is a growing understanding
that social media can serve as an open forum for a continuum of deviant behavior including
online harassment and cyber-insults, as well as culturally inappropriate interactions among other
activities. It is important to note that ease of access and perpetuating the trend of posting
unwanted content take away the ability to choose what information is being sought (Adler and
Adler, 2008) thus, social media is breeding fertile fields for adults to adopt negative behaviors,
and these negative proclivities are damaging their interpersonal interactions and reinforcing
culturally inappropriate trends.
In this study, we aim to assess the impact of social media on young adults' behavior, particularly,
cyberbullying that deviates from social norms and cultural values.
This study investigates the impact of social media in inciting culturally deviant behaviors, and it
does so through an analysis of prevailing cyberbullying. A consequence of negative and
derogatory posts online is the consequent aggressive behavior that deteriorates interpersonal
interactions and leads to misperceptions and misinterpretations that lead to negative
consequences and inappropriate behavior. In addition to using social media as a replacement for
traditional interactions (face to face), the research will examine whether this leads to
misperceptions online caused by lack of emotions in online ads. Therefore, the underlying
research aims to accomplish the following objectives:

» To determine how the proliferation of culturally deviant behavior (aggression, offensive,

and abusive attitudes) in young adults is affecting them through the use of social media.
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» To discuss how inappropriate social media content (illegal or offensive content) that is
prohibited in certain cultures but accepted in others can lead to misperceptions and other
negative consequences in young adults.

» To evaluate whether social media is replacing conventional interpersonal interactions and
whether inappropriate online behaviors are undermining online communication.

2. Literature Review:

Social media refers to variety of electronic communication platforms including websites that
facilitates user’s networking. Moreover, social media allows users to share information online
through interactive community building, ideas, exchanging personal messages and other
interactive content (Images, Videos etc.). Likewise, a relevant term called Social networking sites
(SNS) that is an interconnected forum for user to communicate and where (1) user personal
profiles allow them to have personal online identifications, personal created content , post
content from other participants online and share either publically visible or semi-public profiles
within defined domains online; (2) Communicative connections are facilitated that is visible to
others and is reciprocated by others and (3) user —generated content and information is
endorsed, interacted and streamlined to expand more connections online (Shin, Rasul, &
Fotiadis, 2021). Moreover, SNS like social media allows users to extend interactions in versatile
ways by communicating with people online with similar interests, demographics and
communities. Besides, this and to the interest of this research, SNS and social media are found
to have significantly negative use e.g. triggering harassment online, abusing and victimizing
others, promoting sexual content and pornography, video game violence, aggression and youth
radicalization and aggression (Shin, Fotiadis, & Yu, 2019).

The massive endorsement of users mainly generation Y (adults and youth) on social media is of
utmost concern . The increasing and prolonged exposure to social media is becoming more of a
menace to different cultures. The persistent engagement of young adults online in different
activities is found to have potential and addictive impact on their daily schedule.

The significant enthusiasm and propensity of young adults towards social media usage have
fueled internet addiction. Different temperaments of social media addictions were identified
including online gaming addiction, information surfing addiction, net compulsions (associated
with online shopping) and cyber relationship addiction. The exacerbating negative connotations
with social media content have raised concerns not only limited to realms of sexual deviance but
also radicalization of youth, solicitation and cybercrimes too.

Prolonged exposure and usage of social media by adults leads to psychological disturbances
reporting dispositional anxiety and negative self-evaluation. In an effort to accomplish increased
self- identity online, contemporary adults endorse in social media activities and negative
feedback by others is usually consequent of social isolation and other unwanted behaviors. This
is further highlighted by adults exhibiting reassurance needs from others, reduced tolerance and
reduced self-certainty.
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3. Social Media Triggering Deviant and Inappropriate Behavior

The triggering cyberspace hype and technological leaps have set forth podiums and unique
opportunities for inappropriate behaviors in adults (Korol & Fotiadis, 2016). The technological
intertwining is replacing the conventional face to face meetings and interactions and limiting
everyone to cyberspace. In consequence to this trend, deviance in form of trolling, cyber-
harassment, hacking data and privacy concerns, virtual piracy and prevalent pornographic
activities; and being victim of o these actions have serious consequences too including suicidal
attempts or at times certainly losing life tragically. The analysis of prior scientific studies have
revealed three prominent categories of culturally inappropriate behaviors including sexual
deviance; social groups that triggers negative behaviors and hate groups.

Social media is itself facilitator of deviance by creation of hoaxes of cyber-terrorism, virtual
harassments and other self-destructive behaviors and adding to this, claimed that easing the
access to unwanted content, unbridled information availability have triggered the crime rate,
violence and hostility. In addition, socially and culturally counter behaviors are also on hype. The
use of these social media sites mainly in young adult is increasing drugs abuse, special pages and
groups on social media dedicated are fostering this dilemma for this, and that partake in
motivating use of drugs (Jimenez-Rubio & Hernandez-Quevedo, 2010).

Prior researches have revealed that online platforms specifically social media sites are revealing
violent cases among youth, gang activities that are manifested in illegal actions being undertaken
at uncontrolled rate (Spyridou, 2019a). Due to lack of consensus and variety of behavioral
variations, prior studies and scholars have not agreed on a single definitional construct of
inappropriate or deviant behavior. Prior researches have recognized that social media is found
to perpetuate violence among young adults and this is revealed in their online behavior i.e.
violence reflected towards peers, bullying, threatening, elevated dating aggression, self-harming
actions and most notably cyber-suicides and other cyber-crimes too. A positive correlation have
been reported by the previous reaseches over the course of time between social media content,
prolonged exposure and aggression cum violence in adults.

The impact of social media video games interactivity and connoting to this, the general
aggression model have revealed that constantly using social media applications for games have
elevated the symptoms of ‘short-term physiological arousal’, aggressive effects on thoughts,
aggressive temperament and long-run symptoms of hostility.

The fact that social media is a crucial medium for radicalization; numerous sites operated and
promoted by extremists and controversial personnel attracts adults, promise them returns
through friendship and then fulfill their purpose. The targeted adults unaware of the underlying
notion of these groups end up choosing the controversial radical paths. Facebook and Twitter are
endorsed as potential medium to promote social or political changes; likewise blogs are another
potential medium to enable individual’s voice their opinions. Prior researchers have countered
significant challenges to assess and estimate the harm social media has imparted to individual’s
behaviors. A mutual denominator identified by prior studies is the distress that social media is a
critical medium to breed deviance and thus rationalization of culturally unacceptable behavior;
likewise, a causal relationship ids also identified in prolonged online activities and deviant
behavior in individuals relative to those who are not engaged (Fotiadis & Spyridou, 2020; Samitas,
Kampouris, Polyzos, & Spyridou, 2020).
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4. Cyber-Bullying and Offensive Behavior:

The prominent social media sites including Facebook, Twitter, MySpace have facilitated platform
that is unrestrained and unrestricted thus leading young adults to have constant exposure to
illegal and unacceptable activities. Moreover, the virtual interactions are unbridled having no
authenticity and is said to trigger hostility in individuals in interpersonal interactions. In social
media context, the definitional construct of cyber-bullying is same as traditional bullying and it
entails three aspects of bullying including reiteration, careful intent of harming and power
imbalance. The interconnection between cyber bullying and offensive behaviors also
interpolated as cyber-bullying reflects the harassment and embarrassment originating from
sending email or text messages to threaten the individual. In workplace context the cyber-
bullying to peers have gained much recognition and acknowledgement from scholars and
political critics too; and relative to this adult’s cyber-bullying relative to relationship is a novel
issue to scholars.The extent of fear and danger that is exhibited due to cyber-bullying behavior
and these behaviors entails falsifying identity, lying, ID faking, defaming someone, abusing and
propagating confidential content or images of someone. The necessity to promote awareness
and rehabilitation programs to diminish this prevailing trend of cyber-bullying and consequent
violent and abusive behavior in individuals. Prevention of these trending hoaxes from social
media should be treated accordingly as well as recognition of factors and underlying forces that
promote cyber-bullying, victimization and triggering offensive behavior.

5. Inappropriate Social Media Contents and Deviant Behavior

The social media users engaged through different social media apps confronts messages, videos,
and posts and are always vulnerable to unwanted or profaned content. The derogative language
used online and the online pornographic content has increased the frequency of internet usage
in young adults with the greater percentage of men exposed to violent, unwanted and even
pornographic content and consequent adult content consumption leads to inappropriate
behaviors that go deviant to a culture.

Another significant dimension prevailing on social media of a particular group they highlighted
as “bad girls and boys of cyberspace” and their social media interaction manifest online trolling,
and other moderate to potential disruptions , including offensive/abusive language , hacking and
other substantial social issues. Thus, pointing towards the fact that social media platform eases
the interactions without any significant meditation to filter and keep track of any unwanted
content that may harm the repute or psychological well-being of an individual.

The range of unwanted and offensive social media content that need to be regulated through
appropriate detection programs. The highly unstructured, informal and misspelled format for
interacting online has enhanced the potentiality of users to post offensive and abusive content
and this further includes unwanted words or images to intimidate someone, defaming or
criticizing someone, content posted to discriminate someone, making a fake profile to harm the
reputation and posting illegal content too.

Thus, the freedom offered by social media to young adults to avail the opportunity of posting any
content is influencing cultural and social well-being of societies. For an appropriate cultural
structure, it is imperative to sustain the civility of communities and have a positive user
experience and to combat negative behaviors proliferating online. The regulators of social media
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need to generate automated classifiers to detect offensive and abusive content and to address
the hurtful content, images and posts shared online that triggers negative behaviors in young
adults.

Social media facilitate users especially young adults to avail the opportunity of posting whatever
they feel like. So, in the end its user’s choice to post content that is socially and culturally
acceptable. Social media structure encourages anonymity, triggers self-interested behaviors and
alleviate empathy that harms social and cultural values ; reinforces unwanted behaviors specially
insensitivity, violence and deindividuation in young generation(Vassiliadis, Mombeuil, & Fotiadis,
2021).

The assessment of literature review has revealed that freedom of speech, lack of regulation and
prolonged exposure to unwanted and unsolicited content on social media has triggered
ambiguity and inappropriate behavior in young adults. The unlimited access to social media has
triggered frustration, lack of self-control and more impulsive behavior either as result of
cyberbullying or being exposed to violent/offensive content. The replacement of social
interactions/face to face talks by these social applications has diminished the quality of
interaction and communication (Cabezudo, Izquierdo, & Pinto, 2013; Zhang, Tang, & Leung,
2011).

6. Discussion:

The extensive literature of view and research findings has revealed that social media usage by
young adult is permeating through different aspects of their daily routine and life. Different social
media activities influence their behavior and propensity of developing inappropriate behavior is
higher in young adults due to prolonged exposure to harmful and unwanted content,
abusive/offensive images/posts and experiencing cyberbullying too. The changing temperament
of relationships due to changing communication landscape prompted by social media is also
raising concerns in adults in terms of diminishing empathy in interactions, lack of sensitivity to
emotions but there is proclivity attached to having social media communication i.e. having more
profound social identities and groups that support their behaviors as highlighted in
aforementioned responses and findings (Tsao et al., 2021).

Research has identified growing evidence regarding potential opportunities social media offer for
deviant behavior in young adults With the prime focus of research on cyber-bullying, td
emotional, social and psychological impacts on behavior of victim when prolonged harassment
is experienced by them online. The unbridled and unregulated social media platform has
proliferated culturally deviant activities where Females are found to be more potential victim of
harassment, threatened for publishing their obscene images for sexual or financial gains).

This calls for promoting stringent actions against cyberbullying to prevent antisocial and cultural
behaviors and potential regulations to help support the victims to overcome disturbing
consequences. The toxic cyberbullying trend is traumatizing young adults and harms their health,
interpersonal relationships and academic well-being too.

Social media incites the young adult to adopt anti-cultural activities and patterns where they find
it ‘cool’ and ‘up to date’ to indulge in explicit activities whether is intimate relationships,
substance abuse (prompted by social media content) and violent behaviors (Gao et al., 2020).
The contrary viewpoint in this perspective is stressing the fact that exposure to explicit content
help release aggression, depression and anxiety in some cases but several researchers opposes
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this view addressing that these results cannot be generalized in every situation as such content
is found to aggravate aggression and violence in some adults

The viewpoint and findings regarding the communication perspective and interpersonal
relationships influenced by social media usage posited two perspectives. The contradicting
viewpoint revealed that communication patterns through social media platform are desensitizing
emotions and empathy in young adults . Whereas, the favoring perspective reveals that
communication and interpersonal communication through social media is proliferating young
adults to express their impulsive emotions much better way reach out to potential audience to
voice their opinions but others criticizes that in doing so they develop attention seeking attitude
with the intent of getting more likes, comments and shares, self-interested behavior and least
proclivity for feelings of other. Poor emotional regulation, diminishing empathy provokes more
self -interested behavior on social media communication. Another communication deviance
occurring as consequent of social media communication is anonymity that promotes more
harmful norms, insensitivity for other’s emotions and disengaging from moral constraints.

7. Suggestions

7.1 Tackling cyberbullying

In connotation to research findings, the proclivity of female cyberbullying is found to be higher
relative to males and Females reveal more psychological, social and emotional behaviors when
harassed or intimidated online. So, in this regard, anti-cyberbullying blogging should be
promoted where females should be motivated to share their personal experiences and they
should be encouraged to voice their opinion to tackle such torment.

To fight back the deteriorating self-image and self-esteem after being exposed to cyber bullying
should be encouraged to ‘speak up’ and ‘beat the bully’ campaign should be promoted. Where
specifically females in Emirati culture should be trained, educated and given awareness on
tackling such heinous acts. Moreover, strict adherence to law and informing regulatory
authorities can inhibit the problem from prevailing further. Moreover, to alleviate the
exacerbation of this social menace, computational empathy should be promoted.

In addition to this, cyberbullying for young adults can be tackled firstly by preventing the risk,
1lcombating (confronting the bully, ignoring or through technical solutions e.g Blocking the bully)
and then buffering the negative impacts (through emotional support and coping strategies).
Furthermore, the prevention approaches should entail awareness proliferating initiatives where
authorities should promote the facilitation of trust, followed by communicating them about
relevant policies to raise their voice in time of need. There should social and academic programs
to help motivate young adults to take action against prolonged cyberbullying. Vigilance and law
enforcement authorities should design culturally friendly prosecution, obligatory deportation
and penalizing actions against tormentors.

7.2 Addressing inappropriateness of social media content and deviant behavior

In order to avoid moral decadence proliferating from online obscene content and derogatory
language, sexually explicit content the social media regulatory authorities should execute
peculiar filters that refrain the access and exposure to such content. Friendly apps should be
designed that promote ethical and socially acceptable content by users rather than inciting them
towards more vulnerable trends of social media. In order to refrain the cultural shift, social media
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blogs designed in light of social values and behavioral norms should be promoted. This is how the
penetrating trends of explicitness, pornography and sexual obscenity of social media can be
alleviated through promotion of moral values for young adults. there should be appropriate
restriction on sharing of mature content (explicit in terms of sexuality and substance abuse).The
young adults should be trained for much potential use of social media and should be harnessed
for positive behavioral changes through promotion of appropriate public reporting

7.3 Addressing Deviant Behavior

In order to promote and facilitate empathic communication through social media, young adults
should be trained on identifying their personal responsibility and adopting healthy behavior for
interaction on social media. In addition to this, they should be trained in a way that they
communicate the negative aspects of any unwanted and harmful content on social apps and use
communication as mean of eradicating the heinous impacts and culturally deviant influences of
social media. The young adults should be reinforced in such a way that they become socially
responsible and culturally committed towards violation experienced in terms of cyberbullying,
harmful content posts and violence. They should work responsibly to cultivate better avenues to
report any unwanted influence of social media aspects. The over sharing of explicit content
should be limited by promoting awareness of their problematic consequences. In order to
endorse young adult in constructive paradigm, they should be trained for personal
accountabilities towards their social media actions. Rather than becoming obsessed with self-
interest and impulsive adults should be empowered with critical thinking skills and engaging
them in socially productive content to be posted on social media.

The issue of low emotional propensity and empathy should be addressed through stressing the
mutual norms and impacts of social media on interpersonal relationships. Reinforcement of
helping behaviors should be promoted through social media campaigns. Moreover, the need to
be impulsive online through posts, comments, likes and shares should be controlled and replaced
with face to face gatherings where emotional interactions will help cope with obsessive
temperament adults reveal online.

8. Conclusion:

The underlying intent of the research has been potentially addressed by exploring significant
dimensions of social media usage by young adults. The research have substantially addressed
how culturally deviant behaviors are provoked and prompted by prolonged exposure to explicit
social media content and how young adults are provoking aggressive, offensive and unwanted
behavior. Moreover, the research has assessed the cultural perspective too, on how the different
cultural background takes in to account the cyberbullying experiences, how reactions and
consequent behavior in one culture vary in another. Likewise, the deviant behavior assessed in
connotation to individual’s exposure to explicit and unwanted content reveals that such behavior
should be modified by promoting positive, socially responsible and ethically sound actions by
young adult. The research has potentially assessed how social media is replacing conventional
interactions (face to face) leading to lack of emotions and empathy in online message or content
but also assessed the positive dimensions of having online interactions. This research has laid
the foundation for future researches explore more contributing factors to culturally deviant
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behavior in young adults. The findings have also identified some positive dimensions to each
perspective explored specifically in terms of interpersonal interactions and communication.
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Abstract

This research aims at mapping the current adoption levels of digital initiatives by the Greek
hospitality industry. The research relates the degree of digital implementation with hotels’ ability
to resist the Covid crisis and see the next day beyond that. Overall, the study is motivated by the
need to investigate the value of digital implementation towards assuring sustainability and
resilience to crisis in the hospitality sector. An online questionnaire was distributed to all members
of the Hellenic Chamber of Hotels during September-November 2020. Approximately 5.800 hotels
of all Greek regions were targeted, while 502 of them responded to the survey. The Greek
hospitality industry is in its initial stages of deploying digital solutions. The great majority (60%)
of respondents have updated their website with Covid-19 specific information (e.g. cancellation
policies, Covid precaution measures, and so on), whilst half of them (50%) respondents have
employed social media for interacting with their customers. It should be noted that only 8% and
15% of respondents have expressed their disinterest in adopting the aforementioned digital
solutions.

Keywords: Digital transformation, hospitality, covid-19, survey

1. Introduction

The outbreak of coronavirus disease-2019 has resulted in a global health crisis that caused
extreme alterations on social and economic fabric. The vast majority of countries all over the
world have imposed restricted mobility and social distancing measures, including extended
school and business closures, travel restrictions and border control measures in order to prevent
the spread of the novel coronavirus (Gu et al., 2020; Haug et al.,, 2020). Greek government
immediately after the first confirmed case on the Greek territory on February 26, 2020, adopted
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a range of strict measures by developing an emergency response plan that is still active and
regularly updated. Although the long-term consequences still remain uncertain, the impact on
the tourism sector is unprecedented. The pandemic is posing significant short- and long-term
challenges in all aspects of the and tourism and hospitality industry.

Accommodation businesses are in the spotlight as there are many invitations they must
immediately respond (Bonfati et al., 2020; Rivera, 2020; Gursoy and Chi, 2020). Their recovery
and resilience are on the table and there is a growing research interest in this topic (Melian-Alzola
et al, 2020). Researchers suggest various models for resilience, in which technology plays an
important role through the possibilities it can provide (Bonfati et al, 2020; Melian-Alzola et
al,2020; Sigala, 2020; Jiang, 2019). Additionally, digital transformation could also constitute an
answer to the current situation of the accommodation businesses, although it is mainly in the
manufacturing and industrial sector (Hausberg et al., 2019) and much less in small service
businesses (Kutzner, 2018). Nevertheless, small businesses have less capabilities such as
restricted access to funding programs and they are characterized by weak managerial skills and
lack of technology capabilities that restrains of their growth (Wang, 2016). Consequently,
governments policy makers should help small service businesses to increase their competitive
advantage, improve business performance and achieve sustainability and business growth (Chen,
2021), which seems to be a groundbreaking solution to the current crisis in the hospitality
industry.

Based on the above, the present study was set up to investigate the current adoption levels of
digital initiatives by Greek hospitality industry, as well as the relation between the digital
transformation levels of Greek accommodation businesses and their resilience degree. The
following sections include a literature review on organizational resilience and digital
transformation. Then, the research methodology is introduced providing important information
about the used research tool, the sample and the measurements. Finally, the findings, the
implications and the main conclusions are presented.

2. Literature Review

2.1 Digital Transformation

In recent years, digital transformation has emerged as an important phenomenon in businesses
(Vial, 2019). The pandemic gave the opportunity to the hotel industry to embrace the capabilities
offered by technology and accelerate the digital transformation (Sigala, 2020). Digital
transformation amidst the pandemic seems to promote business recovery and resilience;
however, an important factor towards this technological shift depends on the implementation
and evaluation of its usage and acceptability (Soto-Acosta, 2020). As the escalating crises of the
global pandemic and economic turbulence continue apace, hotels are expected to become more
“tech-forward” (Lau, 2020). In recent years, digital transformation has emerged as one of the key
strategies to promote business growth being an actively discussed topic. It refers to all the
possible ways that hospitality organizations restructure themselves to empower technology-
driven innovations. A more detailed definition is provided by Vial (2019) in his recent review,
according to which digital transformation is “a process that aims to improve an entity by
triggering significant changes to its properties through combinations of information, computing,
communication, and connectivity technologies” (p.9).
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Review on the existing research signifies both the role of technology and actor, which in the hotel
industry mainly relates to the owners/manager, as the two aggregate dimensions of the
transformation process (Nadkarni, & Prigl, 2021). Hoteliers have the central role in the
promotion of digital transformation, since except for the digitization of assets and the use of
technology, the process involves cultural and operational changes as well (Hess et al., 2016).
According to Verhoef et al. (2021) digital transformation incorporates three phases: digitization
(i.e.encoding data into a digital format), digitalization (i.e. application of digital technologies to
optimize business) and digital transformation (i.e. implementation of new business logic to create
and capture value).

The integration of new technologies is expected to make hotels more efficient, experiential and
guest-centric. By leveraging new digital technologies hotels can improve operational efficiencies,
address the increasing demands of consumers, keep up with competition, accelerate decision
making, and increase employee efficiency (Alrawadieh et al., 2021). Yet, for the hotel industry
digital transformation is probably no longer an option but a necessity. Digital has become central
to every interaction, forcing organizations to further up the adoption curve almost overnight
(Papadopoulos et al, 2020). On the occasion of the above, it is extremely interesting to examine
how digital solutions are used in times of pandemic by hotel companies in order to inform and
facilitate the arrival and accommodation of their customers whose requirements are quite high
under the shadow of covid-19.

Research Question 1: Which are the current adoption levels of digital technologies by the Greek
hospitality industry?

2.2 Organizational Resilience

Organizational resilience can be interpreted in different ways. It can be perceived as dealing with
external obstacles (eg natural disasters, pandemics, etc.) and the return to the previous
operation of organizations but also as the reopening of the business with more and better
resources that improve significantly its operation level (Melian Alzola et al., 2020). Although the
literature lags behind in research on accommodation and generally tourism organizations
resilience and on the means by which this can be achieved, the use of technological solutions
holds a prominent place in the existing research background.

Focusing on the covid-19 crisis, which is still affecting tourism industry, researchers are proposing
solutions for recovery. Bonfati et al. (2020) are in favor of a total change of Customers Experience
in accommodation businesses, highlighting the need of hygiene measures, reorganization of
internal work, servisescape and customer wait time, staff training, updating communication and
last but not least investments in technology and digital innovations. Technology solutions were
appeared to be adopted by some businesses to an extent before covid-19 crisis (on-line check in,
QR codes for several menus), but after the pandemic’s outbreak, there is a tendency to choose
more innovative technological means (check in via mobile app, self-service key totem for printing
privately their keys) (Bonfati et al., 2020).

Melian-Alzola et al. (2020) examining the variety of changes that tourism sector has to face from
time to time, proposed a holistic model for organizational resilience measurement. Their model
includes four stages; 1. The context of resilience which is identified as a number of changes that
can occur (competitors, customers, intermediaries, suppliers, other partners, economy, politics-
laws, technology, environment). 2. The predictors of resilience that are related to the strategy
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and the change of an organization, 3. the resilience itself seen through the goals that should be
achieved, 4. and, finally, the organization performance. Accommodation businesses should
include the use of new technologies in their operational management and strategic and booster
it with constant updating on technological progress (Melian-Alzola et al., 2020). The use of
technological solutions could also make the businesses innovative and competitive in order to
cope with critical situations.

Sigala (2020) proposes research fields for future work in tourism’s resilience and distinguishes
three stages; respond stage, recovery stage, restart, reform and reset stage. It is certainly pointed
out that that the use of technological solutions like robots, mobile apps, in-room technologies
for shopping and entertainment is necessary for social distancing and enhances the sense of
consumer safety (Sigala, 2020). Jiang et al. (2019) support that technology resources contribute
to the increase of the competitiveness of the company as well as to the dynamic confrontation
of difficulties that ultimately promote its development. Although all the above studies suggest
digital solutions as a factor that contributes to the organizational resilience the fact that they are
at an early stage, as there is not yet a large body of relevant studies, arouses a great interest in
how the digital transformation is practically enhancing organizational resilience. Thus, having the
above research background, an attempt is made towards investigating the relationship between
organizational resilience and businesses’ firms’ digital adoption levels.

Research Question 2: Is there a relationship between the digital transformation levels of Greek
hospitality businesses and their resilience degree?

3. Research Methodology

The present survey was conducted under the auspices of the Greek Ministry of Tourism. It is an
online survey as part of an ongoing COVID-19 research project targeting the impact of the
pandemic on the Greek tourism and hospitality sector. The questionnaire was administered to
hotel owners/managers using the online survey portal “Google forms” during September and
November, 2020. All members of the Hellenic Chamber of Hotels were invited to join the study.
Participation was completely voluntary and anonymous. The survey addressed both seasonal and
full-year hotels including responses from all Greek regions. The final sample consisted of 502
hotels in Greece out of 5800 hotels. The response rate is around 10%. The vast majority were
Small and Medium-sized and Micro Enterprises [SMEs] (< 2 mil euros turnover; < 200 rooms).
The survey form was structured and divided into sections. The questionnaire consisted of a set
of questions exploring the demographic characteristics of the respondent hotels and close-ended
questions regarding hotels’ digital readiness/willingness to adopt digital transformation as well
as their attitudes towards the future of Greece’s tourism and its sustainability in the post-
pandemic era. For the statistical analysis IBM SPSS was used.

4. Findings and Analysis

Sample demographics
The vast majority of the businesses are hotels that operate independently (86%) with around half
of the participants to be the owners (see table 1). Concerning the region of the hotels; the islands
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lonian, Aegean together with the Crete are 35% of the sample. The outcome is not surprising as
Greek islands are well known for their hospitality facilities.

Table 1
Demographic characteristics of the sample
N %
Respondent Position
Owner 278 55.4
Manager 134 26.7
Senior Executive 58 11.6
Other 32 6.4
Type of Hotel
Independent hotel 430 85.7
Member of a large hotel chain 20 4.0
Member of a small hotel chain 52 10.4
Geographic Region
Thrace 4 0.8
Macedonia 75 14.9
Thessaly 34 6.8
Epirus 22 4.4
Sterea Ellada 42 8.4
Peloponnese 50 10.0
Crete 70 13.9
lonian Islands 102 20.3
Aegean Islands 103 20.5
Star Category
1 star 18 3.6
2 stars 101 20.1
3 stars 177 35.3
4 stars 133 26.5
5 stars 73 14.5
No. of Employees
1-10 245 48.8
11-50 171 34.1
51-250 73 14.5
>250 13 2.6
No. of Rooms
Less than 200 452 90.0
200-399 35 7.0
400-699 10 2.0
700 or more 5 1.0
Annual Turnover
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<2 meuro 398 79.3
2-10 m euro 76 15.1
11-50 m euro 23 4.6
>50 m euro 5 1.0
Operating Period

Full year hotel 200 39.8
Seasonal hotel 302 60.2

More than 60% are 3- and 4-star hotels that operate seasonally. Table 1 presents the
demographic characteristics of the sample. Specifically, respondents in the survey primarily
consist of SMEs; 90% of hotels with less than 200 rooms, 80% of the sample operates with less
than 50 employees and 80% with annual turnover less than 2 million euros.

Digital technologies adoption of the Greek hospitality industry

Greek hotels are at the early phase of their digital transformation (see Figure 1). Specifically, the
pandemic seems to have accelerated the pace of adoption of digital technologies by Greek hotels.
Indeed, six out of ten companies (59%) already use their website as the primary platform for
informing visitors about their Covid-19 related practices (e.g. prevention program, cancellation
policy, frequently asked questions about how to deal with possible cases etc.) Moreover,
approximately five out of ten companies (48%) have adopted social networking platforms as an
alternative mechanism for informing the potential guests of the hotel about the company's policy
for dealing with Covid -19 cases.

As Figure 1 presents, there is gradual adoption of innovative digital solutions by Greek hotel
companies. In particular, three out of ten (30%) companies have developed digital customer
service applications on mobile and tablets (such as mobile check-in, mobile / information about
the hotel via mobile/ tablet, mobile communication with the employees of the hotel, etc.), as
well as applications with QR codes via mobile devices for reading the menu in the hotel restaurant
or for finding useful information in brochures / posters specially placed in the hotel (31% and
29% respectively). One out of four companies have already adopted dynamic pricing and CRM
systems (25% and 24% respectively). Interestingly, the vast majority of the sample (over 70%)
reported that they have no interest in investing towards more advance digital solutions (i.e.,
Artificial Intelligence Systems — Al) (Figure 1). However, a very small number of firms, about 2%
of the sample, have already implemented an Al solution.

Non-adopters exhibit a similar pattern of expected digital solutions implementation. Only but a
small fraction of the sample express their reluctance to exploit their website and/ or social media
as a communications platform with their customers. Mobile applications and corporate
information systems (CRM and dynamic pricing systems) present similar preference priorities.
Nevertheless, it should be noted that the study participants expressed a more long-term
adoption determination.
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Figure 1: Adoption levels of digital initiatives by the Greek hospitality industry
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Relation of perceived digital transformation and organizational resilience

In order to address the second research question, we have categorized the sample hotels into
three subgroups according to their level of digital solution adoption. Low adopters include
participants that have not yet implemented any of the examined digital solutions. Moderate
adopters include participants that have implemented at most one digital solution; in our sample
such adopter types typically exploit either their website or social media as a communication
platform to their customers for Covid-related information. Finally, high adopters include hotels
that fully exploit their website and social media as information platforms for their customers. The
latter category also includes hotels that additionally exploit one or more of the remaining
examined digital solutions.

The degree of adoption of digital solutions has a positive effect on the perceptions of Greek hotel
companies regarding the prospects of their business and the level of optimism for the next tourist
season (Figure 2). In particular, hotels with moderate or high degree of digital solutions
implementation show greater confidence by a probability of 14% in their capacity to manage the
company during the pandemic compared to hotels with low degree of digital adoption. Similarly,
hotels with a high degree of acceptance and use of digital technologies are less worried about
the possible bankruptcy of their business by a probability of 15% compared to companies with a
low level of acceptance and use of digital technologies. Respectively improved perceptions,
which approach 10% in probability terms, are observed in the perceived levels of concern for the
next tourist season, as well as in the stress due to the pandemic between high and low digital
solutions adopters. In all cases, companies with increased adoption of digital applications are
more optimistic.
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Figure 2:The relation between the digital transformation levels of Greek accommodation
businesses and their resilience degree
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5. Discussion

According to the empirical survey, the vast majority of the respondents initially used their
websites and social media pages as a way to communicate with their customers concerning the
Covid-19 related updates. This preference was possibly chosen as to ensure an online presence
and maintain customers’ engagement. The use of mobile applications, QR codes, dynamic pricing
systems and CRM systems enable hotels to update their services and ensure full compliance with
the operating standards during the pandemic (Jumadi, 2021). The findings indicate that many of
the respondents find value in these technological tools either by already using them or reporting
their intention to do so. Instead, the current study revealed that Al (e.g. chatbots) are not widely
implemented. This is probably because small businesses, like those represented in our survey
sample, have limited resources and cash flow (Chen et al., 2021). Advanced digital technologies
require significant money and effort (Chen et al., 2021). During the pandemic, digital
implementation and investment could not be easily applied as hotel enterprises had to remain
financially viable, since their income dramatically shrunk.

The deployment degree of digital services is positively related with their perspectives pertaining
their ability to manage the challenges introduced by the pandemic: organizations with higher
deployment degree of digital solutions tend to be more capable to operate during the pandemic
crisis whilst retaining a more positive attitude pertaining the future. In a time of crisis, digital
technologies provide small businesses with a chance for higher business sustainability (Chen et
al, 2021), as they can offer them flexibility in their movements, facilitate their compliance with
the respective institutional framework and contribute to serving and strengthening the sense of
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security of customers. Furthermore, digital transformation has been considered as one of the key
factors for gaining a competitive advantage during the post Covid-19 recovery .

Previous research studies also suggest that organizations adopt digital technologies to improve
different aspects (processes, services, functions) of their business (Ghobakhloo, et al., 2019).This
study suggests that Greek hotels apply digital technologies to increase communication with their
customers, to enhance their customer experience but mainly to enable their sustainability in time
of crisis. By applying digital solutions, hotels could resist the negative effects of pandemic,
transform their value proposition and overall business model, and thus create opportunities for
surviving and even thriving in the post pandemic era (Chen et al.,, 2021). Moreover, the
hospitality businesses raise the value of digital implementation as enabler for their resilience in
two ways. First, digital implemenation is positively related with their firms’ ability to cope and
resist with the ongoing pandemic crisis and secondly, with their ability to plan their future in the
post pandemic period. Accommodation businesses with high digital adoption seem to be more
confident about their operation in the pandemic period, with a slight fear of bankruptcy and
clearly more optimistic about the future.

This research has indicated that Covid-19 can be a catalyst for digital transformation in the Greek
hospitality industry. Adopting digital transformation seems unavoidable. The current digital
ecosystem has given the organizations the great opportunity to develop solutions to overcome
obstacles through digital transformation (Mahraz et al., 2019), even more now than ever before
due to the global pandemic crisis. When it takes to policy strategic planning it is vitally important
to take into account the characteristics that comprise the SMEs, as for example small businesses
have lower digital innovation access and low managerial skills to deal with the new digital
technologies (Chen, et al.,, 2021). Policy makers should institutionalize education, promote
educations programs, incentives, information services especially designed for small, medium and
micro-service enterprises. As the current study has shown, the early stage of digital solution
adoption of the Greek hotels could be the trigger point and the opportunity to sustain their
resilience and sustainability. Governments should adopt policies that will support and fund
hospitality firms in order to train their employees in development of digital skills (Chen et al.,
2021).

The implementation of moderate digital solution (e.g. website or social media ) seems to be
beneficial regarding perceived sustainability, especially for the small businesses that are unable
to transform quickly enough to compete against digital ready hotels. Nowadays it is vital for any
business to develop further its online presence and improve communication platforms. Official
company websites often serve as the first impression to potential customers offering
opportunities to optimize a visitor’s experience. However, the operational challenges are mainly
dependent on human capital, rather than on technology itself. In fact, there is a wide range of
prerequisites and requirements surrounding an integrated digital transformation journey that
business have to take into consideration, as for example dependencies on third party systems
and processes or availability of technical/organizational environment for supporting the
transformation (Chen et al, 2021). In order to better target and utilize such resources,
consultation and cooperation with the involved public systems and managing authorities are
crucial. For example, using outsourcing for digital transformation needs, forming alliances with
other innovative companies or reinforcing cooperation with partners from other countries,
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This study was not without limitations. The results should be interpreted with caution considering
the bias derived from the use of self-perceived scales. Furthermore, the online nature of the
study may indicate over- or under-representation of specific sub-groups e.g. hotels that do not
use technology at all. Finally, due to the cross-sectional design of the study, associations do not
provide insight into causality or possible mediator effects. Longitudinal studies can be very useful
in order to further investigate the influences of technology adoption during the post-pandemic
era.

It should be taken into account that this study is conducted in the hospitality industry in Greece
and it provides information about the tourist season of 2020 as well as some thoughts about next
tourist season. As the pandemic continues to be a certain problem globally and its effects are
obvious in the current tourist season, it would be interesting to reconsider how hotel companies
are going to operate in the next tourist seasons. A second survey would therefore be
complementary and enlightening to many questions posed in the current study. Additionally, it
would be of interest to conduct similar surveys in other countries worldwide and to compare the
results. This would help us to draw clear conclusions about the effect of covid-19 on
accommodation industry and the role of digital transformation in its resilience.

Tourism industry is not limited to accommodation businesses, which means that it is important
to research the place of digital solutions in other tourism activities, such as tour guides or travel
agencies. On the other hand, it is crucial to examine the factors that motivate tourism
organizations to adopt digital solutions or yet the effect of their demographic characteristics on
this adoption. Some of the distinctive organizational features, such as the number of employees,
the annual income or in other words the size of the business, can be particularly important for
its level of digital implementation.

6. Conclusions

Despite the turbulence that covid-19 pandemic has created in almost all areas of human life, it is
obvious that it has been in many cases the cause for reorganization and reorientation. Those
changes could not leave the tourism industry unaffected, as one way to get out of the crisis is
definitely to strengthen its position through digital transformation.

The present research aimed to ascertain the level of adoption of digital solutions of the Greek
hotel companies and the importance that has been given to them in this specific period. In
addition, emphasis was placed on the relationship between the level of adoption of digital
solutions and the degree of business resilience. Our empirical findings reveal that Greek hotel
companies have chosen digital solutions to manage the new conditions created by the
coronavirus. Moreover, their level of adoption of digital solutions appears to affect factors
related to their resilience, as high adoption level companies maintain their optimism but also
their ability to cope with the raised difficulties. Subsequently, covid-19 gave the opportunity to
hotels to embrace the capabilities offered by technology and accelerate their digital
transformation, as well as to develop a sense of security and advantage regarding their survival
in the crisis.

Finally, the pandemic, despite the extensive crisis and the problems it has created, it could
become a trigger for digital transformation. In addition to the digital transformation and its
contribution to hospitality businesses’ resilience, there is a plethora of additional elements and
data on the changes brought by the pandemic (compliance with health protocols, increased
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customer demands, social distancing) but also the development imposed on the tourism industry
(increased use of technological means that strengthen the sense of customer safety, solutions
related to innovation and agility of businesses) that could offer essential research findings. This
research area, although unexplored, is fertile and certainly deserves attention.
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Abstract

Food hub development has become a focus of local food movement as an opportunity to offer
scale-appropriate infrastructure to small and mid-sized producers to determine the potential of
the Province of Bataan to be a food hub center in Central Luzon, Philippines. Descriptive research
was utilized. A mixed method was used in the study. The total respondents were 792, composed
of 384 producers and 408 consumers. The producers were farmers and fisherfolks from the
province while the consumers involved were people who have the purchasing power.
Respondents revealed that most of the indicators were extremely important. A food chain model
was created as a result of the findings of the study which can be adopted by the Province of
Bataan and can be modified as the need arises. A working committee is highly advisable to
conduct a comprehensive study about the food distribution system thereby leading to the
construction of the food hub. Giving priority and importance to the fresh produce of the province
will boost tourist visits once the transportation infrastructure is completed and once the pandemic
is over. For future research, a feasibility study may be conducted focusing on food hub operations.
Keywords: Cooperative, Food Chain Model, Food Chain System, Food Hub, Pandemic

1.Introduction

The Covid-19 pandemic has led to 119 million confirmed cases and over 2.65 million
bereavements worldwide. It generated uncertainties of an imminent economic emergency and
stagnation. The nutriment division is in front of escalating demand in line for agitation and
accumulating of various items of food. (Nicola et al., 2020) In the Philippines, a total of 616, 611
confirmed cases were recorded while for the Province of Bataan there were 3, 904 confirmed
Covid-19 cases, most of which came from the Overseas Filipino Workers (OFWs). 1Bataan, 2020)
In this regard, the Philippine economy is on a downward trajectory. The main culprit: the COVID-
19 pandemic which has also affected over 120 countries.

Almost simultaneously, supply chain disruptions and demand compression fanned out. Supply
chain lockdowns affected the flow of goods from farms to urban markets. Agricultural labor faced
mobility issues. Food is cross-sectoral economic progress and closely related to some activities
like tourism. (Civicchi et al., 2016) It is of massive economic impact globally, that harnessing the
power of tourism for food is necessary to the economic growth and stability of the developing
world. (Clark, 2014)
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Based on the Implementing Rules and Regulations of Republic Act No. 10816 also known as the
“Farm Tourism Development Act of 2016” which reflected the growth and promotion of Farm
Tourism in the Philippines. Moreover, it aims to highlight the significance of agriculture in
providing livelihood to the majority of the population.

2. Literature Review

The definition presented by Barham et al. (2015), food hubs are values-based focusing on the
agri-food chain of supply. As per Fischer et al. (2013), food hubs are economically feasible
organizations that exhibit an important dedication through accumulation and promotion. In
terms of ecological food public growth, food hubs serve as avenues for community-based
associations and residents that collaboratively exert effort to create feasible and effective food
systems intended to link the producers to the consumers.

Through careful analysis of the literature presented, the values-based focusing on agri-food chain
of supply method is intended for the market and necessity driven and the emphasis is on the
supply chain and market effectiveness. While other sources highlighted that food hubs serve as
unique entity models to achieve the local food employing corresponding the demand of the
buyers in wholesale by employing coordination to the producers. With the other concept, of
being not into profit, consumer, and community-driven, shared values are the priority of the
operation of food hubs.

By uniting the producers, entailing the farmers and fisherfolks into a cooperative can offer scale,
assembly, and modified marketing system to aid the members to succeed. As elaborated by
Matson et al. (2013), food hubs depicted a continuity of principles with an expansion of the
traditional concept of agricultural cooperatives to cover other stakeholders.

The development of a local food system will benefit the Province of Bataan. Food hubs are the
emerging infrastructure that is an innovative, value-chain business model aimed to be financially
viable while having broader economic, social, and environmental impacts within the
communities. This study is similar to the operations of the food hubs which entail shared values
focusing on the welfare of the community. The educational institution will do its share by
providing knowledge and expertise to the producers to acquire economic gains.

With various definitions, purposes, and operations of the food hubs, it can be summarized that
the agri-fishery products of the producers in the Province of Bataan could be placed under one
roof through the potentiality of the food hub, providing access and ease for the end consumers
which can then be used as a basis for the food chain model. As such, this study is unique, in the
sense that the elements included in the proposed food chain model was the result of the data
gathered from the producers, consumers and government’s representative.

Moreover, strategies concerning addressing the research gap, a future study will be undertaken
which will entail a feasibility study to make the realization of the food hub in Barangay Dangcol,
City of Balanga, Province of Bataan.

3. Research Methodology

A mixed method was used in the study. The respondents were divided into producers and
consumers. The data gathered from the master list of fisherfolks and farmers was utilized to
determine the reliable and valid sample out of the given population. This was gathered from
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Provincial Agriculture Office. For the consumers, it was based on the age bracket wherein the
respondents have the purchasing power, most were for the consumption of a household,
government, and business employees, as well as employees in the educational institution.
Slovin’s Formula with a 95% confidence level (giving a margin error of 0.05), was used as the basis
for the needed respondents of the study. It covered the various municipalities and city in the
Province of Bataan.

For the research process, relevant agencies and organizations were identified. The research area
was selected based on the location in nearby coastal areas. The knowledge and experience of
the respondents about the products being offered. For the institution, Bataan Peninsula State
University was selected to serve as the representative of the food value chain.

Before the data collection, a letter of request was made addressed to the office of the Provincial
Governor of Bataan to sought approval for the conduct of the survey. The respondents were
provided with sufficient information about the study before their consent to participate was
obtained to allow them to make an informed decision about their participation in the study. For
the online interview, all possible measures were undertaken to protect and treat the data in a
confidential manner wherein their identity was not revealed.

Freguency, percentage, weighted mean, and standard deviation were utilized to determine the
demographic profile of the respondents, the different perceptions of the producers and
consumers in relevance to the various areas about products, operational activities, elements, the
concept of the food hub, and supports from the local government. The Mann-Whitney U-test,
which is a non-parametric test was utilized to indicate the significant difference in the
stakeholders’ perceptions on the concept of the food hub.

4. Findings and Analysis

The profile of the producers is shown in Table 1. Characteristics such as sex, age, highest
educational attainment, the sector they belong to; products produced; and the number of years
in farming/agri-fishery. The respondents of the producers were mainly fisherfolks and farmers
who partake in the survey.

Table I: Demographic Profile of the Producers

Demographics Frequency Percentage (%)

Sex Male 290 75.52
Female 94 24.48

Age 25 to 34 years old 21 5.47
35 to 44 years old 58 15.10
45 to 54 years old 244 63.54
55 to 64 years old 58 15.10
65 years old and 3 0.78
above

Highest Educational College Graduate 105 27.34

Attainment
College Level 74 19.27
Vocational/ Diploma 189 49.22
High School Graduate 11 2.86
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High School Level 2 0.52
Elementary Graduate 1 0.26
Elementary Level 2 0.52
Sector they Belong Fisherfolk 282 73.44
Farmer 102 26.56
Products Produced Fruit 58 15.10
Vegetable 58 15.10
Rice 92 23.96
Fish and other 250 65.10
Seafood
Oyster 35 9.11
Seashell/ Mussel 244 63.54
Poultry/ Egg 10 2.60
Others 9 2.34
Number of years for Less than 5 years 2 0.52
Farming/ Fishing
Industry
5to 10 years 10 2.60
11to 15 years 22 5.73
Over 15 years 350 91.15

There were a total of 384 respondents from the producer. There have been limited senior citizens
because of the pandemic, they attended the activity because there were no other
representatives from the family, they immediately went home after they received their Christmas

package.

The profile of the consumers is shown in Table 2. Characteristics such as sex, age, highest

educational attainment, and sector they belong to.
Table Il: Demographic Profile of the Consumers

Demographics Frequency Percentage (%)
Sex Male 120 29.41
Female 288 70.59
Age 25 to 34 years old 235 57.60
35 to 44 years old 110 26.96
45 to 54 years old 46 11.27
55 to 64 years old 16 3.92
65 years old and above 1 0.25
Highest Educational Post Graduate Level 79 19.36
Attainment
College Graduate 284 69.61
College Level 27 6.62
Vocational/ Diploma 6 1.47
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High School Graduate 8 1.96
High School Level 3 0.74
Elementary Graduate 1 0.25
Sector they Belong Government 147 36.03
Business/ Investor 141 34.56
Household 57 13.97
Educational Institution 63 15.44

As shown in Table 2, there were a total of 408 consumers. The respondents for the online survey
guestionnaire could purchase goods and services.
As presented in Table 3, the preference of the respondents based on operating format.

Table lll: Respondents’ Preferences in Establishing a Food Hub According to Operating Format

Operating Format Producers Consumers Overall
p g ; ’ f b f ’
Grower Owned 30 7.81 138 33.82 168 21.2

Cooperative (Owned by
producers/processors/ 350 91.15 261 6397 611 771
buyers/distributors)

Volunteer Run 4 1.04 8 1.96 12 1.5
Others 1 0.25 1 0.1
Total 100.0 792 100.0

384 100.00 408 0 0

As to the respondents’ preferences in establishing a food hub according to operating format, it
can be gleaned that 77.10% of the combined respondents preferred the Cooperative. The results
of the analysis using the Mann Whitney U-test, which is a non-parametric test indicate that
significant difference is evident in the stakeholder’s perceptions on the concept of food hub when
grouped accordingly. The p-values are statistically lesser than the alpha of .05 thus rejecting the
null hypothesis.

5. Discussion

Bataan serves as the heartland of Central Luzon in terms of industrial activities mainly because
of the existence of the anchor industries in the province. Considered a prime business hub that
offers a major transshipment area in the region. The province also claims for commercial and
fishery industry plus a vigorous agriculture and aquaculture sector. Moreover, beach resorts, as
well as natural parks along with numerous historical and cultural developments, mark the
landscape and offer settings for fine fettle ventures in tourism. (Coastal Land and Sea Use Zoning
Plan of the Province of Bataan)

According to Matson (2015), in selecting a location for an effective food hub, the major roads
and institutions should be of prime importance, there must be an easy transport of produce in
and out of the facility, moreover, the comfortability of the consumers in accessing the operation.
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In terms of funding sources in constructing a food hub, the Provincial Government of Bataan is
interested to construct the facility to uplift the lives of the fisherfolks and farmers, it was based
on the interview conducted. There was an approved Fishport proposal for Orani, Bataan that will
cover 1.4 hectares amounting to 200 million pesos which were presented last September 25,
2019. The said proposal also included the construction of a floating restaurant, processing zone,
overpass, and market, however, the project had been delayed due to a pandemic. The products
will be mostly coffee and seafood which were the top products from the said municipality. The
concept is about raw to table and it was inspired from the existing Fishport in Thailand, Malaysia,
and Cebu. Based on the assessment conducted by the Provincial Planning and Development
Office as well as the City Planning and Development Office, the food hub can be located in the
City of Balanga, specifically in Barangay Dangcol.

Based on the statement of Matson (2015), the visibility of the food hub is of significant factor
wherein it will serve as community awareness and allow to serve as a marketing tool. The target
location for the food hub is passable with wide roads along the highway and owned by the City
Government of Balanga, it is 15 hectares, one of the facilities to rise is the Sports Complex,
proposed to be built on the said location by this year if the situation permits.

Given the zoning considerations, the enactment of a specific locality to regulate land use to
comply with the city’s land and development laws, together with a comprehensive land-use plan,
Barangay Dangcol is declared as a production zone. The said zone categorizes the areas where
production can take place like agricultural and fishery production, as well as industrial areas.
Agricultural production, crop production, livestock, aquaculture, and fishing are the priorities for
zoning in relevance with production. Barangay Dangcol in the City of Balanga is a potential
location for a food hub that could provide efficient operation of production to consumption.
The City of Balanga, a 4th class city and capital of the Province of Bataan, has a population of
96,061 people on the 2015 census. The location helps determine various components for the
business which includes the customer base to enable the meeting of producer-members.
(Matson, 2015)

The City of Balanga can host a facility that will operate a food value chain where collective
business networks compose of food producers, processors, distributors, marketers, and buyers
can collaboratively plan and coordinate the activities to reach shared economic objectives.

The entire agricultural land of the province is allocated to rice lands, croplands, and fishponds.
The total effective area for palay production is 14, 514 hectares. Mangroves provide ecological
significance in safeguarding the shoreline and coral reefs, serves as a nursery for fishes, shrimps,
crustaceans, and mud crabs, offer potential eco-tourism sites, protection for reclaimed land, and
as windbreaker during typhoons.

According to Matson (2015), goods and services such as natural resources would define the
availability of the products that the food hub needed to supply the essentials and demands of
the consumers and to differentiate the line of products.

From the information, interview, and documents collected for the profile of the Province of
Bataan, it was understandable that with regards to the aspect of resources, the province could
provide the resources needed for dry agricultural goods and fresh produce from seafood. Even
there was a source, the Province of Bataan registered a necessity for the production of pork and
beef. (CLUP 2015-2024)
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The identified necessity did not mean that putting a food hub in the Province of Bataan became
unmanageable. The reason behind western countries, specifically the United States of America,
the origin of food hubs, the decreasing agricultural produce paved the way to the rise of food
hubs as an infrastructure that would save the agricultural aspect and eventually would provide
nutritious, easily reached, fresh and affordable foods for the community. That was an initial step
to address the problems encountered such as loss of farms, financial pressures on small and mid-
sized farms, wider environmental health, and existing social issues in the food system.

The Province of Bataan has an increasing shift from an agricultural economy to a residential or
commercial center. Malls proliferate in the City of Balanga. The zoning plan provided a
comprehensive framework for economic development balanced with environmental
conservation. The four policy areas included settlements, production, protection, and
infrastructure. The integration of land and water use enhances coastal resource management.
The urban structure for coastal management and growth. Ecotourism is also of prime
importance, development of transportation network and environment management to balance
the ecology with the rapid rate of the growth of the population.

The Provincial Agriculture Office was active in assisting farm and agri-fishery sectors, before and
during the pandemic. There are programs and projects such as sustained self-sufficiency
programs like seeds and fertilizer distribution, crop production, institutional development
cooperative through assisting the organizations and cooperatives, fishery production,
development through intensified high-value aquaculture production, and promotion of fish
production improvement.

The programs and projects of the local government vindicated the community's economic
development to advance the economies and at the same time, adjust to changing circumstances
in the economy. The programs gave support to the statement of Flint (2015), knowledge and
resources in the community define and capitalize on opportunities to enhance economic
development and employment.

Hence, the supports coming from the government were of a significant role to consider in the
viability of the establishment of a food hub in the locality.

This model will help on emerging opportunities in the food economy, achieve additional food
earning, expand food security, decrease in food remains, and on condition that system will be in
place for the producers and keeping valuable agri-fishery production. The food hub as a tool for
a sustainable food chain system will alleviate the use of local food resources for the growth of
food tourism, leading to the uplift of lives of the farmers and fisherfolks in the Province of Bataan.
To make available customary considerations for the stakeholders, specifically the local
government to make the most of the potentiality of local food resources as well as the local
community.

The general objective of the food chain model was to illustrate a system intended for the food
chain operation in the Province of Bataan. The SWOT analysis positions the strengths,
weaknesses, opportunities, and threats for the potentiality of a food hub amidst the pandemic,
which will serve as a basis for the food chain model.

For the strengths, the aggregation will be responsible for the one-stop shop to purchase a variety
of products. All fresh produce is available in the Province of Bataan. Agri-fishery products, fresh
and processed will be available in an infrastructure where everyone can purchase in wholesale
or retail. A central facility intended for knowledge and technology, training will be conducted to
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help address the needs of the community. Provide education to ensure quality products,
successful crop planning, consistent packaging, and grading. This can be coordinated to the local
government units for funding and the experts to provide the training can be sourced from the
Office of the Extension Services from Bataan Peninsula State University. Leadership will highlight
the Province of Bataan in the aspect of food aggregation, distribution, processing, marketing, and
local food tourism. The geographical location and the proposed infrastructure for transportation
in Bataan will make the province more accessible to nearby towns and provinces as well.
Marketing and promotion offer a good avenue for advertising locally grown products in the
province. This leads to more opportunities intended for the micro, small and medium scale
industries. Processing will provide continuity in terms of product innovation and development
with the presence of a processing facility in the food hub. Facilities for fresh fish and seafood as
well as dry produce, washing areas, and even parking spaces will be available. Tangible source of
income for the residents of the province. Through various activities and programs to be
conducted as well as the inclusion of food services focusing on locally grown products.

In terms of weaknesses, the investment required is extensive. The capital needed to build the
food hub entails millions of pesos. As it will be needing storage, equipment, operation team,
construction among others. Transportation as a food hub needs to transfer the product from
producer to food hub to the end consumer. Variety of food products to meet the expectations
of the large distributors. There is a growing number of malls and residential areas as per the
interview conducted. Thereby leading to the reduction of agri-fishery productions.

For the opportunities, Market access entails the producers for easy access to large markets.
Ownership pertains to the cooperative model for operating format wherein the community can
possess more of the value chain. Participation can lead to the producers for a broader
distribution channel. Tourism in the aspect of eco-tourism, agritourism, and food tourism is now
proliferating in attracting tourists.

Government
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In the assessment of threats, Industrialization leads to the conversion of agricultural lands turning
into commercial facilities like malls and subdivisions. Product trends wherein some agricultural
products are geared toward cash crops, they are primarily grown for sale and not use for
consumption of the growers and their families. Promptness of the producers in terms of being
abrasive for the concept of truck distribution-ready and not retail-ready. For the final point, the
situation which is still at present, the pandemic, which greatly affected the lives of the producers
and consumers, but through the help of the government, the economy will surely bounce back.
The proposed output for the study is a Food Chain Model that can be adopted by the Province of
Bataan and be modified as the need arises. It was based on the result of the survey and interview
conducted. An in-depth analysis of the literature was undergone. The model will start with the
government funding to have an initial start-up for the infrastructure of the Food Hub, it will then
have an impact on the production process of the farmers and fisherfolks. After which, the food
hub activities and services will be put into place to have a smooth flow of operation in the food
hub. The community services were enjoined to tap the expertise from the educational institution.
The consumption of the consumers will take place as well as the purchase of the retailers. The
operating format is included which is Cooperative as the majority of the respondents preferred
the said business model.

6. Conclusions

In view of the significant findings of the study, the following conclusions were drawn: Making the
most of the locally produced resources of the Province of Bataan, it is of prime importance to
develop a food chain system that will alleviate the growth of the community and in the process,
uplift the lives of the farmers and fisherfolks; Through the supports provided by the local
government amidst the pandemic, the producers and the consumers rated the products,
operational activities, and the elements of the food hub mostly extremely important. Thereby
increasing the viability of the establishment of the food hub in the Province of Bataan through a
cooperative; The null hypothesis is rejected since the data revealed that the perception of the
producers as to the importance of the given variables is higher than that of the consumers, and
The realization of a food hub in Barangay Dangcol at the City of Balanga can create a huge impact
on the stakeholders of the Province of Bataan.

Based on the conclusions, the following are hereby recommended: The local government of
Bataan should take into consideration the budget intended for the development plan for food
chain value to ensure the consumers of sustainable food which are locally grown; A working
committee is highly advisable to conduct a comprehensive study about the food distribution
system thereby leading to the construction of the food hub in Barangay Dangcol, City of Balanga,
Province of Bataan; Determine the best approach to institute community aggregators to have a
better comprehension of the current supply and demand, infrastructure, and the ability to meet
the growth and governance in the province; Scrutinize the current situation of the farmers and
fisherfolks amidst the pandemic to generate a viable program that will assist them in their
livelihood; Giving priority and importance to the fresh produce of the province will boost the
tourist visits once the transportation infrastructure is completed and once the pandemic is over;
The food chain model can be adapted and modified by the province to best suit the need of the
producers, the operations of the food hub, and the consumers; For further research, a feasibility
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study may be conducted focusing on food hub operations to get budget approval from the local
government of Bataan.
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Abstract

The purpose of the study is to evaluate the destination brand equity in Mu Cang Chai, a rural
district with a spectacular landscape of sheer, striking rice terraces in the Northwest of Vietnam,
from the perspectives of domestic tourists. From February to April 2021, data was collected from
280 domestic respondents using social networking sites such as Instagram, Facebook, and
analyzed in SPSS version 20.The research results indicate that Mu Cang Chai brand equity includes
four key factors: Mu Cang Chai brand awareness, Mu Cang Chai perceived quality, Mu Cang Chai
brand image, and Mu Cang Chai brand loyalty. Empirical results indicated the predominant effects
of brand image on Mu Cang Chai brand equity. Domestic tourists appreciate Mu Cang Chai
destination brand awareness and Mu Cang Chai brand loyalty, but these factors authenticated
minor effects on Mu Cang Chai brand equity.The research results contribute to the existing
literature of branding knowledge by consolidating and supplementing the theoretical basis of this
destination brand equity from the tourists’ point of view. Thus, the findings would help marketers
develop suitable marketing strategies to promote Mu Cang Chai brand equity for long-term
competitive advantage.

Keywords: Brand equity, Destination, Domestic tourists, Mu Cang Chai

1.Introduction

From the late 1980s, brand equity is a term that has been noticed by many researchers,
managers, and businessmen around the world. However, at this time, research only focused on
brand equity for tangible products or services. Compared to research on brand equity for pure
products, the research on destination brand equity is still a new academic topic with relatively

92


mailto:longph@vnu.edu.vn
mailto:trangph@vnu.edu.vn

few works (Kotsi et al. (2018). Entering the twenty-first century, tourism growth is the major
driving force for the economic development of many nations. In a fierce competition among
nations to attract tourists, branding helps differentiate a country’s identity among hundreds of
others with similarities. Strong brand equity will remain in tourists’ minds and affect their
intention to visit that destination. Thus, branding in general, brand equity, in particular, has
gained significant attention in both research and practice in the tourism context. There have been
outstanding studies on brand equity conducted by famous researchers, for example, Konecnik
and Gartner (2007), Boo et al. (2009), Konecnik (2010), Pike et al. (2010), Myagmarsuren and
Chen (2011), Lajevardi (2015), Tran et al. (2015), Kheiri et al. (2016), and Tran et al. (2017). These
prior works contributed to branding literature the foundation of destination brands and tested
the relationship among components of destination brands in a specific research context.
However, depending on each place or destination, each type of target market, or targeted tourist
segmentation, the factors affecting overall brand equity can differ. Customer associations and
perceptions with each specific brand will add value to the product (Winters, 1991).

In the light of branding literature, our study aims to evaluate brand equity for a special remote
mountainous area in Viethnam. Mu Cang Chai is an attractive rural district with a beautiful
landscape of rice terraces in the Northwest region of Vietnam. Brand equity and relationship
among components of brand equity of this area are evaluated and verified from the domestic
tourists’ perspective. It is critical to focus on domestic tourists as they account for the largest
proportion of tourism economic contribution of this area, especially in low tourist season.
Further, this study aims to verify and analyze perceptions and evaluations between different
groups of domestic tourists. Outcomes of our analysis can be considered as the reference in the
strategic branding of Mu Cang Chai.

Another reason to choose this area for our research is that Mu Cang Chai has experienced rapid
development in recent years and become one of Vietnam’s most attractive destinations for both
domestic and international tourists. According to the latest statistics of Yen Bai Newspaper on
January 13, 2021, Mu Cang Chai district welcomed 167,200 tourists to visit in 2020 (Hong Oanh,
2021). In addition, recently, Big 7 Travel - a well-known tourist information site has announced a
list of the 50 most beautiful destinations in 2020 through surveying over 1.5 million users across
its multiple social channels such as Instagram, Pinterest, and Mu Cang Chai ranks 21st (Big 7
Travel, 2020) in the list. In 2019, Mu Cang Chai rice terraces were listed as one of the world’s top
20 most colorful destinations officially in the top 20 most colorful destinations in the world by
Condé Nast Traveler —a reputed magazine with an annual award known as “The pinnacle of world
tourism” (Condé Nast Traveler, 2019).

2.Literature Review

Brand positions and differentiates a destination from its competitors on a global touristic
map. Different brands include the different impacts of power and perceived equity delivering
values towards customers. As values remain in customers’ minds, brand equity is used to
understand knowledge about a brand and customer perception of a brand (Keller, 1993).

Brand equity has, therefore, gained utmost attention from managers and scholars in the
marketing field. However, the issue, scope of each prior study is evaluated and measured in a
specific research context. Their approach and findings contributed to brand equity theory in
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different ways. As a result, brand equity remains a multi-dimensional concept in branding
literature.

Although brand equity has been approached in a variety of ways, there are three main
perspectives: financial, sales-based, and customer-based (Aaker, 1991). Consumer-based brand
equity stresses the evaluation of customer responses and their evaluation of a brand.

In the tourism context, the majority of prior research has applied the brand equity model
developed by Aaker (1991) to various tourism sites (Kladou, 2014; Pike, 2007; Pike et al., 2010).
Although most of the key dimensions to measure brand equity from a customer perspective are
destination brand awareness, destination brand image, destination perceived quality, and
destination brand loyalty. Thus, our study also applied to measure these four components in a
touristic destination of Vietnam.

2.1 Destination brand awareness

“Awareness” in tourism implies that an image of the destination exists in the minds of potential
tourists (Gartner 1993). In other studies such as Pike et al. (2010), Bianchi and Pike (2011), and
Pike and Bianchi (2013), this term is also known as destination brand salience. Brand awareness
is critically important as it is the first stage to form an individual’s perceptions of a destination.
Previous studies examined the positive influence of brand presence in the customer’s mind on
brand equity or travel intention (Bianchi & Pike, 2011; Bianchi et al, 2014; Tasci, 2018). As the
result of these earlier findings, the following hypothesis is presented.

Hypothesis H1: Destination brand awareness of domestic tourists has a positive and significant
influence on the Mu Cang Chai brand equity.

2.2 Destination perceived quality

Destination perceived quality is a comparison between real perceptions and expectations of a
destination's service (Myagmarsuren & Chen, 2011). According to Konecnik and Gartner (2007),
the destination perceived quality is the overall evaluation made by the tourists, or rather an
evaluation of the combination of products, services, and experiences that they had had at that
destination. Specifically, Pike et al. (2010) suggested that destination perceived quality is related
to the perception of the quality of the infrastructure, hospitality services, and the amenities of
the accommodation facilities. Furthermore, a customer's preference for the brand over
competitors is influenced by its perceived quality. Thus, the greater a brand's perception is the
better its overall brand equity (Yoo et al., 2000).

Hypothesis H2: Destination perceived quality of domestic tourists has a positive and significant
influence on the Mu Cang Chai brand equity.

2.3 Destination brand image

In the studies of Boo et al. (2009), Tran et al. (2015); Tran et al. (2017), brand image is limited to
social image and self-image of brand personality. Recent studies by Martin and Del-Bosque
(2008), Savas et al. (2013), and Kashif et al (2015) have measured the destination image by its
two component structures: cognitive image and affective image. Accordingly, the cognitive image
refers to knowledge or beliefs about the attributes of the destination (Baloglu, 1999), and it is
the result of the visitor's evaluation of physical characteristics, local people, and events held at
that destination (ilban et al., 2008; Savas et al., 2013). In contrast, the effective image represents
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emotions or feelings of visitors about a destination (Chen & Uysal, 2002; Kim & Richardson, 2003),
and it is the result of the evaluation based on emotions, and meanings that the destination brings
to tourists (ilban et al., 2008, and Savas et al., 2013). Prior studies on destination brand equity
confirmed a positive relationship between destination brand image and brand equity. Thus, the
following hypothesis is:

Hypothesis H3: Destination brand image in the mind of the tourists has a positive and significant
influence on the Mu Cang Chai brand equity.

2.4 Destination brand loyalty

In the tourism industry, with regards to the behavior approach, the attitude approach is more
suitable for researching tourist loyalty, as visitors can be loyal to a destination even if they are
not visiting this place (Chen & Gursoy, 2001). Brand loyalty will encourage the building of brand
equity since loyal customers have more favorable responses to a brand (Buil et al., 2013).
Therefore, this research focuses on the attitude approach to study destination brand loyalty. In
this respect, destination brand loyalty is defined as an intention to recommend and return to the
destination (Myagmarsuren & Chen, 2011, Nam et al., 2011, Pike & Bianchi, 2013).

Hypothesis H4: Destination brand loyalty of domestic tourists has a positive and significant
influence on the Mu Cang Chai brand equity.

Based on the theoretical basis of destination brand equity, along with a careful examination of
research models for brand equity, and destination brand equity. The research has inherited,
drawn, and applied to develop this research model below:

Destination brand

awareness

Destination
perceived quality

Mu Cang
Chai brand
equity

Destination brand
image

Destination brand
loyalty

Figure 1. Proposed research model

3. Research Methodology

3.1 Sampling and data collection

To achieve the research objectives, the target population for this study was domestic travelers
who have visited Mu Cang Chai at least once, as this is one of the preset criteria for the survey
participants. A convenience sampling method was used to select participants for this survey. Data
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were collected by questionnaires through interviews, online surveys via Google Forms
application from February 7 to April 20, 2021, and on social networking platforms such as
Instagram, Facebook, Gapo, etc.

The sample size can be calculated using the formula based on standard 5: 1 by Bollen (1989). To
ensure good data analysis (exploratory factor analysis), the study needs at least 5 observations
for 1 variable. The number of observations should not be less than 100. The survey questionnaire
has a total of 22 observed variables (questions using the Likert scale), so the minimum sample
will be 22 x 5 =110 samples. The research team gathered around 300 responses but only 280 are
accepted to analyze after removing incomplete and inconsistent answers. The data were cleaned
and processed by IBM SPSS Statistics 20.

3.2 Dialectical and historical materialism methods

In this study, the matters are not studied in the stationary state but the active state. They are
seen in a unified, and interrelated relationship, not singly and separately. Things are not only
examined in a fixed moment but a certain time series to draw the most objective observations.

3.3 Measures/ Research design
The research approach adopted in this study is quantitative. The measurement constructs were
all adopted from existing literature. There are two sections of the survey instrument: (1)
demographics characteristics of domestic tourists to Mu Cang Chai; (2) measurement items on a
5-point Likert scale from strongly disagree to strongly agree.

Table 1. Summary of Brand equity scale items

Symbol | Items Source
Destination brand awareness
NB1 |l know Mu Cang Chai destination Author's recommendation
NB2 |The destination has a reputation Boo et al.(2009)
NB3 |l can recognize the logo and symbol of Mu Cang Chai Author's recommendation

NB4 |Mu Cang Chai is a well-known tourism destination

NB5 | The characteristics of Mu Cang Chai come to my mind quickly
NB6 |Recognition of the distinctive features of Mu Cang Chai among competing brands is easy Author's recommendation
NB7 |When | am thinking about a destination, Mu Cang Chai comes to my mind immediately Boo et al.(2009)
Destination perceived quality

CN1 |Mu Cang Chai provides consistent quality for tourists

CN2 |Mu Cang Chai provides quality experiences

CN3  |From Mu Cang Chai’s offerings, I can expect superior performance

CN4 |Mu Cang Chai performs better than other similar destinations in Vietnam
Destination brand image

Boo et al.(2009)

Boo et al.(2009)

HA1 |Mu Cang Chai fits my personality

HA2 |The image of Mu Cang Chai is consistent with my self-image

HA3 |My friends will appreciate it if they know that | traveled to Mu Cang Chai
HA4 | Visiting Mu Cang Chai reflects who | am

Destination brand loyalty

Boo et al.(2009), Pike and Bianchi (2013)

TT1 |l consider Mu Cang Chai to be my favorite destination Author's recommendation
TT2 |Wheninneed of travel, | consider this destination to be my first holiday choice
TT3 |l will advise other people to visit Mu Cang Chai Wang and Hsu (2010), Kashif et al.(2015)

TT4 |lintend to return to Mu Cang Chai

Overall destination brand equity

TTS1 |Given the other destinations in Vietnam, | think visiting Mu Cang Chai is a smart move
TTS2 |Although other destinations have the same characteristics as Mu Cang Chai, | still choose Mu Cang Chai | Tong and Hawley (2009), Kashif et al.(2015)
TTS3 |Mu Cang Chai is more than a destination to me

The measurement constructs include five factors and each is measured with multiple items:
destination brand awareness (NB-7 items); destination perceived quality (CN-4 items);
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Destination brand image (HA-4 items); destination brand loyalty (TT-4 items); overall destination
brand equity (TTS-3 items). The summary of scale items is presented in table 1.

For analyzing the demographics of 280 respondents, this research applied the main value-
frequency which is shown in percentage (Table 2). The result showed two main targeted groups
of domestic travelers to Mu Cang Chai: 44.6% tourists under 25 and 52.1% tourists from 25-40
years old, coming mainly from Northern Vietnam (66,1%) and Southern Vietnam (30.4%). Their
occupations are civil servants (29.6%); Traders (21.8%) and Students (21.4%). Basically, the
results of descriptive statistical analysis revealed important aspects to describe tourists to Mu
Cang Chai such as those mainly under 40 years old, with high educational level, living in the North
or South of Vietnam, having stable jobs with good discretionary income, and having relatively
high demand for traveling. This information helps tourism managers develop strategic
management to approach targeted segmentations of tourists to Mu Cang Chai.

Table 2. Demographic characteristics

Demographic characteristics Group Number of tourists| Percentage (%0)
Male 115 41.1
Gender Female 152 54.3
Others 13 4.6
[<25] 125 44.6
[25 - 40] 146 52.1
Age (years) [41 - 55] 9 3.2
[>55] 0 0.0
Northern Vietnam 185 66.1
Place of residence Central Vietnam 10 3.6
Southern Vietnam 85 304
Under the High school graduation 0 0.0
High school graduation 8 2.9
Education level College (2 years) 3 L1
College (3 years) 8 2.8
University 217 77.5
Postgraduate education 44 15.7
Civil servant 83 29.6
Oceupation Trading 61 218
Student 60 214
Others 76 27.1
[<2] 13 4.6
Income per month [2-5] 35 12.5
(VND 1.000.000/month) |5 — 8] 55 19.6
[>8] 177 63.2
No. of i [1] 13 4.6
P L e R T
(times/year) [3 5] 92 32.9
[>5] 110 39.3
Total 280 100
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4.Findings And Analysis

4.1 Reliability and Validity of constructs

The scale was assessed on reliability through two tools: Cronbach's alpha coefficient and factor
analysis. Cronbach's alpha analysis is used to evaluate the “internal consistency reliability” of
scale. Variables with a corrected item-total correlation less than 0.3 will be disqualified to ensure
differentiated values between factors (Nunnally, 1978), and scale will be chosen when
Cronbach's alpha coefficient is greater than 0.6 (Nunnally & Bernstein, 1994). As shown in Table
3, all scales have met the requirements.

Table 3. Construct reliability of preliminary test

ole-
Construct components and items é f% g %’
g g~
5 =
Destination brand awareness 0,824
NB1 |I know Mu Cang Chai destination 0,528
NB2 | The destination has a reputation 0,543
NB3 |1 can recognize the logo and symbol of Mu Cang Chai 0,406
NB4 |Mu Cang Chai is a well-known tourism destination 0,674
NB5 | The characteristics of Mu Cang Chai come to my mind quickly 0,73
NB6 |Recognition of the distinctive features of Mu Cang Chai among competing brands is easy 0,654
NB7 |When | am thinking about a destination, Mu Cang Chai comes to my mind immediately 0,538
Destination brand image 0,859
HA1 |Mu Cang Chai fits my personality 0,689
HA2 | The image of Mu Cang Chai is consistent with my self-image 0,782
HA3 |My friends will appreciate it if they know that | traveled to Mu Cang Chai 0,599
HA4 |Visiting Mu Cang Chai reflects who | am 0,765
Destination perceived quality 0,818
CN1 |Mu Cang Chai provides consistent quality for tourists 0,684
CN2 |Mu Cang Chai provides quality experiences 0,605
CN3 |From Mu Cang Chai’s offerings, I can expect superior performance 0,606
CN4 |Mu Cang Chai performs better than other similar destinations in Vietnam 0,671
Destination brand loyalty 0,83
TT1 I consider Mu Cang Chai to be my favorite destination 0,732
TT2 |When in need of travel, | consider this destination to be my first holiday choice 0,541
TT3 |l will advise other people to visit Mu Cang Chai 0,666
TT4 |l intend to return to Mu Cang Chai 0,712
Overall destination brand equity 0,851
TTS3|Given the other destinations in Vietnam, | think visiting Mu Cang Chai is a smart move 0,699
TTS1 Although other destinations have the same characteristics as Mu Cang Chai, | still choose Mu Cang Chai 0787
TTS2|{Mu Cang Chai is more than a destination to me 0,693

Reliability is used to describe measurement error because it is impossible to know the exact
degree of variability of the correct and error variables, it is not possible to calculate directly the
reliability level of the scale. However, we can establish reliability based on Cronbach's alpha
analysis. This coefficient indicates the degree of correlation between the variables in the
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guestionnaire, and it is used to calculate the variation of each variable and the correlation
between the variables (Bob E. Hayes, 1983).

Factor analysis will be useful to consider the possibility of reducing the number of 22 observed
variables to a handful of variables that specifically reflect the impact of the major factors on the
overall brand equity of Mu Cang Chai through the evaluation of domestic tourists. Factor analysis
will verify once again whether the variable indexes in each factor are reliable and have the
adhesion as shown in the Cronbach's Alpha coefficient determination.

Table 4. Factors identified by principal components factor analysis

Component
1 2 3 4 5

HA4 0,824

HA2 0,794

HA1 0,684

HA3 0,682

TT3 0,771

NB6 0, 745

TT4 0,711

TT1 0,672

CN1 0,814

CN4 0,744

CN2 0,625

CN3 0,613

NB1 0,788

NB2 0,782

NB3 0,519

TTS3 0,876

TTS1 0,86

TTS2 0,814
Eigen-value 7,3 1,238 | 1,169 | 1,007 | 2,168
Extraction Sums of Squared Loadings 48,663 | 8,252 | 7,795 | 6,716 | 72,275

KMO Measure of Sampling Adequacy = 0,893; p = 0.000 (p < 0.05); df = 105

In Exploratory Factor Analysis, the study uses the Principal Component Analysis (PCA) to extract
the main factors. As shown in Table 4, independent variables having 4 factors that have been
extracted with a cumulative explanatory variance of 71.426 percent (> 50 percent), while
Eigenvalue is 1.007, KMO = 0.893 (> 0.50) and Sig = 0.000 (<0.05). With factor analysis, the
dependent variable was extracted with the cumulative explanatory variance of 72,275 percent (>
50 percent), while the Eigenvalue was 2.168, KMO = 0,701 (> 0.50) and Sig = 0,000. (<0.05). All
items are significant with a factor loading higher than 0.5 and therefore retained for the next
round of analysis. After the Exploratory Factor Analysis, 4 variables were eliminated including: “I
can recognize the logo and symbol of Mu Cang Chai; Mu Cang Chai is a well-known tourism
destination.”; “When | am thinking about a destination, Mu Cang Chai comes to my mind
immediately.”; “When in need of travel, | consider this destination to be my first holiday choice.”
due to load factor <0.5. Cronbach's alpha and total correlation for all scales were used to evaluate
the reliability of measures. As shown in Table 3, Cronbach's alpha shows results showing all
components above 0.60 (Nunnally and Bernstein, 1994). Furthermore, the correlations between
the items are all above 0.30 (Hair et al., 1998).
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4.2 Correlation and regression analysis

According to the research results, it is confirmed that four components are making up the Mu
Cang Chai brand equity including Mu Cang Chai brand awareness, Mu Cang Chai perceived
quality, Mu Cang Chai brand image, and Mu Cang Chai brand loyalty. All these factors have
significantly influenced Mu Cang Chai’s brand equity.

Table 5. Result of regression analysis

Model Standardized Coefficients
CN 0,314
NB 0,142
HA 0,387
TT 0,123
Anova: Sig. = 0,000
Adjusted R Square = 0,674

The regression equation shows that Mu Cang Chai brand image has the largest impact coefficient
on Mu Cang Chai brand equity with 0.387 whereas Mu Cang Chai brand loyalty has the smallest
impact coefficient with 0.123. This means that if Mu Cang Chai brand image increases by one
unit, Mu Cang Chai brand equity increases by 0.387 units. Similarly, if Mu Cang Chai perceived
quality, and Mu Cang Chai brand awareness increases by one unit, Mu Cang Chai brand equity
will increase in turn to 0.314; 0.142; 0.123 units respectively (Table 5).

4.3 Domestic tourist’s evaluation of the components of the Mu Cang Chai brand equity

To find out the domestic tourists' evaluation of the components of the Mu Cang Chai brand
equity, the study tested the consent with a test value = 4.

Hypotheses:

¢ HO: p =4 Customers agree with this evaluation level
H1: u # 4 Customers disagree with this evaluation level

Sig.> 0.05: Accept the hypothesis HO
Sig. <0.05: Rejects hypothesis HO

According to Hoang Trong and Chu Nguyen Mong Ngoc (2008), if a sign is less than 0.05, reject
HO and accept H1.

The research results show that domestic tourists have a good level of Mu Cang Chai brand
awareness, and most of them have the Mu Cang Chai loyalty brand because the criteria of
these two factors are rated at the level of consent (level 4) or higher. Contrary to expectation,
this study indicates that Mu Cang Chai perceived quality, and Mu Cang Chai brand image are
not good. Therefore, if Mu Cang Chai is to compete with other destinations as well as enhance
its brand equity, it needs to pay more attention and effort in improving the service quality as
well as building and promoting the brand image to suit its target domestic tourists.
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Table 6. Results of domestic tourist consent testing

Sig. Mean
Criteria | Mean (2-tailed) Difference

NB1 4,12 0,003 0,121
NB2 4,03 0,535 0,025
NB3 4,14 0,002 0,143
CN1 3,45 0,000 -0,55
CN4 2,87 0,000 -1,132
CN2 38 0,000 -0,196
CN3 3,58 0,000 -0,425
TT3 4,19 0,000 0,193
NB6 3,98 0,717 -0,018
TT4 4,01 0,829 0,011
TT1 3,85 0,003 -0,146
HA4 3,24 0,00 -0,757
HA2 3,52 0,00 -0,479
HA1 381 0,00 -0,193
HA3 3,53 0,00 -0,468

4.3 Examining the differences among domestic tourist groups in their evaluation of the
constituent factors of Mu Cang Chai brand equity
Before examining the different evaluation among domestic tourist groups on the components of
Mu Cang Chai brand equity, the study hypothesized:

e HO: There is no difference

e H1: There are differences
If:

e Sig. <0.05: rejects HO, there are differences between tourist groups
Sig. > 0.05: the difference is not statistically significant

Table 7. Results of testing differences in evaluation of domestic tourist groups

NB | CN | TT | HA | TTS
Gender 10,804 ]0,542]0,482 ] 0,136 | 0,346
Age > 0,042 | 0,003 | 0,001 | 0,005 ] 0,005
Place of residence g 0,177 ] 0,065 ] 0,052 | 0,015 | 0,032
Education level ? 0,094 0,412 ] 0,63 | 0,811 ] 0,437
Occupation 0,562 ] 0,032 | 0,365 | 0,785 | 0,037
Income 0,329 ] 0,909 | 0,914 | 0,725 ] 0,104

Testing the normal distribution of the variables to choose the appropriate test. As a result, the
use of non-parametric tests (Kruskal-Wallis test) was carried out on the variables that did not
obey the normal distribution. The results of the tests of domestic tourist groups by gender,
education level, and income show that there is no difference in the evaluation of the domestic
tourist group on the factors that constitute the Mu Cang Chai brand equity (coefficient Sig.> 0.05).
On the contrary, there are differences in the evaluation of the factors between three groups of
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different ages. There are differences in the evaluation of Mu Cang Chai brand image and brand
equity between groups of tourists in the North, Central, and South. Moreover, there is a
difference in the evaluation of Mu Cang Chai perceived quality and brand equity between the
groups with different occupations (Sig. <0.05 ).

5. Discussion

The destination brand equity is an extremely valuable factor for tourist destinations. It creates a
very strong competitive advantage for a destination in competition with others. In other words,
it can help a tourist destination develop in a sustainable and long-term way. Therefore, tourist
destinations, in this case, Mu Cang Chai, must pay attention to this factor.

Therefore, the study’s main contribution is to provide a deeper understanding of the destination
brand equity. The research has confirmed scales for the components of brand equity and the
overall evaluation of brand equity in the light of the existing research results by Konecnik (2007),
Boo (2009), and Yoo and Pike (2010) but in the context of a remote and mountainous region Mu
Cang Chai. Importantly, the destination brand awareness scale is validated by exploratory factor
analysis, Cronbach's alpha analysis in the context of domestic visitors visiting Mu Cang Chai,
except for eliminating three items. Thus, this study highlights the importance of the scale by
analyzing data from a sample of tourism destinations in a specific context. Besides, this study has
provided some useful information for the managers and marketing administrators of Mu Cang
Chai to enhance awareness of Mu Cang Chai as an attractive destination in tourists’ minds.

The results in the study show that domestic tourists have not yet appreciated the Mu Cang Chai
brand image and perceived quality. This means Mu Cang Chai is yet to become a competitive
brand when compared to other domestic and international destinations that share similar
characteristics, despite its popularity and recent development. In other words, the brand equity
value of Mu Cang Chai added from the tourist side is still insufficient. To enhance its destination
brand equity, Mu Cang Chai needs to improve the destination image brand and perceived quality.
The potential of Mu Cang Chai as a tourist destination has not been explored fully and promoted
effectively. Moreover, Mu Cang Chai brand image still needs to improve because it has not
identified its target markets to effectively build up the destination image. The current image of
Mu Cang Chai destination is not able to attract its target tourists (age from 25 years or older. - 40
years old). In addition, Mu Cang Chai perceived quality is not good because the destination has
limited human and financial resources due to being a poor mountainous district of Yen Bai
province. Investment in tourism in Mu Cang Chai is still limited. To make tourism in the
destination reach its full potential, more investment needs to be made.

At the same time, the Mu Cang Chai perceived quality is not good because it is the result of the
poor Mu Cang Chai brand image. The reason is that the destination brand image significantly
influences the perceived quality of the destination, (Myagmarsuren & Chen,2011; Aliman et al.,
2014; Tran et al., 2018).

6. Conclusions

This study indicates that the research results have met the research objectives and supported
four hypotheses. Specifically:
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First, 4 factors positively impact Mu Cang Chaibrand equity including destination brand image,
destination perceived quality, destination brand awareness, and destination brand loyalty. In
which, destination brand image and destination perceived quality are two components that have
a strong influence, and contribute to the Mu Cang Chai brand equity.

Second, the analysis of the domestic tourist’s evaluation with the factors making up the Mu Cang
Chai brand equity shows that domestic tourists rated at an agreed level (level 4) with Mu Cang
Chai brand awareness and brand loyalty. In contrast, Mu Cang Chai destination brand image and
Mu Cang Chai perceived quality are below the agreed level (below level 4).

Third, throughout the close examination of the evaluation of domestic tourists for the Mu Cang
Chai brand equity, research has shown that there is no difference in evaluation between groups
of tourists by gender, education level, income, and the factors that constitute the Mu Cang Chai
brand equity. There are differences in the evaluation of Mu Cang Chai brand image and brand
equity between groups of domestic tourists in the North, Central, and South. There are
differences in the evaluation of Mu Cang Chai perceived quality and brand equity between groups
of domestic tourists from different occupations.

Based on research findings, recommendations are made to the local government of Mu Cang
Chai district to focus on tourism management, tourism-driven investment, and the training of
human resources for the tourism industry.

However, the above findings in the report still have limitations that arise from the fact of focusing
only on one destination. In this case, the implication of generalization to other destinations may
be limited. Moreover, this study emphasized only the views of domestic travelers who have come
to Mu Cang Chai at least once. This criterion has a limited scope of research as well as the
possibility of generalization beyond this group. However, these strict criteria are crucially
important to achieve our study objectives. Thus, the future study may expand the scope to
examine other tourists such as international visitors to get more general results. Other factors
affecting destination brand equity may need to be examined in this context such as the role of
marketing activities, social media, the role of e-WoM.
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Abstract

Present, the event industry is a significant and growing economic sector. However, Sri Lanka has
not specifically popular events among the visitors, which exemplify opportunities and create
responsibility on stakeholders to uplift the industrys'. Equally, optimizing positive impacts while
minimizing negative impacts is critical to ensuring sustainability. This study aims at identifying
positive and negative social, economic, and environmental impacts of events to provide a
platform for future research. Data was collected from 12 MICE event managers and out of 28
event management organizations who are a member of Sri Lanka Association of Professional
Conference, Exhibition, and Event Organizers. Purposive sampling was used with structured
interviews. The qualitative approach was employed and the transcribed data were analyzed using
qualitative content analysis. The study identified international events benefit the country more
than local events, and can be used by host communities as a tool to enhance social interaction,
satisfaction, employment opportunities, revenue generation, and enhance the quality of life.
Contrarily, events bring negative impacts due to poor planning, especially on the environment.
Further revealed, Sri Lanka promotes cultural events very low, and it does not enhance community
pride. Moreover, which helps to identify the weaknesses, and ways to transform negative impacts
into positive impacts.

Keywords: Event Impacts, MICE Event Managers, Local Community, Qualitative Content Analysis

1. Introduction

In recent years, the event industry has become very attractive for public and private sector
investments given its growing market. Sice people are seeking more and more memorable
experiences in their day to day life. Thus creating and delivering memorable events has become
a part of modern social life. These events have a range of impacts on their host communities and
stakeholders. The event manager’s role is to recognize and predict these impacts (Glenn Bowdin,
2006), and it is important to understand the objectives, aspirations, and opinions of the
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communities when planning events to achieve a good balance and gain support from local
communities (Zhou, 2006).

Glenn Bowndin, (2006) the study identified a vast gap in the available literature on the events
industry, such as providing education, training, events management, and planning, marketing,
finance, human resource management, and operations courses for lecturers, students, and
professionals alike. Further, Sherwood, (2007) has mentioned only two publications were dealing
with the environmental impacts of events around this time-May (1995) and Harris & Huyskens,
(2002)-Events and the environment got some interest from researchers.

In the Sri Lankan context, there is a serious dearth of research work on the impact of organized
commercial events on the local community, and the only impact of tourism on the local
community type of research can be found.

At present, most countries have identified the specific market and innovated new events to the
world. For example, Belgium innovated Tomorrowland in 2005, America innovated Ultra music
festival in 1999, etc. Dakar Rally is now organized in South America. All of these events allow
opportunities for country development and growth. E.g.400000 people have come to Belgium to
participate in the Tomorrowland festival and all tickets were sold out in 15 minutes. That showed
the demand for the event (Tomorrowland, 2021). A large number of people participate in these
events. That is why it becomes a world fast-growing, and one of the larger industries in the world.
In 2018 this industry earned 30.3billion USD )( Statista - The Statistics Portal for Market Data,
Market Research and Market Studies, 2021). But review about Sri Lankan events there is not
many popular events among the foreign visitors. Only a little of the information is on the websites
regarding Sri Lankan events. Kandy Esala Perahera, Sinhala, and Tamil New Year kinds of festivals
are mainly highlighted events there (Read Travel Guides & Book Stays and Experiences | Culture
Trip, 2021).

When considering the Sri Lankan MICE tourism market; current trends, opportunity, growth
potential, and forecast to 2025(2019) that data analysis has identified potential opportunities
and future trends related to Sri Lanka. That they expect to reach US$285 Million by 2025 (Sri
Lanka Travel - Tourism Awards, 2021). But still, Sri Lanka promotes the event industry at a lower
level. Through the following statistical data, it can prove very clearly.

Table 1"Percentage Distribution of Tourist Arrivals in Sri Lanka by Purpose of Visit (2010-2018)

Purpose 2010 | 2011 | 2012 | 2013 | 2014 | 2015 | 2016 | 2017 | 2018
Pleasure/Holiday | 78.9 |80.4 |74.4 |72.7 |67.95|66.6 |83.4 |824 |81.72
Business 12.7 | 8.0 9.0 5.2 133 |13 1.8 3.3 3.95
Visiting Friends 5.4 8.2 11.7 |12.4 |27.45|255 |115 |11.3 |10.84
& relations

Convention & 1.0 1.7 2.2 2.0 0.29 | 0.2 0.8 1.3 1.71
meeting

Religious & 0.8 0.3 2.2 4.8 0.01 |0.1 0.0 0.0 0.09
cultural

Health - - - - 0.53 |3.2 0.6 0.5 0.89
Sports - - - - 0.53 |0.7 04 0.8 0.64
Official - - - - 0.3 04 0.3 0.3 0.06




Education - - - - 0.11 | 0.2 0.0 0.1 0.06
Others 1.2 14 0.5 2.9 149 | 1.7 1.2 0.0 0.04
Total 100.0 | 100.0 | 100.0 | 100.0 | 100.0 | 100.0 | 100.0 | 100.0 | 100.0
Source: (SLTDA, 2018)

As illustrated in the above table, it reveals that the tourist arrivals for various purposes over the
period from the year 2010 to 2018 in Sri Lanka. There is the highest number of visitors who come
to Sri Lanka for pleasure. Secondly for business and thirdly for visiting friends and relations. It
highlighted that there is a low number of tourist arrivals for convention & meeting and it got
fourth place according to the table statistics. Through this analysis, event organizations can
identify, who should be the target market, which kind of event should be created for them, and
create strategies for the industry's future development.

The purpose of this research is to discuss the general question; what are the social, economic,
and environmental impacts of events? And its objective is to identify the social, economic, and
environmental impacts of events. These impacts are identified and categorized into two positive
and negative impacts. The study expects to elucidate the rapidly growing event management
sector in Sri Lankacontext both theoretically and empirically. Theoretically, the papers opt to
explore the impacts of commercial events on communities from the managers' perspective.
Equally, the study expects to guide the event management sector for better management
through the findings of the study.

2. Literature Review

2.1 Event Tourism

It is essential to elaborate on tourism and its link to MICE since both these aspects are the same
coin having two facts. According to UNWTO, tourism is defined as the activities of persons
traveling to and staying in places outside their usual environment for not more than one
consecutive year for leisure, business, and other purposes (Definition of Tourism (UNWTO
Definition of Tourism) / What Is Tourism ? | Tugberk @ the Heart of Software, 2021).

The event industry cannot be separated from the tourism, hospitality, leisure, and recreation
industries and which is a complex and diverse nature industry (By Glenn Bowdin, 2006). Getz,
(2008), event tourism introduces an important and rapidly growing segment of international
tourism. In the 1993s starting with festival management and event tourism, it was renamed Event
Management.

According to Getz, (2008) “Event tourism, as with all forms of special interest travel consideration
must be given to both demand and supply sides.” A consumer perspective needs to determine
who is traveling for events, why, and those who attend events during travel. They also need to
know what kind of events tourists organize and spend. “This demand-side approach includes an
assessment of the value of events to promote a positive effect image of the destination, generally
place marketing, and co-branding with destinations.”

From the supply side perspective, destinations develop, facilitate, marketing and promote events
of all kinds to meet multiple goals and objectives; Attract tourists (especially during the off-peak
season), serve as a catalyst (for urban renewal and enhancement of destination infrastructure,
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and tourism capacities)To foster a positive image and contribute to the destination to marketing
general place (especially better to live, invest, and work) (Getz, 2008).

2.2 Impact of Events on Local Community

Social Impact of Events

Social impact is defined as, how tourism and travel affect changes in the collective and individual
value systems, behavior patterns, community structures, lifestyle, and quality of life (Balduck,
Maes, & Buelens, 2011).

IAIA (International Association for Impact Assessment) organization has identified social impact
changes to one or more of the following (Vanclay, 2003).

e The way of life of people —that is, how they live, work, play, and interact with one another
daily with each other;

e Their culture —that is, their common shared beliefs, customs, values, language or dialect;

e Their community — its cohesion, stability, character, facilities, and services;

e Their political systems — to what extent people can participate in decisions that affect
their lives, the level of democratization that is taking place, and the resources that have
been provided for that.

e Their environment — the air and water quality that people use; the level of hazard or risk,
dust and noise to which they are exposed; the adequacy of sanitation, their physical
safety.

e Their health and wellbeing —health is not only the absence of illness or infirmity, health is
a state of complete or accurate physical, mental, social, and spiritual wellbeing;

e Their fears and aspirations — their perceptions of their safety and security, their fears
about the future of their community, and the future of their children.

Positive Social Impact

The success of any event mainly depends on the host community, and it helps to send positive
feedback to participants (Etiosa, 2012).

Events can contribute to a “more democratic, locally representative understanding of
community”. When considering the impact festivals make on people’s sense of place. Including
local resources and local identity and cultural contributions to the social stability of a place (Black,
2016).

Events contribute to a sense of community, the spirit within-host destinations, and community
pride, thus improving the quality of life of residents. The benefits of events also have been widely
recognized in terms of educational and cultural understanding (Reid, 2007). Delamere and Hinch,
(1994) have denoted social benefits such as creating social pride, facilitating association/sharing
of ideas, promoting social interaction, and creating social identity and welfare, etc.

Negative Social Impact

Events have short-term negative impacts related to inconvenient impacts such as crowding and
anti-social behaviors (drunken, rowdy, and potentially life and property threatening behavior)
(Deery & Jago, 2010). Anti-social behavior can seriously tarnish the image of an event and reduce
their pride in the destination. The events disrupt the regular and consistent rhythm of urban
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development (Liu & Chen, 2007). Sometimes major events can create unexpected consequences
that can hijack the agenda and determine how the event is perceived by the public if the
consequences are not properly managed the consequences can be in form of substance abuse,
bad behavior by crowds, and an increase in criminal activities (Allen, 2010).

Economic Impact of Events;

Positive Economic Impact

Events can positively impact the economy in a variety of ways. Events attract visitors from outside
a region so they can spend more time at a destination (Chalip & Layns, 2002). This revenue in
turn can provide new employment opportunities, and the taxes associated with this revenue can
be used to pay for certain projects and infrastructure development (Gursoy et al., 2004). Tourism
often leads to improvements in public utilities such as water, sewerage, sidewalks, lighting,
parking, public restrooms, landscaping, and litter control, all of which benefit both tourists and
residents (Kreag, 2001). The same author has indicated that event tourism also encourages
transportation infrastructure improvements resulting in upgraded roads, airports, and public
transportation. Also, events are platforms for host communities to highlight their talents, attract
potential investors, and foster new business opportunities. The input-output analysis is a widely
used method to assess the economic impacts of events at a region or community level (Egresi &

Kara, 2014).
Community @ To the Citv
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Figure 1: Basic Principle for Undertaking Economic Impact Studies
Source:(Diedering & Kwiatkowski, 2017)

Multiplier analysis was introduced by Brian Archer in 1984, this concept was initially developed
to indicate public expenditure but is now rather applied to determine the economic effect of
events or industries. That “recognizes that changes in the level of economic activity created by
visitors to a sports facility or event result in changes in the level of economic activity in other
sectors, thus creating multiple economic effects”(Diedering & Kwiatkowski, 2017).
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Negative Economic Impact

(Sims and D’Mello, 2005) have indicated the participant's ideas on the rising prices of goods,
services, and rents who conclude that people with different incomes have different views on
prices-lower and middle-income groups felt the process would rise, while high-income earners
disagreed with that opinion. Thesis & Supervisor, (2015) the study has discussed these three facts
as well. Further, if care is not taken, economic impact may cause inflation in a community
economy and, in the nation as a whole. This is when tourists visit the destination, they do not
declare how much money they are planning to spend in that community and their money is not
government-controlled, which can lead to higher prices or inflation (Chubo, 2014).

Environmental Impact of Events;

ISO 20121, the International standard on Sustainable Event Management helps event organizers
and businesses to identify the potential impacts of an event, how to reduce any negative impact
on the environment, communities & local economy, and leave a positive legacy (Environmental
| Event Impacts, 2021).

Positive Environmental Impact

Macgregor & Jones, (2008) study, six of the events have mentioned promoting environmental
awareness. Further to their study, PWC concluded overall, during the construction phase, the
Games (sports events) will bring negative environmental impacts to the Upper Lea, but overall,
they believe that the impacts on this scale will be positive.

Negative Environmental Impact

In most situations, there are more various negative environmental consequences than positive
consequences, especially if there has not been enough study, evaluation, and measures put in
place on how to eliminate these impacts. The environmental impact of events starts from the
events planning stage to the assessment stage of any event. Any destination needs to provide
service and facilities for visitors, in developing these infrastructures and services, they will have
negative impacts on the environment in the negatively initial stage, but positively in the long-
term (Etiosa, 2012). After these infrastructures have been put in place, another problem is an
increase in the number of people utilizing them. There may be basic consequences, such as
increasing traffic, crowded parks but it may be sufficient to cause harm to a natural environment
(Cook et al., 2010).

Another impact of event tourism is the degradation of the natural physical environment because,
during the performance of events, people eat and drink canned food. These canned foods are
thrown just everywhere in the destination, making the entire place to be lighter with canned
foods that are dangerous to human beings (Chubo, 2014).In this section, present your literature
review, exhibiting and discussing the current knowledge including substantive findings as well as
theoretical and methodological contributions to the particular topic of your manuscript.

3. Research Methodology
3.1 Research Design

This study focuses on identifying the Impacts of organized commercial events on local
communities in Sri Lanka from event managers' perspective. To solve the research questions, the
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researchers needed detailed information, experiences, and ideas from event managers. Knowing
the event managers' pure and realistic idea of assessing social, economic, and environmental
impact, the qualitative research design is the best one to use to achieve the research objectives.

3.2 Study Area

For the study area, Colombo city has been selected since Colombo city, Sri Lanka’s commercial
capital was nominated by the World Bank in 2013 as one of the fastest-growing urban cities in
South Asia. Therefore, most of the event management companies are located and operated in
Colombo city. Equally, large commercial events are organized in Colombo due to the location of
several significant event locations in Colombo.

3.3 Population and Sample Size

The population is identified as the event organizations that are registered in the Sri Lanka
Association of Professional Conference, Exhibition, and Event Organizers (SLAPCEO) in Colombo
Sri Lanka. Its database showed 28 organizations that are registered in SLAPCEO. Therefore, those
28 companies are considered as the population and a sample of 12 organizations was drawn to
proceed with the study.

3.4 Sampling Technique

The purposive sampling technique was used for this research because, due to the qualities that
the participant possesses, it may deliberately choose a participant. Simply in qualitative
explorations, the researcher decides what needs to be known and aims to find people who can
and are willing to provide the information through knowledge or experience (Bernard, 2006).

3.5 Data Collection Methods

This study is mainly based on the primary data which was collected through structured
interviews. All 12 interviews were held in face-to-face conversation, and the length of each
interview ranged from 30 minutes to 40 minutes. Secondary data is gathered through research
articles, websites, newspapers, books, reports, journals, and the internet, which was too helpful
in the analysis.

3.6 Data Analysis Method

The qualitative content analysis method was used to analyse the respondents' opinions. The
purpose of content analysis, as with this research strategy, is to provide knowledge and
understanding of the phenomena under the study. It offers practical applicability, promise, and
relevance for research involving the practice and education of professionals due to its focus on
human communication (Downe-Wamboldt, 1992). Moreover analyzing the data the researcher
tries to do so by bringing a wider range of knowledge to the study context. The interview
transcriptions generated from the survey were scrutinized and analysed to generate information.
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4. Findings and Analysis

The purpose of this study was to identify Social, Economic, and Environmental Impacts of Events
from events managers’ perspectives. Therefore, all the questions posed were much related to
the above objective.

4.1 Social Impact

Based on findings, without any argument events are much important to everyone. Because the
event industry is interconnected to every industry, and which is connected to social life, country
economy, environment, and the whole world. That creates an opportunity for people to interact
with each other and it is the best method to enhance the good feeling, self-satisfaction,
interactions, and build a relationship with each other. Sri Lankan event managers often organize
MICE events. Based on their experience they mentioned that events allow the sharing of
knowledge, enhanced education opportunities, and found the solution for peoples’ problems.
Another aspect is to build an image of the event destination or country. Especially international
events which are very helpful to promote our own culture, tradition, attractions, destinations,
etc. That means a society, a country, a place, or anything could gain publicity through the events.
Further, some of the event organizers like to engage in CSR activities. Through such strategies,
the organization promotes itself, and on the other hand CSR activities enhance the social welfare
of the community. Finally, as a package, events give more benefits to the community which
enhances the quality of life of residents. The analysis also showed that events cause damaging
social ethics and culture. Because there are different ranges of events today, which can bring
westernized things and can change the social pattern of society.

4.2 Economic Impact

When staging the events, event companies work with many stakeholders, and they maintain a
better relationship during and after the event with every stakeholder, which generates benefits
for both parties. Such as promotion opportunities, better offers, they can sell their products on
the premises, etc. Any event's success is heavily reliant on manpower, it creates different job
opportunities in the economy. Through the creation of jobs, events generate revenue in many
ways. The event managers added that the selection of local suppliers and small business owners
the selection of suppliers will bring greater benefits to society. Another highlighted fact is
international events generate a higher revenue than local events, which injects new money into
the economy. Also, the event industry’s benefit is not limited to one industry; it spreads across a
section of the industry, which creates a large circulation of money in the economy, and part of it
goes to the government as tax revenue. Economically, it was found out that positive events have
spurred most of the infrastructural development in the country. Especially, it can be seen that
the government invests more in infrastructure development for events when organized by the
government. Another point is that events give opportunities to identify and discuss with new
partners, which creates a good platform to identify new investors and build a partnership,
business promotion, and business boom. Moreover, event managers believe that an event can
enhance tourist attractions. That means, events can greatly enhance the tourism industry, and
further event managers added that the cost per person attending an event is three to four times
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higher than the average tourist. Another aspect is the identification of new technology for
relevant industries and the import of new technological equipment to the country.

As a negative economic impact, 03 out of 12 interviewees (25%) pointed out that importing goods
and services. Their opinion is, there should be restrictions and limitations on what should be
allowed, and what should not be allowed, if it is not it can be negatively affected by the local
economy. Other 09 out of 12 interviewees (75%) believe that the events do not create any
negative impact on the economy.

4.3 Environmental Impact

2 out of the 12 (16.6%) interviewees’ point of view that an environmental awareness or another
positive impact can be made from environmentally targeted events, and other interviewees say
that there is not any positive impact on the environment.

Table 2: Summary of Categories

Objective Codes Categories Sub Categories

*  Promote social interaction

01 Social Impact Positive Impact * Self-satisfaction

* Knowledge sharing

* Local identity

* Image building & Publicity

* Create social welfare

* Improving the quality of life resident

Negative Impact | ¢ Damage social ethics & culture

* Business opportunity and promotion

Economic Positive Impact * Creation of job

Impact * Generate revenue

* Taxrevenue

* Making foreign currency

e Infrastructure development

* Attracting potential investors

* Destination promotion and increase
tourist visit

* Identify new technology

* Increase circulation of money

Negative Impact | ¢ Import goods and services

Positive Impact * Environmental awareness
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Environmental | Negative Impact |« Waste disposal

Impact e Carbon emission

* Noise pollution

¢ Crowding

* Traffic congestion

* Urban transformation and renewal
e Deforestation

Source: Develop by the Researcher (2020)

All interviewees stated that waste disposal is the main negative impact of the events. Events also
cause to increase in carbon emissions, because people use their modes of transportation to get
to a specific destination, especially through private events, and social events. Further, if the event
is attended by foreign guests, they use air transport facilities. Therefore, it increases the air
pollution in the environment. Another impact is noise pollution, which means unwanted or
disturbing noises that interfere with the environment or the community's general lives. Where a
big event is held, a large crowd gathers at the venue. That directly affects the creation of traffic
congestion and noise. Interviewees mentioned that many events in Sri Lanka are organized in
Colombo, when organizing the events at BMICH large crowds gather to Colombo. Then it is a
cause to increase the traffic congestion around that area, and it disturbs to the community
general life.

Other factors are deforestation, urban transformation, and renewals. These environmental
impacts of events on the destination begin from the planning stage of any event. Because
infrastructure is the basic and main factor of the venue. But most of the event managers did not
see that negative side to the environment. Only 02 out of 12 participants mentioned the negative
effect of events on the environment.

Based on the above finding, the researcher was able to identify many impacts, which affect the
local community in Sri Lanka. Mainly there are three basic categories. They are the social,
economic, and environmental impact of events. Under the three basic codes, there are positive
and negative categories and subcategories. All these categories have been extracted from the
information mentioned by the interviewees.

4.4 Current Situation of Sri Lankan Cultural Events, and Event Promotion

Beyond the research objective, it was found that Sri Lanka promotes cultural events at a very low
level. Interviewees mentioned that Sri Lanka is a multinational country that they have many
traditional events, such as Sinhala & Tamil New Year Festival, Perahera Events, Religious Festivals,
and diverse food cultural festivals, etc. Through those events, they can attract foreign visitors.
For example, Indians can promote Hindu festivals. But, they do not have a proper plan to
promote these events. 08 out of 12 interviewees (66.66%) had such views regarding cultural
events.

Further, experts believed that Sri Lanka should have a proper plan to promote events, and then
who can reap more benefits in the future more than in the present. They propose different
methods for that. Interviewees’ opinion as follows.
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“What we need to do, we need to hold our main event in one place, and then the next event is
held in Kandy, and the next one is in Galle likewise need to create publicity through it. We want
to show through it, this is Sri Lanka, There is this kind of beach in Sri Lanka, and there are hill
countries and different cultures. We need to promote things like this.”

(Participant 01: Personal Communication, 2020)

5. Discussion

The implication of the study is presented in three distinct aspects: Findings that consisted of the
previous literature, findings that contradict the literature, and the impact of events on the local
community in Sri Lanka. The study agreeing with (Black, 2016), (Rose,2002,p.100), (Bowen, 2013),
Fabiani, (2011), and Delanty, (2011) findings, have denoted events are enhancement of
knowledge and promote social interaction. Also, research has agreed with, Lavenda, (1992)
study, which cited events that satisfy different tastes and are subject to different interests.
However, under the Sri Lankan context experts’ ideas argue with (Gursoy et al., 2004) study. In
their argument, events contribute to community pride and localness, contributing to the
continuity of local culture. According to the findings, 66.66% of event managers argue, Sri Lanka
promotes cultural events at a very low level. Thus, we do not enhance community pride via
events. But 33.33% of event managers’ agreed, Sri Lanka can promote the destinations and build
an image through events. Further research has agreed with Chubo, (2014) study. He argued on,
events create income opportunities, and which improve the standard of living of the community.
Moreover, Chubo, (2014) study has denoted events that generate conflict in the host community
because communities turn to copy the culture of others. Agreeing with this, the study identified
events as a cause of harm to social ethics and culture.

Josing et al., (2012) the study has revealed that collaboration is beneficial for both parties. Also,
they have studied the collaboration aspect; 87% of respondents are willing to work even more
together while 13% of companies did not consider the partnership important (Josing et al. 2012).
Most event hosting literature focuses on economic impacts (e.g. Crompton & McKay 1997,
Gartner & Holecek 1983; Kim, Scott, Thigpen & Kim 1998; Thrane 2002; Kasimati 2003; Gursoy et
al. 2004) with the perceived positive economic benefits proving to key stakeholders, so,
compelling that the negative impacts are considered minor and either ignored or hidden (Hall &
Hodges 1996; Hiller 1998). Agree with the study Kumar et al., (2014) has identified that the events
generate revenue for destination and individual enterprises, and generate tax revenue for the
local and central government. Event has the multiplier effect of business tourist expenditure
within the local economy, and inject foreign currency where the visitors are foreign. Further, they
have mentioned that the event enhances the potential stimulation of inward investment.
Chubo, (2014) the study also has mentioned high leakage may occur as most communities spend
money to buy raw materials to produce goods as souvenirs for tourists, and further, they have
denoted most roads, airports, and hotels are often constructed by foreign companies thus
causing leakages. Agreed with the study, Allen et al. (2010) study have cited environmental
awareness as a positive effect of events. Also, (Kim & Petrick 2005; Kim, Gursoy & Lee 2006)
dominantly has identified traffic congestion and parking as a negative impact. Moreover, only
16.66% of interviewees saw the urban transformation, and deforestation as a negative
environmental impact generates by events. Agreed to Chubo, (2014) a study has mentioned,
vegetation and some crops or gardens are destroyed during the preparation and construction for
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this occasion. Moreover, Etiosa, (2012) study argument on, developing these infrastructures, will
impact the environment negatively in the initial stage but positively in the long run.

This study revealed that events have a positive social, and economic impact, and a negative
impact on the environment rather than a positive one. But based on all the findings, the
researcher was able to conclude that there is a positive contribution to the local community in
Sri Lanka.

6. Conclusions

The present, the event industry has created vital space from the economy all around the world
which has apace. Because it generates significant and wide-ranging benefits to a country. This
study aimed to identify the social, economic, and environmental impact of events from the event
managers’ perspective. Through the finding identified that events have a positive social and
economic impact and a negative impact on the environment rather than positive. The finding
indicated another significant thing is, Sri Lankan event companies promote cultural events very
low, or it is nil and there is less number or nil participation from foreign visitors for the local
events. Thus, it is a reason to lose a bundle of benefits to the country.
Also, events have a hugely positive contribution to the economy. Moreover, findings indicated
that the buying power of the MICE clients is higher than normal clients and international events
generate a higher revenue than the local event. Therefore important to identify these impacts
and opportunities in the event industry in Sri Lanka and need to make necessary changes where
needed.
Finally, the findings in this study contribute to the event tourism field in Sri Lanka. The results
help stakeholders who are part of event tourism and event planning to see the weaknesses and
what need to be done to improve the event industry and increase its benefits for everyone.
According to the results found by the researcher, it is imperative and very important that
recommendations are given. The recommendations will focus on how the positive impacts of the
event on the local community can be increased, and also the possible ways to reduce the
negative impacts of events. These facts will help the event industry to further develop.

01. Build a better partnership among the stakeholders
This will make a team of trusted and efficient people in different fields, and when they execute
their professionalism on the organization or hosting an event, it will give great success, Apart
from this, more realistic ideas will emerge because of the combined power.

02. Selection of appropriate venue
According to the type of event need to choose a suitable venue for host particular events.
Through that, they can mitigate the damage to social ethics and culture, as well as a disturbance
on the local community.

03. Waste management
It is necessary to learn people in the community how to separate and dispose of waste materials.
Trash cans should be put at every 800 meters in the particular premises so that people can throw
the dirt into it. Waste recycling should be used in the community to dispose of waste and empty
cans and plastics should be collected and sold. This allows people to collect their cans and plastic
containers because they know it will give them some money.

04. Restrict the import of goods, and services
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Local authorities and event organizers can put limitations on the import of goods and services to
events.

05. Measuring human impacts on the environment- through tools such as biophysical testing,

and environmental footprint analysis

That can tell whether festivals are harming the local ecosystem and assess how many resources
are being consumed during the events. This can be a useful intervention in event management
to minimize environmental damage.

06. Carbon neutral certificate and Planting activities
The government can put limitations, rules, and regulations on event companies to reduce carbon
emissions. When they held large events have to get carbon neutral certificates etc. And also event
organizations can do a planting activity annually.

07. Green events and festivals concept
Host green events and festivals to minimize their impact on the environment, and it saves money,
and resources as well.

08. Encourage to host different events - cultural events(New year events, Perahera events,

Holy events, Diverse food cultural festivals) large events, and rural event

Finally, much more needs to be done to encourage private investors, and the city council to invest
in the development of the event tourism sector. Further, not only limited to the city they can
host the events selecting different destinations (rural areas) as well. They can attract more local
and foreign tourists through the promotion activities, and the positive impact will be huge in all
respects, especially if more funding is provided to host large events. Under the variety of event
concepts and themes, they can build an image of the country.

7. Limitations of the Study

The study data was collected from the events managers in Sri Lanka which has restrictions on the
other stakeholders. Therefore cannot make conclusions that generalize the whole event industry.
In addition to that, Event managers just want to show their event as only a good thing, and they
do not like to mention the negative effect related to it. Thus it is difficult to identify the negative
impact of events from the point of view of event managers.

8. Future Research Directions

The research was conducted to study the impact of organized commercial events on the local
community in Sri Lanka from the events managers’ perspective. Future researchers can be
conducted in a wider manner based on this research using mixed-method analysis and all the
events stakeholders like a local community, DMOs, tourist, and event managers’ perspectives.
Since the study was conducted in the qualitative method, it cannot provide significant proof
regarding the conceptual indicator model. To validate this concept indicator model, future
researchers can conduct this study in a quantitative analysis method.
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Abstract

Eastern Chalkidiki is a characterized mining area, but has also specific tourism identity. Mining
collided violently with tourism development perspectives for almost twenty years. Is there a
potential to develop sustainable diving tourism in an environmental, social and economic way?
This paper focuses mainly on social sustainability and aims to: i) investigate diving tourism
development possibilities; ii) highlight conflicted interests and different opinions concerning
diving tourism; iii) clarify if diving parks is the solution to promote different forms of economic
development in proximity. This research uses Musa’s and Dimmock’s Scuba Diving Tourism
System framework — a whole system approach — to integrate all different stakeholders’ opinions.
Stakeholders consider tourism a very important asset for local economic development. Local
communities remain divided about a possible negative impact of mining on tourism, but less
deeply on diving tourism. Conflicted interests between fishermen and diving tourism may appear.
So, further development in the area still questions the social and the environmental pillars of
sustainability. A diving spots network is an interesting stepping stone to create consensus for a
diving park. Purposive sampling was used, limited only to the supply-side of diving tourism.
Further researches with larger datasets covering the demand-side are needed in the future.
Keywords: Diving tourism, Sustainability, Governance, Stakeholders, MPAs

1.Introduction

Greece has invested on tourism since the early 1960’s. Sea and sun are the most precious allies
to attract tourists from all over the globe. On the 21 century alternative tourism forms develop
such as religious, gastronomic, or even “identitarian” (such as the well-known visits of Turks and
Jews in Thessaloniki). Diving tourism is another special tourism form relatively undeveloped in
Greece, which gives an opportunity to expand supply-side offers to new markets and target
groups. Eastern Chalkidiki is not only an ideal-type of sea-and-sun holiday destination but also a
well-known starting known point for exploring the Monastic Community of Mount Athos (Agio
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Oros). She has got a specific productive and tourist identity. It is a gold mining area, with
traditional sea activities like fishing and tourism.

We chose Eastern Chalkidiki for three reasons. Diving tourism implications’ on host communities
are a very new field of study in Greece (Avrami, L. Demertzis, N. Armenakis, A., 2021). The
majority of scholars focus on island communities, where tourism is almost monoculture. Second,
there is no other known coastal area in Europe where two conflicted activities (mining and sea
tourism) take place in so close proximity. Third, the area needs a rebranding as a tourism
destination. This paper claims that diving tourism might be a proper solution in order to attract
high income tourists (Dimmock, Cummins and Musa 2013) with as little as possible interventions
in the landscape.

Assessing added value of (scuba) diving tourism for destinations and host communities (Davis
and Tisdell, 1996; Dimmock, Cummins and Musa, 2013; Rudd and Tupper, 2002) and exploring
environmental impacts on marine ecosystems (Edney, 2012; Dearden, Bennett and Rollins, 2007;
Harriott, Davis and Banks, 1997; Zakai, and Chadwick-Furman, 2002; Liu, 2003) cover a significant
part of literature research. Some scholars focus on interactions between social, economic and
environmental factors while others highlight the importance of stakeholders inside hosting
communities (Hillmer-Pegram, 2013; Wongthong and Harvey, 2014 Haddock-Fraser Hampton,
2012).

Concerning the area of eastern Chalkidiki, diving tourism should be considered as a complex
social- ecological- and economic system, which includes not only marine environment, diving
tourists (demand-side) and diving operators but also a host community (supply-side). Therefore,
we need an approach that integrates the views, the concerns and the attitudes of multiple
players — stakeholders both from the demand and the supply side of the scuba diving tourism
system.

2. Literature Review

There are two different theoretical approaches/ frameworks to assess multi-players’ inputs in a
complex phenomenon like developing diving tourism in a specific area.

The first theoretical approach, the so-called resilience theory, suggested by Hillmer-Pegram
(2014), focuses on how ecosystems have the ability to absorb and adapt to changes “while
maintaining its fundamental structure and function” (Hillmer-Pegram, 2014). They follow Olson
et al.’s (2006) suggestions and extend the validity of resilience theory to social, economic cultural
and political changes (Hillmer-Pegram, 2014). They argue that “social-ecological systems are
understood to possess the same basic tendencies as ecosystems, and can flip between more and
less desirable states...” (Hillmer-Pegram, 2014).

Hillmer-Pegram suggests a certain framework which contains all fundamental components of
diving tourism. First and foremost the “attractive marine environments are understood to be the
foundations of the system...” (Hillmer-Pegram, 2014). The second part of that theoretical
framework are divers and dive operators. Both parts interact and influence each other producing
more or less “dive tourism livelihoods”. The system’s fundamental function of providing
livelihoods is emphasized because these livelihoods are one of the system’s main benefits and
largely define the desirability of its current state” (Hillmer-Pegram, 2014).

Resilience theory not only focuses on changes of natural world but also examines social—
ecological systems and economic, social and environmental change. But in Eastern Chalkidiki the

124



intensity of controversies has decreased since 2019. The electoral victory of the new mayor Mr.
Stelios Valianos during local elections (May 2019) and two months later conservative party’s
(New Democracy) overwhelming victory on national election (July 20219) and accession to power
revealed a change in perceptions towards mining. Emphasis was given to environmental
protection while mining operations were running. Mining activity and tourism seem to find a new
modus operandi. So we think that we face a ‘frozen’ and not a dynamic situation in terms of
economic, environmental and social change in Eastern Chalkidiki, which makes the resilience
theory less useful. However, an important finding of Hillmer’s and Pegram’s research is that the
dive tourism system does not have the direct support of the larger political and cultural system
in which it is embedded (Hillmer-Pegram, 2014).

The second theoretical approach suggested by Dimmock, K. and Musa, M. (2015) proposes a
conceptual model for the scuba diving tourism system (SDTS), which focus on sustainability and
stakeholders’ concerns. They argue that “achieving sustainable outcomes needs an approach
which draws the views and concerns of multiple stakeholders together to integrate social and
ecological issues in scuba diving issues” (Dimmock and Musa, 2015) Integrating different
stakeholders’ views and needs in the decision-making process is a great advantage of Dimmock’s
and Musa’s theoretical concept. Thus, we can easily track and “..explore patterns in the
relationships between stakeholders involved in scuba diving tourism” (Dimmock and Musa,
2015).

The SDTS approach recognises three main categories of stakeholders: scuba divers, the scuba
diving tourism industry and the host community. In other words, SDTS approaches takes into
account demand-side (divers), supply-side (diving tourism industry) and the socio-economic
environment (host communities). Although each of these stakeholders has got their own role and
responsibilities, they interact with and are dependent on each other. According to those scholars,
the scuba diving tourism system requires collaboration and regulations on specific roles and
perspectives. It is indicated that a sustainable diving system regulates each stakeholder’s desires
and goals in order to accomplish positive effects and to abate the negative prospective.
According to Dimmock and Musa (2015) divers “seek opportunities to view and experience
diverse underwater sites and landscapes”. So the marine environment is a key factor in a well-
balanced SDTS. The second group of stakeholders consists of the broader diving tourism industry,
i.e. hotels, restaurants, diving clubs, diving accessories retailers, boat owners etc. The third group
of stakeholders includes the host community, local governing and maritime management
authorities, local community etc.

While the so-called resilience theory focuses on change and interactions between divers and the
natural environment, the approach of Dimmock and Musa, prioritises the element of the socio-
economic environment. That’s the reason why it is chosen.

Dimmock and Musa face host communities as a whole with undifferentiated interest. We believe,
on the other hand, that there are many different and even conflicted interests inside host
communities with broader economic base. In Eastern Chalkidiki we recognise host community
includes: i) fishermen, ii) other than scuba diving services suppliers for tourists and locals, iii) local
authorities officials, iv) divers and scuba diving businesses and v) the mining community (the
mining company and miners trade unions). We included local authorities’ officials for two
reasons. First, through them we could capture the opinions of larger audiences because
politicians articulate and represent broader interests. Second, because the political conflict in
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Eastern Chalkidiki is organised upon the “mining cleavage” and people’s opinion on local
economic development is influenced by their attitude towards mining activities.

Eastern Chalkidiki was deeply divided in gold mines. For many years mining supporters and
against mining devotees collided in every chance, from local and national elections to conflicts
outside the constructions sites and facilities of Hellas Gold. We use the term “mining community”
to describe the employees, the company that operates the gold mines (Hellas Gold S.A.). On the
other hand, for and against mining local authorities’ officials formed one group.

3. Research Methodology

Eastern Chalkidiki has got two main administrative districts: Municipality of Aristotelis and the
Monastic Community of Mount Athos (Hagio Oros). In HAgio Oros all economic activities are
forbidden, so we focus only on communities of Municipality of Aristotelis which are connected
to summer and sea tourism activities due to time considerations, resources availability and
covid_19 restrictions. Even though the purposive selection of our sample does not allow us to
claim its strict geographical representativeness, we aimed at representation of stakeholders from
all coastal communities and some of the inland.

We approach twenty nine (29) potential participant stakeholders. One (1) declined to take part
from the initial approach and four others (4) did not answer the questionnaire. Stakeholders
[N=24] come from six major pools: a) local authorities’ officials (11 including the mayor of
Aristotelis, the chairman of the municipal council, all three leaders of the opposition, 6 out of 15
chairmen of local communities all strongly related with tourism, and the vice-governor of
Chalkidiki); b) 5-star hotel managers/owners (3, all of them promote diving tourism); c) divers (4
including the 2 diving clubs, Hippocampus Institute and a private diving teacher); d)
representatives of tourism business owners (3, coming from the more tourism depended local
communities representing restaurant and catering branches among others); e) the local
fishermen association (1); and f) the mining community (2, including representatives of the Hellas
Gold S.A. and gold miners’ trade unions).

Initially we designed to conduct face-to-face interviews with semi-structured questionnaires. The
pandemic restrictions and the anxiety of all stakeholders that their recorded interviews may be
used for other purposes, despite our assurances and disclaimers for independent non-funded
academic research, did not make such an arrangement possible. The only acceptable solution
was to send a copy of the questionnaire to all stakeholders, in order to reply alone and send it
back. That process took place from 16 March 2021 to the 9t of April. All questionnaires were
distributed by one researcher who was responsible to clarify any questions arising by the study.
This pilot study is based on interviews of 25 closed and 3 open question (semi-structured
interviews) regarding diving tourism development. We used the extensive questionnaire of
Lucrezi et al. (2017) as a base of our questionnaire. Open questions were addressed mainly to
divers and diving industry stakeholders and were optional for all the others.

When all questionnaires were collected, the data were stored in researchers’ personal computers
and were used only for the purposes of this study. Additionally, we gave each questionnaire a
code name, which responds to the social-professional status of the responded stakeholder and a
serial number. In other words, “local authorities’ officials” are coded as LAO1 to LAO11; 5-star
hotel managers as Hotell to Hotel3; divers as Diver1 to Diver4; tourism services’ business owners
as TSS1 to TSS3; and the gold mining community as Gold1 to Gold2. Microsoft excel was used to
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process data. Since our data were non-sensitive, no special security and storage requirements
were needed.

4. Findings and analysis

In that part of the paper we are going to present and discuss the findings of the survey. The
guestionnaire included 5 sections, four complimentary and one optional for divers or business
experts only: i) tourism development in Eastern Chalkidiki; ii) the relationship between local
communities and tourism development in Eastern Chalkidiki; iii) the contribution of diving
tourism in local economic growth/development; iv) the contribution of diving tourism to
protecting the environment in Eastern Chalkidiki; and the optional v) indicating interesting diving
points.

0%

W Very important

= Important

= Moderately Important
= Slightly important

= Not Important

= No Answer

Figure 1: Importance of tourism

In the first section it is expected that all stakeholders acknowledge the importance of Tourism
for the economic development of the area (75% find tourism very important, a 17% important,
and an 8% moderately important (Figure 1).

0%

W Yes
& No
# No Answer

Figure 2: Knowledge regarding diving tourism.
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A remarkable finding of your research is that 79% are aware that there is diving tourism (D.T.)
in E. Chalkidiki and only 21% are not aware of it (Figure 2). Among those who know about D.T.
53% think that it is very important or important for the tourism image of the area against 47%
that is moderately or slightly important (Figure 3). Those findings are adverse with the picture
of an area with only two diving centers in the area of Ouranoupolis, 21 diving spots in
Ammouliani Island and no businesses providing necessary material for organized scuba diving
experiences (Figure 2).

= Very important

= Important

= Moderately Important
m Slightly important

= Not Important

= No Answer

Figure 3: Importance of diving

In the second section, it is not surprising that stakeholders consider diving tourism as a beneficial
alternative form of tourism in the area (Figure 4) especially through creating other activities
indirectly linked with D.T. (32%), enhancing environmental protection (25%) and increasing
income for locals (18%) in conjunction with decreasing unemployment (10%) (Figure 5).

mYes
mNo
B No Answer

Figure 4: Development
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Figure 5: Ways of development

Studying a characterised mining area emphasizes the fact that the local community is considering
the development of diving tourism as a pillar for environment marine protection, even though in
international literature there is a concern about the consequences scuba diving may have on
marine ecosystem. Saphier and Hoffmann (2005) in their research prove that diving tourism may
damage underwater ecosystem. Moreover, it is noticed that divers provoke an imbalance to
marine environment via physical contact (e.g., touching coral, mess sand) (Harriott & Simon,
1997; Luna, Perez, and Sanchez-Lizaso, 2009; Rouphael and Inglis, 1997); Hillmer-Pegram, 2014).
Furthermore Wongthong and Harvey (2014) research shows that irresponsible behaviors of
scuba divers are another source of reef damage. Dimmock and Musa (2015) claimed that
negative impacts can occur to ecosystems from contact with divers, diver equipment and fins, as
well as from poor buoyancy control.

mYes
mNo
 No Answer

Figure 6: Benefits

Another interesting finding is the striking support for diving parks, 92% of the stakeholders
believe that is going to be beneficial for the local community (Figure 6), but we can assume that
local communities are not well informed about regulations and restrictions according to Laws L.
4296/2014, and L. 4688/2020 [in Greek] a diving park creates in other sea activities (Figure 7).
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Figure 7: Local Communities

Thus, when stakeholders were asked if it is necessary to impose restrictions in order to develop
diving tourism in eastern Chalkidiki over other activities, only 54% of them answered YES, 25%
NO and 21% did not answer (Figure 8). Figure 9 might reveal that lack of essential information
about diving parks. When we asked stakeholders how host communities could support a diving
park 36% answered by developing infrastructures and networks (roads, broadband connection
etc), 27% by having more focused advertisement, 20% by improving environmental protection
and a 16% by improving hospitality and catering.

4
wD) -

Figure 8: Restrictions
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Figure 9: Support by local community

The greatest concern of stakeholders (Figure 10) about further development of D.T. is a possible
negative impact on fishing activities (50%). Furthermore, they are equally concerned (13%) about
a possible reduction of mining activities, an increase of maritime accidents, and a change of the
tourist character of the area. Fishing is a traditional activity and the fishermen association
includes 400 members. There is a law restriction for fishing in a 500 m. zone from the shores of
Agion Oros and according to the president of the local Fishery Association there is strong
competition in Strymonas’ Gulf by fishermen coming from nearby areas (Kavala, Thermaikos,
Volos) as well.

0%

m Reduction of mininig activities

m Reduction of fishing capacity

m Degradation of underwater environment
= Increased maritime accidents

® Changing the tourist character of the area
mi Other

M No Answer

Figure 10: Negative Impact

The last set of questions on the second section of the survey concerned the relationship between
mining activity and tourism. We can observe that local community is divided in mining activity
and tourism development: a 50% doesn’t believe that mining activity has got negative impacts
on tourism development, a 42% thinks that tourism development is threatened by mining activity
and an 8,% doesn’t respond (Figure 11).
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Figure 11: Mining activity

On the other hand, the conflict between mining activity and diving tourism is less significant as a
58% believe that mining and diving can be combined and a 33% believe the opposite (Figure 12).
Due to the non-expected change from semi-structured interviews to self-replied questionnaires,
we missed the opportunity to ask if they are aware that recreation scuba diving is prohibited in
transit or mooring of ships areas. (L. 4688/2020, art. 2. par. 2). This clarification is crucial because
Hippocampi leave outside Stratoni’s port.

mYes
mNo
B No Answer

Figure 12: Mining and development

In the third section we tried to investigate how D.T. is going to affect Eastern Chalkidiki in socio-
economic terms. A strong majority of 88% (Figure 13) believes that if the area acquires a new
brand as a diving destination, the economic growth will be boosted through the creation of new
and support of existing tourism businesses (36%), increase occupancy and booking on
accommodation (22%), extend of the tourist season (20%) and increase employment (13%)
(Figure 14). Itis notified that there is no concern about rising prices of the local real estate market
(Wongthong and Harvey, 2014).
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Figure 13: Economic development

On the other hand, positive impacts have been considered as an opportunity to generate new
jobs, sustainable livelihoods and positive socio-cultural outcomes (Dimmock and Musa, 2015).

»
?

Figure 14: Development stimulation
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It is not surprising that 35% of the stakeholders believe that investing on sustainable and
alternative forms of tourism is a great means to strengthen the overall tourism image of the area
(Figure 15). Integration of the culture and the ancient Greece heritage (Stagira is the birth place
of Aristotle) gathers 30% of preferences, while the reduction of mining activity 13%, better
advertisement in Greece and abroad 11% and the opening to new markets only 9% .
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Figure 15: Image
Most stakeholders (79%) believe that Eastern Chalkidiki needs new infrastructures to develop
further (Figure 16) diving tourism. Port facilities (34%) and road access to the area (31%) are the

most common answers followed by health-care facilities (14%), maintenance of the local road
network (11%) and environmental protection facilities (6%) (Figure 17).

L

Figure 16: Infrastructures
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Figure 17: Projects

In the fourth section of the questionnaire we try to find stakeholders’ opinions on diving tourism
and improving environmental protection on the area. Again the majority (71%) of stakeholders
believe that developing D.T. is going to enhance environmental protection while 8% believe the
opposite and 21% didn’t answer (Figure 18). Among that 71% there are different answers as far
as the main reason is concerned, 28% answered the increase on quality waters controls as the
main reason, 22% the increased maritime law enforcement and increased surveillance of mining
activities, 19% the improvement of municipal waste management and 9% the better monitoring
of individuals’ waste disposal (Figure 19). That point of view is in correspondence with the
perception that clear waters and a pure marine ecosystem which are significant elements for
scuba diving may apply for strict environment marine rules (Salim, Bahauddin and Badauddin,
2013).

M Yes
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Figure 18: Environmental protection
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Figure 19: Reasons for environmental protection

Diving Tourism is strongly connected with stakeholders’ perceptions that it is going not only to
improve environmental protection but also to protect underwater flora and fauna (88% - 12%
did not answer) (Figure 20). It is clear that mining activity made all stakeholders considerably
sensitive towards sustainability and environmental protection.

Figure 20: Natura zone

The main concern towards diving tourism is the effects on fishing, which reveal lack of
information. In Q24 we asked stakeholders if creating a diving park within a designated Natura
Zone — MPA (there is NO such one in E. Chalkidiki) will decrease local communities’ anxieties for
diving tourism. “Yes” was slightly majority (42%) followed by “No Answer” (33%) and “No” (25%)

(Figure 21).

mYes
mNo
m No Answer

Figure 21: Local community diving park
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Concerns are stronger when stakeholders have to decide whether to promote diving tourism or
fishing in specific areas. We name four areas: Eleytherides at the north of lerissos’ gulf, near
Stratoni, Arkouda on the north end of Agio Oros gulf, Kafkanas near Olympiada on the east coast
of Chalkidiki and Ammouliani in Agio Oros gulf as well. In all four areas the option “No Answer”
came first by 54%, 63%, 63% and 38% respectively. Positive opinions are 25%, 13%, 13% and 25%
accordingly while negative 21%, 25%. 25% and 37% respectively.

From the fifth and final (optional) part of the questionnaire some interesting conclusions came
out. We included three open questions, asking stakeholders opinions about: a) sea areas with
diving interest; b) sea flora and fauna species in each of the indicated areas; c) “the existence of
rare species worthy of diving”. Fourteen out of twenty four stakeholders responded (1/3 hotel
managers; 6/11 local authorities’ officials; all 4 divers; the fishermen association; and 2/3
representatives of the tourism businesses).

Underwater flora and fauna present particular diversity both in the broader area of Ammouliani
Island (Agio Oros gulf) and in Stratoni and Olympiada, on the other side of the peninsula
(Strymona’s gulf). Hippocampi in Stratoni are the jewel of the crown but they are quite few and
its habitat is located outside Stratoni’s port where ships’ load the gold mines. There also are some
dolphins, seals, and interesting reefs. But far more interesting is seabed’s conditions and
geophysical conformation. “Seabed in Greece, even though they are ideal for diving, they lack
marine life, in order to be interesting for scuba divers, (the problem is common in all
Mediterranean countries)” (2ta6ng, Mapkatog and Koutong, 2019).

5.Discussion

Research shows that stakeholders are not well informed about the restrictions as well as the
benefits of a diving park or a Marine Protected Area on fishing. If a diving park is to be created,
stakeholders and host communities should need more information, fishermen substantial
educational programs and a governing body that should be established through participative
procedures.

Participative procedures should include all host communities. Despite possible difficulties, a
broader governing body shall have to operate properly. As Tosun (2000) has already revealed,
without creating opportunities for local people to take part in the decision-making process, it
would be very difficult for local communities to get advantages from tourism development.
Stakeholders should not only be informed about the benefits of diving tourism as a sustainable
form of tourism but also about inadequate practices in order to overcome environmental
disorders and to achieve a sustainable development. As we see in literature, diving tourism may
have a negative impact on marine ecosystems and clearly indicates the need for various forms of
regulation (e.g., diver education, carrying capacity limits) (Hall & Lew, 2009).

A versatile marine fauna and flora has been accented with the footprint of hippocampi in
Stratoni, and the interesting formations of the Mediterranean seabed. Divers are interested in
new opportunities to see and to experience diverse marine sites and landscapes (Dimmock and
Musa, 2015). A diving spots network is an interesting and safe path to further develop diving
tourism in Eastern Chalkidiki.

The Institution of Hippocampi in Stratoni should be enhanced with educational environmental
programs, about marine life, and be considered as an educational- training spot not only for
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divers and tourists but also for scuba diving instructors and local community members. New
technologies at the field of monitoring Hippocampi life and 3D cinema with underwater life may
be a positive prospect in order to succeed sustainability through knowledge.

The development of diving tourism should be considered as a process combining various
alternative forms of tourism like diving tourism, wine tourism, cultural tourism and historical
tourism. Eastern Chalkidiki’s (new) brand name shall be built on a multilateral approach like this
From the supply-side point of view, destination is a complex system formed by different
dimensions and stakeholders. A destination management organization is needed. It will bring
together opinions and perspectives while analyzing demand-side trends. At the same time, it will
articulate socio-cultural, economic and ecological interests of host communities’ stakeholders
(Crouch, Ritchie 1999).

From the point of view of demand, the attitude of tourists towards sustainability focuses on
health-nature and wellness. That means a holistic approach, where visitors’ willingness to pay for
a sustainable model is crucial in order to meet local community’s perspectives.

The local governance is responsible to run the procedures. Emphasis should be given to natural
resources, sustainable management and local stakeholders’ needs management (Ruhanen,
2013). In other words, local authorities should be used as a connection hub, where host
communities’ stakeholders co-decide and work together to add value to the destination and
maintain a respectful environment for the visitors.

The sustainability regulations need to keep scuba-diving spots network and related activities in
line with other groups’ activities. The management destination organisation has to take
stakeholders’ conflicted interests and different opinions into account while trying to favor the
engagement of all of them (Nagai et al, 2017).

A well-organised Tourist Information System should be the starting point of the destination
management system including an interactive catalog, which gives information about the
destination and especially about the conditions and the details of the water in diving spots
(Kiriakou, 2005). This system must be in full operation, 24/7 to prepare and help visitors find
information about the hidden corners of the destination. These tools might help scuba-diving
tourists to be more interested in the destination and to understand that human centric character
is needed to achieve sustainability in all three ways, economic, environmental and social.

6. Conclusions

In brief, our research revealed 4 significant points. First, Eastern Chalkidiki remains divided over
mining activity and the potential negative effects on tourism, even though there are significantly
less concerns about effects on diving tourism. Second, local communities strongly desire further
tourism development but without compromising mining activity or fishing. Third, local
community despite its intentions, is not well informed about restrictions and regulations a diving
park will bring on. Fourth, stakeholders consider diving tourism development as a great means
of enhancing environmental protection. Points two and four indicate that local community is
fully aware of the conditionality of sustainability. Sustainable development has to be sustainable
in economic, social, and environmental way at the same time.

Overall, more information about possible restrictions on other non-tourism related activities like
mining and fishing is needed to stakeholders of Eastern Chalkidiki if they intend to further
develop diving. But the demand side of diving tourism is still a black box. What diving tourists
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think about Eastern Chalkidiki’s perspectives as a diving destination? Our study was limited only
to the supply-side of tourism. Further researches with larger datasets covering the demand-side
are needed in the future. In addition, more specialized surveys are needed in the field of diving
tourism, in order to keep a social consensus between different stakeholders and a sustainable
development in an environmental, economic and social way.
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Abstract:

Tourism destination management organisations (DMQ’s) should already be planning for a post
COVID-19 world. Therefore, this paper aims to address the following questions: what will the “new
normal look like”, and how can destinations develop tourism in this never seen conditions. Bearing
that in mind, the objective is to show that DMQ’s should rethink their present strategic tourism
planning and development objectives by starting to use ‘Scenario Planning’. This paper is
exploratory and with it, one intended to broaden the discussion scope and to bring new insights
into tourism planning and development thematic in the post COVID-19 era, suggesting new
interpretations. Results demonstrate that by using scenario planning destinations can amid the
COVID-19 pandemic better predict what will the “new normal look like”, and how should
destinations develop tourism. This research asserts, that by using Scenario Planning, DMOQO’s will
be better prepared, not only to respond to the unpredictability of the future ahead, but also to
design more adequate tourism development policies and planning.Future studies must be made
in order to help us all to further understand this new reality and its implications in the tourism
destinations’ management and development dimensions.

Keywords: Tourism planning and development; DMQ’s; Scenario planning;, Competitive
advantage; COVID-19 pandemic

1.Introduction

The COVID-19 global pandemic has created a health crisis never seen since the ‘Spanish Flue’
pandemic (1918-1920). According to the latest data from the World Tourism Organization
(UNWTO, 2021), global tourism suffered its worst year ever on record in 2020, with international
arrivals falling by 74%, these numbers are in line with the drop between 60% and 80% predicted
by the Organisation for Economic Cooperation and Development (OECD, 2020).
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Being the tourism sector so sensible to variation in the external environment, it has taken a
severe toll, and all around, the world tourism businesses are struggling to remain open.
Pandemics like COVID-19 fall under the umbrella of what Rittel and Webber (1973) called ‘wicked
problems’. These, are interrelated dilemmas, issues, and other problems at multiple levels of
society, and include, in addition to pandemics, concerns like: other emergence diseases,
terrorism, climate change, etc. (Horn and Webber, 2007). Governments must address these
‘wicked problems’ and prepare the future (post COVID-19 pandemic) by developing policies and
actions (e.g. strategic tourism planning) to address market failures and to mitigate the cultural,
social and environmental effects of the sudden decrease in the number of tourist arrivals.
Schwartz (1996) says, that what increasingly affects all of us, whether professionals planners or
persons preparing for a better future, is not the tangible elements of life, such as, bottom-line
numbers, but intangible elements: as our hopes and fears, our beliefs and dreams. Only stories,
scenarios, and our ability to visualize different types of futures adequately can help capture those
intangible elements. So, so it is important that policymakers incorporate scenario planning both
in their policy process and in tourism strategic planning designs.

Due to the COVID-19 pandemic, traditional strategic tourism planning models should be left aside
by Destination Management Organisations (DMQs), since they are not prepared to deal with
today’s levels of uncertainty, complexity and disruption.

As a strategic tool, Scenario planning has been increasingly adopted by organisations to enable
them to cope with volatile environments, because traditional planning often fails when facing
new and unexpected contexts.

As a strategic tool, scenario planning has been increasingly adopted by organisations to enable
them to cope with volatile environments, because traditional planning often fails, when facing
new and unexpected contexts.

According to Gossling, Scott & Hall (2021), several tourism organisations have already published
estimates of the consequences of COVID-19 for the global tourism industry in 2020. These
estimates need to be treated with extensive caution, as it remains fundamentally unclear how
the pandemic will develop, what enhances the need of destinations to use scenario analysis in
their policy definition and in strategic tourism planning.

In this paper, first one discusses the origin, meaning and the different objectives surrounding the
use of scenario planning. Secondly, one talks on the why scenario planning must be incorporated
in the design of the tourism development policy process. Moving on, the several methods to
develop a tourism scenario base strategic planning are discussed. Then, one makes an incursion
in how scenario planning can be applied to tourism strategic planning in post COVID-19. Finally,
findings are discussed, and the paper is concluded with the final considerations.

2.Literature Review

Scenario planning had its origins in the military forces after the Il World War, with the RAND
Corporation in U.S. Military strategic planning and in French spatial planning at DATAR (Van
Notten, 2006).

The term ‘scenario’ has many meanings, ranging from movie scripts and loose projections to
statistical combinations of uncertainties- In its broadest sense, scenario thinking is as old as
storytelling itself (Schoemaker, 2020). Lockie (2010:101) says that scenarios “help to render the
Earth as a co-evolving human-ecological system both thinkable and governable”.
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According to Rickards et al. (2014:595), “scenarios are themselves defined un various, contested
ways, involving a wide range of methodologies and philosophies.

According to Rickards et al. (2014:595) “scenarios are themselves defined in various, contested
ways, involving a wide range of methodologies and philosophies. Somewhat reflecting the
spatiality of the broader futures schools, where scenario approaches range from near predictions
(the American approach’) to explicitly normative stories of the future (the ‘French approach’),
with the characteristic exploratory approach (the ‘UK approach’) in between”.

In corporate strategic planning, scenarios usually refer to narratives of possible futures with a
special emphasis on causal connections, internal consistency, and relevance (Hawken et al., 1982;
Ramirez & Wilkinson, 2016).

Therefore, scenarios offer alternative views of the future. They identify some basic differences
and key players, as well as their motivation and offer different perspectives on future world
development. The development and application of scenario planning; that includes
environmental and economic models, crisis management simulations and the use of scenarios as
long-term business planning tools, can help to find ways to face future uncertainties.

The aim of scenarios is not probabilistic forecasting nor to characterize a few uncertainties in
terms of their possible outcomes and likelihoods. The main intent is to develop insightful
narratives about possible futures that improve strategic conversations about planning, not
forgetting however, that no scenario can provide an accurate description of the future (Van der
Heijden, 1996; 2011). The propose of scenario planning is that organisations, businesses or
destinations take measures that make them more resilient against future developments that
otherwise might affect their market position (Postma, 2015).

Research that have been made recently related to tourism, according to Yeoman & McMahon-
Beattie (2005), include building scenarios to cope with external crises, such as acts of tourism
and pandemics, from which tourism is heavily impacted, but also others such as: transport and
mobility developments (Dubois & Ceron, 2007; Dubois et al., 2011), demographic and social
changes (Yeoman et al., 2010), economic recovery from earthquakes Nagamatsu & Hayashi,
2012), market segmentation and marketing (Yeoman, 2008), scenarios for 2050 (Yeoman, 2012)
and climate change adaptation (Grimm et al., 2018).

According to Kosow and Gafiner (2008) scenario approaches can be regarded as methods for of
future, and scenario planning a complex set of methods which invariably consists of numerous
different methodological steps or phases. Some of those use innovative and complex scenario-
based tools for planning (Gossling & Daniel Scott, 2012).

In the end, one must agree with Wright et al. (2013:1), when they say that there are “three main
objectives of the application of scenario methods are to: (i) enhance our understanding of the
causal processes, connections and logical sequences underlying events — thus uncovering how a
future state of the world may unfold; (ii) challenging conventional thinking, that is, reframe
perceptions and change the mindsets of those within organisations, and (iii) improve decision-
making, so as to inform strategy development.

3.Research Methodology
This paper is exploratory and with it, one intended to broaden the discussion scope and to bring

new insights into the tourism planning and development thematic in the post COVID-19 era,
suggesting new interpretations and perspectives. An exploratory scenario exercise seemed the
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most appropriate taking in consideration our aim, that is, to explore possible developments of
external factors in a context of uncertainty. In these cases, which depend mainly on creativity
and in qualitative data, an intuitive approach based on logical thinking seemed an appropriate
process to develop our analysis (Van Notten et al., 2003; Piirainen and Lindqvist, 2010).

With this intention, one has used a systematic secondary research method relying solely in
existing materials. The use of a secondary data method allowed us to contribute to knowledge
by answering to sensitive-time questions faster, and that permitted to develop new ideas and
directions in what regards to the design of strategic tourism plans and policies for the post COVID-
19 pandemic world. However, some limitations exist when one carries out an exploratory study,
because being this an interpretation of a completely new reality, it is only possible to formulate
hypothesis without truly having the possibility of verifying them.

4. Scenario Planning in Tourism Policy -Making Process

Bearing in mind, that the impacts caused by the COVID-19 pandemic are of such a vastness that
its consequences in the tourism sector are today still hard to fully foresee and even harder to
measure. So, in the present study when calling for the use of scenarios planning in tourism policy-
making process, one agrees with the thoughts of Argyriades (2010:292), who claims about the
modern government that the new “value accorded to improvisation — ‘creative problem solving’,
as it is often called — bespeaks the growing feeling that adaptation to new social conditions is a
sine qua non of survival”. One also agrees with Anderson (2003:2), who prefers a
conceptualization of policy that emphasizes actions rather than actions: “relative stable,
purposive course of action followed by government in dealing with some problem or matter of
concern”. This definition focuses on what is done instead of what is only proposed or intended,
differentiates a policy from a decision, which is inherently a specific choice among several
alternatives, and looks to policy as something that unfolds over time, thus, it differentiates policy
from what is a policy-making. One must not forget that policies (specially tourism policies) often
change as they move through bureaucracies to the local level where they are implemented. This
implementation always results in policy changes, even that subtill, into some degree (Lindblom,
1980).

Baum and Szivas (2008) say that governments’ interest in tourism and with the sector’s
development is widely accepted, but scholars’ debate about the form and the level of such
involvement is limited. But more important that knowing the ‘why’ of governments interest in
tourism is understanding the policy implementation process, because this is extremely important
for the tourism sector, since many tourism plans and policies are not applied or are just partially
applied, creating a gap between what was intended and what was really accomplished. This
problem is also significant as it reflects the governments’ objectives and intentions, as well as,
the extent to which governments can convert these intentions in actions (Krutwaysho and
Bramwell, 2010). Therefore, due to the power that local DMOs have in tourism and to the COVID-
19 pandemics, it is pressing its participation from the policy definition to its implementation,
avoiding possible gaps between what is decided and what is truly implemented.

Thus, Selim (2006:2) advances that “scenario planning is introduced in environments of
uncertainty where there is a need for action, prioritizing agendas or making decisions”, and what
a more uncertain environment that the one we are experiencing right now in the world.
Therefore, its use is of the outmost importance, because, scenario planning as proven to be a
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useful tool for strategic planning in both the public and private sectors, and is used by
government planners, corporate managers and military analysts as a powerful instrument to aid
decision-making in the face of deep uncertainty (Leitner, 2018).

Scenario planning in tourism policy-making process amidst this pandemic and after it, is crucial,
because as Wright et al. (2013) emphasize, the understanding of the connections, causal
processes and logical sequences which determine how events may unfold to create different
futures, will challenge conventional thinking and will also prove to be beneficial in improving
organisational decision-making and strategies.

Tessun and Hermann (1999) stated that, scenarios identify the development key driving forces,
including their mutual dependences which are further tied with existing opportunities and risks.
One should also understand that tourism policymaking and its implementation is important due
to its multi-faceted nature and due to the complexity in inter-organisational relations and
collaborative policymaking (Wang and App, 2013).

Thus, governments and DMOs must realize that organisations that apply scenario planning are
usually more perceptive, recognize events for what they are, and, on this basis, realize their
implications (Van der Hejden, 1996; 2011). As a result of this, they are more able to adapt faster
to environmental changes through alterations of their policies.

5. Developing a Tourism Scenario-Based Strategic Planning

The scenario development in strategic tourism planning seems necessary once, COVID-19 based
tourism research should not be solely seen, conducted and used as a useful tool to help resume
‘business as usual’. Instead, tourism strategic planning in this time of uncertainty should also, as
stated by several authors, challenge our growth-paradigms and assumptions (loannides &
Gyimothy, 2020; Hall et al., 2020; Higgins-Desbiolles, 2020).

According to Strelkovskii et al. (2020), scenario planning is an umbrella concept for several
approaches that differ both in their objectives and in their design process. However, all these
approaches share a common goal, that is, of producing a set of plausible futures for the
development of the system under consideration.

Thus, more than just defining and characterizing scenario planning, authors like Schwartz (1991)
and Wulf et al. (2010) propose some procedures to scenario planning that one thinks that can be
easily adapted to scenario planning in tourism.

From his point of view Schwartz (1991) presents the following steps:

1) Identification of the focal issue or decision;

2) Identification of the key forces and trends in the environment;

3) Ranking the driving forces and trends by importance and uncertainty;

4) Selecting the scenario logics by characterizing alternative future conductions;

5) Developing the scenarios by researching and writing the story from the perspective of
each driving force and identified actor;

6) ldentifying the indicators, once scenarios are developed, indicators describe the
implication of the scenario of the focal issue. Indicators must be a) relevant; b)
sensitive to differences between scenarios; c) quantifiable and d) communicable;

7) Assessing the implications, which are assessed by predicting alternative future
baseline conditions. The future value of a variable incorporating the implications of
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the scenario storylines, selecting the leading indicators and signposts for monitoring
purposes;

8) Evaluating strategies by testing the efficacy of alternative strategies with respect to
improving the future conditions of the selected indicators. The scenario planning
process can help identify strategies and assess their ability to achieve the desired
objectives across the different scenarios.

Figure 1. Scenario Planning Model

Identify the Identify the Assess the
focal issue indicators implications
Identify the Develop the Evaluate the
key forces scenarios strategies
Rank the Select the
driving forces scenario logics

Source: Adapted by the authors from Schwartz (1991)

Roland Berger Strategy Consultants developed together with the HHL Leipzig Graduate School of
Management, the “Scenario-based strategic planning” approach. This approach allows not only
to generate the best strategies, but also to plan for different potential future developments
(Vlasselaer et al., 2014).

Figure 2. HHL-Roland Berger approach to scenario based strategic planning
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Source: Wulf et al. (2010:14)
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According to the HHL-Roland Berger approach (Wulf et al., 2010) scenario planning should go
through the following steps:

1) Definitions scope — identifying core problems and frame analysis, it analyses the
answers to five questions: a) Definition of the questioning to be solved; b) Shall the
strategic planning process be conducted for the organisation business level?; c) How
closely is the top management involved in the process? — which members of the
respective departments will participate in the workshops?; d) Which key-stakeholders
shall be involved in the 3609 stakeholder feedback and e) What time horizon is the
planning process provided for (1,2,5 years or longer)?

2) Perception analysis — identifying assumptions and mental models, having in mind
three main objectives: a) to establish a comprehensive list of factors that potentially
influence the future of the organisation; b) to evaluate these factors according to their
potential performance impact and their degree of uncertainty; c) to benchmark
perspectives of different stakeholder groups concerning these influencing factors,
identifying blind spots and weak signals.

3) Trend and uncertainty analysis — discussion and assessment of relevant trends by
addressing the question: What are important trends and critical uncertainties that
potentially have an impact on the future of the organisation? The so-called
‘Impact/Uncertainty Grid’ serves as a tool to facilitate this step.

4) Scenario building — to develop scenarios based on key uncertainties by the
development and description of specific scenarios for an organisation. The major tool
that is proposed for this process step is the so called ‘Scenario Matrix’.

5) Strategy definition — deducting plans for implementation by aiming at both testing
existing strategies against the multiple scenarios that were created and developing
new strategies that can be applied in one or several scenarios.

6) Monitoring — monitoring developments and challenges assumptions by aiming at
constantly benchmarking the created scenarios against real world developments. This
offers organisations an early warning system that enables them to analyze if the world
is moving into the direction of a particular scenario and thus indicates which strategy
option needs to be executed.

The idea of these authors and others with the same thought, is to offer a systematic process to
scenario creation that is built on specific management tools and thus easy to implement. These
approaches of Schwartz, (1991) and Wulf et al. (2010) allow to integrate strategic options derived
from different scenarios in strategic planning in general, and in tourism strategic planning in
particular.

6. Scenario Planning Applied to Tourism Strategic Planning

Tourism, as an activity, promotes the interaction of visitors with destinations places and with
their communities, resulting in a set of effects for the local community, the physical space and
for the tourists themselves (Martins, 2020). This interactions and effects must all be predicted in
a well-designed strategic tourism planning, one that allows to enhance positive effects and to
reduce negative impacts that already result and will further result from COVID-19 pandemic. So,
and having that in mind, one can say that in the current context, research on the fields of scenario
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planning, tourism strategic planning and in both, becomes immensely relevant for governments
and destinations alike.
Moriarty (2012) states, that tourism scenarios generally depend on a synthesis of quantitative
(economic and environmental modeling) and qualitative (behavioral) relationships and
properties. In cases where there is a greater emphasis on qualitative than quantitative
approaches (Yeoman & McMahon-Beattie, 2005) there is a high probability that causal and
nomological relationships may lapse (Godet & Roubelat, 1996).
Yeoman & McMahon-Beattie (2005) describe the need to quantify the outcomes of potential
future shocks to the tourism industry, in order to make the planning outcomes more easily
understood by policymakers. Because, as Sigala (2020:313) says, “researching, investigating,
measuring and predicting tourism impacts is important in order to eliminate ‘casualties’, draft,
monitor and improve response strategies (i.e., you cannot manage what you cannot measure)”.
Many different groups, whether from politics, business or government, have a stake in reducing
and understanding the uncertainty latent in their decision-making and finding rationale for their
decisions. To address this problem, “it is required a political will and a sustained and
comprehensive approach, a national, regional and local strategic tourism planning that include a
wide range of measures and actions which must complement and reinforce each other” (Martins,
2018:3).
Gunn (1988:16) expresses that strategic planning is predicting and “it requires some estimated
perception of the future. Absence of planning of short-range planning that does not anticipate a
future can result in serious malfunctions and inefficiencies”. Therefore, one can say that a
strategic tourism planning that does not uses scenario planning as a tool for ‘predicting the
future’ will have a higher probability of resulting in serious malfunctions and inefficiencies.
Therefore, “tourism strategic planning can be seen as a dynamic, systemic, participatory and
continuous process that has in view the determination of the destination’s objectives, strategies
and actions. It is then relevant to deal with changes in the internal and external environments
and to contribute to the success of a destination” (Martins, 2018:4).
Consequently, tourism strategic planning should deal with changes, both in the internal and
external environments in constant mutation, even more so, with the COVID-19 pandemic, and
contribute to the success of a destination. Because of this pandemic, it also should contemplate
a plethora of possible futures, since for the first time in tourism modern history, near future looks
like a blank sheet. Traditional strategic tourism planning should then be re-thinked. That
however raises the question: where to integrate scenario planning in strategic tourism planning?
Scenario planning can at least be used to strengthen a strategic tourism planning timeline in four
different ways:

1) Scenarios provide a grander context and inform about possible critical strategic decisions

and directions;
2) Scenarios help units/departments to generate new ideas or re-define the existing plans,
since they show the risks and opportunities around future market conditions;

3) Helps design stress-tests plans against scenarios to help decisionmakers adjust portfolio;

4) It allows to employ contingencies, as rehearsed, bringed about by early indicators.
On the other hand, Wulf et al. (2010) say that the integration of the scenario planning approach
in the strategic planning process and also, in strategic tourism planning, can be conducted in five
consecutive steps (Figure 3) complemented by a strategy implementation stage.
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Figure 3. Scenario-Based Strategic Planning Process
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Overall and according to Wulf et al. (2010:31), “the scenario-based approach to strategic planning
fulfills all requirements of a framework for strategy creation that is supposed to integrate
planning and process perspectives of strategy”.

After this analysis, it seems that the use scenario planning in the design of strategic tourism
planning is today, amid the COVID-19 pandemic and anticipating what is to come, one of the
most important strategic tools available for governments and DMOs. One must assume that
strategy is a complex thought by nature, which involves perceptions and intuitions, and strategy
happens first in our minds, much before of the analytical and systemic development process
called strategic planning. Furthermore, it is a strategic tool that enables us to have a better idea
of how future will be.

In conclusion, adapting Van der Heijden’s thinking (1996; 2011), one can say that scenario
planning in tourism succeeds when a DMO manages to adapt itself in such a way that it "gains
the high ground", i.e, maximizes its chances of achieving its purpose, in whatever environment it
finds itself, through a process of organisational learning, which gains a competitive advantage.
Thus, “for scenario planning to be useful, planners must integrate it with the broader planning
process” (Chakraborty & McMillan, 2015).

7.Findings, Analysis and Discussion

The main objective of this paper was to address the following questions: “what will the new
normal look like” and “how can destinations develop tourism in these never seen conditions”.
Well, it is still very difficult to predict what will the new normal look like, but this paper shows
that the use of scenario planning by governments and destination management organisations
will certainly get them closer to answering it.

Regarding the second question — how destinations can develop tourism in this never seen
conditions — through a revision of literature, this paper demonstrates that by using scenarios
planning in both tourism policy and in the strategic tourism planning definition, destinations’
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policymakers and decisionmakers will be a step closer to predict how they can better plan their
destination, allowing them to become more resilient and adaptable to changes.

According to Sigala (2020), COVID-19 fortified and generated many other paradoxes, which are
also identifiable at all tourism management levels (macro, meso and micro). This enhances the
importance of using scenario analysis in strategic planning, because traditional plans do not
consider the existence of paradoxes nor its possible generation.

Basing ourselves in Brands et al. (2013), one can say that there are three main messages that one
believes being central for tourism policymakers and decisionmakers operating in these uncertain
times due to COVID-19 pandemic:

1- Tourism policymakers and decisionmakers must understand the impact of uncertainty in
planning and decision-making, as well as, its consequences for tourism strategic
management in general;

2- Scenario-based planning provides a powerful methodological framework to account for
uncertainty, volatility and complexity in the strategic tourism process;

3- Scenario planning can increase the quality of tourism strategic decision in uncertain
environments and lead to flexible strategies that can counteract volatility.

This study also claims, that by using ‘Scenario Planning’, DMOs will be better prepared not only
to respond to the unpredictability of the future ahead but also to design more adequate tourism
development policies. Results also suggest that in these times of uncertainty, the development
of strategic scenarios is a tool that enables tourism DMOs to identify opportunities and threats
in the external environment, and in a superior way plan to maximize the opportunities and
minimize threats contributing to the development of the tourism destination. Our study also
demonstrates that DMOs should establish scenario planning as the gold standard for future-
oriented strategic tourism planning.

Findings also suggest that, the use of scenario planning by DMOs can bring clarity in the
comprehension and prediction of global issues, as well as, challenges resulting from the COVID-
19 pandemic and, help to prevent or even avoid gaps between tourism development policy and
strategic planning implementation. However, that requires flexible and adaptive frameworks.
But limitations exist when using scenario planning, Bradfield et al. (2005) describe the
proliferation of models and techniques adopted under the umbrella of scenario planning, making
it difficult for practitioners to choose the right one(s).

Due to its novelty, it is clear, that future studies must be made in order to help us all to further
understand this new reality and its implications in the tourism destinations’ management and
development dimensions. As suggestions for future research, it is recommended further
guantitative and qualitative research that address this thematic, which presents itself as a
challenge for the tourism destinations management area. Thus, this paper underlies that DMOs
that adopt this strategic thinking will probably have a major competitive advantage over their
competitors.

This study also contributes to the discussion and reflection on the relevance of scenario planning
for strategic management on destinations. Finally, it contributes to fill a gap that exists in tourism
research in this field of knowledge.
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8.Conclusions

Results demonstrate that only by using scenario planning amidst the COVID-19 pandemic,
destinations can better predict what will the ‘new normal’ look like and how should destinations
develop tourism in this never seen conditions.

It seems to us that scenario planning is an efficient method to improve performance in most
tourism companies and organisations, however, it is important that it satisfies the criteria of
transparency, completeness, relevance, creativity, consistency, differentiation, and plausibility
(Amer et al., 2013) when used to strengthen strategic tourism planning.

Scenarios have a temporal property rooted in the future and suggest external forces in that
context. Scenarios should also be possible and plausible while taking the proper form of a story
or narrative description, and that scenarios exist in sets that are systematically prepared to
coexist as meaningful alternatives to one another (Spaniol and Rowland, 2018).

Conscious strategic tourism planning and policy research differentiates itself from the simple
conclusions and normative suggestions about policy that are often found at the end of tourism
research. Morally conscious research helps bridges the theory-practice dichotomy through
reflexivity, critical engagement and praxis/research activism, such as via embedded community
research (Dredge, Hales & Jamal, 2013; Dredge and Jamal, 2015).

This paper has considered how scenario techniques can be made more tractable and relevant to
public policy decision-making and to strategic tourism planning, focusing on the development of
a methodological framework for scenarios applied to tourism planning.

Hence, scenarios must outline plausible pathways between the present and a given future, as far
as possible, connecting these pathways to decisions at the policy and planning levels. Thus, it is
not neither an easy task nor a consensual one.

In conclusion, all decisions regarding policy and strategic tourism planning will be embodied in
the territories, since it is there that are present the agents that will make the policy and planning
for the tourism activity viable, because this is the stage where tourist actions take place.
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Abstract
Cape Town townships, important tourism destinations in South Africa, have earned a reputation
for being high crime ridden areas. This research explored tourist safety perceptions in prominent
tourist townships of Gugulethu, Khayelitsha and Nyanga areas in Cape Town. A quantitative
approach (questionnaire survey) was employed and collected data from 171 respondents
(tourists) in Cape Town Townships. This research undertook a non-probability sampling approach
following a convenience sampling procedure. Correlation test and regression analysis was
performed on the data for analysis. Cronbach Alpha’s coefficients were used to test reliability of
the data. Tourists attributed high crime rate in townships mainly to poverty, high unemployment,
drug addiction, formation of gangs and a lack of basic education. It is important to note that
tourists in general hold a positive perception of Cape Town townships. These results will aid
tourism destination management organisations and marketers to plan and deliver satisfactory
services that also assures tourist safety as a sustainable approach in township tourism. Similar
research can be conducted in other major townships in South Africa where tourism is contributing
significantly to the local economy, and in other major townships in the African region, especially
sub-Saharan Africa, to check for similarities and differences in findings.
Keywords: Townships, Township Tourism, Poverty, Crime, Tourists

1.Introduction

Township tours in South Africa represent the anti-apartheid struggle in the country (Rogerson,
2004). The South African townships are unique from other deprived slum areas of the world
based on their apartheid social and economic exclusion (Booyens, 2010). However, since 1994,
township tourism has been evidently developed targeting mostly foreign special interest visitors
(Booyens (2010). Township tourism products are regularly cultural and heritage attractions
including monuments and museums, traditional cuisine, historical insights and local arts and
crafts (Booyens, 2010). According to George and Booyens (2014) township tourism in South
Africa represents poverty tourism. Township tours typically involve taking visitors to areas of
poverty to see how people live and to symbolic struggle sites associated with apartheid (Booyens,
2010). According to George and Booyens (2014) townships have become spaces of leisure
consumption in the context of urban tourism. Furthermore, George and Booyens (2014) state
that even though township tourism has received international criticism, poverty tourism is
unmistakably gaining in importance both economically and as a tourism product offering. Barros
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and Gupta (2017) add that South Africa is well known for being the most unequal income
distribution country in the world and is also the most unevenly developed country in the world
(Todes and Turok, 2017). The unequal income distribution poses a substantial policy challenge to
policy makers as it affects socio-political stability and economic development (Barros and Gupta,
2017). Townships in the urban areas of South Africa are evidently amongst the poor areas of the
country. Mawby (2015) articulates that crime is overwhelmingly an urban phenomenon.
Furthermore, Mawby (2015)indicates that in cities, offenders are disproportionately drawn from
amongst the poor and unemployed, and areas of deprivation are the setting for high levels of
crime as well as being home to large numbers of offenders and victims. Townships being the poor
areas of the urban areas are highly criminal oriented, poverty appears to be among the causal
factors that may lead to criminal engagement. Statistics South Africa (2013/14) articulate that
majority of criminal offenses in the country are committed by people in the same areas. Chili
(2018) makes known that safety and security challenges in South African townships are
aggravated by visible lack of job opportunities accompanied by persistent infrastructure
problems. Expatcapetown (2015) adds that areas such as Khayelitsha, Gugulethu and Nyanga
remain the most dangerous townships according to murder statistic