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Dear conference delegates, dear friends and colleagues!

It is our pleasure to welcome you to the InternaƟ onal Tourism Conference Dubrovnik (ITCD), which 
is organized by the InsƟ tute for Tourism, on the occasion of the 60th anniversary of our work. The 
conference is organized with the support of the Ministry of Science and EducaƟ on of the Republic 
of CroaƟ a, the Ministry of Tourism of the Republic of CroaƟ a, the University of Zagreb Faculty of 
Economics & Business and the City of Dubrovnik. A main goal of this conference, which is held from 
6th to 9th of November, 2019 is to bring together scholars and pracƟ Ɵ oners from the fi eld of tourism 
to share and exchange ideas and experiences and to discuss the pracƟ cal challenges encountered 
in the contemporary world of ever-changing tourism scienƟ fi c landscape.
Over the last years, we have put great emphasis into increasing our scienƟ fi c excellence in order to 
boost our internaƟ onal recognizability and relevance. As an affi  liate member of UNWTO we jointly 
published Global report on “TransformaƟ ve Power of Tourism” in 2016 which illustrated many 
iniƟ aƟ ves all over the world that refl ected the great potenƟ al of transformaƟ ve tourism and which 
gave us idea for the main topic of this conference.
Therefore the Ɵ tle of the conference, TOURISM IN THE VUCA WORLD: TOWARDS THE ERA OF 
(IR)RESPONSIBILITY, recognizes tourism, as a tradiƟ onally volaƟ le industry, that has many issues to 
address and to move forward in a more sustainable manner. The same is evident from the variety of 
topics addressed by the conference authors and the wide range of interests covered by their papers. 
The ITCD conference include 79 contribuƟ ons. In this Book of abstracts you can fi nd abstracts compiled 
according to the conference sessions: TransformaƟ on  in tourism, SpaƟ al aspects of tourism – the 
impact of globalizaƟ on, The role of social media in  tourism’s present and future, “Overtourism” 
impacts - new soluƟ ons, QuesƟ ons of stewardship – from individual businesses to policy makers, 
TransformaƟ ons of contemporary tourists, New direcƟ ons in gastronomy and food experience, 
DesƟ naƟ on markeƟ ng, branding and reputaƟ on for the new era, The other side of tourism: possible 
crisis and confl icts, Knowledge, innovaƟ on  and educaƟ on for VUCA tourism future, Changing nature 
of our socieƟ es and new travel trends, Smart desƟ naƟ ons and ICT in hospitality, Tourism for all:  new 
direcƟ ons, Community roles and aƫ  tudes in VUCA world, The new age of enhanced visitor  engage-
ment and involvement and The role of indicators in sustainable tourism development. 
ITCD aspires to be, both, intellectually sƟ mulaƟ ng and informaƟ ve, with a disƟ nguished array of 
keynote speakers and delegates from all over the world. We expect the conference to be mulƟ dis-
ciplinary and transdisciplinary with the intenƟ on of bridging the gap between tourism theory and 
pracƟ ce. Therefore, the program consists of invited keynote presentaƟ ons and parallel sessions 
with eminent speakers covering a wide range of topics. The conference social program provides all 
aƩ endees with the opportuniƟ es to meet and interact with one another. We are confi dent that your 
experience with ITCD conference will be a pleasant one, and we wish you a successful networking 
and memorable stay in our beauƟ ful city of Dubrovnik.   

Damir Krešić and Izidora Marković Vukadin 
Conference CommiƩ ee Chairs 

Sanda Čorak
ScienƟ fi c CommiƩ ee Chair
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Abstract 01 

Tourism - a driver of social change?
Renata Tomljenović, InsƟ tute for Tourism, CroaƟ a  

Zrinka Marušić, InsƟ tute for Tourism, CroaƟ a  

IntroducƟ on
Since the birth of modern tourism, opinion leaders of all sorts have advocated travel. It is widely 
held, that travel broadens one’s horizons, breaks down stereotypes, reduces prejudice and bigotry, 
and leads to a beƩ er understanding between people of diff erent countries, race or religions thus 
contribuƟ ng to building a foundaƟ on for a peaceful world. In the more recent Ɵ me, when the very 
survival of our civilisaƟ on is quesƟ oned, as we face mulƟ ple and prolonged crises (economic, social 
and environmental), this view of tourism as a social force able to change people, was widened to 
include a value-change necessary for our collecƟ ve survival into 21st century. However, as the former 
proposiƟ on of tourism being an agent of world peace was contested strongly by scholars in a face of 
inconclusive research evidence, so the advocates of tourism as a great social force proposiƟ on sƟ ll 
lack a robust evidence to support their theories. The aim of the research reported in this paper, was 
to test this proposiƟ on by capturing the power of past and present travel experience to transform 
individual travellers and their values. 
Methods
With specifi c aims to ascertain if travel experience leads to value transformaƟ on, a quanƟ taƟ ve 
survey of internaƟ onal travellers residing in four countries (UK, Germany, Hungary and CroaƟ a) was 
conducted. An on-line web panel was used as a data collecƟ on method. A quesƟ onnaire consisted of 
several parts – trip characterisƟ cs, personal values, travel experiences and socio-economic informa-
Ɵ on – combining close and open-ended quesƟ on. The iniƟ al sample size was 2,000 respondents in 
total (600 in Germany, 600 in UK, 400 in Hungary, and 400 in CroaƟ a). Use of straƟ fi ed quota samples 
regarding region, gender, age and level of educaƟ on in each country assured the representaƟ veness of 
the obtained samples on the country level. Respondents have been randomly selected in each strata. 
Results
The theoreƟ cal departure point was that people typically change when faced with a criƟ cal event 
or turning point and that travel experiences provide such opportuniƟ es. Indeed, slightly more than 
every second respondents (53%) stated she/he experienced some ‘turning point’ during her/his life-
Ɵ me. Among those that experienced the ‘turning points’ during her/his lifeƟ me, 29% aƩ ributed that 
experience to travel. DescripƟ ons of these experiences show a wide array of change, ranging from 
personal growth (i.e. self-esteem) to social engagements (i.e. turn to acƟ vism, develop pro-environ-
mental aƫ  tudes). 
Conclusions and limitaƟ on
The research provides some indicaƟ on that travel is conducive to individual value change, as those 
claiming change, demonstrated high commitment to environmental sustainability, valued more 
self-direcƟ on, universalism, benevolence than power, conformity and security and were less materi-
alisƟ c. However, due to the methodological limitaƟ ons of the quanƟ taƟ ve approach, the challenge of 
future qualitaƟ ve research design is to devise a framework that will address all the possible plausible 
explanaƟ ons.
Keywords: travel experience, world values, value transformaƟ on, survey, trip characterisƟ cs
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Abstract 02

Examining kindness of strangers in tourism 
SebasƟ an Filep, University of Otago, New Zealand  

Background and goals
When considering tourism in the VUCA (volaƟ lity, uncertainty, complexity, and ambiguity) context, 
arguably the fi rst issues that come to mind are problems of overtourism, sustainability pressures, 
climate change and other important topics. In an era of excessive visitor numbers and host-guest 
tensions at major desƟ naƟ ons, understanding the nature of social interacƟ ons amongst tourists 
and between tourists and hosts is increasingly important. Despite an oŌ en hosƟ le nature of tourism 
encounters, moments of unsolicited acts of kindness in tourism oŌ en occur (Glover and Filep 2015). 
These are someƟ mes situaƟ ons in unfamiliar environments in which tourists need to resolve a prac-
Ɵ cal problem related to travelling, such as accommodaƟ on arrangements, assistance with luggage, 
transportaƟ on and navigaƟ on challenges at desƟ naƟ ons, especially when technology fails. However, 
invesƟ gaƟ ons of acts of kindness in tourism are largely absent. There are reasons why looking at the 
topic of kindness maƩ ers to tourism. Such invesƟ gaƟ ons help explain tourist well-being and social 
capital in tourism while building beƩ er understandings of host-guest interacƟ ons. An internaƟ onal, 
interdisciplinary, research study was conducted in April 2016 to explore acts of kindness in tourism. 
A posiƟ ve psychology approach was adopted to examine how acts of kindness in tourism play out 
and subsequently, to gain an understanding of graƟ tude, a felt sense of thankfulness, that results 
from receiving kindness (Filep, Macnaughton and Glover, 2017).  
Methodology
To meet the aim, a research study was conducted with twenty Canadian tourists, using a convenience 
sample. Twenty tourists were asked to share stories of a Ɵ me when they received kindness from 
a stranger while travelling away from their usual domiciles. Recruitment was conducted through a 
Canadian university. Interviews began by asking respondents (staff , community members and stu-
dents) to share their experience receiving kindness while travelling. Respondents were subsequently 
asked quesƟ ons such as, “How did the experience infl uence your travel experience?” “How has the 
experience aff ected your own behaviour?” “How willing would you be to reciprocate the kindness 
you received?” To conclude, respondents were asked to describe how they felt as a result of sharing 
their stories. Interviews were semi-structured and lasted approximately 35 minutes. Interviews were 
transcribed verbaƟ m. ThemaƟ c analysis was used to analyse the interview transcripts because it 
encouraged in-depth interpretaƟ on of data. 
Results
A model explaining how acts of kindness are valued by tourists has emerged based on the study. The 
fi ndings suggest precursors are required, such as a need for help by tourists and a certain level of trust, 
or faith in humanity, that the tourist has in the stranger (benefactor). On the benefactor’s side, there 
needs to be a willingness to help the tourist and an altruisƟ c intenƟ on to do so, knowing that there 
will be costs to the off er of help. If those condiƟ ons were met, an act of kindness occurred, such as 
an off er of free accommodaƟ on, advice on fi nding a locaƟ on at a desƟ naƟ on, and so on. There are 
benefi ts to tourists and costs to benefactors as a result of the acts. Benefi ts to tourists, based on the 
respondents’ quotes were the perceived authenƟ city or novelty of the kind acts and the sense of 
adventure due to the risks involved in accepƟ ng help. The perceived costs to the benefactors included: 
perceived physical eff ort by strangers in helping the tourist, like carrying luggage; perceived cost of 
Ɵ me needed to help the tourist; and perceived fi nancial costs to benefactors in providing assistance. 
Despite the perceived costs to donors, the donors were willing to help the tourists. Future research 
could explore voices of donors of assistance, to build on these tourists’ accounts.  
Conclusions and contribuƟ ons to the fi eld
In conclusion, while acts of kindness from one stranger to another in tourism may be temporary, these 
acts feed the enduring kindness bank helping to build a civic community in which graƟ tude, when 
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understood as an emoƟ onal response, is more than a simple thank you. In the tourists’ accounts, a 
resounding issue parƟ cipants highlighted in receiving kindness was the growth of their own personal 
confi dence, and the sense that, while the encounters were brief, the personal impact was profound 
and eudaimonic in character. Despite the inherent risks in dealing with strangers, the tourists trusted 
their benefactors, suggesƟ ng they had a posiƟ ve percepƟ on of their intenƟ ons. The donors sought 
nothing in return, and all of the recipients were steadfast in suggesƟ ng their readiness to recipro-
cate. Perhaps these acts of generosity typify the kind of humane behaviours we should be seeking 
to establish at desƟ naƟ ons in the era of increasing volaƟ lity, uncertainty, complexity, and ambiguity.  
Keywords: graƟ tude, kindness, social capital, tourist-host interacƟ ons 
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 Abstract 03

TransformaƟ ve travel experience of a female travelling alone
Dilek Acar, Anadolu University, Eskişehir VocaƟ onal School, Turkey  

Background and goals 
Historically, travelling was mostly a transformaƟ ve phenomenon. However, transformaƟ ve tourism 
is a term of recent years, an emerging trend of twenty-fi rst century’s people under the pressure 
of philosophical, societal, and economical pressures. Thus, the travelling itself is a choice of many 
people to transform their selves (Ross, 2010; Brown, 2013). Kirillova, Lehto & Cai (2017) pointed 
that there is liƩ le known what transforms a person in tourism. In their study, they suggest that the 
essence of transformaƟ ve tourism is an enhanced version of a “peak” experiences, however, the 
triggers and circumstanƟ al environment, yet diff er in the underlying mechanisms. Lean (2009), on 
the other hand, points out that transformaƟ ve tourism occurs when it leads to long-lasƟ ng change in 
knowledge, values, aƫ  tudes and behavior. As personal transformaƟ on is a dynamic socio-cultural and 
uniquely individual process, it directly concerns the traveler’s perspecƟ ve and experience, diff ering 
from tourism industry’s providing (Ross, 2010). The transformaƟ ve experience is individually unique 
and can happen anywhere and anyƟ me. The transformaƟ ve travels may be intenƟ onally planned 
which is an increasing trend; however, any travel can theoreƟ cally be designed in that way (Ross, 
2010). As this study was designed as an auto-ethnographical study, the main purpose is to present 
an individual transformaƟ onal travel experience. Women’s solo tourism experiences mostly linked 
to risk assessments, and focused on “safe” desƟ naƟ ons (Heimtun and Abelsen, 2014). On the other 
hand, as the author of this study experienced, single woman’s travelling could be an unforgeƩ able, 
inspiraƟ onal, eliminaƟ ng the prejudices transforming experience. In the light of literature and the 
individual experience, this study aims to present a 6 day transforming experience of a single woman. 
The travel was from Turkey to two ciƟ es in Malaysia, Kuala Lumpur in Mainland and Kutching in Bor-
neo Island in 2015. AŌ er several short term living and travels in Europe, that was fi rst Ɵ me visiƟ ng 
to East Asia aff ecƟ ng the author unimagined way.  
Design/methodology
In accordance with the purpose of this study, the study designed as an auto-ethnographical study. 
Auto-ethnography is well-suited for advancing some dimensions of leisure studies (Anderson and 
AusƟ n, 2011). The auto ethnographic research, focuses on the researcher which has a goal to pro-
vide inƟ mate insights, adding depth to phenomenological understanding ( Chang, 2008). Building 
on personal narraƟ ve, auto ethnographic research is parƟ cularly well suited for invesƟ gaƟ ng the 
meaning individuals bring to their world, how individuals decipher and make sense of their experi-
ences, and conveying those interpretaƟ ons to readers ( Rinehart, 2005). In the auto-ethnography, 
the researcher may use diaries etc. or may recall the experience aŌ er the travel (Brown, 2016). 
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Despite the author’s willingness for this travel, just as Brown (2016) the auto-ethnographical deci-
sion did not exist before the travel. However, the author’s experience as a single woman was such 
an unforgeƩ able and powerful, transforming mostly culturally, and with visional and physiological 
insights emoƟ onally consequently. Thus, aŌ er a couple of weeks, the insights were recorded, fur-
ther to turn into an auto-ethnographic study. Huang’s (2010) conceptual tourist experience model 
in his auto-ethnographic study was used to frame the experience. It enables underlying factors of 
experience which are free to handle. The factors are; benchmarking factors (past life experiences, 
daily rouƟ nes), people (personnel, other tourists etc.), tourism supplies (hotel, aƩ racƟ ons etc.), 
environment (atmosphere, physical etc.), and factor “n” (as any other undefi ned factors). Following 
Kirillova, Lehto & Cai (2017) this study based on existenƟ alist view so that emoƟ ons are considered 
as an equally valid to understand the world as is cogniƟ on (Sartre, 1962), the aff ecƟ ve aspect of the 
transformaƟ ve tourism experience represents an essenƟ al means of making sense of the triggering 
episode. In this light the peak experiences and phenomena was defi ned.  
Results
The important results are based on people and environment. Among the major peak experiences; at 
fi rst, as known ruling by Islamic regulaƟ ons, the fi rst shock was that in contrast to mostly Middle-East 
countries, the regulaƟ ons were more soŌ ly implicated. PluralisƟ c cultural life was dominaƟ ng the 
public life. As called, LiƩ le Asia, Malaysia was relaƟ vely cosmopolitan country that diff erent cultures 
from Muslim Malays, Hindus, Chinese people to micro indigenous live together. Seeing their praying 
buildings in close distances was eff ecƟ ve. For a single woman, not to have any negaƟ ve experiences, 
was impressive. In contrast to being a tourist in West and Mid Europe, “the feeling of tourist” was 
saƟ sfactory with the welcoming people. During the trip in Borneo, the long distance taxi transpor-
taƟ ons from airport to Damai, an isolated region in rain forests, was the most disquieƟ ng Ɵ mes. The 
Sarawak Cultural Village here was seƩ led the indigenous culture of the Island within physical seƫ  ngs 
and dramaturgy implicaƟ ons was another peak experience aff ected both as a tourist and tourism 
researcher. The delighƞ ulness from the beginning made a shortage of a food not a problem. I could 
not really fi nd anything to eat for the meal, however, the generalizing mindset of customer/tourist, 
and the welfare was enough to fi nd an easy soluƟ on. The tropical wet weather, freely walking under 
the monsoon rains, swimming under cloudy but warm ocean, fascinaƟ ng rain forests, observing 
homosexuals not trying to hide their selves, historical and religious monuments, and also being 
alone, far away from home country, and everyday life major factors feeding the peak experienƟ al 
moments. Being alone could be the criƟ cal factor to sense deeply all those sƟ mulaƟ ng factors and 
having lasƟ ng transformaƟ on. In sum, this single travel was transforming in personal and professional 
aspects. Thanks to tourism, this travel mostly sƟ mulaƟ ng on how peace is easy.  
ImplicaƟ ons 
This study ensures direct and powerful insights on two ways. Major implicaƟ ons for transformaƟ ve 
tourism, apart from the all-planned desƟ naƟ ons such as Disneyland, pilgrimage desƟ naƟ ons, in other 
situaƟ ons the “peak” experiences are hard to plan and highly personalized. Regardless of how the 
potenƟ al tourists get informaƟ on a desƟ naƟ on, the experience is something unimagined. Secondly, 
as to single woman travelling, the desƟ naƟ ons could emphasize criƟ cal characterisƟ cs e.g. safety, 
equity, freedom, in informaƟ onal sites of desƟ naƟ ons. The solo tourists as females and males could 
be handled as disƟ ncƟ ve segment in tourism suppliers.  
ContribuƟ on to the fi eld 
This study contributes to the fi eld with conceptual and methodological aspects. Firstly, shows the 
results of transformaƟ ve tourism and single woman travelling. On the methodological aspects, 
unbreakable the convenƟ onal research approaches, this study also contributes the epistemological 
and methodological diversity in tourism studies. This study contributes that as tourism research 
professionals, there’s much to get individually from the fi eld to feed sociological insight.  
Research limitaƟ ons 
The basic limitaƟ on of this study is the results are limited to visited regions and conjuncƟ onal state 
of Malaysia.  
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Keywords: transformaƟ ve travel, solo tourist, auto-ethnography 
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Abstract 04

Student study abroad desƟ naƟ on branding in the VUCA world: 
The case of a private higher educaƟ on insƟ tuƟ on in CroaƟ a 
Matea Hanžek, Zagreb School of Economics and Management, CroaƟ a  

Background and goals
In terms of desƟ naƟ on branding, CroaƟ a is mostly perceived as a country “receiving” tourists, and 
is completely overlooked as a country “receiving” internaƟ onal students. Despite its tremendous 
success as a tourism desƟ naƟ on, exisƟ ng research on desƟ naƟ on branding in the VUCA world is oŌ en 
directed solely on tourists, where research of internaƟ onal students who choose to study full-Ɵ me 
in CroaƟ a is very weak. In order to address this quesƟ on, as well as to see how CroaƟ a can use such 
informaƟ on for further branding as a study abroad desƟ naƟ on, was a main purpose of this research. 
It is believed that CroaƟ a can use the VUCA world as a compeƟ Ɵ ve advantage in its posiƟ oning as 
a study desƟ naƟ on.  
Design/methodology/approach
This research undertakes three focus groups with internaƟ onal students currently studying at the 
Zagreb School of Economics and Management from following markets: Americas, Asia and Europe. 
It seeks to explain why and how students from those markets chose CroaƟ a as a desƟ naƟ on to study 
abroad and what is the role VUCA world has in decision-making process.  
Results 
The fi ndings reveal diff erent aƩ ributes, important to each of these markets separately, and suggest 
that CroaƟ a can use those fi ndings as a posiƟ ve advantage. This study also discusses the growing 
need for desƟ naƟ ons to brand themselves as study abroad desƟ naƟ ons, especially in Ɵ mes of current 
poliƟ cal changes in Europe.  
Conclusions
ImplicaƟ ons highlight the need for CroaƟ an government as well as Ministry of Tourism to ensure 
including branding of CroaƟ a as a study abroad desƟ naƟ on in an exisƟ ng desƟ naƟ on branding strategy, 
and by that increase the number of talented students from around the world to come and study 
full-Ɵ me in CroaƟ a. Finally, suggesƟ ons for future research are also provided.  
Keywords: desƟ naƟ on branding, study abroad desƟ naƟ on, CroaƟ a, higher educaƟ on, VUCA, brand 
communicaƟ on   
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Abstract 05

Cultural and CreaƟ ve Tourism: 
The Case of ‘CelebraƟ ons’ in the Algarve Region
Cláudia Helena Henriques, Research Centre for SpaƟ al and OrganizaƟ onal Dynamics (CIEO), Algarve University, Portugal

Manuela Guerreiro, Research Centre for SpaƟ al and OrganizaƟ onal Dynamics (CIEO), Algarve University, Portugal

Júlio Mendes, Research Centre for SpaƟ al and OrganizaƟ onal Dynamics (CIEO), Algarve University, Portugal 

Study goals 
This study sought to invesƟ gate the importance of cultural and creaƟ ve tourism associated with 
‘celebraƟ ons’ (i.e., fesƟ vais, festas, feiras and eventos [fesƟ vals, feasts, fairs and events]) in the Al-
garve region of Portugal. The research paper fi rstly discusses the signifi cance of cultural and creaƟ ve 
tourism and its interconnecƟ ons with sustainable development in a region tradiƟ onally linked with 
‘sun and sea’ tourism products.  
Methodological framework
The methodological framework was a case study that focused on links between cultural and creaƟ ve 
tourism and the dynamics of celebraƟ ons in sixteen Algarve municipaliƟ es. The study was based on 
content analysis of data gathered with a quesƟ onnaire distributed to camara municipal (city council) 
culture and/or tourism offi  cials from the sixteen Algarve municipaliƟ es, namely, those offi  cials whose 
jobs are related to enhancing the aƩ racƟ veness of the cultural resources associated with celebraƟ ons. 
The data was collected with the quesƟ onnaire, which was distributed to the municipal offi  cials of 
the sixteen following city councils in the Algarve region: Albufeira, AlcouƟ m, Aljezur, Castro Marim, 
Faro, Loulé, Lagos, Lagoa, Monchique, Olhão, PorƟ mão, São Brás de Alportel (SBA), Silves, Tavira, 
Vila do Bispo and Vila Real de Santo António (VRSA). Notably, these municipaliƟ es have important 
diff erences regarding populaƟ on and resources available for the “tourisƟ fi caƟ on” process (Pordata, 
2018). The populaƟ on data for 2016, lists in descending order of populaƟ on size, Loulé (69,344), 
Faro (61,073), PorƟ mão (55,453), Olhão (45,143), Albufeira (40,469), Silves (36,476), Lagos (30,714), 
Tavira (25,263), Lagoa (22,799), VRSA (19,043), SBA (10,536), Castro Marim (6,402), Aljezur (5,609), 
Monchique (5,386), Vila do Bispo (5,192) and AlcouƟ m (2,402).  
Research results 
The results reveal an increasing recogniƟ on of the importance of cultural paƩ erns to municipals’ 
tourism off ers based on popular and everyday culture, which contribute to the Algarve’s authenƟ c 
idenƟ ty and heterogeneous features. In the Algarve, cultural and creaƟ ve tourism could play an im-
portant role in tourism product diversifi caƟ on and enhance the region’s sustainable development. 
From public enƟ Ɵ es’ point of view, the cultural and creaƟ ve tourism associated with celebraƟ ons, 
namely, fesƟ vals, feasts and fairs, can enhance authenƟ c and unique tourist experiences. By defi niƟ on, 
these can best be enjoyed in the context of fully developed themes, aestheƟ cs and educaƟ onal ele-
ments that promote greater proximity to the Algarve’s genius loci and unique idenƟ ty. The successful 
development of cultural and creaƟ ve tourism in the Algarve requires an inventory of the region’s 
resources. A study was conducted based on a survey of the 16 city councils’ Tourism and Culture 
Department. The results idenƟ fi ed 1,500 resources, with 400 classifi ed as of ‘high’ signifi cance as 
tourist aƩ racƟ ons – out of the possible classifi caƟ ons: ‘low’, ‘medium’ and ‘high’. Among these re-
sources, those menƟ oned the most oŌ en were gastronomy, followed by monuments, historic sites, 
museums and artefacts, archaeological sites and interesƟ ng buildings. 
Conclusions 
AŌ er compleƟ ng the inventory of cultural resources and especially those associated with celebra-
Ɵ ons, categorical data analysis revealed that a key asset is the Algarve’s celebraƟ ons. Thus, this 
study focused on idenƟ fying their main cultural themes in order to discuss more fully their links to 
popular and everyday culture, which can serve as the basis for developing new sustainable cultural 
tourism products.
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These resources encompass 10 themes: 6 core and 4 complementary. Together the resources form 
the basis for creaƟ ng cultural and creaƟ ve tourism products (Henriques, Guerreiro & Mendes, 2014), 
keeping heritage as a common element that allows the development of easily translatable products. 
The core themes are as follows: 1) Sagres: myth and history; 2) ChrisƟ an-Islamic heritage; 3) historic 
centers: ciƟ es and villages; 4) creaƟ ve expression and tradiƟ ons; 5) mariƟ me cultural tradiƟ ons and 
6) the Mediterranean diet. The complementary themes idenƟ fi ed are as follows: 1) archaeological 
heritage, 2) industrial heritage, 3) indigenous built heritage and 4) landscape heritage. The diff erent 
types of celebraƟ ons include an important number of events classifi ed by city council offi  cials as 
having a high potenƟ al as tourist aƩ racƟ ons and cultural resources. The content analysis of Algarve 
celebraƟ ons’ (i.e. fesƟ vals, feasts and fairs) most relevant themes revealed key similariƟ es, namely: 
- FesƟ vals: folklore, music and gastronomy and wine; Feasts: popular culture, gastronomy, history, 
tradiƟ onal acƟ viƟ es and trade, and religion expressions, and Fairs: anƟ ques, craŌ s and gastronomy 
and wine, and TradiƟ onal AcƟ viƟ es and Trades. 
Keywords: cultural tourism, creaƟ ve tourism, sustainable development, celebraƟ ons 
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Parallel session: 
SpaƟ al aspects of tourism - 

impact of globalisaƟ on
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Abstract 06

Organic spaƟ al planning in uƟ lizing Breksi Cliff  
in Sambirejo for tourism acƟ viƟ es 
Noni Kusumaningrum, Gadjah Mada University, Indonesia 

Djoko Wijono, Gadjah Mada University, Indonesia  

Background 
Breksi Cliff  in Sambirejo, Special Region of Yogyakarta is a former rock mining area that has been 
designated as a geological heritage site that has important values in the fi elds of science, educaƟ on, 
culture, and aestheƟ c values. Mining acƟ viƟ es are stopped based on the Decree of the Head of the 
Geological Agency No. 1157 K/ 40/ BGL/ 2014 dated October 2, 2014 concerning DeterminaƟ on of 
Special Region of Yogyakarta Geological Reserve Areas. The area can switch funcƟ ons to tourism 
because it has tourism potenƟ al in the form of natural condiƟ ons from ex-mines which are unique 
landscape structures, such as the formaƟ on of lakes on ex-mine land and steep cliff s from former 
mines. The layout in the uƟ lizaƟ on of the Breksi Cliff  for tourism acƟ viƟ es develops organically. It 
can be seen from the slow process, built independently and gradually without being planned, its 
shape is irregular, adapted to the landscape, and made spontaneously by its ciƟ zens. To develop the 
Breksi Cliff  area, it should pay aƩ enƟ on to the context of the former mining geoheritage. However, 
this context is not seen in the current layout of the Breksi Cliff  so that it cannot create a unique or 
diff erent idenƟ ty. This area is fi lled with selfi e spots that look the same as tourist desƟ naƟ ons in other 
regions and the market segment is not appropriate. In addiƟ on, the number of tourists visiƟ ng Breksi 
Cliff  is very large and increases every year but there is no visitor management to reduce the negaƟ ve 
impact of uncontrolled tourist acƟ viƟ es. Therefore, it is necessary to examine how the development 
of spaƟ al paƩ erns in the Breksi Cliff  area that have been used for tourism acƟ viƟ es since the Deci-
sion of the Head of the Geological Agency No. 1157 K/ 40/ BGL/ 2014 October 2, 2014 up to now.   
Methods
In this study used descripƟ ve research methods to make descripƟ ons, drawings or painƟ ngs sys-
temaƟ cally, factually and accurately regarding the facts in the fi eld. AŌ er all research data relaƟ ng 
to the condiƟ on of the Breksi Cliff  which includes the spaƟ al layout and network of faciliƟ es and 
infrastructure collected, the data will be analyzed qualitaƟ vely.  
Results and implicaƟ ons 
The development of the spaƟ al paƩ ern is described in the form of a block plan so that the conclusions 
of spaƟ al paƩ erns appear. Next idenƟ fy how far the space paƩ ern is able to implement sustainable 
tourism development. The results obtained in the fi eld by the tourism department together with 
the community and the local government, have compiled a master plan for the Breksi Cliff . But its 
implementaƟ on in the fi eld, spaƟ al planning is not in accordance with the master plan due to lack 
of costs and supervision from the tourism agency. 
Keywords: Breksi Cliff , geo-heritage, organic spaƟ al planning, sustainable tourism development   

Abstract 07

Overtourism: The impact of cruise tourism on 
technical urban infrastructure systems in Dubrovnik 
Allegra Celine Baumann, TU Darmstadt, Germany  

Background and goals 
The term overtourism has been recently used to describe negaƟ ve impacts of mass tourism (Koens 
et al 2018). As tourisƟ c travel has rapidly increased nowadays, several European ciƟ es struggle with 
the consequences of mass tourism. Thereby, overtourism is linked to cruise tourism (Milano 2017), 
the cruise ship oŌ en used by the media as a symbol of overtourism. The market for cruise tourism 
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has been growing rapidly in the past few years. As a reacƟ on to this development, ships with the 
possibility to transport more passengers are built and the amount of ships handled in the ports 
at the same Ɵ me has increased. Therefore, seaports that are of tourist interest have to struggle 
with higher pressure. Lay days at ports and the posiƟ on of tourist places in ciƟ es lead to temporal 
and spaƟ al concentraƟ on of cruise tourists. Furthermore, there has to be the supply, loading and 
unloading of cruise ships, e.g. with freshwater, in the ports. In all these events urban infrastructure 
systems, e.g. those of transport or water supply, are involved. These infrastructure systems can be 
seen as criƟ cal, because they play an essenƟ al role for the funcƟ oning of ciƟ es (Fekete 2011). This 
research deals with the eff ects of cruise tourism on technical infrastructure systems of ciƟ es in the 
context of overtourism. Therefore, it bridges a gap, since technical infrastructures have not been 
considered in the overtourism debate yet. As a case study for the research, the city of Dubrovnik was 
chosen. Dubrovnik has limited the daily amount of cruise passengers as a measure to cope with the 
high amounts of tourists due to the overtourism debate. Therefore, this research examines which 
technical infrastructure systems are mostly aff ected by cruise tourism in Dubrovnik and therefore 
can be seen as criƟ cal.  
Design/methodology/approach 
Dubrovnik was chosen as a case study for the research. The city is of interest because cruise tourism 
plays an important role, on the one hand due to the city’s history and on the other hand due to the 
high amount of tourists that come by cruise vessels. The research uses a qualitaƟ ve research design. 
Therefore, observaƟ ons were made, fi eld notes and photographs taken and analyzed. Furthermore, 
ten guided interviews with experts from diff erent fi elds were carried out and analyzed. In addiƟ on 
to this, an extensive analysis of brochures, newspaper arƟ cles and other sources has been done.  
Results 
In Dubrovnik, due to its spaƟ al locaƟ on between sea and hills, the road infrastructure turns out to 
be the most criƟ cal one. Dubrovnik’s Old Town is the point of interest for most of the tourists visiƟ ng 
the city. Due to the locaƟ on of the port of Dubrovnik, cruise passengers have to be transported to 
the Old Town with shuƩ le busses, urban busses or taxis. Since there is only one main road connect-
ing the port and the Old Town, this extra traffi  c caused by cruise tourism leads to traffi  c jams. The 
main drop-off  at Pile Gate cannot cope with the amounts of vehicles and therefore is blocked. Since 
there is no possibility for extending the road infrastructure, several measures were done by the Port 
Authority and the City Government to cope with the problem.  
Conclusions 
Technical urban infrastructures play an important role in the context of overtourism. For the case of 
Dubrovnik the transportaƟ on system turns out to be the most criƟ cal one. Hence, when addressing the 
impact of overtourism, it is necessary to consider technical infrastructure systems in the analysis. Fur-
thermore, the research proves that measures addressing the negaƟ ve consequences of overtourism 
can be suffi  cient for coping with the problems caused by mass tourism. 
ContribuƟ on to the fi eld 
This research examines the sociological topic of overtourism, connecƟ ng it to the sociotechnical fi eld 
of technical urban infrastructure systems. Therefore, this study contributes to sociological tourism 
research and to a beƩ er understanding of the recent phenomenon of overtourism. 
Keywords: overtourism, cruise tourism, criƟ cal infrastructure, Dubrovnik 
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Abstract 08

Tourism and spaƟ al idenƟ Ɵ es: Policy implicaƟ ons
Neda Telišman Košuta, InsƟ tute for Tourism, CroaƟ a

Neven Ivandić, InsƟ tute for Tourism, CroaƟ a 

Background and goals 
Tourism desƟ naƟ on is characterized by the numerous imbalances. On the basic level, there is the 
immanent confl ict resulƟ ng from the relaƟ onships between external demand and internal supply, 
seen in the overuse of public goods namely natural and cultural resources including local lifestyle. 
On the next level, there is also an imminent imbalance, resulƟ ng from internal confl ict of interest 
between desƟ naƟ on stakeholders with varying views on use of public goods. These points are need 
for the focus broadening of analysis from consumers and producers to usage of spaces where tourism 
acƟ vity takes place. Thus, spaƟ al consideraƟ ons and specifi cally spaƟ al idenƟ Ɵ es become the central 
issue in sustainable tourism desƟ naƟ on development. SpaƟ al idenƟ ty is however also burdened 
by imbalances stemming from the diff ering idenƟ Ɵ es of tourists and locals, as well as the diff ering 
idenƟ Ɵ es of desƟ naƟ on stakeholders themselves who do not necessarily all come from desƟ naƟ on 
itself bringing their own idenƟ Ɵ es into play.
In this sense, spaƟ al idenƟ ty is fl uid, impermanent and mulƟ dimensional. What are the implicaƟ ons 
for desƟ naƟ on management? 
Methodology
This issue is explored through qualitaƟ ve research, in this fi rst phase based on focus groups including 
members of the academic community, public and private sector in selected CroaƟ an desƟ naƟ ons. 
Results and conclusions
The conducted pilot research shows that strategic tourism planning of tourism areas gives possible 
answers to externaliƟ es, imperfect markets and usage of public goods. In condiƟ ons of market failures 
deliberaƟ ons of tourism desƟ naƟ on development must be subject to its carrying capacity as a com-
posite expression of its physical characterisƟ c, tourism resource and aƩ racƟ on potenƟ al, as well as 
of infrastructure, demographic and insƟ tuƟ onal constraints. 
Keywords: desƟ naƟ on, idenƟ ty, space, tourism planning, sustainable tourism 

Abstract 09

Planned rural seƩ lements in the funcƟ on of rural 
tourism development and spaƟ al regeneraƟ on 
Jasenka Kranjčević, InsƟ tute for Tourism, CroaƟ a  

Background and goals 
Under the infl uence of modernisaƟ on processes in the world, including CroaƟ a, there is a trend of 
devastaƟ on and/or deterioraƟ on of rural seƩ lements. Since CroaƟ a cannot be isolated from current 
global social and economic processes (globalisaƟ on, deagrarisaƟ on, market-based agriculture etc.), 
further deterioraƟ on and/or devastaƟ on of rural seƩ lements is to be expected. With reference to 
the fact that, according to the urban - rural typology of EUROSTAT, 79.1% of the territory of CroaƟ a 
is characterized as predominantly rural area, the starƟ ng point of this paper is to determine whether 
rural seƩ lements, i.e. their spaƟ al structure has been recognized as heritage and used as a cultural 
tourism aƩ racƟ on. In the European Union (Council of the European Union, 2014 and European 
Parliament, 2015), heritage was recognized as a sustainable development planning resource and all 
society stakeholders are in charge of its preservaƟ on. Therefore, the quesƟ on arises whether their 
planned spaƟ al structure can be recognized as heritage and cultural tourism aƩ racƟ on, i.e. whether it 
can be used in the funcƟ on of spaƟ al regeneraƟ on and rural tourism development. There is signifi cant 
number of planned rural seƩ lements in CroaƟ a that are designed for diff erent purposes: develop-
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ment of agriculture, reconstrucƟ on aŌ er elemental disasters (fi res, landslides, fl oods, earthquakes) 
or war destrucƟ on. Since the middle of the 18th century, in the area of Slavonia there is the largest 
number of planned/ regulated villages that have been integrated into the landscape, contribuƟ ng 
to the spaƟ al diversity and consequently the spaƟ al idenƟ ty. 
Methodology
In order to point out the potenƟ al of planned rural seƩ lements in the funcƟ on of rural tourism develop-
ment or to make them more visible and acƟ ve stakeholders in planning sustainable rural tourism 
development, the paper uses two methods: i) idenƟ fi caƟ on of interdisciplinary connecƟ on between 
planned rural seƩ lements as heritage through spaƟ al regeneraƟ on and rural tourism development 
through review of scienƟ fi c literature, and ii) descripƟ ve method that provides theoreƟ cal insight 
into the diversity of rural seƩ lement funcƟ ons and roles in rural tourism.  
Results
To this day, slightly more than 230 planned villages built in the past 250 years have been idenƟ fi ed 
in CroaƟ a. A fi led trip and research of older maps showed that planned villages contribute to spa-
Ɵ al idenƟ ty and spaƟ al diversity of the rural area, but are not recognized either as heritage or as a 
cultural tourism aƩ racƟ on.  
Conclusion
The paper concludes that, despite the need for development of rural tourism in CroaƟ a, the idenƟ ty 
of spaƟ al structures of the village are neglected by development plans both in the sense of heritage 
and in the sense of potenƟ al for the development of rural tourism and spaƟ al regeneraƟ on. Given 
that heritage is a resource for sustainable development planning, it is certainly necessary to explore 
other segments of rural seƩ lements heritage. 
ContribuƟ on
Planned rural seƩ lements as part of heritage can certainly be put into the funcƟ on of spaƟ al regene-
raƟ on and rural tourism development either through inclusion in tourist themaƟ c trails (e.g. trails of 
planned village seƩ lements) or as an addiƟ onal content of other themaƟ c trails (cycling trails, wine 
roads, etc.).Each geographic region of CroaƟ a has specifi c spaƟ al forms and rural seƩ lement features 
(compact, linear, dispersed) so in order to put the preserved spaƟ al structures into the funcƟ on of 
development, their spaƟ al features must be known. For example, the area of Slavonia has a tradiƟ on 
of planning rural seƩ lements for more than two and half centuries and it must be recognized and 
brought to awareness as heritage and put into the funcƟ on of sustainable tourism development. 
Research limitaƟ ons
Although the spaƟ al structure of villages is presented here as cultural heritage (historical and spaƟ al), 
this type of heritage is insuffi  ciently recognized as a sustainable tourism development resource.  
Keywords: spaƟ al structure of villages, planned villages as heritage, rural tourism development, 
sustainable rural development, spaƟ al regeneraƟ on, CroaƟ a 
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Parallel session: 
The role of social media 

in tourism’s present and future 
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Abstract 10

The impact of digitalizaƟ on on tourism markeƟ ng: 
A case of the Republic of South Africa 
Mkateko Nkuna, University of Venda  - University Road, Republic of South Africa 

Background and study aims 
The increase in digitalisaƟ on, considered as the applicaƟ on of digital technologies in all aspects of 
human life, conƟ nues to impact the transformaƟ on of the tourism sector. The tourism industry re-
quires a high level of adaptability to the demands of the tourist market and changes in the industry 
structure and process. DigitalisaƟ on conƟ nues to provide an effi  cient means for mapping tourism 
supply and tourism demand, thus allowing tourism businesses to reap beƩ er performance. Digital 
tourism has fundamentally altered the way tourists collect and share informaƟ on, organise travel, 
and in parƟ cular, how they share their valuable travel experiences. Digital markeƟ ng has become 
one of the main prerequisites for successful business performance and is linked to the increase in 
internet use which has fostered beƩ er business to consumer long term relaƟ on. The aim of this study 
is to assess the impact of digitalisaƟ on on tourism markeƟ ng of SMMEs in South Africa. The paper 
wants to determine the impact of digital technologies on markeƟ ng processes by tourism enƟ Ɵ es 
in South Africa; secondly, to assess the infl uence of digital technologies on customer relaƟ onship 
management and lastly the applicaƟ on of big data analyƟ cs on one-to-one markeƟ ng.  
Methods
The review of literature focused on Customer RelaƟ onship MarkeƟ ng (CRM) as the core anchor in 
current digital markeƟ ng eff orts. Customer relaƟ onship markeƟ ng (CRM) is replacing the tradiƟ onal 
‘four Ps’ of markeƟ ng (product, price, place and promoƟ on). Long-term relaƟ onships with customers 
are the key to stability on the increasingly dynamic market. Customer relaƟ onship management(CRM) 
has become the main strategy to retain customers for companies regardless of its size Thus its im-
portant for Tourism enterprises to adopt (CRM).Within the travel industry, markeƟ ng can be diffi  cult 
to get right, because potenƟ al customers are so varied in who they are, where they come from, and 
what they are looking for. However, big data can help tourism companies to adopt a more strategic 
approach to their markeƟ ng eff orts, targeƟ ng the right people in the right way. More specifi cally, big 
data can help businesses to idenƟ fy the main trends that exist among their customers, where the 
similariƟ es are, and what the best markeƟ ng opportuniƟ es are. Improving the effi  ciency of tourism 
business acƟ viƟ es becomes one primary issues of increasingly dynamic global market, the changes 
regarding the distribuƟ on channel, the markeƟ ng services and the customer relaƟ onship manage-
ment represenƟ ng the key element in this respect. The confl uence of new ways to quickly gather, 
analyse, and use large volumes of informaƟ on so-called ‘Big Data’ – coupled with the widespread 
adopƟ on of digital devices, has transformed markeƟ ng, especially in the tourism sector. Advances 
in computer technology, arƟ fi cial intelligence, digital communicaƟ on networks, and sophisƟ cated 
data-processing and -analysis tools have triggered a sea change in the amount, speed, and variety 
of data that can be gathered and processed. It must be noted that digitalisaƟ on has had a drasƟ c 
infl uence on tourism distribuƟ on and markeƟ ng systems, as such it warrants an in-depth evaluaƟ on. 
Results
The customers are increasingly using digital media to communicate and interact with companies. 
Most of such interacƟ ons take place on the Web, thus generaƟ ng vast amounts of data, which analysis 
reveals valuable insights pertaining to customer preferences, behaviour paƩ erns, etc. As a result, 
companies have already started showing interest in Web analyƟ cs, in order to understand online 
customers’ behaviour, preferences and improve their experience, while geƫ  ng insights on how to 
increase business revenues. Marketers have realized that eff ecƟ ve markeƟ ng strategies have to be 
oriented in a manner that leads to beƩ er customers’ engagement and improves customer experience. 
In the wake of advanced technology, businesses have realized the potenƟ al of the booming digital 
technology and are adopƟ ng digital markeƟ ng at a high rate. The high rate of advancement in digital 
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technology off ers an ideal avenue for business enterprises to exploit and opƟ mize the customer ex-
perience and customer engagement given to their customers through digital markeƟ ng. It must be 
noted that digitalisaƟ on has had a drasƟ c infl uence on tourism distribuƟ on and markeƟ ng systems, 
as such it warrants an in-depth evaluaƟ on.
Keywords: informaƟ on communicaƟ on technology, markeƟ ng, distribuƟ on channel, tourism, CRM, 
digitalizaƟ on 

Abstract 11

Benefi ts and challenges of social media on tourism: 
A case study of tourist area in Indonesia 
Ricardi S. Adnan, University of Indonesia, Faculty of Social and PoliƟ cal Sciences, Indonesia

Ir. Radhiatmoko, University of Indonesia, Faculty of Social and PoliƟ cal Sciences, Indonesia

Fadlan Khaerul Anam, University of Indonesia, Faculty of Social and PoliƟ cal Sciences, Indonesia  

Background and goals 
As more than 13.000 islands which located in equator line, Indonesia has many aƩ racƟ ve tourist 
desƟ naƟ ons. However, many of them are not well informed of local events. On April 19, 2019 number 
of visitors at the Pindul Cave aƩ racƟ ons in Yogyakarta-Indonesia reached 2,337. Normally there are 
200 - 500 people during the weekdays and 600 - 1000 people on weekends. The increasing number 
of tourists made a long queue at the entrance of the southern cave and fi lled a pool to the fullest. 
Of course, this case reduced service quality. Formerly, the management stated the factor of increas-
ing visits due to long weekends, but this research clarifi es that the digital era has changed the old 
argument. According to Alvara Research (2016), many people in the world are exposed to internet 
on the daily basis. In 2016, 85 % of households in the EU had access to the internet, while back in 
2010 it was 70%. The percentage of households with a mobile broadband connecƟ on via a mobile 
phone network quadrupled from 10 % to 41 %. Eight out of ten internet users from the EU countries 
go online with a mobile phone. Meanwhile, this happened as well in Indonesia. The Indonesian 
internet users are growing dramaƟ cally and will become the largest digital market in Southeast Asia 
in 2020. In 2015, internet users in Indonesia reached 93.4 million users (47.9% of the populaƟ on) 
will conƟ nue to grow unƟ l 2019 which is predicted to reach 133.5 million users and in 2020 will be 
reached 140 million users. Regarding the trend of using social media; Facebook, Instagram, Line, 
Youtube, Path, Kaskus, and Tweeter people in Indonesia aff ect from one to each other using these 
media, this research will explain impacts of them on Pindul Cave aƩ racƟ on, poinƟ ng how signifi cant 
they are and how far they go. 
Design/methodology/approach 
With the secondary data and observaƟ ons, the author prepares research designs and instruments 
for qualitaƟ ve and quanƟ taƟ ve approaches. Secondary data is obtained from various reports in 
the mass media, online media and social media. QualitaƟ vely, in-depth interviews were conducted 
with key informants both managers of tourism objects and visitors. While the quesƟ onnaire will be 
distributed to visitors of Pindung cave aƩ racƟ on. TriangulaƟ on technique is carried out to check the 
validity and consistency of the data found. 
Results 
The preliminary research found that social media give a signifi cant impression for this tourist side. 
Mostly visitors come to Pindung Cave aƩ racƟ on caused by informaƟ on through news and or picture 
from their colleagues or relaƟ ves on their cell phone. The habits of people consume, produce or 
reproduce informaƟ on through social media amazingly. In this case, social media do not only aƩ ract 
many people to come but also give diffi  culƟ es in managing to serve visitors well.  
Conclusions
Social media has given encouragement to people in Indonesia to travel and visit tourism objects 
more than before. Most visitors to Pindung cave aƩ racƟ on get informaƟ on and are interested in 
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coming because of the aƩ racƟ on that they see from social media. On the other hand, Social media 
has dramaƟ cally caused managers to be distraught in providing services, especially when there is 
a tremendous surge of visitors. Then, social media can also have a bad impact i.e. several photos 
about the number of scaƩ ered plasƟ c boƩ les sƟ mulated many negaƟ ves comments to management 
of the tourist area from various parƟ es such as the local government, environmentalists and friends 
of other tourist areas. 
ImplicaƟ ons 
Using the theory of “Social Order of Market”, this paper enrich the theory of Jens Beckert (2010), 
the concept of the roles and interrelaƟ onships between insƟ tuƟ ons, social networks and cogniƟ ve 
frames became clearer with some clarifi caƟ on in accordance with the data found (2006). 
ContribuƟ on to the fi eld
This study is very useful for tourism managers, the tourism industry and also the government as 
anƟ cipaƟ ng and handling tourism in the huge changing environment of digital era.  
Research limitaƟ ons 
The results of this study can only be projected in discussing tourist objects that have cultural characte-
risƟ cs such as Indonesia, especially in natural tourist objects. 
Keywords: digital era, social media, tourism, insƟ tuƟ on, social network, and cogniƟ ve frame 

Abstract 12

Social media as tourism informaƟ on source: 
Understanding Indonesian millenials  
Ilma Aulia Zaim, Middlesex University London, United Kingdom 

Dimitrios Stylidis, Middlesex University London, United Kingdom 

KonstanƟ nos AndrioƟ s, Middlesex University London, United Kingdom 

Anthony ThickeƩ , Middlesex University London, United Kingdom  

Background and aims
Young generaƟ on, especially those aged between 18 and 38, are considered a criƟ cal segment 
for tourism markeƟ ng and development considering the huge number of young tourists currently 
travelling worldwide. The World Tourism OrganizaƟ on (UNWTO) suggests that in 2015 about 23% 
of all internaƟ onal tourists are young travelers from the generaƟ onal cohort born between 1980s 
and 2000s, known as millennials. These young tourists have high interest in exploring new desƟ na-
Ɵ ons and in sharing their experiences on social media plaƞ orms. It has been argued that millennials 
also play a signifi cant role in the emergence of travel informaƟ on plaƞ orms. Young travelers search 
for tourism informaƟ on by reading visitors’ reviews, exchanging informaƟ on with fellow travelers 
online, or by looking for photos and videos being shared through social media. Although previous 
studies have confi rmed that the millennialsare strongly engaged with digital technologies, there 
is sƟ ll limited understanding on how this key market segment uses social media applicaƟ ons as 
informaƟ on source of tourist desƟ naƟ on. The aim of this research is to provide further insights on 
how Indonesian millennials search for and value tourism informaƟ on retrieved from social media 
plaƞ orms (i.e., YouTube) in the pre-trip stage. 
Design/methodology/approach
Using purposive sampling, by posƟ ng a study poster through @trinitytraveler, an Indonesian travel 
writer, blogger and the author of 13 bestselling travel books which were fi lmed and became a success-
ful naƟ onal fi lm in 2016. Face-to-face interviews were conducted with 28 Indonesian millennials social 
media users between 3 and 26 October 2018 in Jakarta, the capital city of Indonesia. All interviews 
were digitally recorded and manually transcribed. ThemaƟ c analysis was used to analyze the data.
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Results 
Most Indonesian millennials have more than one social media account. Besides Instagram, this 
generaƟ on also has Facebook and TwiƩ er accounts, and watches frequently YouTube. Instagram is 
the primary social media plaƞ orm being used as a key source of informaƟ on related to tourist des-
Ɵ naƟ ons. As for travel reference, it is found that the fi rst stage of informaƟ on search on Instagram 
and YouTube is through ‘hashtags’ and ‘locaƟ on’. Apart from that, travel photos or videos shared 
by well-known celebriƟ es or infl uencers on Instagram and YouTube contribute to future holiday 
desƟ naƟ on ideas. However, infl uencers or celebriƟ es’ recommendaƟ ons online were viewed suspi-
ciously, as this generaƟ on understands the paid role of celebrity ambassadors. Pictures and videos 
on YouTube or Instagram Story shared by close friends or non-infl uencers was not only perceived 
as more trustworthy, but also more useful to use as informaƟ on source. Respondents seem to un-
derstand the organic nature of such informaƟ on sources, which are not manipulated promoƟ onal 
agencies and tourism markeƟ ng organizaƟ onsThis study also reveals that amateur photography or 
videography shared on social media plaƞ orms by close friends or non-infl uencers creates feelings of 
‘confi dence’, ‘excitement’, ‘curiosity’ and ‘inspiraƟ on’ for Indonesian young travellers. Furthermore, 
this study indicates that travel experience shared by close friends on Instagram plays a signifi cant role 
in shaping Indonesian young generaƟ on’s travel decision due to the ‘high compeƟ Ɵ veness among 
young travelers’. This compeƟ Ɵ on raised as Instagram is not only being perceived as a plaƞ orm for 
searching for informaƟ on; but also, as a place for ‘self-actualizaƟ on’ and ‘social validaƟ on’. Meanwhile, 
YouTube videos were valued as a plaƞ orm for visual (re)confi rmaƟ on, since it off ers the image of the 
desƟ naƟ ons in 360 degrees using aƩ racƟ ve visual eff ects. Indonesian millennials also prefer short 
duraƟ on travel vlogs with sequenƟ al storytelling that shows the whole trip, and not presenƟ ng too 
much of the vloggers’ faces. 
Conclusions/contribuƟ on to the fi eld
This study’s theoreƟ cal contribuƟ on stems from the value and appreciaƟ on of ‘authenƟ city’ as 
highlighted by Indonesian millennials when searching for travel informaƟ on online. The exposure of 
well-known fi gures such as celebriƟ es and infl uencers with pleasing visual images are only seen as 
‘social media stage’ as it off ers more of an entertainment than a genuine travel informaƟ on.  
ImplicaƟ ons
To aƩ ract Indonesian young travelers, this study suggests DesƟ naƟ on Management organizaƟ ons 
and their markeƟ ng departments to feature well-known celebriƟ es or infl uencers on the desƟ na-
Ɵ on’s offi  cial Instagram and YouTube account for entertainment purpose; yet, at the same Ɵ me, also 
repost visitors’ travel photos and videos, and tag or menƟ on the visitor’s name on the feed. Stories 
and Highlight. By adopƟ ng such strategy, it is expected that Indonesian millennials will travel to the 
desƟ naƟ on and post their travel experience on their Instagram to get featured by the desƟ naƟ ons 
offi  cial Instagram or YouTube account. Apart from that, young Indonesians may also want to share 
their photo or video appearance as tagged or menƟ oned on desƟ naƟ on’s offi  cial Instagram and 
YouTube to get further validaƟ on from their peers. 
Keywords: social media, millennials, behaviour, tourism informaƟ on, authenƟ city, self-actualizaƟ on   

Abstract 13

Importance of tradiƟ onal and social media in tourist 
desƟ naƟ on choice: The case of CroaƟ a 
Petra Barišić, University of Zagreb, Faculty of Economics and Business, CroaƟ a

Darko Prebežac, University of Zagreb, Faculty of Economics and Business, CroaƟ a 

Mirela Kljajić – Dervić, University in Bihać, Faculty of Economics, Bosnia and Herzegovina  

Background and goals
For years, the tradiƟ onal media (TV, radio, and print publicaƟ ons) have been the only tool for marke-
Ɵ ng communicaƟ on about desƟ naƟ on brand, and the main source of informaƟ on for tourists. During 
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the last decades media space underwent a strong transformaƟ on in favor of social over tradiƟ onal 
media. Today’s consumers consistently require more control over their media consumpƟ on, so they 
turn from tradiƟ onal media to social media as a source of markeƟ ng communicaƟ on and spend 
greater proporƟ on of their Ɵ me on social media compared to tradiƟ onal media. Similar situaƟ on is 
also in tourism. Accordingly, the main goal of this paper is to examine the importance of social and 
tradiƟ onal media in tourist desƟ naƟ on choice seƫ  ng. 
Design/methodology/approach
An internet survey was used to examine the tourists aƫ  tudes on the intensity of use of social media 
in relaƟ on to the use of tradiƟ onal media during the desƟ naƟ on choice. The sample was made by 
more than 1050 tourists who are also users of social media. Data were analyzed using descripƟ ve 
and inferenƟ al staƟ sƟ cs. 
Results
Research fi ndings show that tradiƟ onal media are sƟ ll more important than social media in tourist des-
Ɵ naƟ on choice. Within tradiƟ onal media, the most infl uenƟ al are TV, and newspapers and magazines, 
followed by billboards and radio. Among social media, the strongest infl uence have YouTube, Booking.
com, Facebook and at the end TripAdvisor. In general, internet prevails tradiƟ onal and social media. 
Conclusions
Surprisingly, the importance of social media (Facebook, YouTube, TripAdvisor and Booking.com) did 
not overpower the importance of tradiƟ onal media (TV, newspapers and magazines, billboards, and 
radio) when tourists choose a tourist desƟ naƟ on, although the research quesƟ on was the opposite. 
ImplicaƟ ons
Although social media in the tourism industry has aƩ racted great aƩ enƟ on in recent years, markeƟ ng 
managers in the desƟ naƟ on should not neglect markeƟ ng communicaƟ on through tradiƟ onal media 
because they are even more important when tourists choose tourist desƟ naƟ ons. 
ContribuƟ on to the fi eld
This paper contributes to the exisƟ ng literature on consumer behavior in tourism, as it provides the 
fi rst insight into the relaƟ onship between tradiƟ onal and social media in tourist desƟ naƟ on choice 
seƫ  ng in CroaƟ a. 
Research limitaƟ ons
The limitaƟ on of this paper is primarily because research focuses on four social media plaƞ orms, so 
conclusions only apply to those four plaƞ orms. The survey was conducted on a sample of CroaƟ an 
tourists. Such a restricƟ on can be correlated with a specifi c representaƟ on of social media in the 
country and habits in the use of goods and services, such as travel services. 
Keywords: desƟ naƟ on choice, markeƟ ng communicaƟ on, social media, tradiƟ onal media, tourism   

Abstract 14

The Peasants are revolƟ ng? Online conversaƟ ons about 
the impact of Game of Thrones on Dubrovnik   
Helen Cripps, Edith Cowan University, Australia  

Background and goals
In response to the risk of Dubrovnik losing its UNESCO World Heritage lisƟ ng, the City of Dubrovnik 
has insƟ tuted its “Respect the City” plan designed to reduce the overcrowding experienced in the 
city due to an infl ux of Game of Thrones tourists, parƟ cularly from cruise ships. Using online sources, 
this research analyses the current tourists’ percepƟ ons of overcrowding due to Game of Thrones 
tourism in Dubrovnik. Analysis of text from a variety of online sources displays the senƟ ment and 
themes relaƟ ng to the Game of Thrones phenomenon from an E-Word of Mouth perspecƟ ve. The 
research also highlights the possible avenues for the use of online plaƞ orms to encourage tourists 
to adopt diff erent behaviours that will help reduce the overcrowding. 



31

godina / anniversary

International Tourism Conference Dubrovnik, 6-9 November 2019
“TOURISM IN THE VUCA WORLD: TOWARDS THE ERA OF (IR)RESPONSIBILITY”Bo

ok
 o

f a
bs

tra
ct

s

Design/methodology/approach
Using the markeƟ ng analyƟ cs soŌ ware sales force, text from web and social media plaƞ orms was 
downloaded from a range of social media plaƞ orms such as TwiƩ er and YouTube as well as online 
plaƞ orms aggregaƟ on sites, such as travel blogs, booking.com and Trip Advisor.  The resultant text was 
analysed using Leximancer to idenƟ fy key themes in the online discourse around the City of Dubrovnik, 
overcrowding and Game of Thrones tourism experiences.  Leximancer enabled the invesƟ gaƟ on of 
how parƟ cular topics where linked across the corpus of text and various digital plaƞ orms as illustrated 
in Figure 1 below. There is a strong relaƟ onship between Dubrovnik, Game of Thrones and CroaƟ a.

Figure 1. Topic Map: Game of Thrones, Dubrovnik  

Results
IniƟ al fi ndings idenƟ fi ed that the online conversaƟ on centres around three major themes; 

1. The overwhelmingly posiƟ ve experiences of the City of Dubrovnik and Game of Thrones’ tourism;
2. NegaƟ ve comments around overcrowding, poor behaviour by tourists and relief that they had 

visited Dubrovnik at a Ɵ me when it was less crowded; and 
3. Discussion and suggesƟ ons on how to plan a visit to Dubrovnik to avoid the crowds.

Despite the media focus on overcrowding in Dubrovnik, within the reviews the most commonly used 
adjecƟ ve was “beauƟ ful”, appearing 46 Ɵ mes in the text either referencing of CroaƟ a (14) or the City 
of Dubrovnik (29). The term “history” only appeared 10 Ɵ mes, however these comments extolled 
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the history of the City and the surrounding region with comments such as “Dubrovnik, forget all 
the Game of Thrones nonsense. Get real - and no dragons. Life under Tito communism Red History 
Museum”. Most of the 10 references to the crowds were in relaƟ on to avoiding the crowds; however, 
for some the crowds were an issue, “Dubrovnik old town was crazy busy fi lled with tourists walking 
the walls, eaƟ ng at the cafes or on Game of Thrones tours. It was beauƟ ful but too crowded for me 
I preferred the Ɵ me we spent in the hills visiƟ ng towns like Ston and OpaƟ ja.” 
Conclusions
Despite the publicity surrounding overcrowding in Dubrovnik, the senƟ ment towards the City and its 
tourist off erings is generally posiƟ ve.  The focus on Game of Thrones is perhaps unfortunate, however 
it has drawn increasing numbers of tourist to the City who are capƟ vated by its beauty. From the 
comments it would seem the majority of Game of Thrones fans miss the historical signifi cance of 
the City and how this history contributed to the landscape that has been featured in many movie 
producƟ ons. This could be an area for more in-depth interviews in the future. 
ImplicaƟ ons
It is acknowledged that the City has sought to reduce the crowds by limiƟ ng the number of visitors 
to the old city and the limitaƟ ons on cruise ships numbers. From the preliminary results of this re-
search, social media could be used to support the strategies of encouraging tourism in the shoulder 
seasons, focusing on regions outside the City and cultural and gastronomic tourism. This is how one 
visitor expressed this combinaƟ on: “Last night was magical. The Game of Thrones tour was so fun 
and they also included a lot of history about Dubrovnik. A truly beauƟ ful city. ”It may be possible for 
the City of Dubrovnik educate those tourists that come for Game of Thrones that Dubrovnik has far 
more to off er and to incenƟ vise those who want to avoid summer months to come in the shoulder 
seasons. A tag line like “I came for the Game of Thrones but stayed for magical Dubrovnik”.
ContribuƟ on to the fi eld
This research used the e-word of mouth derived from the online comments of visitor, travel blogger 
and tourist reviewers to give an unfi ltered view of the customer experience. Text mining in social 
media is an emerging fi eld in tourism research as digital markeƟ ng channel lend themselves to the 
tourism experience.  
Research limitaƟ ons
While not as precise as tradiƟ onal scienƟ fi c data collecƟ ons methods text mining and analysis sƟ ll 
provides insights into the unedited views of tourists. Also not all major online plaƞ orms where avail-
able on SalesForce as. Facebook and Instagram have restricted their follow of data. It is proposed to 
extend the current research by with the summer months of data to compare if the senƟ ment and 
topics of conversaƟ on change over the season. 
Keywords: fi lm, tourism, overtourism, text, analysis, social media, e-word of mouth  
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Parallel session: 
Overtourism impacts - new soluƟ ons
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Abstract 15

O vertourism and tourismphobia: A literature review 
Medéia Veríssimo, University of Aveiro, Portugal 

Michelle Moraes, University Europeia, Portugal

Zélia Breda, University of Aveiro, Portugal 

Alan Guizi, Universidade Anhembi-Morumbi, Brasil

Carlos Costa, University of Aveiro, Portugal 

Research goals, methodology and results 
Considering the increasing relevance of overtourism and tourismphobia as emergent research topics, 
the present paper aims at examining how they are being approached in current tourism literature. 
The paper under pins in the analysis of 154 Web of Science Core CollecƟ on and Scopus documents 
that include the terms “overtourism” or “over-tourism” or “tourismphobia” or “tourism-phobia” or 
“tourism phobia”. The study follows a quanƟ taƟ ve and qualitaƟ ve approach, using the support of 
VOS viewer and HistCitesoŌ wares for content analysis. The analysis focused on highlight important 
aspects in terms of most frequent publicaƟ on sources (authors and journals); co-citaƟ on, as well as 
the dimensions and research streams; methodologies used; results obtained; and implicaƟ ons for 
future research. The literature review unveiled that the concepts of overtourism and tourismphobia 
are usually related to desƟ naƟ ons’ development, negaƟ ve impacts and policies and regulaƟ on for 
the tourism sector. In addiƟ on to that, preliminary results point out the fact that, although tourism 
excesses and confl icts have been studied for long, ‘overtourism’ and ‘tourismphobia’ turned into 
usual terms, mainly within the past three years. Even though the adopƟ on of the afore menƟ oned 
terms can be considered by some as a ‘trend’, the in-depth analysis of the topics shed light on how 
‘old’ concepts can evolve to adapt to contemporary tourism issues. Given that, further studies are 
needed to track on the evoluƟ on of those topics and their implicaƟ ons on future tourism studies.
Acknowledgements
This work was fi nancially supported by the research unit on Governance, CompeƟ Ɵ veness and Public 
Policy (UID/CPO/04058/2019), Portugal, with naƟ onal funds FCT (Fundaç ã o para Ciê ncia e a Tecno-
logia) through project SPLACH (SpaƟ al Planning for Change POCI-01-145-FEDER-16431). 
Keywords: tourism research, overtourism, tourismphobia, systemaƟ c review 
References
Alvarez-Sousa, A. (2018). The problems of tourist sustainability in cultural ciƟ es: Socio poliƟ cal percepƟ ons and 

interests management. Sustainability (Switzerland), 10(2) doi:10.3390/su10020503.
Ansari, F., Jeong, Y., Putri, I. A. S. L. P., & Kim, S. -. (2019). Sociopsychological aspects of buƩ erfl y souvenir pur-

chasing behavior at banƟ murungbulusaraung naƟ onal park in indonesia. Sustainability (Switzerland), 11(6), 
1789. doi:10.3390/su11061789.

Arcos-Pumarola, J., Marzal, E. O., &Llonch-Molina, N. (2018). Literary urban landscape in a sustainable tourism 
context. Human Geographies, 12(2), 175-189. doi:10.5719/HGEO.2018.122.3.

Boley, B. B. (2015). To travel or not to travel? both have implicaƟ ons for sustainable tourism. Tourism Planning 
and Development, 12(2), 208-224. doi:10.1080/21568316.2014.925489.

Bresson, G., &Logossah, K. (2011). Crowding-out eff ects of cruise tourism on stay-over tourism in the caribbean: 
Non-parametric panel data evidence. Tourism Economics, 17(1), 127-158. doi:10.5367/te.2011.0028.

Butler, R. (2018). Challenges and opportuniƟ es. Worldwide Hospitality and Tourism Themes, 10 (6), 635-461.
Cardoso, C., & Silva, M. (2018). Residents’ percepƟ ons and aƫ  tudes towards future tourism development: A 

challenge for tourism planners. Worldwide Hospitality and Tourism Themes, 10(6), 688-697. doi:10.1108/
WHATT-07-2018-0048.

Cheer, J. M., Milano, C., &Novelli, M. (2019). Tourism and community resilience in the anthropocene: AccentuaƟ ng 
temporal overtourism. Journal of Sustainable Tourism, 27(4), 554-572. doi:10.1080/09669582.2019.1578363.

Cheung, K. S., & Li, L. -. (2019). Understanding visitor–resident relaƟ ons in overtourism: Developing resilience for 
sustainable tourism. Journal of Sustainable Tourism, doi:10.1080/09669582.2019.1606815.

Costa, J., Montenegro, M., & Gomes, J. (2018). What challenges and opportuniƟ es will lead to success? Worldwide 
Hospitality and Tourism Themes, 10(6), 631-634. doi:10.1108/WHATT-08-2018-0053.



35

godina / anniversary

International Tourism Conference Dubrovnik, 6-9 November 2019
“TOURISM IN THE VUCA WORLD: TOWARDS THE ERA OF (IR)RESPONSIBILITY”Bo

ok
 o

f a
bs

tra
ct

s

Dodds, R., & Holmes, M. R. (2019). Beach tourists; what factors saƟ sfy them and drive them to return. Ocean 
and Coastal Management, 168, 158-166. doi:10.1016/j.ocecoaman.2018.10.034.

García López, A. M., Marchena Gómez, M.J., MorillaMaestre, A. (2018). Sobre la oportunidad de las tasas turísƟ cas: 
el caso de Sevilla. Cuadernos de Turismo, 42, 161 183.

García-Hernández, María., de la Calle-Vaquero, Manuel., Yubero, Claudia. (2017). Cultural heritage and urban 
tourism: Historic city centres under pressure. Sustainability, 9(8), 1-19.

GuƟ érrez-Taño, Desiderio., Garau-Vadell, Joan B., Díaz-Armas, Ricardo J. (2019). The infl uence of knowledge on 
residents’ percepƟ ons of the impacts of overtourism in P2P accommodaƟ on rental, 11(4), 2-17.

Higgins-Desbiolles, F., Carnicelli, S., Krolikowski, C., Wijesinghe, G., &Boluk, K. (2019). Degrowing tourism: Rethinking 
tourism. Journal of Sustainable Tourism, doi:10.1080/09669582.2019.1601732.

Jacobsen, J. K. S., Iversen, N. M., & Hem, L. E. (2019). Hotspot crowding and over tourism: Antecedents of desƟ -
naƟ on aƩ racƟ veness. Annals of Tourism Research, 76, 53 66. doi:10.1016/j.annals.2019.02.011.

Jamal, T., & Getz, D. (1999). Community roundtables for tourism-related confl icts: The dialecƟ cs of consensus 
and process structures. Journal of Sustainable Tourism, 7(3-4), 290-313. doi:10.1080/09669589908667341.

Joppe, M. (2018). Tourism policy and governance: Quo vadis? Tourism Management PerspecƟ ves, 25, 201-204. 
doi:10.1016/j.tmp.2017.11.011.

Koens, K., Postma, A., & Papp, B. (2018). Is overtourism overused? understanding the impact of tourism in a city 
context. Sustainability (Switzerland), 10(12) doi:10.3390/su10124384.

Kuščer, Kir., Mihalič, Tanja. (2019). Residents’ Aƫ  tudes towards Overtourism from the PerspecƟ ve of Tourism 
Impacts and CooperaƟ on–The Case of Ljubljana. Sustainability, 11(6), 1823.

Marơ n, J. M. M., Marơ nez, J. M. G., & Fernández, J. A. S. (2018). An analysis of the factors behind the ciƟ zen’s 
aƫ  tude of rejecƟ on towards tourism in a context of overtourism and economic dependence on this acƟ vity. 
Sustainability (Switzerland), 10(8) doi:10.3390/su10082851.

Milano, C. (2018). Overtourism, Social Unrest and Tourismphobia. A controversial debate. Pasos-Revista De 
Turismo Y Patrimonio Cultural, 16(3), 551-564.

Moreno-Izquierdo, L., Ramón-Rodríguez, A., & Such-Devesa, M. J. (2018). The challenge of long-term tourism 
compeƟ Ɵ veness in the age of innovaƟ on: Spain as a case study. [El reto de la compeƟ Ɵ vidad turísƟ ca a largo 
plazo en la era de la innovación: España como caso de estudio] InvesƟ gaciones Regionales, 2018(42), 13-24. 
Retrieved from www.scopus.com.

Muler Gonzalez, V., Coromina, L., & Galí, N. (2018). Overtourism: Residents’ percepƟ ons of tourism impact as an 
indicator of resident social carrying capacity – case study of a spanish heritage town. Tourism Review, 73(3), 
277-296. doi:10.1108/TR-08 2017-0138.

Namberger, P., Jackisch, S., Schmude, J., & Karl, M. (2019). Overcrowding, overtourism and local level disturbance: 
How much can munich handle? Tourism Planning and Development, doi:10.1080/21568316.2019.1595706.

Novy, J., &Colomb, C. (2019). Urban tourism as a source of contenƟ on and social mobilisaƟ ons: A criƟ cal review. 
Tourism Planning and Development, doi:10.1080/21568316.2019.1577293.

Novy, Johannes., Colomb, Claire. (2019). Urban Tourism as a Source of ContenƟ on and Social MobilisaƟ ons: A 
CriƟ cal Review. Tourism Planning and Development, 16 (4), 358–375.

Nunkoo, Robin., Ramkissoon, Haywantee. (2010). Gendered theory of planned behaviour and residents’ support 
for tourism. Current Issues in Tourism, 13(6), 525-540.

Oklevik, O., Gössling, S., Hall, M., Jens, K., Jacobsen, S., GrøƩ e, P.I., McCabe, S. (2019). Overtourism, opƟ misaƟ on, 
and desƟ naƟ on performance indicators: a case study of acƟ viƟ es in Fjord Norway. Journal of Sustainable 
Tourism, doi:10.1080/09669582.2018.1533020.

Panayiotopoulos, A., Pisano, C. (2019). Overtourism Dystopias and Socialist Utopias: Towards an Urban Armature 
for Dubrovnik. Tourism Planning and Development, doi: 10.1080/21568316.2019.1569123.

Pérez-García, A., García Abad, Lito. (2018). Turismofobia: presencia, impacto y percepción del concepto a través 
de los medios de comunicación impresos, adComunica Revista Cienơ fi ca de Estrategias. Tendencias e Inno-
vación en Comunicación, 16, 201- 219.

Perkumienė, D., and Pranskūnienė, R. (2019). Overtourism: Between the Right to Travel and Residents’ Rights, 
11(7), 2138.

Petrevska, B. (2015). Eff ects of tourism seasonality at local level. Analele SƟ inƟ fi ce Ale UniversitaƟ i Al I Cuza Din 
Iasi - SecƟ unea SƟ inte Economice, 62(2), 241-250. doi:10.1515/aicue-2015-0016.

Phi, GiangThi. (2019). Framing overtourism: a criƟ cal news media analysis. Current Issues in Tourism, doi:10.
1080/13683500.2019.1618249.

Pinke-Sziva, I., Smith, M., Olt, G., &Berezvai, Z. (2019). Overtourism and the night Ɵ me economy: A case study of 
budapest. InternaƟ onal Journal of Tourism CiƟ es, 5(1), 1-16. doi:10.1108/IJTC-04-2018-0028.



36

godina / anniversary

International Tourism Conference Dubrovnik, 6-9 November 2019
“TOURISM IN THE VUCA WORLD: TOWARDS THE ERA OF (IR)RESPONSIBILITY”Bo

ok
 o

f a
bs

tra
ct

s

Postma, A., &Schmuecker, D. (2017). Understanding and overcoming negaƟ ve impacts of tourism in city desƟ na-
Ɵ ons: Conceptual model and strategic framework. Journal of Tourism Futures, 3(2), 144-156. doi:10.1108/
JTF-04-2017-0022.

Ram, Y., & Hall, C. M. (2018). Walk score and tourist accommodaƟ on. InternaƟ onal Journal of Tourism CiƟ es, 4(3), 
369-375. doi:10.1108/IJTC-11-2017-0066.

Randelli, F., and Martellozzo, F. (2019). Is rural tourism-induced built-up growth a threat for the sustainability of 
rural areas? The case study of Tuscany. Land Use Policy, 86, 387 398.

Routledge, P. (2001). Selling the rain’, resisƟ ng the sale: Resistant idenƟ Ɵ es and the confl ict over tourism in goa. 
Social and Cultural Geography, 2(2), 221-241. doi:10.1080/14649360120047823.

Sarantakou, E., &Terkenli, T. S. (2019). Non-insƟ tuƟ onalized forms of tourism accommodaƟ on and overtourism 
impacts on the landscape: The case of santorini, greece*. Tourism Planning and Development, doi:10.1080/
21568316.2019.1569122.

Seraphin, H., Gowreesunkar, V., Zaman, M., &Bourliataux-Lajoinie, S. (2019). Community based fesƟ vals as a tool 
to tackle tourismphobia and anƟ tourism movements. Journal of Hospitality and Tourism Management, 39, 
219-223. doi:10.1016/j.jhtm.2018.12.001.

Seraphin, H., Sheeran, P., & Pilato, M. (2018). Over-tourism and the fall of venice as a desƟ naƟ on. Journal of 
DesƟ naƟ on MarkeƟ ng and Management, 9, 374-376. doi:10.1016/j.jdmm.2018.01.011.

Séraphin, H., Zaman, M., Olver, S., Bourliataux-Lajoinie, S., &Dosquet, F. (2019). DesƟ naƟ on branding and over-
tourism. Journal of Hospitality and Tourism Management, 38, 1-4. doi:10.1016/j.jhtm.2018.11.003.

Singh, T. (2018). Is over-tourism the downside of mass tourism? Tourism RecreaƟ on Research, 43(4), 415-416.
Smith, M. K., Sziva, I. P., &Olt, G. (2019). Overtourism and resident resistance in budapest. Tourism Planning and 

Development, doi:10.1080/21568316.2019.1595705.
TaşGürsoy, İ. (2019). Beauty and the beast: A fairy tale of tourismphobia. Tourism Planning and Development, 

doi:10.1080/21568316.2019.1582086.
Trancoso González, A. (2018). Venice: The problem of overtourism and the impact of cruises. [Venecia: El prob-

lema del overtourism y el impacto de los cruceros] InvesƟ gaciones Regionales, 2018(42), 35-51. Retrieved 
from www.scopus.com.

Veiga, C., Santos, M. C., Águas, P., & Santos, J. A. C. (2017). Are millennials transforming global tourism? challenges 
for desƟ naƟ ons and companies. Worldwide Hospitality and Tourism Themes, 9(6), 603-616. doi:10.1108/
WHATT-09-2017-0047.

Veiga, C., Santos, M. C., Águas, P., & Santos, J. A. C. (2018). Sustainability as a key driver to address challenges. 
Worldwide Hospitality and Tourism Themes, 10(6), 662 673. doi:10.1108/WHATT-08-2018-0054

Wright, A. M. (2018). Assessing the stability and sustainability of rock art sites: Insight from southwestern arizona. 
Journal of Archaeological Method and Theory, 25(3), 911 952. doi:10.1007/s10816-017-9363-x

Zerva, K., Palou, S., Blasco, D., & Donaire, J. A. B. (2019). Tourism-philia versus tourism-phobia: Residents and 
desƟ naƟ on management organizaƟ on’s publicly expressed tourism percepƟ ons in barcelona. Tourism Ge-
ographies, 21(2), 306-329. doi:10.1080/14616688.2018.1522510.

Zmyślony, P., & Kowalczyk-Anioł, J. (2019). Urban tourism hypertrophy: Who should deal with it? the case of 
krakow (poland). InternaƟ onal Journal of Tourism CiƟ es, doi:10.1108/IJTC-07-2018-0051 

Abstract 16

Overtourism – Impacts on residents’ quality of life 
and emoƟ onal solidarity 
Patricia Pinto, Research Centre for SpaƟ al and OrganizaƟ onal Dynamics (CIEO), University of Algarve, Portugal

Hio Kuan Lai, Center for Advanced Studies in Management and Economics (CEFAGE), University

Pedro Pintassilgo, Center for Advanced Studies in Management and Economics (CEFAGE), University of Algarve, Portugal 

Background and goals
The concept of overtourism has been popularly discussed in recent years, upon to the local residents 
starƟ ng to recognize the tourism disturbances in some high profi le desƟ naƟ ons in Europe (e.g. An-
Ɵ -tourism in Barcelona). For a sustainable tourism development, it is crucial to invesƟ gate potenƟ al 
impacts of overtourism towards the local residents living in the desƟ naƟ on. Thus, this paper combines 
the exisƟ ng academic work of quality of life (QoL) and emoƟ onal solidarity concept, and examines 
their correlaƟ on based on the social exchange theory. 
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Design/methodology/approach
This study involves a survey to measure the residents’ aƫ  tude in a fast-developing tourism desƟ naƟ on, 
Macau, which represents a case of plausible overtourism. Data analysis is descripƟ ve and inferenƟ al. 
Results
The fi ndings indicate that the importance to examine overtourism situaƟ on from residents’ perspec-
Ɵ ve on QoL as it could determine their aƫ  tude towards tourists. 
Conclusions
The growing tension caused by overtourism may catalyst anƟ -tourist emoƟ ons thus dissaƟ sfying the 
tourists and threatening the sustainable development of a desƟ naƟ on. Furthermore, both theoreƟ cal 
and pracƟ cal implicaƟ ons are discussed, limitaƟ on and future research direcƟ ons are also provided. 
ContribuƟ on to the fi eld
The fi ndings indicate that the importance to examine overtourism situaƟ on from residents’ perspec-
Ɵ ve on QoL as it could determine their aƫ  tude towards tourists. The case of Macau is extreme but 
its study is a representaƟ ve of what can happen in mature desƟ naƟ ons in other parts of the word 
with strong seasonality.
Keywords: residents’ aƫ  tudes, quality of life, emoƟ onal solidarity overtourism   

Abstract 17

The disappearing dogs: How tourism at Fazhan village 
infl uences the populaƟ on of domesƟ cated animal 
stakeholders 
Yulei Guo, Chengdu Research Base for Giant Panda Breeding, China

Background and goals
There has been a call to pay more aƩ enƟ on to animal welfares in tourism studies where scholars 
have noted the growing presence of animals, arƟ fi cial intelligence, and non-human parƟ cipants in 
recent travel trend. The recogniƟ on of the roles that animals have shown the awareness to, bring the 
tradiƟ onally marginalized animal “other” into the evaluaƟ on of tourism relaƟ ons. While the interac-
Ɵ on between the animal “other” and tourist has centralized the researchers conducted in tourism 
studies through the exploraƟ on of wildlife tourism (e.g. Reynolds & Braithwaite, 2001; Shackley, 
1996; Newsome, Dowling & Moore, 2005; Ballantyne, Packer & Sutherland, 2011) and animals that 
are helping tourists to construct their experiences (Carr & Young, 2018; Fennell, 2012, 2013; Kline, 
2018; Hung, Chen & Peng, 2016; Bertella, 2014), less aƩ enƟ on has been paid to animals who are 
not directly involved in the tourism experience but who have nevertheless experienced changes and 
challenges because of the development of tourism. 
This project studies the relaƟ onship between village dogs and tourists at Fazhan village, a remote 
rural village near a naƟ onal park in Sichuan, China, to understand tourism industry’s potenƟ al infl u-
ence over its stakeholders, in parƟ cular, the village dogs in this case. The purpose of the study is to 
show that tourism at Fazhan village, which can be roughly termed as wildlife tourism, has not only 
a signifi cant impact over the populaƟ on and distribuƟ on of wildlife (Newsome, Dowling & Moore, 
2005; Ballantyne, Packer & Sutherland, 2011), but the domesƟ cated animals such as the village dogs 
through the local community as the acƟ ve agent. This study seeks to explore this previously unprece-
dented interacƟ on that tourism can exert over the local community and stakeholders.  
Design/methodology/approach 
The researcher in this study conducted her interviews with 12 villagers in Fazhan village on a trip 
the Chengdu Panda Base organized to vaccinate rural dogs and distribute leashes to families with 
dogs. The iniƟ al goal was to examine the environmental infl uence that free-roaming village dogs may 
project on the natural habitat of the wildlife because the large populaƟ on of dogs near the protected 
areas has been proved to be one of the major threat that wildlife faces as thee dogs become invasive 
species to the already fragile ecosystem in the protected area. 
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Despite the iniƟ al research design was to invesƟ gate the dog keeping habits of the local families, the 
researcher was surprised when she was told by the villagers that there were no dogs living in the 
neighborhood because of the increasing number of tourists. Surprised by the answer, the researcher 
opened her interviews up to meet the new challenge that the villagers just gave her. The semi-struc-
tured interview helped the researcher to have a preliminary understanding of the unexpected impact 
on the development of tourism business in the local community had on the populaƟ on of the dogs.  
Results
This study shows a negaƟ ve relaƟ onship the populaƟ on of the tourist has with the populaƟ on of the 
village dogs. To use the words of Mr. Olsen, the reason for not raising dogs in the family is simple: 
“We need to keep us away from trouble. And dogs, you see, they could be a potenƟ al threat to the 
visitors and even our neighbors. You know, a dog’s aƩ ack on a tourist is a serious thing.” A similar 
conclusion has been reached by Grennan and Fielding (2008) when they studied the interacƟ on be-
tween the dogs and the tourists. As Grennan and Fielding (2008) noted, tourists do not necessarily 
hold a posiƟ ve viewpoint in regards to the dogs in the village. The tourists demonstrated concerns 
that the dogs might have rabies and transmit the virus to them. Moreover, the tourists also have 
doubt on the potenƟ al risk of aƩ ack that dogs could give them. Though the study of Grennan and 
Fielding (2008) did not menƟ on any parƟ cular acƟ ons the village undertook to ensure the safety of 
the tourists despite the concern the tourists had revealed in the paper, the paper suggests that the 
local tourism development could benefi t more from rethinking the relaƟ onship between the tourists, 
the dogs, and the local community. 
Conclusions
This study suggests that tourism could have a potenƟ ally negaƟ ve impact on the populaƟ on of local 
dogs rather than simply consuming the parƟ cipaƟ on and image of domesƟ c dogs. The increase of 
tourists in Fazhan village had fundamentally changed the tradiƟ onal roles village dogs play in their 
households. The dogs’ tradiƟ onal parƟ cipaƟ on in the rural scenarios of Fazhan village has been 
seen as a risk that might drive the tourists away. While the growing number of tourists has brought 
economic incomes to the local community which welcomed the change with warmth, the sacrifi ce 
of the dog and the tradiƟ onal bond between villagers and the animal has received liƩ le quesƟ on.  
ContribuƟ on to the fi eld
This paper broadens the roles that animals, in parƟ cular, domesƟ c village dogs, have played in the 
business of tourism and argues that the animals can also be an important yet largely ignored stake-
holder in the local community. Tourism does not only provide an arena through which the relaƟ onship 
between the tourists and the animals has been constructed, consumed and reproduced (Kline, 2018; 
Carr, 2016; Kirillova, Lee & Lehto, 2015; Markwell, 2015). Rather, the business of tourism can have a 
direct and perhaps unexpected impact over the populaƟ on, demographic fi gure and society of local 
animals living with the community. Tourism achieved this by changing and reshaping the tradiƟ onal 
family relaƟ ons of the rural families in which the dogs were oŌ en treated as family members. The 
introducƟ on of tourism has, therefore, a signifi cant impact over the local ecological system and the 
human-animal relaƟ onship. 
Keywords: aƩ enƟ on to animals, Fazhan village, village dogs, wildlife tourism, local community 
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Abstract 18

TransformaƟ ons of the urban landscape caused by tourism, 
the case of the city of Guanajuato in Mexico 
AgusƟ n Ruiz Lanuza, University of Guanajuato, Mexico  

Historical heritage ciƟ es alive, are spaces that combine a series of desires that in isolaƟ on are con-
forming a conglomeraƟ on of illusions and tastes, forming a large set of buildings (for various uses), 
squares and urban equipment, they have been developed a series of events that are recorded in 
history, which combine an excepƟ onal material and immaterial heritage, and therefore become 
priority desƟ naƟ ons to visit for cultural tourism. Being living spaces, face a series of transformaƟ ons, 
responding to current needs of the populaƟ on, one of them is its own markeƟ ng, so it is notorious 
to see how they are presenƟ ng phenomena such as outsourcing, gentrifi caƟ on and more specifi cally 
tourisƟ fi caƟ on. Thus, its inhabitants use real estate that was for housing premises in spaces for other 
purposes, while the city itself is being built. 
ObjecƟ ve
The objecƟ ve of this paper is to present a series of indicators that have been built over more than 
15 years, based on the NaƟ onal Catalog of Real Estate, in this case the city of Guanajuato, which is 
integrated more of 650 properƟ es with diverse characterisƟ cs and uses as buildings for housing for 
museums, temples, gardens, squares, monuments, funerary, etc.
The indicators that we have selected, go according to fi nd the trans formaƟ ons to give this follow-up, 
we highlighted following: those related to the state of conservaƟ on, the property enƟ ty and the 
tourist use, which can be from part of the commercial tourism off er that includes hotels, restaurants, 
travel agencies, etc. 
Methodology
This work has two antecedents, the fi rst of which is the realizaƟ on of the Real Estate Catalog prepared 
by the Government of the State of Guanajuato, Mexico. These reached within a doctoral thesis in 
which a secƟ on of the tourist funcƟ onality is added to formaƟ on card. The present is based on the up-
date of these informaƟ on sheets which also include updaƟ ng the photographs of each of the buildings, 
as well as updaƟ ng the cartography, in order to generate data bases for the corresponding analysis
Therefore, it is a geographical work and about the transformaƟ ons that historical centers observe 
under the infl uence of tourism. 
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Results
The results show that there is a strong change in the landscape units of the city of Guanajuato, 
Mexico, there is an important gentrifi caƟ on, the ciƟ zens prefer to go to live in new subdivision and 
outsourcing of the real estate, the historical centers have been gone depopulaƟ ng, which causes a 
loss of intangible heritage in the city, which undoubtedly weakens the aƩ racƟ on of the desƟ naƟ on.
In general terms we observe that it is approximately 20% the increase of buildings that were for 
housing and that now have been transformed into hotels, hostels, etc. 
Conclusions
It is important to monitor the transformaƟ ons of the landscape in tourist desƟ naƟ ons, with key 
indicators to assess the importance of the protecƟ on, the current state of physical conservaƟ on of 
buildings can be aff ected by the responsibiliƟ es of the owners. Tourism acƟ vity plays an important 
role in issues of heritage conservaƟ on, which in the case of Mexico helps to safeguard considerably 
built heritage. Finally, we can observe the absence of public policies to preserve this relaƟ onship 
between tourism and heritage in good condiƟ on. 
Keywords: urban transformaƟ ons, heritage tourism, property use indicators 
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Parallel session: 
QuesƟ ons of stewardship – 
from individual businesses 

to policy makers 
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Abstract 19

ComparaƟ ve analysis of tourism business units in rural 
communiƟ es: Cases of AcaƟ tán and Zacualpan, Colima, Mexico 
Irma Magaña-Carrillo, University of Colima, Mexico

Rafael Covarrubias-Ramírez, University of Colima, Mexico

Ileana Ochoa-Llamas, University of Colima, Mexico  

Study goals, research methods and results  
This work studies the sustainability of tourist business units based on the use of natural springs 
operated in the rural communiƟ es of AcaƟ tán and Zacualpan, in the Mexican state of Colima. The 
research puts the focus on the degree to which management capacity, organizaƟ onal effi  ciency and 
transparency infl uence the results obtained in the administraƟ on of collecƟ ve tourism ventures in 
rural areas. The objecƟ ve of the work is to determine if the applicaƟ on of the principles proposed 
for the management of tourism business units based on the community contributes to its sustain-
ability and to overcoming the poverty of the populaƟ on. For the development of the study following 
quanƟ taƟ ve and qualitaƟ ve research techniques are used: observaƟ on, survey to populaƟ on and 
interviews with leaders and workers of tourism business units. Some of the key fi ndings of the study 
are that the notable degree of organizaƟ on and integraƟ on amid the AcaƟ tan operators allows them 
to generate signifi cant economic benefi ts for their partners and direct impacts in the community, 
while the lack of transparency and unity among the managers of Zacualpan caused the destrucƟ on of 
the spa, between confl icts with internal and external agents, canceling the generaƟ on of economical 
and social well-being for the local populaƟ on. 
Keywords: natural springs, rural communiƟ es, sustainable tourism, AcaƟ tan, Zacualpan

Abstract 20

The relaƟ onship between poliƟ cs and sustainable tourism: 
An Indian case 
Rajeev Kumar ‘Ranjan’, Quantum University Roorkee, India

Aditya Gautam, Colleges Muzaff arnagar, India 

Research goals, methods and fi ndings  
The poliƟ cal environment of India provides an excellent case for deepening the knowledge on the 
complex relaƟ onship between poliƟ cs and sustainable tourism. The role of tourism for the econo-
my in India makes it imperaƟ ve to study the poliƟ cal infl uences on the implementaƟ on of the 
sustainable tourism policies and programs. This paper analyzes these infl uencing poliƟ cal factors in 
the implementaƟ on of sustainable tourism policies. The poliƟ cal factors are analyzed using Lukes’ 
conceptualizaƟ on of power relaƟ ons. Open Discussions and Interviews with the stakeholders were 
conducted as a qualitaƟ ve means of collecƟ ng informaƟ on; the fi ndings of the study suggests that 
sustainable tourism implementaƟ on is a problemaƟ c area, given the complex poliƟ cal structure of 
India, which is suscepƟ ble to external infl uences. For a diverse country like India the infl uence of the 
socio-cultural factors on the poliƟ cs acts as a barrier in the eff ecƟ ve implementaƟ on of sustainable 
tourism measures. This paper proposes a theoreƟ cal framework along with a methodology for under-
standing the poliƟ cs of sustainable tourism development. 
Keywords: sustainable tourism, poliƟ cs, India  
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 Abstract 21
Tourism entrepreneurship as pracƟ ce 
Flemming Sørensen, Roskilde University, Denmark

Jens Friis Jensen, Roskilde University, Denmark  

Background and goals 
This paper presents a pracƟ ce theory-based approach to entrepreneurship in tourism, which frames 
the analysis and understanding of diff erent tourism entrepreneurship pracƟ ces, their potenƟ als 
and barriers, from new perspecƟ ves. The aim of this is to provide a new framework for supporƟ ng 
and developing tourism entrepreneurship. PracƟ ces are learned acƟ viƟ es that fulfi l certain acƟ ons 
(Fuglsang 2018). They have ends or purposes that pracƟ Ɵ oners are supposed to pursue implicitly 
or explicitly (Schatzki, 2002: 80; Nicolini, 2013:166). However, these ends are oŌ en open-ended 
and contested. According to Pantzar and Showe (2010) innovaƟ on concerns the development of 
new pracƟ ces that result from new combinaƟ ons and integraƟ ons of image (symbolic meanings), 
skill (know what and know how) and material (material ingredients). From an entrepreneurial and 
pracƟ ce based approach the main purpose of entrepreneurial acƟ viƟ es in tourism is to make new 
tourist pracƟ ces possible by facilitaƟ ng new combinaƟ ons of image, knowledge and material and 
to make tourists appreciate and carry out new pracƟ ces. However, also tourism entrepreneurship 
pracƟ ces can be interpreted to be formed by elements of image (e.g. percepƟ ons and symbolic 
meanings of entrepreneurship and of innovaƟ ons pursued), skills (e.g. know what and how to do 
as an entrepreneur and in relaƟ on to the specifi c innovaƟ on) and material (e.g. diff erent available 
resources needed for being an entrepreneur pursuing the specifi c innovaƟ on). From this perspecƟ ve, 
diff erent images, skills and material, and diff erent integraƟ ons of such, may lead to similar or diff erent 
tourism entrepreneurship pracƟ ces 
Design/methodology/approach 
The method applied a combined acƟ on and case-oriented study of 10 Danish tourism entrepreneurs 
who parƟ cipated in a naƟ onal tourism innovaƟ on project in which they were given diff erent types 
of needed support for their acƟ viƟ es. Researchers involved in the project followed the process as 
observers and partly as engaged researchers providing advice and guidance. 
The empirical data consists of a combinaƟ on of passive observaƟ ons (e.g. at meeƟ ngs), discussions 
with the entrepreneurs about their innovaƟ ons and their needs, as well as interviews with the entre-
preneurs. The process of interacƟ ng with the entrepreneurs lasted about one and a half year in total. 
Results & conclusions 
Results presented in the paper will show that tourism entrepreneurs of diff erent backgrounds, pur-
suing diff erent types of innovaƟ ons, and pracƟ cing tourism entrepreneurship in diff erent contexts 
performs varying entrepreneurship pracƟ ces. Thus, there is not one way to be a successful tourism 
entrepreneur but many, and tourism entrepreneurship pracƟ ces are not one specifi c (set of) prac-
Ɵ ce(s) but can be many diff erent types of pracƟ ces and diff erent combinaƟ ons of such. The diver-
sity of tourism entrepreneurship pracƟ ces can largely be explained by the theoreƟ cal elements of 
pracƟ ces (image, knowledge and material) and by combinaƟ ons of these. Most importantly, barriers 
potenƟ ally leading to failing entrepreneurs can also be explained by the same elements of pracƟ ces 
and their combinaƟ ons. Thus, certain elements of pracƟ ces condiƟ oning successful, emerging, or 
“fuzzy” tourism entrepreneurship are idenƟ fi ed in the paper. 
ImplicaƟ ons 
The fi ndings will suggest new approaches for policy makers, tourism entrepreneurship supporƟ ng 
organizaƟ ons and consultants as well as tourism educaƟ ons. These can benefi t from interpreƟ ng 
and guiding tourism entrepreneurship from a pracƟ ce perspecƟ ve, which implies, among other 
things, accepƟ ng the diverse and context dependent nature of tourism entrepreneurship pracƟ ces, 
successful as well as unsuccessful. 
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ContribuƟ on to the fi eld 
The diverse nature of tourism entrepreneurs can be recognized by invesƟ gaƟ ng exisƟ ng literature on 
tourism entrepreneurship, which has emphasized diff erent types of such entrepreneurs, for exam-
ple lifestyle entrepreneurs (Atejljevic & Doorne, 2000) or social entrepreneurs (Sheldon & Daniele, 
2017). However, this study contributes to the exisƟ ng literature by focusing on tourist pracƟ ces and 
by suggesƟ ng a framework for understanding and analyzing diff erent types of entrepreneurship 
pracƟ ces, successful and unsuccessful. AddiƟ onally, it provides pracƟ ce-based frames for a pracƟ cal 
approach to support and facilitate diverse types of successful tourism entrepreneurship pracƟ ces. 
Research limitaƟ ons 
The study is based on a case study in a Danish context. Other types of tourism entrepreneurship 
pracƟ ces than those found in this study will exist. Also, we cannot generalize the fi ndings in a posi-
Ɵ vist sense. This, however, does not impact the validity of the main conclusions of the study which 
emphasize diversity and context dependence rather than general tendencies.  
Keywords: entrepreneurship, pracƟ ce, case-study, innovaƟ on, tourism 
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Abstract 22

Public grants for service quality improvement:  
A lesson from new EU member state 
Stjepan Srhoj, University of Dubrovnik, CroaƟ a

Vanja Vitezić, University of Rijeka, CroaƟ a

JaneƩ e Walde, University of Innsbruck, Austria 

Background and goals
The investments in tourism service quality or quanƟ ty require funds. While small tourism fi rms are 
fundamental to the development of the sector (Thomas, Shaw, & Page, 2011), these smaller scale 
tourism businesses (dominantly micro-fi rms) are oŌ en perceived as a group vulnerable to demand 
fl uctuaƟ ons and thus facing high risks. Governments around the world have public support programs 
in their policy tools to promote enterprises, SMEs and the industry (Zúñiga-Vicente, Alonso-Borrego, 
Forcadell, & Galán, 2014). Grants are usually associated with research and development (R&D) acƟ vi-
Ɵ es of manufacturing fi rms, however, since the rise of tourisms’ contribuƟ on to the gross domesƟ c 
product, many governments started to grant-aid the tourism sector (UNTWO, 2017). Few papers in 
the literature evaluate the eff ecƟ veness of public money spent on tourism fi rms and establish also 
addiƟ onality in fi rm performances (Bernini & Pellegrini, 2013; Panfi luk, 2016; Tundis, Gabriele, & Za-
ninoƩ o, 2017). However, previous studies have mostly focused on the eff ecƟ veness of relaƟ vely large 
tourism grants provided for expanding tourism fi rms’ capaciƟ es. This paper provides new evidence on 
the impact of tourism grants for service quality improvement on tourism fi rm performance. Grants 
under analysis were designed as small (on average approx. €10,000) matching grants and provided 
to fi rms in two economically very diff erent regions, raising the quesƟ on whether subsƟ tuƟ on of 
public for private money arises.
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Design/methodology/approach
To esƟ mate the impact of tourism grants designed for enhancing service quality, we employed a 
non-parametric matching diff erence-in-diff erences (MDID) esƟ mator. The key to a reliable MDID esƟ -
mate is to compare a treated fi rm to a control fi rm that is as similar as possible. For this purpose, we 
had several special features available in our approach. First, we were able to select the control fi rms 
from the universe of all tourism fi rms in the Republic of CroaƟ a. Second, both treated and control 
fi rm belong to the same NACE 4-digit tourism industry and the same region. Thus, tourism fi rms 
facing the same or very similar demand condiƟ ons were compared. Third, a rich set of covariates, 
like sales, value added, capital, liabiliƟ es, labour, and TFP, had to be as similar as possible between 
the treated and the control fi rm over a period of two years prior to receiving the grant. In all these 
circumstances, the matching process follows high-quality standards and robustness of results is 
confi rmed by the placebo test and various (matching) approaches. AddiƟ onally, in order to esƟ mate 
the macroeconomic eff ects for the grant scheme, we calculated a cost-benefi t analysis based on the 
microeconomic esƟ mates. 
Results
The empirical support is founded for a posiƟ ve eff ect of tourism grants on tourism fi rm sales, value 
added, capital and labor, but not in the region with lower tourism demand (ConƟ nental CroaƟ a). 
Nevertheless, cost-benefi t analysis enables us to conclude that the addiƟ onal value added created in 
the naƟ onal economy outweighs the direct costs of tourism grant scheme by 49%, while addiƟ onal 
capital outweighs the direct costs by 24%. We did not esƟ mate the general equilibrium model but 
focused on the direct eff ects on grant benefi ciaries. There might be for example other posiƟ ve 
eff ects on suppliers and consultants hired with co-fi nanced projects, which we did not consider 
in our analyses. Even under this limitaƟ on of our study, the grant scheme was successful from a 
macroeconomic perspecƟ ve. 
Conclusion/implicaƟ ons
The tourism grant scheme for service quality improvement was suitable for fostering tourism fi rm 
growth. The tourism grants were eff ecƟ ve in aƩ racƟ ve desƟ naƟ ons, while the scheme was not 
successful in regions lagging behind. This claims for the need to redesign the grant scheme for less 
developed regions - either by providing larger capital grants to tourisƟ c fi rms or by fi rstly focusing 
on increasing the tourist desƟ naƟ on aƩ racƟ veness and then improving service quality. Even if the 
scheme at hand does not provide posiƟ ve eff ects in less developed regions, the macroeconomic 
eff ects from the more developed region outweigh the total costs of the grant scheme. 
Keywords: grants, tourism, fi rm-level, policy evaluaƟ on, service quality

Abstract 23

Ethical leadership and service innovaƟ ve behavior link 
in tourism Industry: A moderated mediaƟ on analysis
Imran Shafi que, COMSATS University Islamabad, Lahore Campus, Pakistan 

Background and goals
Nowadays, leaders at various levels play vital part in increasing and supporƟ ng ethical environment and 
ethical behavior in business organizaƟ ons (Grojean, Resick, Dickson, & Smith, 2004). Consequently, it 
does not shock that academic research regarding ethical leadership is on rise. Certainly, scholars have 
done a lot of work about ethical leadership from authoritarian perspecƟ ve to discuss what leaders 
are ought to do. Moreover, all the philosophies of headship deliberately includes ethical signifi cances 
of spearhead’s behavior, mostly from distance parƟ cularly, transformaƟ onal leadership (Bass, 1985) 
charismaƟ c leadership (Conger & Kanungo, 1998) authenƟ c leadership (Avolio & Gardner, 2005) and 
spiritual leadership (Fry, 2003); they explicitly emphasis on the signifi cance of ethical conduct. Re-
gardless of the moral inserƟ on in above menƟ oned approaches, academic work about ethical ‘ethical 
leadership’ residue shaƩ ered and bewildering. Consequently, a socially systemaƟ c perspecƟ ve about 
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ethical, leadership was presented by (Brown et al., 2005) such as ‘‘the demonstraƟ on of normaƟ vely 
appropriate conduct through personal acƟ ons and interpersonal relaƟ onships, and the promoƟ on of 
such conduct to followers through two-way communicaƟ on, reinforcement, and decision- making’’ 
(p.120). This descripƟ on demonstrates two extents of ethical manager such as ethical, person ap-
plying righteous behavior and by way of ethical, manager who infl uences his employees. Although 
this construct is new but scholars (Avey, Palanski, & Walumbwa, 2011) has started to display its 
pracƟ cality in research. Tourism has grown to the level of industry of worldwide importance. Due to 
the low level of service innovaƟ ve behavior, Pakistan is lagging behind in this regard than other Asian 
states for example India, Sri Lanka and Maldives (Baloch, 2007). Owing to this phenomenon, tourism 
organizaƟ ons are trying to deal with the challenges such as ethics, management and innovaƟ on. It.is 
contented that ethical, leadership may raise the chances of innovaƟ veness in service behavior (Dhar, 
2016) through exhibiƟ ng ethical conduct which may aff ect employee’s saƟ sfacƟ on level, commitment 
to organizaƟ on and helped them to create their moral idenƟ ty (Hansen et al., 2013) however, OCB 
of employees may play an imperaƟ ve role to augment their innovaƟ ve behavior through ethical, 
leadership as recommended by (Dhar, 2016) that it needs to check the underlying mechanism of 
OCB in outcome of ethical, leadership and service innovaƟ ve, behavior. However, huge amount of 
research has focused only main eff ects of ethical leadership. Less consideraƟ on has been given to 
recognizing the fundamental process in which ethical leadership promotes service innovaƟ ve behavior 
of employees (Walumbwa et al., 2011). As research in past leadership areas illustrates, a focus on 
direct eff ect of leaders without considering the underlying mechanism under which such leadership 
acƟ ons happen, may prompt inadequate conclusions (Dhar, 2016). Furthermore, employees gender 
also maƩ er that is considered as an discrete element that might impact structural consequences 
workers are inclined to give more worth (Eagly & Crowley, 1986). Male and female likewise might 
change signifi caƟ on aƩ ached to OCB.by. colleagues who drive benefi ts aŌ er it (Heilman & Chen, 
2005). We established a situaƟ on that. OCB of man versus woman, in reacƟ on to ethical leadership, 
is expected to vary. Thus it stands signifi cant to consider the aspects that increase or lessen impact 
of ethical leadership (EL) in corporaƟ ons.  
Research objecƟ ves

1. To invesƟ gate the eff ect of EL on service innovaƟ ve behavior (SIB)
2. To examine role of OCB eff ecƟ ng the associaƟ on of EL and SIB
3. To evaluate contribuƟ on of gender in relaƟ onship of ethical leadership and OCB 

Methodology 
Data were collected from the 113 employees of tourism organizaƟ ons in Pakistan. Hayes PROCESS 
MACRO is employed for analysis. 
Results
Results reveal that that the paƩ ern of male versus female employees’ service innovaƟ ve behavior 
linked with ethical leadership considerably subject to their OCB. 
PracƟ cal ImplicaƟ on
To enhance employees’ service innovaƟ ve behavior, managers must idenƟ fy the anƟ cipated dissim-
ilariƟ es that play a major role in the extent to which ethical leadership strategies will aff ect male vs. 
female employees’ OCB. 
ContribuƟ on
This research off ers understandings of the mulƟ faceted nexus among ethical leadership, gender 
diff erence, employees’ OCB and service innovaƟ ve behavior in the tourism sector. 
Keywords: ethical leadership, OCB, service innovaƟ ve behavior, gender
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Abstract 24

The organizaƟ on of HR department in a cruise ship company: 
DuƟ es, responsibiliƟ es and challenges
Esperanza Suárez, Polythecnic University of Valencia, Spain 

Lourdes Susaeta, Complutense University of Madrid, Spain

Frank Babinger, Complutense University of Madrid, Spain  

Background
Cruise companies must manage meƟ culously the “personnel logisƟ cs”, considering that they require 
to have a high volume of personnel travelling from one locaƟ on to another on a regular basis for 
work. One of the biggest challenges in the cruise industry is to aƩ ract and recruit specialized people 
to work onboard (Radic, 2017), so HR departments must organize themselves in a special manner. 
Due to the signifi cant growth of the industry in the last decades, organizing well the entry and work 
of the crew is essenƟ al to saƟ sfy the customers’ expectaƟ ons. Other crucial challenges that faces 
HR departments in the cruise industry are related with special characterisƟ cs aff ecƟ ng the working 
condiƟ ons of cruise ship employees. Among others, they have short contracts, demanding schedules 
with intense and long working hours, and spend long periods in restricted space (Brownell, 2008; Raub 
& Streit, 2006). MariƟ me Labour ConvenƟ on (MLC, 2006), that came into force in 2013, inaugurated 
a new era of decent work for seafarers and fair compeƟ Ɵ on for ship-owners in the global shipping 
industry. This regulaƟ on might serve to limit bad pracƟ ces that have become common to the fl ags 
of convenience system (Schlingemann, 2015) and have a great impact in the way HR departments 
have to organize their funcƟ ons.  
ObjecƟ ves
The aspects related to the organizaƟ on of the Human Resource funcƟ on in the cruise industry are 
under-researched. For this reason, our study wants to:

1. Off er a comprehensive overview of the role of HR departments in the cruise industry and inves-
Ɵ gate the challenges they face.

2. Provide a case of a Spanish leading cruise company, analyzing the parƟ culariƟ es of HR organiza-
Ɵ on, with roles and responsibiliƟ es “on land and sea”.  

Research approach and Methodology
Through the study of the Pullmantur case, this paper seeks answers to the following research 
quesƟ ons:

1. How organized are the HR funcƟ ons “on land and sea” and how are organized the assignments 
of the crew?

2. What are the roles, duƟ es and responsibiliƟ es of shipboard HR posiƟ ons and what are their main 
challenges?

Primary data for this study derive from a series of in-depth semi structured interviews with key de-
cision makers both on board (sea) and in the headquarters (land). We conducted nine interviews, 
four of them with HR managers at the company’s HQ in Madrid, four with onboard HR Managers 
and one with the RecruiƟ ng Manager of Royal Caribbean. Interviews were recorded, transcribed and 
analyzed using themaƟ c coding (Ryan & Bernard, 2000) facilitated by the soŌ ware Atlas Ɵ  version 11.0.
These data were supplemented with the analysis of public reports, arƟ cles and documents.  
Results
In reference with the research quesƟ ons, we found that one of the parƟ culariƟ es on a cruise ship 
is the planning and assignment of personnel, with very specialized HR posiƟ ons. The process of 
assigning crews to operate a cruise ship is a strategic and complex one, not only in terms of logisƟ c, 
but also for the involvement of the HR department.
The work of the HR professional on board is crucial and very diff erent from that of other HR profes-
sionals in other sectors. The variety of problems faced by the shipboard HR teams every day, related 
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with workplace condiƟ ons, the characterisƟ cs of work on board and the diffi  culty in solving those 
problems, are what mark the diff erence between the management of Human Resources of a cruise 
company and companies in other sectors. The main and complex challenges faced by the Human 
Resources management on a cruise ship are managing diversity and becoming a strategic role player, 
as working onboard becomes very stressful as the line between work and leisure becomes diff use.  
Conclusions
In terms of duƟ es and responsibiliƟ es of the Human Resources teams, some share similar posts in 
other companies. Nevertheless, there are special funcƟ ons on a cruise ship that, although being 
similar, onboard are endowed with a greater importance. The weight of responsibiliƟ es the Shipboard 
HR Manager has regarding their crew during and aŌ er working hours, including disciplinary and 
ethical aspects as well as confl ict management is the most notable ones. The conclusion is that the 
management of Human Resources on board contains more stress and complexity, but at the same 
Ɵ me, it is richer and more challenging than in any other fi eld.  
ContribuƟ on to the fi eld
The cruise ship HR management is not researched enough, as a tribute to the complexity of its 
challenges and the silence of the implicated companies. Through highly directed interviews, we can 
bring new contribuƟ on about this crucial topic in modern tourism industry.  
Keywords: cruise industry, human resources, shipboard HR Manager, working condiƟ ons  
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Parallel session: 
TransformaƟ ons of 

contemporary tourists
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Abstract 25

Traveling arƟ st’s roles: The case of Muralists  
KonstanƟ nos AndrioƟ s, Middlesex University London, United Kingdom  

Background and goals
This study adds to the knowledge of traveling arƟ sts’ roles by extending the convenƟ onal view of 
arƟ sts as creaƟ ve workers having a narrow breadth of moƟ vaƟ ons and examining their triple role 
not only as producers of arƟ sƟ c spaces with tourism potenƟ al, but also as travellers and volunteers. 
Despite the obvious advantages of murals that include beauƟ fi caƟ on and gentrifi caƟ on of a building 
or neighbourhood and income generaƟ on for a community among others, the views of the travelling 
arƟ sts in relaƟ on to their willingness to produce murals and the disƟ nct context of their trips are 
forgoƩ en from tourism scholarship. Thus, the views of arƟ sts presented in this paper are contextu-
alised in terms of a number of disƟ nct roles they perform when visiƟ ng Lakkos, a neighbourhood in 
Heraklion, the largest town of Crete.  
Design/methodology/approach
To develop a greater understanding of the phenomenon of traveling arƟ sts’ roles, this study used 
various data collecƟ on methods. First, various secondary sources were collected. Second, it emerged 
the need to enrich data collecƟ on and gain a beƩ er understanding of the topic by undertaking 
several observaƟ ons by spending a lot of Ɵ me in the area and observing traveling arƟ sts pracƟ cing 
their art on the walls. Third, by adopƟ ng an asynchronous email interviewing methodology this 
study recruited an adequate representaƟ ve sample of travelling arƟ sts that could best inform the 
research was essenƟ al. In total, 24 email interviews were conducted between 1st of October and 
31st of November 2018. Each interviewee received a quesƟ onnaire divided into the three secƟ ons. 
The fi rst secƟ on of the research instrument explored the moƟ vaƟ ons of the sample to produce 
murals in Lakkos; the second was focused on the sociodemographic characterisƟ cs of the sample 
(age, gender, marital status, naƟ onality, educaƟ on); and the third on the tourisƟ c profi le (number 
of people in travelling party, previous visits, length of stay and acƟ viƟ es at desƟ naƟ on.). AŌ er the 
data was collected, they were thoroughly read and reread several Ɵ mes and were coded into the 
various themes and subthemes which emerged from the literature review, as well as any addiƟ onal 
ones that emerged during the coding process.  
Results 
Traveling arƟ sts interviewed considered their trip to Lakkos as work combined with tourist-oriented 
acƟ viƟ es, i.e. an interacƟ on between work and tourism. At the same Ɵ me, the working-creaƟ ve arƟ sts 
under study described their arƟ sƟ c values as independent from profi t engaged in unpaid work, and 
even pay for producing art abroad as part of their tourist experience and their arƟ sƟ c recogniƟ on. As 
a result, arƟ sts who parƟ cipate in volunteer work in the form of mural producƟ on can be considered 
as volunteers regardless of whether the volunteer work is the only reason for their travel. Finally, 
while only a minority of traveling arƟ sts cited tourism as one of their main moƟ vaƟ ons of their trip, 
all of them were engaged in a unique trip, however, in a manner not always usual for tourists.  
Conclusions 
While travelling arƟ sts did not always accept the role of volunteer and tourist from their acƟ ons 
and their narraƟ ves it is evident that both roles were evident in their trip. It was certain that the 
interviewees derived pleasure from their volunteer work and many of them idenƟ fi ed as individual 
benefi ts arising from this unpaid work, such as learning new skills and geƫ  ng paid employment. Thus, 
their trip helps them to sustain internaƟ onal career. In pracƟ ce, as a part of postmodern tourists, 
traveling arƟ sts do not expect a passive holiday but acƟ vely develop their own interests comple-
mented with local diversiƟ es, which enriched their exisƟ ng knowledge. In contrast to contemporary 
tourists, traveling for interviewees was directed toward parƟ cipaƟ ve learning in the arts associated 
with the special character and the living culture of the place visited, proving that the sample could 
be considered as a sub-segment of creaƟ ve tourists who look for more interacƟ ve experiences to 
obtain help in their personal arƟ sƟ c development and idenƟ ty creaƟ on. 
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ContribuƟ on to the fi eld
From a methodological perspecƟ ve, among the main conclusions of this study is that while the aim 
of asynchronous email interview is not to replace tradiƟ onal face-to-face interviews, it can be used as 
a qualitaƟ ve research method with unique benefi ts. From a pracƟ cal perspecƟ ve, this study presents 
new insights by idenƟ fying travelling arƟ sts’ roles and illuminated some aspects of the scope of the 
phenomenon of traveling arƟ sts in which voluntary artwork and tourism interact.  
Research limitaƟ ons
While this study refl ected larger travel trends of a parƟ cular travel personality, those of traveling 
arƟ sts, there is sƟ ll a great need for research on other travelling arƟ sts’ desƟ naƟ ons to determine 
whether the fi ndings of this study can be generalized. Only when the fi ndings of this study are cor-
roborated by further observaƟ ons, they will provide some tentaƟ ve answers to the understanding 
of the complex phenomenon of travelling arƟ sts as they naturally occur.  
Keywords: traveling arƟ sts’ roles, murals, postmodern tourists, Lakkos, tourist experience, arƟ sƟ c 
recogniƟ on 

Abstract 26

Women and Airbnb: 
Insight from female hosts and guests 
Anna Farmaki, Cyprus University of Technology, Faculty of Management and Economics, Cyprus 

Alexis Saveriades, Cyprus University of Technology, Faculty of Management and Economics, Cyprus  

Background
The sharing economy is emerging as a global phenomenon, which is growing rapidly in both scale and 
scope. Such as, in Europe alone the sharing economy has generated €28 billion in revenues in 2015, 
a fi gure forecasted to increase to €160 billion in the coming years (European Commission, 2016). 
Defi ned as “the peer-to-peer-based acƟ vity of obtaining, giving, or sharing the access to goods and 
services, coordinated through community-based online services” (Hamari et al., 2015:1), the sharing 
economy represents a disrupƟ ve yet potenƟ ally transformaƟ ve phenomenon with signifi cant implica-
Ɵ ons on economic systems. Within this context, the impacts of the sharing economy on the tourism 
industry have been parƟ cularly noƟ ceable, with scholars recognising the transformaƟ ve eff ects on 
hospitality and travel services (GuƩ entag, 2015). In parƟ cular, peer-to-peer (P2P) accommodaƟ on 
has emerged as the most prominent example of the sharing economy, whereby people rent out for a 
short period of Ɵ me available space within their property and/or the enƟ re property through online 
plaƞ orms (Belk, 2014). Considering the numerous benefi ts that P2P accommodaƟ on off ers to both 
hosts and guests, its growth is not surprising. On one hand, P2P accommodaƟ on allows property 
owners to gain addiƟ onal income (Fang et al., 2016), thus improving their standard of living. Indeed, 
P2P accommodaƟ on has been hailed as a liberaƟ ng landscape in which workers can enjoy fl exibility 
(Schoenbaum, 2016). On the other hand, it extends the range of accommodaƟ on opƟ ons for travel-
lers, off ering the opportunity for personal relaƟ onship development between hosts and guests 
(Tussyadiah and Zach, 2017). Even so, the precipitous growth of P2P accommodaƟ on has yielded 
several concerns over the potenƟ al impacts at the economic and social levels. Correspondingly, 
there is a burgeoning number of studies examining P2P accommodaƟ on benefi ts and eff ects among 
others (e.g. GuƩ entag, 2015; Tussyadiah and Pesonen, 2018). The majority of perƟ nent studies draw 
insights from the Airbnb context, which has been recognised as one of the world’s most successful 
P2P accommodaƟ on network (Camilleri and Neuhofer, 2017). Since 2008, Airbnb has expanded to 
include more than 200 million members in over 191 countries (Airbnb, 2018), warranƟ ng its Ɵ tle as 
a global tour de force in the tourist fabric of numerous places (Ioannides et al., 2018).
Despite the increasing academic aƩ enƟ on that Airbnb has aƩ racted in recent years, the voice of 
women remains largely muted in extant literature. This omission is surprising considering that Airbnb 
presents great opportuniƟ es to women who have historically been discriminated in the tradiƟ onal 
hospitality workplace (Farmaki, 2018). Considering that women make up more than half of the 
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workforce in tourism (Equality in Tourism, 2013) and are responsible for making nearly 80% of travel 
decisions (Bond, 2015), the examinaƟ on of female Airbnb hosts’ and guests’ perspecƟ ves becomes 
imperaƟ ve. Indeed, gender is likely to represent a salient aƩ ribute shaping the host-guest relaƟ onship 
in P2P accommodaƟ on as in such contexts the peer-to-peer transacƟ on is frequently more inƟ mate 
than in tradiƟ onal hotel seƫ  ngs. This study addresses this gap in the literature and examines the 
views of female Airbnb hosts and guests on the benefi ts and risks of using Airbnb. Specifi cally, drawing 
from semi-structured interviews we sought to understand the moƟ ves of engaging in P2P accommo-
daƟ on as well as the ways in which female users negoƟ ate inherent risks (either as hosts or guests).  
Methodological approach
This study forms part of a larger semi-structured interview study with Airbnb hosts and guests aimed 
at exploring their moƟ ves, percepƟ ons and behaviours. Here, we report fi ndings from 12 hosts and 
18 guests that were perƟ nent to the present purpose. Interviews were conducted via Skype between 
May and December 2018 with the sampling process being facilitated by the principal invesƟ gator’s 
involvement in a relevant European Union COST AcƟ on, which allowed her access to female Airbnb 
hosts and guests across Europe. Purposive sampling was employed with the researchers considering 
the backgrounds and age of the informants to ensure that enough diversity is included (Ritchie et 
al., 2014) within the sample. Data were analysed themaƟ cally whereby with blocks of verbaƟ m text 
being copied, re-organised and cross-referenced to allow the idenƟ fi caƟ on of themaƟ c categories.  
Results
Preliminary fi ndings indicate that female hosts and guests are moƟ vated to use Airbnb for various 
reasons spanning across both economic and social benefi ts. In the words of a host, “It’s not about the 
money. It’s about geƫ  ng to hear guests’ stories…it’s about the people you get to help” [60, Ireland]. 
“It is an inspiring way to make a living. I use the extra money to fi nance other projects” said another 
host [53, Netherlands]. Similarly, a guest suggested that Airbnb presents “a more cost-eff ecƟ ve op-
Ɵ on, beƩ er than staying in a hostel where mostly young people go” [38, Spain]. Within this context, 
users argued that they selected Airbnb due to the ease of use and perceived safety as it is the “most 
well-known network” [27, UK]. As a host [31, Germany] commented “Airbnb is more personal, I can 
see reviews of guests, understand who they are and what the purpose of their visit is”. As the analysis 
moved on, safety, trust and privacy issues were idenƟ fi ed as key concerns to both female hosts and 
guests. While female guests appeared to have the fl exibility to select a female host in an aƩ empt to 
minimise perceived risk, female hosts were more restricted in their ability to select guests due to 
the plaƞ orm’s changing guidelines which limits hosts’ ability to reject or cancel bookings. As a host 
[41, UK] started “I am a single mother of two girls so I accept only women in my property but with 
Airbnb’s anƟ -discriminaƟ on policy I can’t do that anymore”. Indeed, hosts repeatedly commented on 
the changing policies of Airbnb which favour a “guest-fi rst approach”. As a host [43, UK] explained, 
“I was siƫ  ng in the living room with my guest, we were chaƫ  ng and suddenly he took the remote 
control and changed the TV channel. I thought…hang on a minute….this is my TV! Typical alpha male 
behaviour…”. In this context, informants were asked to elaborate on the pracƟ ces they undertake 
in miƟ gaƟ ng risk and negoƟ aƟ ng the host-guest relaƟ onship. Guests described various pracƟ ces 
such as “locking the door”, “reading the property descriptor to ensure the property is in a safe area”, 
“have emergency numbers on speed dial” and “avoiding too much contact with host…to establish 
boundaries”. On a similar note, hosts said they use signs within the properƟ es (i.e. no entry) to denote 
accessibility, explain property rule thoroughly to guests and lock their door to enhance the feeling 
of safety when co-habiƟ ng with guests. A recurrent theme that hosts menƟ oned though was the 
importance of reading the guest profi le to “get a sense of who they are” [42, France], commenƟ ng 
with frustraƟ on that Airbnb’s policies promoƟ ng inclusiveness are leaving hosts, parƟ cularly female 
hosts, “exposed to increased safety and risk”. 
Conclusions/fi eld contribuƟ on
Conclusively, as the preceding discussion illustrated, gender is an important aspect determining the 
host-guest relaƟ onship within P2P accommodaƟ on as well as prescribed roles and idenƟ Ɵ es of hosts 
and guests. While gender stereotyping is equally evident in tradiƟ onal accommodaƟ on seƫ  ngs, 
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within the context of Airbnb host-guest relaƟ ons are largely exposed due to the lack of regulatory 
framework in P2P accommodaƟ on and the inƟ macy of the ‘sharing’ pracƟ ce. Even though tacƟ cs 
are undertaken by female hosts and guests in miƟ gaƟ ng risk, hosts in parƟ cular are leŌ  more vul-
nerable to potenƟ al risk given Airbnb’s anƟ -discriminatory policies. As such, it is not surprising that 
female-only plaƞ orms (e.g. Overnight) are emerging targeƟ ng female travellers and hosts in an eff ort 
to promote safety and trust. Evidently, the role of gender in the P2P accommodaƟ on research context 
needs to be further examined. For example, researchers may look into the role of women in shaping 
decision-making for using P2P accommodaƟ on. In addiƟ on, the issue of power and how host-guest 
relaƟ ons are negoƟ ated between female and male users of Airbnb is worth invesƟ gaƟ ng. Last, greater 
understanding is required on how both genders construct their idenƟ Ɵ es in P2P accommodaƟ on 
where the role of hosts and guests is less disƟ nct. We hope that the ideas presented in this study 
can provide researchers with an impetus to invesƟ gate these and other quesƟ ons associated with 
gender in the P2P accommodaƟ on context. 
Keywords: Airbnb, sharing economy, female hosts and guests, P2P accommodaƟ on
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Abstract 27

Gendered bodies in tourism: 
Women as cultural heritage artefacts  
Maheshvari Naidu, University of KwaZulu Natal, Republic of South Africa  

Background
As in most countries of the world, tourism is a dynamic industry in South Africa. Aside from the natu-
re based and marine tourism, the cultural heritage tourism is a major tourism niche area and drivers 
within the naƟ onal economy. 
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ObjecƟ ve
This paper had as its objecƟ ve, to probe issues of gender and voyeurism in cultural tourism in the 
context in which indigenous amaZulu women are posiƟ oned in cultural heritage tourism. This ob-
jecƟ ve was cast against the premise that gendered aspects of tourism are relaƟ vely less researched 
in tourism studies. 
Study design
The design of the study was exploratory and set within a qualitaƟ ve paradigm. The approach was in 
turn qualitaƟ ve and ethnographic and employed a phenomenological lens. 
Methodology
Methodologically, the paper drew on ethnographic data generated in earlier studies with a small 
sample community of amaZulu women working in the tourism industry and arƟ culated through an 
analysis of unstructured interviews and focus group discussions, and probed the producƟ on of culture 
and ‘African Zulu’ women as the emphaƟ c “specifi city“ or condiƟ on “for intercultural parƟ cipaƟ on“ 
in tourism encounters (see van Binsbergen 2003: 400).  
Conclusion/fi ndings
Findings revealed that the posiƟ oning of African women as ‘items’ (sic) of local heritage and indige-
neity for consumpƟ on within tourism, showed up the asymmetrical relaƟ ons and Foucauldian power 
regimes that cohered between tourist and touree, and the (unjust) power dynamics imbricated within 
the gaze of the gazer, and the gazed upon. The paper argues that markets of constructed cultural 
‘heritage’ and ‘cultural bodies’ emerge as commodiƟ es enacted to meet foreign tourist expectaƟ ons. 
ContribuƟ on to fi eld 
The paper contributes to the relaƟ vely neglected area of gender in tourism and adds to the literature 
on cultural heritage tourism from the perspecƟ ves of embedded power relaƟ on. 
Keywords: cultural heritage tourism, amaZulu women, voyeurism, Foucauldian power regimes

Abstract 28

Measuring the impacts of medium sized regional sport events:  
What’s in it for the community and can they contribute to 
sustainable development of a tourist desƟ naƟ on? 
SebasƟ an Kaiser-Jovy, Heilbronn University, Faculty Economics and Engineering, Germany

Timo Becker, Heilbronn University, Faculty Economics and Engineering, Germany

Miroslav D. Vujičić, University of Novi Sad, Faculty of Sciences, Serbia

Dimitrios Gkinis, Municipality of Epidaurus, Greece 

Sarah Klausmann, Macromedia University Freiburg, Germany 

Background and goals 
Events are seen controversially by their various stakeholders. Event opponents usually emphasize the 
fact that they may bring “fresh” money into the local and/or regional economy, which then leads to 
jobs, addiƟ onal income and taxes. Furthermore, potenƟ al (posiƟ ve) image eff ects as well as infl uences 
on urban development and modernizaƟ on are menƟ oned repeatedly. Event opponents again come 
up with an ineffi  cient use of taxpayers’ money, typically overhasty planning and decision-making, 
as well as high opportunity costs (Preuss 2018; Kaiser 2014, 2015; Beech, Kaiser & Kaspar 2014). 
Socioeconomic impacts of big (“mega”) events have been studied Ɵ me and again. However, the 
current state of research is highly heterogeneous and there sƟ ll is a strong focus on the (tangible) 
economic eff ects of internaƟ onal (sport) events (Preuss 2009, 2018). The paper presents empirical 
evidence on the socioeconomic impact of two medium sized regional mulƟ sport events in Greece 
(Epidavros AcƟ on 2018 and POROSEA 2019) both using quanƟ taƟ ve as well as qualitaƟ ve research 
methods. ImplicaƟ ons for sustainable tourism development are criƟ cally discussed.
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Design/methodology/approach 
The research project is part of a long-term and vital collaboraƟ on between the Greek municipaliƟ es 
of Epidaurus and Poros and Heilbronn University, seeking to examine alternaƟ ve modes of sustainable 
tourisƟ c, economic and cultural development for the wider Argolis region and the Peloponnese. 
This includes seeking new ways to expand its tourisƟ c period by developing unique sports acƟ viƟ es 
around its well-known historic monuments. In the quanƟ taƟ ve part of the study athletes/event 
parƟ cipants as well as accompanying persons have been asked about their percepƟ on of the two 
events as well as about their consumer behavior (N=506). Furthermore, the assessment of social as 
well as community (intangible) impacts has been conducted by means of qualitaƟ ve interview with 
diff erent community stakeholders (N=12).  
Results 
According to the research the Epidavros AcƟ on event generated a direct turnover of approx. 150.000 
EUR on the race weekend, and this is only the so called “primary impulse”, excluding mulƟ plier ef-
fects (future investments) as well as all indirect/long-term and markeƟ ng eff ects (POROSEA: approx. 
275.000 EUR). Not least, it brought almost 1.000 people (athletes and visitors) to Epidaurus (POROSEA: 
1.500), who wouldn’t have been there without the event. This led to a full use of hotel capacity in 
both cases and thus not least raised interest in the regions various cultural and historic spots. The 
qualitaƟ ve interviews suggest that in both cases the events had a strong and posiƟ ve impact on social 
cohesion in their respecƟ ve communiƟ es, mainly due to the deliberate and strategic involvement of 
volunteers from diff erent age groups and backgrounds. 
Conclusions 
The fi ndings suggest that medium sized regional sport events not only can be a signifi cant economic 
sƟ mulus of which the local community may benefi t directly and indirectly in various ways. Compared 
to internaƟ onal (“mega”) events, where usually the overall eff ects are much bigger, they appear to be 
favorable, especially as the costs of organizaƟ on and infrastructure as well as negaƟ ve externaliƟ es 
(incl. crowding-out eff ects) are disproporƟ onately smaller. Being appropriately integrated into the 
desƟ naƟ on-markeƟ ng strategy and given the support and the involvement of the local community 
and the various stakeholders it can also signifi cantly contribute to prosperity and sustainable devel-
opment of a tourisƟ c desƟ naƟ on.  
ImplicaƟ ons 
The research projects provide a comprehensive socio-economic picture of the socioeconomic impacts 
of medium sized sport events on tourisƟ c desƟ naƟ ons. Wisely used in terms of a comprehensive 
desƟ naƟ on development strategy such events may lead to visitors prolonging their stay, bringing 
more people with them and thus also raise interest in the region’s tourist and cultural off erings. 
This leverages the socio-economic impact, not least by helping to shorten quiet/ ”off  peak” periods. 
Further internaƟ onalizaƟ on of the Epidavros AcƟ on regarding both athletes and volunteers will not 
only help to communicate the posiƟ ve percepƟ on of the event but also raise interest about the 
community and the region.
ContribuƟ on to the fi eld 
The research project is based on an innovaƟ ve holisƟ c approach to analysing socioeconomic impacts of 
sport and culture events. Taking the example of their various social, economic and tourist parameters 
as well as their synergies the research project shows new ways of exploiƟ ng tangible and intangible 
cultural heritage and thus may raise awareness of a wide range of social references and implicaƟ ons 
of medium sized regional events. In this way, it both contributes at preserving cultural heritage as 
well as to facilitate the development of new and sustainable tourism and business opportuniƟ es. 
The project points towards long-term research prospects, as it is parƟ cularly well compaƟ ble with 
further programs of the European Research Area.  
Keywords: medium sized sport events, socioeconomic impacts, tourism development, sustainability 
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Abstract 29

FesƟ val Internacional CervanƟ no sociodemographic 
visitor’s profi le and moƟ vaƟ on to assist 
Erika Lourdes González Rosas, University of Guanajuato, Mexico  

Research aims, methods and fi ndings  
The cultural industry has become one important aspect of economy and fesƟ vals are part of that 
industry. Because of that, cultural events outcomes must be analyzed intending to determine mar-
keƟ ng trends. Aim of this arƟ cle was to invesƟ gate about one of the most important cultural fesƟ vals 
in LaƟ n America, the “FesƟ val Internacional CervanƟ no” (FIC) in Guanajuato, Mexico, relaƟ ng both 
aspects: moƟ vaƟ on and sociodemographic variables.
During FIC-2018, 373 visitors where interviewed when they went out of an event. ParƟ cipants 
sociodemographic profi le was determined through variables such as gender, schooling, age, occu-
paƟ on and residence. Their percepƟ on regarding moƟ vaƟ on was collected by means of a structured 
quesƟ onnaire. The study tests the relaƟ onship between parƟ cipants’ sociodemographic profi le and 
percepƟ on on the 2018 ediƟ on of the FesƟ val. 
Diff erences in sociodemographic profi le were found as a funcƟ on of residence, schooling, age and 
occupaƟ on. Also, moƟ vaƟ on has been detected as an important issue of the percepƟ on of the 
assistants. The fi ndings contribute to knowledge and pracƟ ce for segmenƟ ng market in cultural 
fesƟ vals. Also, event outcomes are analyzed and contributes to idenƟ fy the impact of the event in 
the community. The results support the idea of cultural and social implicaƟ ons are related to eff ect 
of the fesƟ val in the city of Guanajuato where it is done. Besides, having idenƟ fi ed a visitor’s profi le 
contributes to increase the quality and aƩ endance to the fesƟ val. Aspects like this have been barely 
studied in Mexican cultural industry and less with a market segmentaƟ on perspecƟ ve. A limitaƟ on of 
the project it is the sample size and as future research, it is needed to analyze assistants’ evaluaƟ on 
of the fesƟ val to complete the research.  
Keywords: FesƟ val Internacional CervanƟ no, sociodemographic profi le, Mexican cultural industry, 
market segmentaƟ on, cultural fesƟ val

Abstract 30

The moƟ vaƟ ons of Taiwanese repeat visitors to Japan
Hiromi Kamata, Hitotsubashi University, Japan  

Background and objecƟ ves 
Currently, Japan’s naƟ onal and municipal governments are focusing on increasing repeat visits to 
Japan. StarƟ ng in 2003, when Prime Minister Junichiro Koizumi implemented a policy to present 
Japan as a tourist-friendly country, the government has executed various policies to boost inbound 



57

godina / anniversary

International Tourism Conference Dubrovnik, 6-9 November 2019
“TOURISM IN THE VUCA WORLD: TOWARDS THE ERA OF (IR)RESPONSIBILITY”Bo

ok
 o

f a
bs

tra
ct

s

tourism, including the Ministry of Foreign Aff airs’ relaxaƟ on of visa requirements. The adjustments 
to visa requirements for Asian countries boosted the numbers of inbound tourists; in 2018, the total 
number of inbound tourists was 28.7 million, about 86.7% of which had traveled from other parts 
of Asia. Furthermore, many Asian visitors were repeaters; in 2017, repeaters comprised 61.4% of 
all inbound tourists, and the number of repeaters has annually increased (Japan Tourism Agency, 
2017). This study’s objecƟ ve was to idenƟ fy the moƟ vaƟ ons of Taiwanese repeat visitors. The reason 
to focus on this group is because Taiwanese tourists were the second largest proporƟ on of all repeat 
tourists to Japan in 2017, and it is assumed the number and share of Taiwanese repeaters will further 
increase. A factor-cluster analysis was used to determine the moƟ vaƟ ons for visiƟ ng Japan. To draw 
conclusions, the results were compared to the results of Cha et al. (1995), which idenƟ fi ed the mo-
Ɵ vaƟ ons of Japanese inbound tourists and derived three types of visitors based on their moƟ vaƟ ons.  
Research design and Methodology 
The data were derived from a quesƟ onnaire survey conducted in December 2017. The respondents 
were Taiwanese who had visited Japan more than two Ɵ mes between 2012 and 2017. The 515 
respondents were between 20 and 60 years old, except students. The quesƟ onnaire was based on 
Cha et al. (1995). Thirty items were used to measure push moƟ vaƟ ons and the response opƟ ons 
were on a fi ve-point scale. InformaƟ on on visits’ characterisƟ cs (duraƟ ons, companions, and costs) 
and demographic characterisƟ cs (gender, age, family status, and educaƟ onal aƩ ainment) were 
collected. Factor-cluster analysis was employed to induce the moƟ vaƟ ons and the types (Cha et al., 
1995; Bieger and Laesser, 2002; Jang et al., 2002; Dolnicar, 2002; Pesonen et al., 2011; Kamata and 
Misui, 2015; Kamata, 2016, 2017, 2018). AŌ er grouping the respondents, the demographic and visits’ 
characterisƟ cs were developed, and group diff erences were tested using Chi-square for conƟ ngency 
tests. This analysis verifi es the number of groups and their characterisƟ cs.  
Results
The fi ve moƟ vaƟ ons were found using factor analysis with principal component analysis and promax 
rotaƟ on (total variance before rotaƟ on was 54.5%). Each moƟ vaƟ on factor refl ected its components, 
and they were descripƟ vely named Enjoy, Sports, Escape, Discover, and Luxury. A cluster analysis 
using these fi ve moƟ vaƟ ons was performed on the four types of visitors. Each group’s characterisƟ cs 
were derived by performing Chi-square for conƟ ngency tests using the demographic and visits’ data. 
Each group was named to indicate its nature and the features of each one are summarized as follows.

1. Enjoy-escape seekers: This group comprised about 30.9% of the sample. The respondents’ most 
important moƟ vaƟ on factor was Enjoy. Their main purpose was sightseeing and shopping. This 
group included a relaƟ vely high proporƟ on of females aged 20 through 59. They had experienced 
foreign travel more than fi ve Ɵ mes.

2. Moderately moƟ vated tourists: Comprising about 16.5% of the sample, the values on each of 
the fi ve moƟ vaƟ on factors were relaƟ vely low. These respondents tended to stay at their favorite 
accommodaƟ ons. These visitors included a relaƟ vely high proporƟ on of respondents aged 30 
through 69. 

3. PosiƟ ve behavior tourists: About 27.2% of the sample highly rated all of the moƟ vaƟ on factors. 
The main moƟ vaƟ on to travel was to celebrate a person’s special event. These respondents 
tended to be young because of the group’s relaƟ vely high proporƟ on of respondents aged 20 
through 49. Foreign travel was a relaƟ vely uncommon experience.

4. AcƟ vity-enjoyment seekers: This group comprised about 25.4% of the sample, focused on en-
joyment and sports more than the other groups did, and included a relaƟ vely high proporƟ on 
of males aged 30 to 69. Their main moƟ vaƟ ons were to celebrate a person’s special event, food/
cuisine, and staying at their favorite accommodaƟ ons.

Conclusion
Cha et al. (1995) had found six moƟ vaƟ ons in a sample of Japanese foreign visitors: relaxaƟ on, 
knowledge, adventure, travel bragging, family, and sports. They grouped their sample into three 
categories by moƟ vaƟ ons, from which they derived three groups they named “Sports Seekers,” 
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“Novelty Seekers,” and “Family/RelaxaƟ on Seekers.” Comparing the current study’s fi ndings to Cha et 
al. (1995), Taiwanese tourists tended to more seek for Enjoy and Escape factors. The present study’s 
respondents had visited Japan more than twice, and they could enjoy their visits doing things they 
already liked to do, such as staying at their favorite accommodaƟ ons. Shopping was one of the fre-
quent repeaters’ most common reasons for visiƟ ng Japan. On the other hand, celebraƟ ng personal 
events was the most frequent moƟ vaƟ on among visitors who had visited Japan just a few Ɵ mes and 
they relaƟ vely acƟ ve to enjoy their travel.  
ContribuƟ on 
This study contributes to knowledge by idenƟ fying the types and moƟ vaƟ ons of Taiwanese visitors 
to Japan. Currently, Taiwanese repeat tourists comprise a large share of all tourists to Japan, and 
the number and share are expected to increase. NaƟ onal and municipal governments and tourism 
enterprises should refi ne their targets and develop strategies to eff ecƟ vely aƩ ract repeat visitors from 
Taiwan. For example, this study found that celebraƟ ng a personal event was a popular moƟ vaƟ on for 
visiƟ ng Japan and promoƟ ng tourism that could be incorporated into personal celebraƟ ons might 
be an eff ecƟ ve way to aƩ ract repeat visitors. This study idenƟ fi ed basic reasons to visit Japan, and 
one future research assignment would be to idenƟ fy the reasons for repeat visits to Japan. In-depth 
interviews would help us to disƟ nguish between the two behaviors. 
Keywords: moƟ vaƟ ons, segmentaƟ on, Taiwanese repeat visitors to Japan, factor-cluster analysis 
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Parallel session: 
New direcƟ ons in gastronomy 

and food experience



60

godina / anniversary

International Tourism Conference Dubrovnik, 6-9 November 2019
“TOURISM IN THE VUCA WORLD: TOWARDS THE ERA OF (IR)RESPONSIBILITY”Bo

ok
 o

f a
bs

tra
ct

s

Abstract 31

Foreign food consumpƟ on as extraordinary experience: 
A comparaƟ ve study on the perceived value of Japanese 
and Thai consumers 
Wataru Uehara, Hitotsubashi University, School of Business AdministraƟ on, Japan

NuƩ apol Assarut, Chulalongkorn University, Chulalongkorn Business School, Thailand 

Background and goals 
It is not easy for consumers to accept the taste and cultural value of foreign food since the most people 
are generally conservaƟ ve in terms of food preferences and food is an arƟ fact of culture refl ecƟ ng 
their lifestyle (Brunsø and Grunert 1998). But consumers someƟ mes voluntarily choose unusual 
and novel experiences (Keinan and Kivetz 2011). They may eat peculiar ingredients or be willing to 
travel abroad to experience a completely diff erent, exoƟ c culture. Even though these experiences 
do not match their personal preference, they dare to choose extraordinary services. The purpose 
of this research is to explore the perceived value of extraordinary experience and compare it with 
ordinary experience in the context of food consumpƟ on. Also, it is empirically examined how these 
diff erences of perceived value, infl uence aƫ  tudes toward restaurants.  
Design/methodology/approach 
It is examined how Japanese and Thai people perceive and consume local and foreign food. For inde-
pendent variable, a perceived value scale for food consumpƟ on is developed based on Sweeney and 
Sautar (2001) and Kim, Eves, and Scarles (2009). And for dependent variable, we set fi ve quesƟ ons 
about customers’ general aƫ  tudes toward Japanese and Thai food, based on the scale developed 
by Gallarza and Saura (2006). We collect survey data in Japan and Thailand and conduct analyses by 
parƟ al-least square structural equaƟ on modeling (PLS-SEM).  
Results 
The extracted factors of perceived value are classifi ed under emoƟ onal and epistemic value, social 
value, funcƟ onal value (quality), menu variety, condiƟ onal value, and funcƟ onal value (value for 
money). The most infl uenƟ al factor of Japanese customers’ aƫ  tudes toward local food is condiƟ onal 
value (β = .216, p < 0.01), followed by emoƟ onal and epistemic value (β = .162, p < 0.05) and menu 
variety (β = .119, p < 0.05). On the other hand, value for money is the only factor that aff ects Thai 
customers’ aƫ  tudes toward local food (β = .289, p < .001). In the case of foreign food, past experience 
factor is included as control variable as well as moderaƟ ng factor. For Japanese respondents, the 
most infl uenƟ al factor is emoƟ onal and epistemic value (β = .299, p < .001), followed by funcƟ onal 
value (quality) (β = .162, p < .05), and menu variety (β = .131, p < .05). Past experience has signifi cant 
negaƟ ve eff ect on consumers’ aƫ  tude (β = -.139, p < .001). For Thai respondents, emoƟ onal and 
epistemic value is the most infl uenƟ al factor on consumers’ aƫ  tudes (β = .237, p < .001), followed 
by funcƟ onal value (value for money) (β = .188, p < .001), and past experience (β = .143, p < .001).  
Conclusions 
In conclusion, the percepƟ on of food values and their eff ects on consumers’ aƫ  tudes were varied 
among consumer’s naƟ onality and food types. In the case of Japanese respondents, the infl uenƟ al 
factors that were common for both local and foreign food were emoƟ onal and epistemic value and 
menu variety. But staff  and atmosphere were the key factor only in the case of local food—ordinary 
experience, while in the case of foreign food—extraordinary experience—quality of food is the key 
factor. This may be because they are not familiar with the cooking style and tastes of foreign foods, 
they choose the restaurant by its quality of materials. InteresƟ ngly, past experience shows the negaƟ ve 
eff ect on consumers’ aƫ  tude. When Japanese consumers have more experience on a foreign country, 
it is more likely that they would not consume the food in Japan. On the other hand, Thai consumers 
have common concerns on value for money of both foreign and local food. This may be a result from 
the economic condiƟ on of the country. The key factors when Thai consumers consider foreign food are 
emoƟ onal and epistemic value and past experience. This implies that Thai consumers look for more 
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emoƟ onal element of consumpƟ on when they are in extraordinary experience. And the more they 
have experience on a foreign country, the higher tendency to consume the food from that country.
ContribuƟ on to the fi eld 
Although the nature of this study is exploraƟ ve, there are mainly three contribuƟ ons. First, we com-
pared the perceived value of extraordinary and ordinary experiences in the context of food con-
sumpƟ on. Second, this research presented a new perspecƟ ve on the issues of standardizaƟ on and 
localizaƟ on of service exports that have long been discussed. Finally, the results of this study revealed 
that consumers seek an extraordinary experience that would let them perceive authenƟ city, even 
if the experience deviates from their usual preference. This is one of the addiƟ onal elements that 
supports the importance of off ering an authenƟ c experience. 
Keywords: extraordinary experience, foreign food consumpƟ on, perceived value, authenƟ city, 
emerging country  

Abstract 32

Sustainable development of coastal food services
Maria Yamkovaya, University of Cadiz, Spain

Manuel Arcila Garrido, University of Cadiz, Spain

Filomena Cardoso MarƟ ns, University of Aveiro, Portugal

Alfredo Izquierdo, University of Cadiz, Spain 

IntroducƟ on
The restoraƟ on sector plays an essenƟ al economic role in the tourism sector of Spain. It represents 
5% of GDP (Gross DomesƟ c Product) and more than 1.2 million employees. Besides the above-men-
Ɵ oned advantages, the restoraƟ on sector generates a direct adverse impact on local ecosystems, soil, 
water, and atmosphere via producing gas emissions, solid and liquid waste, intensive consumpƟ on 
of energy and water resources. The environmental impact of food services, especially criƟ cal in the 
fragile coastal zones of Spain due to the territory overloading, the seasonal eff ect of the ‘sun and 
sea’ tourism, and absence of a uniform environmentally friendly model of development. The earlier 
menƟ oned adverse infl uence on the Spanish coast is aggravated by the severe threat of climate 
change impact and erosion. The world scienƟ fi c community stated that adaptaƟ on of green pracƟ ces 
by coastal stakeholders and propagaƟ on of sustainable tourism development will prevent future risks 
of high economic, infrastructural, social and environmental losses. Consequently, the restoraƟ on 
industry requires a sustainable model and green pracƟ ces adopƟ on to provide environmental pro-
tecƟ on and to meet social needs in the future. Thus, the goals of the study are 1) to propose the 
restaurant model of sustainable development; 2) to analyse the level of its adopƟ on by restaurant 
owners around two mature tourisƟ c beaches of the Cadiz province.  
The research hypotheses are:
H1. The local entrepreneurs of the food service organizaƟ ons have more concerns about environ-
mental issues and adopƟ on of the sustainable model. They acknowledge the coastal areas more as 
a natural heritage in comparison with the foreign businessman.
H2. The newly established restaurants are less oriented to adjust to the sustainable model.  
Methodology
The quesƟ onnaire approach was used to obtain the required data. The quesƟ onnaire was designed 
with four subsecƟ ons: ‘restaurant profi le’, ‘stability of personnel employment’, ‘quesƟ ons of sus-
tainability’, and ‘quesƟ ons of climate change impact’. The survey was performed by the straƟ fi ed 
random sampling approach during the high summer season in 2018. The obtained data was coded 
and analysed with the StaƟ sƟ cal Package for Social Sciences (IBM SPSS® soŌ ware). The staƟ sƟ cal 
methods of ‘Contrast of hypotheses’ and ‘MulƟ variate analysis’ were applied to run the analysis. 
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Results
The outcomes showed that the foreign restaurant owners adopt less sustainable pracƟ ces in their 
restaurants in comparison to the local restaurant holders. The foreign restaurant managers (FRMs) 
provide full-Ɵ me job contracts to their personnel 44.7% less in comparison with the local restaurant 
managers (LRMs). The same tendency is observed with part-Ɵ me job contracts with a diff erence of 
29%. The seasonal adverse impact of coastal tourism is refl ected in the studied restaurants because 
from the majority of the studied 34 restaurants, 19 are closed during the low tourist season for 1 to 7 
months. The internaƟ onal restaurant managers are 22.8% less familiar with the concept of sustainable 
development comparaƟ vely with the local restaurant holders. 41.2% of restaurants have cerƟ fi cates, 
while the foreign restaurants are cerƟ fi ed 20% less comparaƟ vely with the Spanish ones. The usage 
of ecological products is 11% higher in the internaƟ onal restaurants in comparison to the local ones. 
The enƟ re number of the observed restaurants confi rmed that they use 14.7% of local products. 
The Spanish restaurant holders predominantly uƟ lize local, regional and naƟ onal products, whereas 
the foreign restaurants mainly use internaƟ onal goods. 67.6% of both local and foreign restaurant 
holders are familiar with climate change impact and measures to miƟ gate it. 58.8% of the parƟ ci-
pants use measures to save water resources, whereas the Spanish owners accomplish 12.1% more 
than internaƟ onal ones. Only Spanish restaurants use recycled water and collect rainwater. From the 
total number of parƟ cipants, 82.4% use light bulbs with low energy consumpƟ on, and solar energy 
is uƟ lized by 14.7% of respondents. 
Conclusions
The outcomes of the present study show that the sustainable model and green pracƟ ces have been 
poorly adopted by the restaurant directors. Restaurants which have been opened more than 10-20 
years provide a more sustainable way of business operaƟ on in comparison with newly established 
food service organizaƟ ons.  
ContribuƟ on to the fi eld
Main inputs to the fi eld of the present study are the staƟ sƟ cal affi  rmaƟ on of the correlaƟ on between 
levels of sustainable model adopƟ on with the naƟ onality of restaurant owners and periods of restau-
rant work. These dependencies have not been invesƟ gated previously. 
Keywords: model of sustainable development, green pracƟ ces, coastal restaurants, sustainable 
development  

Abstract 33

Agritourism farms as stakeholders of gastronomy 
tourism experience  
Rikard Bakan, ViroviƟ ca College, CroaƟ a

Dejan Tubić, ViroviƟ ca College, CroaƟ a  

Background and goals
A wholesome travel experience and live-like-locals approach have become some of the most sig-
nifi cant moƟ ves for travel of contemporary tourists. This is mainly seen in the growth of the tourist 
demand for tourist experiences connected to original gastronomy off er. The growth of interest for 
gastronomy tourism was noƟ ced over the last few years on a global scale, as well as in CroaƟ a. 
Slavonia, Baranja and Srijem as a rural area can be taken as example for desƟ naƟ on that have sƟ ll 
not reached the suffi  cient level of recogniƟ on and aƩ racƟ veness, especially among foreign tourists 
that visit CroaƟ a, in the same Ɵ me this area presents the desƟ naƟ on with authenƟ c tangible and 
intangible heritage, where precisely gastronomy plays an important role, sƟ ll stakeholders of this 
desƟ naƟ on did not succeed – and they could – in posiƟ oning this area as one of the most recogniz-
able gastronomy tourism desƟ naƟ ons in CroaƟ a. The purpose of this work is to examine the state 
of agritourism farms as stakeholders of original gastronomy tourism experiences and to understand 
to which extent gastronomy and the tourist experiences associated with it are being used as the 
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means for posiƟ oning the tourist desƟ naƟ on, i.e. to examine whether gastronomy can be used as a 
means for integraƟ on of agritourism farms and the desƟ naƟ on itself with the goal of creaƟ ng original 
gastronomy tourism experiences.  
Methodology/approach
In order to emphasize the signifi cance of the gastronomy in a rural surrounding and the tourist 
experience connected on the contemporary tourism market, the fi rst part of this paper off ers a 
theoreƟ cal approach to the phenomenon of agritourism and gastronomy tourism in the context of 
experience economy with an emphasis on the creaƟ ve tourist experience and the need of creaƟ ng a 
surrounding that would encourage the tourists to co-create their own tourist experiences based on 
the gastronomy heritage and local culture of life and work. The empirical part of this work is based 
on the theory that the exisƟ ng agritourism farms do not use the gastronomy off er as a prominent 
means of diff erenƟ aƟ ng and posiƟ oning in the sense of creaƟ ng a wholesome gastronomy tourism 
experience, i.e. on the fact that gastronomy off er is not only a mere saƟ sfacƟ on of the tourist’s 
physiological needs during their stays, but an experience that needs to incorporate the tourist’s 
overall cultural and hedonisƟ c needs.  
Results
This paper off ers an analysis of the business management of agritourism farms in the area of Slavonia, 
Baranja and Srijem in the context of creaƟ ng gastronomy tourism experiences, i.e. in the context 
of augmenƟ ng the basic stakeholders of the tourist off er and the overall desƟ naƟ on in delivering a 
recognizable gastronomy tourism experience.  
Conclusion/implicaƟ ons
The empirical research data suggest that nearly all agritourism farms of the examined area rarely 
use the gastronomic heritage and the tangible and intangible heritage connected to it as grounds of 
their off er. Moreover, the authors also conclude that the examined area lacks an integral associaƟ on 
of the overall desƟ naƟ on off er in the sense of creaƟ ng a gastronomy tourism experience, as well as 
that it lacks the establishment of a tourism value chain which is imperaƟ ve for creaƟ ng an original, 
sustainable and competent tourist product.  
Keywords: agrotourism, gastronomy, gastrotourism, experience economy 

Abstract 34

YOLO: What Millennials and Post-Millennials 
think about eaƟ ng animals  
Carol Kline, Walker College of Business Appalachian State University, USA

R. Cody Rusher, Walker College of Business Appalachian State University, USA

Kelsey Merreck Wagner, Walker College of Business Appalachian State University, USA  

Background and goals
Millennials (born from 1981-1996; Dimock, 2019) who reached adulthood at the turn of the 21st 
century have been subject to a constant stream of informaƟ on as they grow into working, contribuƟ ng 
global ciƟ zens. They and the generaƟ on that came aŌ er them, born from 1997 onward, someƟ mes 
called GeneraƟ on Z or Post-Millennials, are exposed to media campaigns, educaƟ onal messages, 
and business programs focused on enhancing sustainability and conserving resources for future 
generaƟ ons (Myers, 2012; Stringer, 2008). From vegetarian and vegan campaigns, wildlife traffi  cking 
demand reducƟ on messages, and energy and environmental iniƟ aƟ ves, for example, Millennials and 
Post-Millennials (M&PM) experience a conƟ nuous stream of sustainability and environmental mes-
sages, which could likely shape their worldview and aff ect their educaƟ onal and career goals (Fromm 
& Garton 2013). Concurrently, M&PM have grown up during major economic and environmental 
crises, which infl uence perspecƟ ves about personal responsibility for the planet (Monaco 2018). At 
the same Ɵ me, the global demand for meat and other animal products for consumpƟ on conƟ nues 
to rise (World Health OrganizaƟ on. n.d). Despite the host of well documented social, environmental, 
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and health ramifi caƟ ons from industrial meat, dairy, and egg producƟ on (Drawdown, n.d.), animal 
protein remains fi rmly embedded in our societal fabric as part of holy days, family celebraƟ ons, 
communal fellowship, and exploring the world through travel. Millennials, who repeatedly have 
been cited to value travel and other experiences over material goods (Moscardo & Benckendorff , 
2010), are bearing the brunt of this confl uence of world events, and they along with their younger 
counterparts Post-Millennials, must face a vastly diff erent world than previous generaƟ ons. The focus 
for our study therefore is the way that these two demographic groups are processing this confl uence. 
The specifi c quesƟ ons explored is this study are How do Millennials and Post-Millennials view the 
eaƟ ng of animals within the current context of issues surrounding the producƟ on of animal protein? 
To what extent are these views amplifi ed or changed through travel?
Design 
The approach used for this study was a vigneƩ e-based interview design because vigneƩ es can be 
used to prompt informants’ beliefs and ideas about scenarios that might pertain to sensiƟ ve topics 
(Atzmüller & Steiner, 2010; Lee & ScoƩ , 2015). The informant reads a brief story about a parƟ cular 
topic and then discusses their reacƟ on to the story, the characters, and the events.VigneƩ es allow 
for a ‘distancing’ from the topic at hand, although the informant ends up injecƟ ng their views on 
the topic as they discuss their reacƟ on to the story (Kline & Rusher, 2018). A set of eight vigneƩ es 
were used; each was created to address the overarching research quesƟ ons, but parƟ cularly delved 
into consumpƟ on paƩ erns at home vs. as a tourist, eaƟ ng meat from exoƟ c vs. ‘ordinary’ animals, 
animal welfare, and the eff ect of meat producƟ on on the environment. The vigneƩ e-based interviews 
were grounded in the noƟ on of Perceived Consumer Eff ecƟ veness, or the extent to which individuals 
believe their consumpƟ ve acƟ ons can make a diff erence (Ellen, Wiener, & Cobb-Walgren, 1991). Ten 
interviews were conducted in January and February 2017; a total of eight women and two men were 
interviewed, all were in their early 20s. The interviews, which lasted between 25 and 40 minutes, 
were audio recorded and later transcribed by a third party. Interview transcripts were analysed using 
inducƟ ve convenƟ onal content analysis in a four-step process (Kodish & GiƩ elsohn, 2011).
Results
Findings from the study revealed several themes. First, an intenƟ onal theme of perceived consumer 
eff ecƟ veness was evident whereby informants discussed their feeling of relaƟ ve power or ineff ec-
tualness regarding their consumpƟ on choices making a diff erence in the market. Other common 
discussions that arose from the informants were thoughts around being vegetarian or vegan, eff orts to 
reconcile their own cogniƟ ve dissonance around eaƟ ng meat, dining interacƟ ons with other cultures 
while traveling, meat as a social catalyst in family and societal celebraƟ ons, and a host of ethical 
consideraƟ ons of animal consumpƟ on (including animal welfare, poliƟ cal acts, and environmental 
impacts). An important fi nding was the willingness of young people to put aside their ethics while 
traveling in order to fully experience a new place; this temporary abandonment of their typical moral 
compass is encapsulated in the phrase “You only live once” or YOLO.
Conclusions
Food ethics while traveling have only recently begun to be explored. Newer sƟ ll is the focus on eat-
ing animals while traveling (Kline, 2018). If a goal is to counteract the YOLO mentality, educaƟ onal 
messages can be constructed to do so. However, if the goal is to maximize markeƟ ng potenƟ al to the 
substanƟ al M&PM markets, appealing to the YOLO mindset would likely be successful. 
ContribuƟ on to the fi eld
The study is a step in understanding the mindset of younger generaƟ ons when traveling and confront-
ed with potenƟ ally problemaƟ c situaƟ ons, be they cultural, social, environmental, or animal welfare 
related. Many more studies to understand the complex, nuanced and perhaps relaƟ ve ethical stance 
of younger generaƟ ons must be conducted, in varying contexts. The focus of this study builds off  the 
growing research into M&PM dining and travel lifestyles, behaviors, and moƟ vaƟ ons.
Research limitaƟ ons
The results apply to a small sample and are therefore geographically limited in scope.  
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Keywords: Millennials, Post-Millennial, animal protein, eaƟ ng meat, perceived consumer eff ecƟ veness, 
ethical consideraƟ ons  
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Abstract 35

Gastronomy in CroaƟ a: OpportuniƟ es for 
transformaƟ ve tourism development 
Snježana Boranić Živoder, InsƟ tute for Tourism, CroaƟ a 

Sanda Čorak, InsƟ tute for Tourism, CroaƟ a 

IntroducƟ on
For the development of tourism, it is necessary to constantly monitor changes in society, understand 
these changes and adapt the tourist off er to the needs of modern tourists. These changes are of-
ten the result of global poliƟ cal, economic and social trends that refl ect on the lives of individuals 
and create new expectaƟ ons of the desƟ naƟ ons to which they travel. Nowadays, desƟ naƟ ons are 
becoming places for learning, places of return to balance, spreading knowledge and understanding 
of other cultures. Such places can sƟ mulate the processes of change in thinking and living habits 
at the individual level, and thus at the global level, making travel a vehicle for transformaƟ on in a 
posiƟ ve social movement. There are numerous studies, addressing consumers becoming transfor-
maƟ ve tourists and changing the world around them, making tourism an ambassador for change. 
Such global trends drive desƟ naƟ ons to develop products based on indigenous and local heritage, 
allowing guests unique experiences and, at the same Ɵ me, preserving cultural idenƟ ty. A tourism 
product that in many ways meets the needs of trans tourists is gastronomic tourism. In recent years, 
its popularity has been growing on the internaƟ onal tourism market. It is based on sustainability and 
the preservaƟ on of tradiƟ onal values, engages the local people, cares about ecology, health, educates 
consumers, engages creaƟ ve thinking and promotes values of the local community. 
Background 
Gastronomy is recognized as an important factor in the supply of tourist desƟ naƟ ons, especially in 
the context of global trends. Mak, Luberts and Evens (2012) dealt with the relaƟ onship between 
globalizaƟ on and food consumpƟ on in the context of tourism and concluded that globalizaƟ on 
could not be considered as a threat but also as an incenƟ ve to open to new opportuniƟ es for local 
gastronomic products and idenƟ ty building. DesƟ naƟ ons have diff erent approaches. Some desƟ na-
Ɵ ons focus on farms and agricultural experience, while others choose to focus on high-end gourmet 
experiences (WFTA, 2018). Trends in gastronomy in many ways match the emergence and characteris-
Ɵ cs of transformaƟ ve tourism. All this is in line with the growth of awareness of the sustainability 
of development, and the food market is increasingly linked. Food waste and sustainability remain 
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some of the most pressing issues facing chefs and restaurants today (CatchOn, 2018). Cooking and 
chefs are gaining high media visibility. In the future, it is expected that food, art and design will be 
further integrated, which will open even more space for innovaƟ on. Everything that is happening in 
the gastronomy market is in line with the growing number of well-informed tourists and the so-called 
‘cultural creaƟ ves’. The set of values   on which their lifestyles are based are: ‘caring for relaƟ onships’, 
‘cooperaƟ on and peace’, ‘social jusƟ ce’, ‘self-realizaƟ on’, ‘spirituality’, ‘caring for the planet’, ‘holisƟ c 
view’, ‘connected’ ecosystems’, ‘organic system’ (Ray and Anderson, 2000). Generally, they lean toward 
‘experienƟ al, authenƟ c and holisƟ c’ and are drawn to places where they can learn and experience 
something related to other lifestyles. Gastro-tourists also known as ‘foodies’ also share these values   
and interests, they are interested in health, religious and ethical issues. In desƟ naƟ ons they prefer 
cooking with the local community, workshops, parƟ cipaƟ ng in various acƟ viƟ es (picking grapes, 
olives, etc.), visiƟ ng wineries and disƟ lleries, visiƟ ng farms, off ering ‘street food’, visiƟ ng markets, 
tasƟ ng rooms, visiƟ ng local restaurants. They show resistance to mass producƟ on, wanƟ ng local and 
healthy. DesƟ naƟ ons that develop gastronomy must consider cultural heritage, sustainability, quality, 
communicaƟ on and collaboraƟ on (UNWTO, 2012). The aim of this paper is to present CroaƟ a as 
an example, i.e. how much guests who visit CroaƟ a are moƟ vated by gastronomy and what are the 
possibiliƟ es for the further development. 
Research methods
This paper presents the results of quanƟ taƟ ve and qualitaƟ ve research. The data reported herein 
was collected as a part of a larger survey on aƫ  tudes and expenditures of tourists in CroaƟ a – “TO-
MAS Summer survey” (InsƟ tute for Tourism, 2018). The survey was conducted during the summer 
months of 2017 (June-September), and includes 5,950 respondents interviewed in 67 desƟ naƟ ons 
in the seven coastal counƟ es that account for more than 90% of total overnights realized in CroaƟ a. 
StraƟ fi ed sample has been chosen and strata include the diff erent types of accommodaƟ on faciliƟ es 
(hotels and similar faciliƟ es, camps and private accommodaƟ on) and major generaƟ ng markets (2018). 
This longitudinal survey has been conducted every four years from 1987. For the second qualitaƟ ve 
survey, a structured quesƟ onnaire was used. Respondents were the owners of restaurants (n = 24) 
with a high-quality off er, listed in renowned world guides. 
Results
Research results showed that in 2017, gastronomy was one of the three most important moƟ ves for 
coming for 29% of tourists (TOMAS, 2018). InteresƟ ngly, this moƟ ve was most pronounced among 
guests aged 30-49 (31.3%) and slightly less in 50+ (27.8%) and up to 29 years (29.0%). It is important 
to emphasize that the moƟ ve for ‘eaƟ ng and drinking, gastronomy’ in the period from 2004 to 2017 
is in constant growth. While in 2004 this was one of the moƟ ves for 19.4% of guests in 2017, it was 
for 29.0% of guests. From the results it can be concluded that the results of the survey of guests in 
CroaƟ a refl ect the picture of general global trends. The results of a qualitaƟ ve survey with restaurant 
owners showed that restaurant owners consider the use of local foods in their off er extremely im-
portant and that they use more than 80% of local foods in food preparaƟ on. They also emphasized 
the importance of using organic/ eco/ biodynamic products on off er. The problems they face are 
related to conƟ nuity of supply, insuffi  cient quanƟ Ɵ es, seasonality and diversity. The most important 
factors of success were the quality of the food they use, the combinaƟ on of tradiƟ onal and modern, 
innovaƟ ve food preparaƟ on and authenƟ c culinary expression and emphasis on their own ‘terrior’.
Conclusions
The results show a trend of increasing demand for gastronomy in CroaƟ a, as well as the recogniƟ on 
of these trends by restaurant owners. CroaƟ a has launched a series of acƟ viƟ es to develop this 
product. The NaƟ onal Tourism Offi  ce is implemenƟ ng a project aimed at promoƟ ng local food and 
wine, promoƟ ng healthy eaƟ ng, and raising the awareness of caterers about the importance of gas-
tronomic off er. There are various iniƟ aƟ ves and projects at regional levels within which restaurant and 
gastronomic labeling systems have been developed and food-inspired roads as tourist aƩ racƟ ons (for 
example, olive oil roads, cheese roads, wine routes). However, there are several diff erent obstacles 
on the path to a more intense and faster development. Namely, most of the supply is concentrated 
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on the CroaƟ an coast and in the capital where there the highest tourist demand is. Furthermore, the 
desƟ naƟ on value chain is sƟ ll underdeveloped. Although the number of local producers is growing, 
they are sƟ ll insuffi  ciently connected, both between themselves and with restaurants. However, there 
is a key foundaƟ on for developing a quality gastronomic off er. The growth of organic food producƟ on 
is noƟ ceable, nature is sƟ ll preserved and thus the possibility of growing quality food. In this context, 
CroaƟ a can respond to the needs of ‘new tourists’ and their value system. 
Keywords: gastronomy, transformaƟ ve tourism, CroaƟ a, trends 



68



69

godina / anniversary

International Tourism Conference Dubrovnik, 6-9 November 2019
“TOURISM IN THE VUCA WORLD: TOWARDS THE ERA OF (IR)RESPONSIBILITY”Bo

ok
 o

f a
bs

tra
ct

s

Parallel session: 
DesƟ naƟ on markeƟ ng, branding 
and reputaƟ on for the new era  
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Abstract 36

Development opportuniƟ es for desƟ naƟ on markeƟ ng and 
management organizaƟ ons: The case of Estonia
Anneli Haabu, Estonian Tourist Board, Estonia

Tatjana Koor, University of Tartu - Pärnu College, Estonia

Tiina Viin, University of Tartu - Pärnu College, Estonia 

Research aims, methods and results 
The DesƟ naƟ on Management OrganizaƟ ons (DMOs) have vital role in sustainable development. In 
recent years, the tourism developers have faced the problem, which the future of DMOs in the new 
global economy might have. The aim of the paper is to provide guidance for developing Estonian 
DMOs and their acƟ on paƩ erns. The research quesƟ ons were to fi nd out what the development 
opportuniƟ es for the Estonian DMOs are. Data were collected using two qualitaƟ ve studies among 
Estonian DMOs, Regional Tourism OrganizaƟ ons (RTO), Estonian Tourist Board (ETB) and the local 
governments. The study revealed that the role of RTOs in the Estonian tourist model is not clear. 
Furthermore, there is no knowledgeable cooperaƟ on with local community. In markeƟ ng, there sƟ ll 
prevails “fair-oriented” reasoning and digital media is less noƟ ceable. DMOs should focus their ac-
Ɵ viƟ es and the fi nancial sustainability of local governments should be based on measurability of the 
tourism eff ect. Therefore, there is a need for leadership and tourism sector competence on DMOs 
management level. The co-partners of ETB should rather be strong desƟ naƟ ons, culture and nature 
areas. It is advisable to involve experts out of the tourism sector in the discussions. There is need to 
create a measurement system – shiŌ  focus on results of DMOs and eff ects of tourist economy. DMOs 
should deal more with digital and content markeƟ ng, with the local value-based product development, 
quality and feedback coordinaƟ on. Forming tourism departments on local government structure or 
entrepreneur-based tourism clusters is fi nancial model that need to be consider. 
Keywords: business-models, leadership, tourism ecosystem, engagement, strategic planning  

Abstract 37

LaƟ n-Asian based brand equity for Spain 
as a tourism desƟ naƟ on 
Belén Rodríguez Cánovas, Complutense University of Madrid, Spain

Ester MarƟ n-Caro, Corporación Universitaria Asturias, Columbia  

Background and goals
Brands have aƩ racted major interest among researchers and pracƟ Ɵ oners. A popular fi eld of research 
is the brand equity phenomenon In general, brand equity is the uƟ lity or value that a brand name 
gives to a product (Farquhar, 1989; Rangaswamy, Burke & Oliva, 1993), as an intangible asset of great 
value to companies (Keller, 2007). Brand equity can be approached from a fi nancial or a customer 
perspecƟ ve. The present research focuses on brand customer perspecƟ ve, known as Customer-Based 
Brand Equity (CBBE). Literature reveals that two main CBBE conceptual frameworks dominate. Aaker 
(1991, 1998) considers CBBE as a set of assets (liabiliƟ es) linked to a brand’s name and symbol that 
adds to (or subtracts from) the value a product/service provides to customers. This value added can 
build through several dimensions: perceived quality, brand loyalty, brand associaƟ ons, and brand 
awareness. In contrast, Keller (1993) views CBBE as the diff erenƟ al eff ect of brand knowledge on 
customer response to the markeƟ ng of the brand, consisƟ ng of brand awareness and brand image. 
Regarding CBBE measurement and according to Keller (1993), academic literature disƟ nguishes two 
measures of CBBE: direct and indirect. This study focuses on the indirect approach, following many 
other authors (e.g., Yoo & Donthu, 2001; Konečnic, 2006). The aim of this study is to contribute 
to desƟ naƟ on branding literature by tesƟ ng CBBE models. As far as we know, no previous study in 
CBBE for Spain desƟ naƟ on brand exists in the fi eld. The Spain desƟ naƟ on CBBE model is tested with 
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customers in two distant markets in diff erent conƟ nents; Colombia and China. This study proposes a 
conceptual Spain CBBE model and fi ve hypotheses. Spain CBBE model is a mulƟ dimensional construct 
of fi ve dimensions: desƟ naƟ on brand awareness (H1), desƟ naƟ on brand image (H2), desƟ naƟ on 
brand quality (H3), desƟ naƟ on brand value (H4) and brand loyalty (H5). DesƟ naƟ on brand loyalty is 
the closest in CBEE formaƟ on (H6). In addiƟ on, the customer naƟ onality acts a moderator variable 
in this model (H7).  
Design/methodology/approach
Resident individuals in Colombia and China aged older than 18 years parƟ cipated in an online survey. 
These individuals were quota recruited from the employees and the students of an internaƟ onal 
online business school operaƟ ng in both counƟ es with local offi  ces. The fi nal sample consists of 186 
Chinese individuals and 228 Colombians. The research was conducted in February 2019. The study 
instrument was built from brand equity theory and Konečnic’s instrument (2006). It included new 
items to enrich the constructs and variables were measured on a 5-point Likert scale.  
Results
This data analysis included two steps. First, univariate staƟ sƟ cs analysis for each variable. Second, 
the study applies a structural equaƟ on model (SEM) conducted in SPSS Amos 23. Drawing for the 
empirical test results, we can conclude that the value of Spain brand desƟ naƟ on as perceived by 
customers is a mulƟ dimensional construct consisƟ ng of Spain’s brand awareness, Spain’s brand 
image, Spain’s brand quality, Spain’s brand value as a separate construct and Spain brand loyalty.  
Conclusions
Spanish brand image and brand value are the strongest dimensions in Spain CBBE formaƟ on and na-
Ɵ onality moderates the result. Overall Spanish brand equity results strongest in Colombian individuals.
ContribuƟ ons
First studies about the percepƟ on of desƟ naƟ ons appeared in the 1970s (for example Anderssen 
& Colberg) and they have extended unƟ l today (for example, Marine-Roig & Ferrer-Rosell, 2018). 
Although desƟ naƟ on brands are prominent new line of research (Morgan & Pritschard, 2002; Cai, 
2002; Kotsia, Pike & GoƩ lieb, 2018) most of the desƟ naƟ on markeƟ ng studies target the concept 
of desƟ naƟ on image (Pike & Page, 2014) and CBBE studies provides with a more holisƟ c knowledge 
about branding because it goes beyond brand image. PracƟ cal implicaƟ ons are relevant for the 
further Spain’s markeƟ ng strategies in Colombian and Chinese markets to assess the eff ecƟ veness 
of markeƟ ng acƟ ons and provide indicators for the future.  
LimitaƟ ons
More contribuƟ ons are needed in the fi eld to understand the antecedents of the CBBE dimensions 
such as markeƟ ng variables or cultural factors. Another suggesƟ on is to enrich the fi ndings with 
qualitaƟ ve research.  
Keywords: CBBE, desƟ naƟ on markeƟ ng, desƟ naƟ on branding, Spain   

Abstract 38

Developing a compeƟ Ɵ ve wellness tourism desƟ naƟ on: 
The case of Istrian County 
Jadranka Gojtanić, Jagos d.o.o., CroaƟ a

Doris Peručić, Edward Bernays University College, CroaƟ a  

Background and goals
The health tourism has grown signifi cantly in recent years and has become increasingly important 
in many established and emerging desƟ naƟ ons around the world. Due to populaƟ on aging, increas-
ing standards of living and turning to a healthy lifestyle, demand for health tourism is expected to 
increase even more. Many countries are developing wellness tourism as a major segment of the 
growing health tourism. According to the UN World Tourism OrganizaƟ on wellness is a type of tourism 
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acƟ vity which aims to improve and balance all of the main domains of human life including physical, 
mental, emoƟ onal, occupaƟ onal, intellectual and spiritual. People travel for wellness to maintain 
or enhance their personal health and well-being. Wellness services focus on healing, relaxaƟ on or 
beauƟ fying of the body that is prevenƟ ve and curaƟ ve in nature. The supply of wellness tourism 
is already very wide from hotels with spas faciliƟ es, to wellness hotels and thermal baths. To be 
successful health desƟ naƟ ons need to off er unique wellness experiences in unique surroundings. 
Health tourism development is one of the main prioriƟ es of CroaƟ an tourism development strategy, 
unƟ l 2020. Istria, as one of most developed CroaƟ an tourist regions with a long tradiƟ on of wellness 
services and already well-developed wellness infrastructure and designed wellness packages available 
throughout the year, can be developed as a unique wellness desƟ naƟ on. The objecƟ ve of this paper 
is to analyze the trends in wellness market, the off ers and demands for wellness products in Istria, 
and to give guidelines for successful, long-term planning and management of the development of 
Istria as an internaƟ onally recognized wellness-tourist desƟ naƟ on. 
Design/methodology/approach
For the purpose of this paper two researches were conducted; the fi rst research was conducted 
in order to analyze new trends on the health tourism market, development of wellness tourism in 
the world, current situaƟ on in Istria and the key desƟ naƟ on aƩ racƟ veness and resources important 
for developing Istria as a compeƟ Ɵ ve wellness tourism desƟ naƟ on. It was mainly pursued through 
analysis of literature and available secondary data. The second research was conducted using an in-
depth interview with hotel managers of leading Istrian wellness hotels regarding their opinion about 
the possibiliƟ es, the limitaƟ ons and opportuniƟ es for the development of Istria as a compeƟ Ɵ ve 
wellness-tourism desƟ naƟ on.  
Results
The fi ndings show that Istria has all the resources which are necessary for the development and po-
siƟ oning as a wellness-tourism desƟ naƟ on which includes the necessary infrastructure and services 
such as accommodaƟ on, restaurants and other faciliƟ es, developed wellness off er with treatments 
and experiences based on local authenƟ c tradiƟ ons, quality natural assets, aƩ racƟ ve scenery and 
environment, local culture, authenƟ city and reputaƟ on of the desƟ naƟ on. The limitaƟ on and oppor-
tuniƟ es for the development of Istria as compeƟ Ɵ ve wellness desƟ naƟ ons were idenƟ fi ed. The 
compeƟ Ɵ ve advantage of Istria is based on the quality of wellness faciliƟ es, aƩ racƟ ve prices and 
aƩ racƟ veness of the desƟ naƟ on. The quality of Istrian supporƟ ng tourist faciliƟ es add value to the 
core product and help to diff erenƟ ate it from compeƟ Ɵ on. Along with strategic management of the 
desƟ naƟ on natural resources are the key element for further development of Istria as wellness-tour-
ism desƟ naƟ on. Natural resources that are incorporated into the product off ered in the desƟ naƟ on 
have to be protected and accessible. Wellness integrated iƟ neraries and integrated wellness packages 
can also be developed 
Conclusions
Strategic management is crucial for the development of long-term compeƟ Ɵ veness of the desƟ na-
Ɵ on. Key acƟ viƟ es for the development of Istria as a compeƟ Ɵ ve wellness-tourism desƟ naƟ on are 
strategic desƟ naƟ on planning, brand idenƟ ty development, supporƟ ng health tourism and health 
promoƟ on at regional and naƟ onal level, conƟ nuous evaluaƟ on and development of desƟ naƟ on 
infrastructure and service off erings
Health tourism can contribute to the extension of the tourist season and enrich the tourist off er 
of Istria. For successful posiƟ oning on the internaƟ onal market it is crucial to develop a successful 
desƟ naƟ on management.  
ContribuƟ on to the fi eld
The paper provides informaƟ on that can be used for strategic planning of the development of Istria 
as successful wellness desƟ naƟ on. DesƟ naƟ on of wellness tourism, in order to meet demands of 
modern tourists, has to off er integrated health tourism product. Istria, as a region with a long tourist 
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tradiƟ on, can build compeƟ Ɵ ve advantage combining wellness treatments with tourism experience 
as a by - product. This study is a foundaƟ on for further research.
Keywords: wellness tourism, Istria, desƟ naƟ on management, opportuniƟ es  

Abstract 39

Conceptualising the role of desƟ naƟ on branding 
in transformaƟ ve travel during fi nancial crisis
MarieƩ a Fragkogianni, University of Suff olk Business School - University of Surrey, United Kingdom  

Background 
At the Ɵ me when new forms of tourism emerge, branding a desƟ naƟ on consƟ tutes an increasingly 
challenging process (Matusitz, 2016). Especially in transformaƟ ve tourism the tourists’ demands 
concerning both the desƟ naƟ on and the way that it is promoted are parƟ cularly increased, further 
from just having ‘unforgeƩ able holidays’ (Reisinger, 2013).  
Tourism and Financial Crisis 
FacilitaƟ ng the travel to numerous desƟ naƟ ons, advances in technology and transport resulted in 
the emergence of new tourist markets, consequently establishing tourism as one of the world’s 
largest income generaƟ ng industry (UNWTO, 2015). However, tourism is sensiƟ ve to crises, facing 
numerous challenges (Sofi eld, 2003). Since 2008, recession created negaƟ ve psychology to tourists, 
infl uenced their consumpƟ on paƩ erns and fi nally led to a decline of internaƟ onal tourism with 
relevant repercussions in the tourism and hotel industry revenue (Sariisik et al., 2011). Research 
showcases (Candemir and Zalluhoglu, 2011) that businesses which during an aŌ er a fi nancial cri-
sis period focused on markeƟ ng acƟ viƟ es, quickly enjoyed signifi cant income and market share, 
maintaining the loyalty of their sophisƟ cated customers, who adapted their expenses accordingly. 
Although Pearce II and Michael’s study (2006) states that proper desƟ naƟ ons’ branding, posiƟ oning 
and promoƟ onal acƟ viƟ es consƟ tute a useful survival tool during a crisis period, the relevant issue 
is underrepresented in literature. 
TransformaƟ ve Travel
Even under circumstances of criƟ cal uncertainty new forms of tourism arise, with transformaƟ ve 
tourism being one of the most prevailing ones. SupporƟ ng the traveller so as they see themselves 
going through a thorough cogniƟ ve and psychological change that is further extended from just living 
the travel experience (Kirrilova et al., 2017) establishes the need for the employment of suitable 
managerial strategies by tourism pracƟ Ɵ oners (Robledo and Batle, 2017). Furthermore, the way that 
the need for tourists to transform should be addressed through appropriate branding strategies is 
worth being further invesƟ gated, especially against a backdrop of fi nancial crisis situaƟ ons.
Perceived Risk Theory (PRT) and Theory of Planned Behaviour (TPB) AnƟ cipaƟ ng the way that tourists 
form their decisions so as to posiƟ vely infl uence them is of major importance in desƟ naƟ ons branding. 
To this eff ort, invesƟ gaƟ ng the role of PRT and TPB is pivotal. PRT relates to the way that fi ve types of 
perceived risk: quality, economic, Ɵ me loss, physical, and privacy are involved in individuals’ decision 
making process. Thus, searching for suitable informaƟ on and strategies to overcome uncertainty is 
an expected human stance (Bauer, 1960) which needs further invesƟ gaƟ on in the tourism fi eld. More 
analyƟ cally, it is important to invesƟ gate the relaƟ on between (perceived) risk and (perceived) tourists’ 
saƟ sfacƟ on when aim to pursue transformaƟ onal experiences. If this relaƟ on is found posiƟ ve, higher 
risk is regarded as successfully taking the traveller out of their comfort zone, otherwise it will be 
proved that the tourist aspires to immerse in the experience but without being threatened by risks. 
In TPB the focal point is any factor infl uencing people’s intenƟ on to behave and act in a certain way 
(Ajzen, 1991). While the ability of the theory to be used as a means to anƟ cipate human behaviour 
is scienƟ fi cally confi rmed (Quintal et al., 2010) TPB could be combined with PRT and relate to the 
infl uence that perceived risks can exert on human behaviour.  
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Literature Gap
Based on the above, the conceptual study aims to state the gap in the exisƟ ng literature that needs to 
be addressed related to the role of desƟ naƟ on branding in the fi eld of transformaƟ ve tourism during 
fi nancial crisis period and the potenƟ al relaƟ ons between them, considering elements of tourists’ 
behaviour. On an eff ort to address the gap, the reciprocal eff ect that transformaƟ ve experiences 
might exert to desƟ naƟ on branding need to be analysed. Τhe research is to be complemented by the 
invesƟ gaƟ on of the infl uence which recession can exert in the decision making process of tourists 
who want to experience transformaƟ ve travel. Relevant research should also be conducted for 
the implicaƟ ons that this might have on the strategic branding decisions of desƟ naƟ on marketers 
and related insƟ tuƟ ons (TransformaƟ ve Travel Council) aiming to enable visitors enjoy construcƟ ve 
transformaƟ ve experiences.  
Conclusions
Financial crisis is conceptualised as a crucial infl uenƟ al factor for tourist spending paƩ erns. With 
current tourists being sophisƟ cated it is worth to examine the way that the crisis could infl uence 
their aƫ  tude towards transformaƟ ve experiences. Within this context, PRT and TPB seem to pro-
vide a seminal basis for further research regarding the role of perceived risk and human behavior 
aspects. This helps to idenƟ fy whether perceived risk is posiƟ vely or negaƟ vely as well as directly 
or indirectly related to the transformaƟ ve experiences. Thus, while the role of desƟ naƟ on branding 
remains crucial in transformaƟ ve travel, the interpretaƟ on of tourist behaviour and potenƟ al risk 
percepƟ ons helps to deploy the mulƟ ple dimensions of this new form of tourism that has arisen in 
an era of uncertain and volaƟ le circumstances. 
Keywords: transformaƟ ve travel, recession, brand desƟ naƟ on 
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Abstract 40

Typology of cultural heritage aƩ racƟ ons in Bulgaria: 
TheoreƟ cal and management implicaƟ ons 
Vasil Marinov, Sofi a University St. Kliment Ohridski, Bulgaria

Mariana Assenova, Sofi a University St. Kliment Ohridski, Bulgaria

Vera Nikolova, Sofi a University St. Kliment Ohridski, Bulgaria

Elena Petkova, Sofi a University St. Kliment Ohridski, Bulgaria

Radenka Mitova, Sofi a University St. Kliment Ohridski, Bulgaria

Atanas Kazakov, Sofi a University St. Kliment Ohridski, Bulgaria

Chayana Istatkova, Sofi a University St. Kliment Ohridski, Bulgaria  

Background and goals 
The research is carried out within the NaƟ onal scienƟ fi c program “Cultural heritage, naƟ onal mem-
ory and public development”. Currently the tourist aƩ racƟ ons are not well defi ned in the country 
despite of the enormous fi nancial public support for the adaptaƟ on and socializaƟ on of the rich 
cultural heritage for tourism purposes. The Ministry of Tourism has launched an e-register of tourist 
aƩ racƟ ons without the clear guidance for local authoriƟ es on the selecƟ on of tourist sites to be 
inscribed and how they should be classifi ed. At the same Ɵ me the Ministry of Culture is in the pro-
cess of elaboraƟ ng a Strategy for the cultural heritage and express its needs of pracƟ cal typology of 
tourist aƩ racƟ ons in order to mainstream the future acƟ viƟ es. Thus, the main aim of the research is 
to provide a theoreƟ cally sound, workable and acceptable to key stakeholders’ typology of cultural 
heritage aƩ racƟ ons to support their proper and sustainable management. The specifi c objecƟ ves 
include the elaboraƟ on of a defi niƟ on of a tourist aƩ racƟ on, the development and approbaƟ on of 
a typology of cultural heritage aƩ racƟ ons and respecƟ ve management models. 
Methodology 
The methodology of research is based on a thorough review of scienƟ fi c publicaƟ ons on tourist at-
tracƟ ons and their typology as well as of relevant legislaƟ on, strategies and programmes in Bulgaria. 
QuesƟ onnaire surveys among aƩ racƟ ons’ operators and tourists will be fulfi lled in June-July 2019 to 
study the current demand and supply of selected representaƟ ves of each type of aƩ racƟ ons, including 
the management and sustainability issues. For the purpose fi eld research will cover a predefi ned 
iƟ nerary in the country to cover diff erent types of cultural heritage aƩ racƟ ons. The research will 
also include the internet presentaƟ on of those aƩ racƟ ons and their current presence in the tourist 
off ers based on a developed methodology of search. 
Results 
The expected results include the elaboraƟ on of a workable defi niƟ on of a “tourist aƩ racƟ on” and 
pracƟ cally applicable typology of cultural heritage aƩ racƟ ons to be used by the public bodies. An 
overview of the features of and demand for diff erent types of heritage aƩ racƟ ons based on a unifi ed 
methodology will be provided. Management gaps will be idenƟ fi ed to provide clear direcƟ on of future 
public intervenƟ ons with focus on the sustainable uƟ lizaƟ on. 
Conclusion 
The conclusion will defi ne the coordinated eff orts of diff erent insƟ tuƟ ons on naƟ onal and local level 
needed to improve the legislaƟ on and strategies for cultural heritage development for tourism purpos-
es and will demonstrate the role of academic research in cultural heritage uƟ lizaƟ on of public benefi t. 
ContribuƟ on to the fi eld 
The contribuƟ on will be both theoreƟ cal – further development of exisƟ ng defi niƟ ons and typology, 
and pracƟ cal – improved focus of public policies and allocaƟ on of public funds for conversion of 
cultural heritage into tourist aƩ racƟ ons. 
Keywords: tourist aƩ racƟ on, cultural heritage, heritage aƩ racƟ on, typology, tourism demand and 
supply, management, sustainability 
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Parallel session: 
The other side of tourism: 
possible crisis and confl icts 
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Abstract 41

Resilence in tourism of two Indian ciƟ es 
to natural disasters: A case study 
Mahfuzuar Rahman Barbhuiya, Indian InsƟ tute of Technology, India

Devlina ChaƩ erjee, Indian InsƟ tute of Technology, India  

Background and goals
Tourism is a driver of social and economic growth of a country that off ers employment opportuniƟ es 
for many. Natural disasters in tourist desƟ naƟ ons lead to loss of infrastructure, desƟ naƟ on image, 
livelihoods and economic well-being of the local community. The purpose of this study is to under-
stand how diff erent insƟ tuƟ onal, social, cultural and economic factors aff ect the resilience of two 
Indian ciƟ es in two diff erent regions.  
Design/methodology/approach
For this paper, two ciƟ es in India were chosen, that have faced natural disasters in the recent past. A 
theoreƟ cal model for resilience is conceptualised, and relevant factors aff ecƟ ng resilience idenƟ fi ed. 
Resilience scorecard developed by Basurto-Cedeño and Pennington-Gray (2015) is used. Primary 
data are collected from the main stakeholders, namely the hotel and accommodaƟ on sector, the 
travel sector, tourists and governmental agencies. A vulnerability index is calculated, and structural 
equaƟ on models are built to understand the factors that aff ect resilience of a desƟ naƟ on.  
Results
The literature suggests that beƩ er pre-disaster planning and disaster readiness, greater levels of 
local parƟ cipaƟ on in decision making and higher responsiveness of governmental agencies leads 
to higher desƟ naƟ on resilience. We expect to fi nd similar results. However, this sƟ ll needs to be 
confi rmed from data.  
Conclusion
This study invesƟ gates the fi rst-Ɵ me factors aff ecƟ ng resilience of some Indian ciƟ es. This will im-
prove our understanding of the interconnected tourism ecosystem. The study may also have policy 
implicaƟ ons for sustainable tourism. 
ImplicaƟ ons
Improved resilience in a tourist desƟ naƟ on is criƟ cal for building a sustainable tourism ecosystem. 
TerƟ ary eff ects of a strong and sustainable tourism sector lead to posiƟ ve spill-over eff ects to other 
sectors. It may reduce outbound migraƟ on from tourist desƟ naƟ ons post disaster and thus reduce 
the burden on other ciƟ es.  
Keywords: resilience, vulnerability index, natural disasters, Indian ciƟ es  
Reference
Basurto-Cedeño, E. M., & Pennington-Gray, L. (2016). “Tourism disaster resilience scorecard for desƟ naƟ ons 

(TDRSD): the case of Manta, Ecuador”. InternaƟ onal Journal of Tourism CiƟ es, 2(2), 149-163. 

Abstract 42

The other side of tourism. 
ContradicƟ ons of tourism and socio-territorial confl icts 
in the tourist desƟ naƟ on of the Yucatán peninsula  
Giovanni Tocci, University of Calabria, Italy

Alessandro Madia, University of Calabria, Italy  

Background and goals
Today, tourism is one of the fastest growing sectors globally and plays a decisive role in the economic 
development of countries. According to World Travel and Tourism Council, tourism is one of the 
world’s largest economic sectors, supporƟ ng one in 10 jobs (319 million in total) worldwide and 
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generaƟ ng 10.4% of world GDP. In 2018, the Travel & Tourism industry experienced 3.9% growth, 
compared to the global economy (3.2%). One in fi ve new jobs were created by the industry over the 
last fi ve years (WTTC 2018). On the other hand, in the era of the so-called Anthropocene, tourism as 
well faces unprecedented challenges. As an example, those linked to climate change and its impact 
on tourist desƟ naƟ ons, or to the pressure of the tourism industry and tourists on the environment, 
landscapes, local cultures and resident populaƟ ons. According to Global Code of Ethics for Tourism 
(2001): “Tourism acƟ viƟ es should be conducted in harmony with the aƩ ributes and tradiƟ ons of 
the host regions and countries and in respect for their laws, pracƟ ces and customs” (art. 1.2), but 
above all, “Tourism acƟ vity should be planned in such a way as to allow tradiƟ onal cultural products, 
craŌ s and folklore to survive and fl ourish, rather than causing them to degenerate and become 
standardized” (art. 4.4). In recent decades the Yucatán peninsula has undergone great transfor-
maƟ ons connected to an uncontrolled and unrestrained tourism development. MulƟ naƟ onals and 
fi nancial capital more and more interfere with naƟ onal organizaƟ ons and policies, under the banner 
of increasingly globalized tourism generaƟ ng cultural models and lifestyles that risk emptying these 
contexts of funcƟ ons and typical acƟ viƟ es, distorƟ ng tradiƟ ons, culture and local idenƟ Ɵ es. In this 
scenario, the study invesƟ gates the other side of tourism, to highlight the aspects closely related 
to the intensifi caƟ on of the tourism phenomenon and the lack of aƩ enƟ on to the management of 
resources. The goal is to draw aƩ enƟ on to the importance of “journey” not simply as a “recreaƟ onal 
and leisure acƟ vity”, but as a sustainable and responsible pracƟ ce that considers tourist desƟ naƟ ons 
respecƟ ng resources, culture and well-being of local populaƟ ons, in a criƟ cal and not passive way. 
Design/methodology/approach 
The paper is the result of a study carried out in south-eastern Mexico. The study focuses on to the 
impact that tourist global industry - increasingly driven by mere economic objecƟ ves - produces in 
some precious cultural areas of the Yucatan peninsula. On the methodological plane, the study was 
carried out on two levels: theoreƟ cal and empirical. The theoreƟ cal phase consisted in a careful 
examinaƟ on of the literature, offi  cial documents and a review of the main naƟ onal and local newspa-
pers. The empirical level concerned, instead, the collecƟ on of data and informaƟ on on fi eld, through 
interviews face to face with local people and actors. The methodology then follows a qualitaƟ ve and 
quanƟ taƟ ve approach. 
Results
The Yucatán Peninsula is the most visited place in the Caribbean Sea, with over 4 million tourists 
per year (WTTC 2018). In city of Cancún, the increase in tourist demand has spread throughout the 
peninsula, creaƟ ng enƟ re “touristy” areas such as the Maya Riviera, on the east coast, up to the 
inland regions. All under the label of the “Maya World” more and more object of the internaƟ onal 
request of tourists who visit Mexico. In other ciƟ es like as Cancún, indigenous peoples, now almost 
completely disappeared and always oppressed, are today subjected to further pressure from the 
globalized tourism system which increasingly exploits its culture and, even worse, gives rise to a 
forced subtracƟ on of the lands, rather than preserving its integrity. In this perspecƟ ve, several tourism 
projects are being developed on the coast, both in ciƟ es and rural areas. 
Conclusions
The paper highlights that in recent decades tourism development of the Yucatan peninsula has 
followed a path not compliant with those principles of sustainability and responsibility that tourism 
must follow to. In other word, what emerges from study is the other side of tourism, in pracƟ ce 
those dynamics invisible to tourists, which instead raise important refl ecƟ ons on future strategies 
that tourist desƟ naƟ ons will have to rethink. 
ContribuƟ on to the fi eld 
The paper discusses concrete problems and confl icts, to understand the intrinsic contradicƟ ons of 
tourism, and therefore the process of “massifi caƟ on” as a direct consequence of the intensifi caƟ on 
of tourist fl ows. This theme, in the context of the wider debate on sustainability models, raises a 
series of criƟ cal issues related to tourism that deserve to be explored and studied. 
Keywords: tourism, development, environmental resources, contradicƟ ons, confl icts  
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Abstract 43

Thistle or pop-sock? 
DomesƟ c transport and travellers safety in Nigeria
Elochukwu A. Nwankwo, University of Nigeria, Nigeria 

Background, research methods and results
The road traffi  c crashes have undermined the contribuƟ ons of domesƟ c land transportaƟ on to tourism 
development in Nigeria. Despite the availability of road transport policies, there is sƟ ll incessant road 
traffi  c crashes in Nigeria according to FRSC report and previous studies. This has raised quesƟ ons 
on the compliance level to road traffi  c policies in Nigeria, and this formed the basis for this study. 
Cluster, purposive and convenient sampling techniques aided the selecƟ on of 39 commercial road 
transport companies and 117 key informants, for the study. The compliance level was measured 
using three disƟ ncƟ ve paradigms (Low, Moderate and High). Simple percentages aided in the analysis 
of data. The result of the study shows that there is an average compliance level to road transport 
policies in Nigeria amongst various commercial road transport companies. It is expected that the 
study would have addressed fundamental safety issues in domesƟ c transport for sustainable tourism 
development in Nigeria.
Keywords: travelers safety, domesƟ c tourism, domesƟ c transport, transport policy, compliance level, 
commercial transporters  

Abstract 44

Seasonality of crime in CroaƟ a: 
A relaƟ onship with tourism
Hrvoje Mataković, InsƟ tute for Tourism, CroaƟ a   

Background and goals 
Peace, safety, and security are the primary condiƟ ons for successful tourism development and 
security threats such as terrorism, crime or potenƟ al war confl icts can strongly aff ect it. Among 
the other security threats, crime is probably spread the most. Certain types of crime are seasonal, 
and some criminal off ences are more oŌ en commiƩ ed at parƟ cular Ɵ me of the year, week or day. 
The aim of this paper is to analyse the seasonality of crime in CroaƟ a and to determine whether 
there is a connecƟ on between seasonality of crime and tourism. Since tourism in CroaƟ a is highly 
seasonal, it can be expected that there is a connecƟ on between the seasonality in tourism and the 
seasonality of crime. 
Design/methodology/approach 
To determine whether there is a connecƟ on between seasonality of crime and seasonality in 
tourism, the correlaƟ on analysis was applied on monthly data from 2007 to 2018, using Pearson 
product-moment correlaƟ on coeffi  cient to measure the strength of the relaƟ onship between crime 
and tourism. The analysis covers, reported criminal off ences that may be related to tourism: murder, 
rape, robbery, theŌ , burglary, aggravated theŌ  in a parƟ cularly brazen manner, pickpockeƟ ng and 
seizure of motor vehicles. Off ences against the public order and peace were also included in the 
analysis. Data on tourism covered tourist arrivals and overnight stays, and domesƟ c and foreign 
tourists were analysed separately. 
Results 
The results of the analysis can be viewed at two levels - as the results of the tourist arrivals analysis 
and tourist overnight stays analysis. The conducted analysis found staƟ sƟ cally signifi cant correlaƟ on 
between the tourist arrivals and all types of reported criminal off ences, except murder, burglary and 
seizure of motor vehicles. The strongest correlaƟ on was found between tourist arrivals and theŌ s, 
off ences against public order and peace, and aggravated theŌ  in a parƟ cularly brazen manner. The 
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only staƟ sƟ cally signifi cant inverse relaƟ onship is found between tourist arrivals and robbery. The 
analysis of overnight stays and reported criminal off ences showed a similar correlaƟ on as analysis 
of tourist arrivals, and it was also found a staƟ sƟ cally signifi cant correlaƟ on between tourist arrivals 
and seizure of motor vehicles. However, for most of criminal off ences Pearson’s r is slightly lower 
than in the analysis of tourist arrivals. When comparing domesƟ c and foreign tourists no signifi cant 
diff erences were found.  
Conclusions 
The correlaƟ on between reported criminal off ences and tourist arrivals and overnight stays, found to 
be staƟ sƟ cally signifi cant for the most of the criminal off ences included in this analysis; this correla-
Ɵ on was stronger for property crimes and weaker for violent crimes. This is in line with the fi ndings 
of other studies where it has been found that tourism related crime mostly covers property crime, 
and to a lesser extent violent crime. Strong relaƟ onship between tourism and off ences against public 
order and peace is not surprising, since some tourists behave too relaxed and careless during their 
vacaƟ on and engage in risky acƟ viƟ es that can be dangerous or illegal. 
ImplicaƟ ons 
Security is one of the basic prerequisites of sustainable tourism and the analysis of seasonal charac-
terisƟ cs of crime can facilitate the design of crime prevenƟ on acƟ viƟ es or proacƟ ve policing strate-
gies: all prevenƟ ve acƟ viƟ es should take into account the seasonal character of crime in order to 
maximize the eff ects of implemented policies or measures. Likewise, understanding the seasonal 
characterisƟ cs of crime can help law enforcement agencies to allocate police offi  cers in specifi c pe-
riods of Ɵ me and thus to provide adequate resources to respond to crime, such as addiƟ onal police 
offi  cers during the summer or other season. 
ContribuƟ on to the fi eld 
Although crime seasonality is studied in the scienƟ fi c literature since the mid-19th century, the 
connecƟ on between crime seasonality and tourism has been rarely addressed. Crime seasonality 
issue and tourism related crime in general are scarcely addressed in CroaƟ an scienƟ fi c literature, so 
this paper represents addiƟ onal eff ort in addressing of these issues. Besides that, off ences against 
public order and peace so far were not addressed in the literature on tourism related crime, although 
the analysis of these off ences may be interesƟ ng considering their possible impact on security as 
well as on tourism. 
Research limitaƟ ons 
This study used publicly available data published on the web pages of the Ministry of the Interior of 
the Republic of CroaƟ a. Unfortunately, monthly data for single police administraƟ on which covers 
smaller territorial area are not publicly available, therefore, this study used aggregated data for the 
whole country. Research of this type would be beƩ er if analysis was made at the local levels, i.e. at 
the local level of police administraƟ on, but this is not possible since data is not publicly available. 
Another limitaƟ on is data used for this research as it is a sum of a 12-year period, as only this data is 
publicly available. The 12-year period is diffi  cult for bivariate analysis, but it can provide addiƟ onal 
insight into the interacƟ on between crime and tourism, thus supplemenƟ ng descripƟ ve data. It can 
be expected that an analysis made over a longer period would yield beƩ er results. In addiƟ on, for 
this analysis the used data was known to the police, i.e. data on reported criminal off ences. CounƟ ng 
that tourists, and especially foreign tourists, oŌ en do not report minor crime to the police, it can be 
expected that some of the commiƩ ed crimes remained unknown to the police, and therefore were 
not included in this research. 
Keywords: crime, seasonality of crime, tourism, CroaƟ a 
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Parallel session:
Knowledge, innovaƟ on and 

educaƟ on for VUCA tourism future
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Abstract 45

The need for work integrated learning (will) 
for tourism university students  
Mukondeleli Manuga, University of Venda - University Road, Republic of South Africa  

Study background 
In South Africa, graduate employability and employment levels are crucial interests of government 
and students. Employability has consequent outcomes for university reputaƟ ons, retenƟ on rates 
and course demand. The Skills Development Act was passed in 1998 as one of a series of acts and 
regulaƟ ons that form part of the NaƟ onal Skills Development Strategy which is aimed at addressing 
key social and economic problems in South Africa such as high unemployment and low skills levels. 
The purpose of the act is to promote the development of the skills of the South African workforce 
thus improving prospects of fi nding work or earning a regular income but also contribuƟ ng towards 
building the economy and improving the quality of life for South Africans in general. For universiƟ es to 
prosper in a compeƟ Ɵ ve educaƟ on market, it is essenƟ al to ensure that their students are equipped 
with relevant discipline knowledge and skills as well as generic transferable skills. UniversiƟ es endeavo-
urs to guide and support students in obtaining a sound knowledge in their chosen fi eld of study. This 
study is of most importance in assisƟ ng the operaƟ ve departments within the universiƟ es to beƩ er 
place the students in correct places, to summarise feedback given by industries and based on the 
evaluaƟ ons adjustments can be made to the curriculum if necessary.   
Research framework  
A comprehensive evaluaƟ on would be required to determine if a work placement unit is achieving 
this core objecƟ ve. The universiƟ es curriculum oŌ en is not linked with what the industries expect 
from students in terms of performance when they are at the working place thus the study aims at 
evaluaƟ ng whether the industries are saƟ sfi ed with the students’ performance when they are at 
the working place. The study will help universiƟ es to idenƟ fy, plan and develop the feedback given 
by the organisaƟ on concerning the student performance and the relaƟ onship between the student 
workplace and the university. The study will also help the university to idenƟ fy the areas were stu-
dent excel and also their weaknesses. What does the organisaƟ on expect from the university while 
are at the workplace? The type of method used is a quanƟ taƟ ve method to collect data which is a 
research that generates numerical data or informaƟ on that can be converted into numbers and only 
measurable data are being gathered and analysed in research, method was used to address the fi rst, 
second and third objecƟ ves. For this purpose an evaluaƟ on book was handed out for students that 
covers the percentage, strength and weakness of the students, A standardised WIL books, which has 
been used in similar studies has been used for both surveys. Due to the diff erences in the type of 
work, certain focused booklet was adapted according to these diff erences, for example some student 
was working in the municipaliƟ es and some in the hotels. The students should therefore be able to 
apply learning in integrated ways in mulƟ ple contexts. Students are assisted in linking learning to 
experience of the real-life world.   
Findings 
The main fi nding from this study was that most of the students are exposed to work integrated 
learning. By collaboraƟ ng with industries the university management gets the opportunity to produce 
employable students, and employers get the opportunity to assess students as potenƟ al employees. 
In order to achieve this, the department needs to eff ecƟ vely meet the needs of students, industry 
and the insƟ tuƟ on itself. Therefore, embarked on a collaboraƟ ve journey with various stakeholders 
to obtain opportuniƟ es for students to gain pracƟ cal experience in the workplace. Thus, it can be 
recommended that students need to be exposed more to the pracƟ cal than learning in class, the 
relaƟ onship between the university and the workplace need to be strengthened and the lecturer 
must visit the students while they are at the workplace. The study was limited only to Vaal Univer-
sity of Technology Tourism Management students. Not all quesƟ ons were completed, which lead to 
discounted for small percentage of respond report book. HandwriƟ ng was not visible enough, Some 
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percentage were not allocated by both the mentor and the coordinator and some mentors didn’t 
understand the quesƟ on; they end up giving wrong informaƟ on (response) to the quesƟ on at hand.  
Keywords: Work integrated learning (WIL), universiƟ es, CorporaƟ ve EducaƟ on (co-op), organisaƟ ons  

Abstract 46

Infl uence of limiƟ ng beliefs in employability skills: 
An analysis for the hospitality sector   
Lourdes Susaeta, Complutense University of Madrid, Faculty Commerce and Tourism, Spain

Frank Babinger, Complutense University of Madrid, Faculty Commerce and Tourism, Spain

Natalia Muñoz, Complutense University of Madrid, Faculty Commerce and Tourism, Spain 

IntroducƟ on
A topic of increasing relevance is the study of the necessary skills needed to access the job market. 
The debate between the needs of the industry and the educaƟ onal off er lies behind this quesƟ on. 
Perhaps we can affi  rm that this issue is even more urgent within the implementaƟ on of the Bologna 
plan and the growing off er of masters in the educaƟ onal market. How do the master programs develop 
those skills demanded by the industry and how do they bring them closer to the students? In which 
extend cogniƟ ve factors may be helping or limiƟ ng the development of these capabiliƟ es? This should 
be the general research quesƟ on concerning both academic world and industry representaƟ ves. 
SoŌ  skills and hospitality management industry
Within the Hospitality Management sector exists a long tradiƟ on in the study of these competencies 
that began in the 1920s with the establishment of the Cornell University hotel management program 
(Kay & RusseƩ e, 2000). However, at the moment, very few published studies in the hospitality litera-
ture have evaluated skill sets and criƟ cal competences based solely on industry demands (Johanson 
et al., 2011). Recently, the paper by Jian and Alexakis (2017) presents an analysis of empirical data 
with the essenƟ al management competencies for entry-level management posiƟ ons. These authors 
nevertheless appeal in their paper the need for new studies in which the percepƟ ons of students, 
academics and the hospitality industry are collected. Therefore, in this paper we focus our research 
on the skills of our hospitality master students. 
The limiƟ ng beliefs
In addiƟ on, the evaluaƟ on of people’s beliefs is an important topic within the framework of current 
cogniƟ ve therapy models (Segal and Shaw, 1988; Paez and Carbonero, 1993; Bortoloƫ  , 2010). How-
ever, the relaƟ onship between beliefs and other criƟ cal cogniƟ ve variables has hardly been studied 
and the concept of belief is the basis of models such as Becks (1976) and Ellis’ (1962). Most of the 
instruments designed to evaluate beliefs have been based precisely on the irraƟ onality model of 
the laƩ er author. In 1962 Ellis developed his emoƟ onal RaƟ onal Therapy model that postulated the 
existence of a series of irraƟ onal beliefs in the development and maintenance of emoƟ onal disor-
ders. These beliefs are classifi ed in (a) false, as not being supported by evidence, (b) being orders or 
mandates and (c) leading to inadequate emoƟ ons such as anxiety or depression, that unconsciously 
limit individuals achieving their goals. 
Research objecƟ ve and methodology
Our research objecƟ ve is to evaluate the impact of irraƟ onal and limiƟ ng beliefs in the development 
of employment skills. We conducted our fi eldwork doing a series of pracƟ cal workshops with 30 
students of two master’s degrees related to the Hospitality Management industry of the Faculty 
of Commerce and Tourism of the UCM. The fi rst workshop was Ellis’ Test that was applied to the 
students. This test consists of 100 Affi  rmaƟ ons whose answer is either I agree, or I do not agree. The 
result according to the meaning of each statement leads to 10 irraƟ onal beliefs (Ellis, 1991, 1993). 
In the second workshop, students were asked to idenƟ fy aƫ  tudes they thought most relevant in 
relaƟ on with their future employability in the hospitality sector. The method used was the Unstruc-
tured Brainstorming technique (Diehl and Stroebe, 1987). Through this method, 16 capaciƟ es were 
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idenƟ fi ed. The parƟ cipants were asked for a self-assessment in these capaciƟ es and addiƟ onally an 
external evaluaƟ on of three diff erent people was realized. With this exercise, we idenƟ fi ed the most 
appreciated skills of the group and those they may lack at an individual level. The idea of   comparing 
both evaluaƟ ons, an internal one made by each student and an external one made by third parƟ es, 
provides a more objecƟ ve percepƟ on of the parƟ cipants. It permits to analyze the existence of distor-
Ɵ ons between self-percepƟ on and the percepƟ on of others. AŌ er carrying out both evaluaƟ ons, the 
students were asked to refl ect on the results obtained through a comparison of both assessments.
In addiƟ on to the purposes of collecƟ ng data for our research, we used this method as many authors 
recognize its posiƟ ve eff ect on the development of abiliƟ es (Sleegers and Leithwood, 2010). For the 
analysis of the obtained data, we will use the relaƟ vely new technique of the QCA. This technique 
is especially appropriate in social science research, mainly when few cases are being studied and 
we want to know in depth each case and the associated causality relaƟ onships. QCA can determine 
how a data set empirically supports descripƟ ve inferences or implicaƟ ons. 
Preliminary and expected results 
The preliminary results obtained show that the students are not aware of their inherent limitaƟ ons 
that are consequence of their beliefs, outcome of educaƟ on and personal development. On average, 
the fear of the unknown and the need for support and perfecƟ on are the three that reach higher 
values   as limiƟ ng beliefs. Concerning skills, commitment, teamwork, and responsibility are those 
that are in the fi rst places in the percepƟ on of our students. The degree of internalizaƟ on of certain 
beliefs tends to have a direct relaƟ onship between negaƟ vity or negaƟ ve anƟ cipaƟ on, the posiƟ vity 
of the person, the ability to open before the unknown, fear and other characterisƟ cs. The discovering 
of adherence to beliefs can show students how they limit them in a certain way and how they might 
use them in order to empower themselves and change those beliefs. We are currently analyzing 
each case in terms of interacƟ ons between beliefs and capabiliƟ es. These results will be presented 
at the conference. The study reveals new factors related to limiƟ ng beliefs that may slow down and 
interfere in the development of abiliƟ es desired by the students. These results may be signifi cant 
for both universiƟ es, that develop master programs for hospitality management, and the sector 
itself. In addiƟ on, it provides students with tools that permits them to recognize and use correctly 
empowering skills and transform limiƟ ng beliefs that do not allow them to develop their full potenƟ al.
The outcomes of this study are intended to infl uence both the contents of the masters programs, 
as well as in the selecƟ on processes of the hospitality sector companies.  
Keywords: hospitality management sector, empoloyability skills, beliefs limitaƟ ons, master students, 
RaƟ onal Therapy model   
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Abstract 47

FuncƟ onal knowledge of foreign languages 
in hospitality sector in CroaƟ a 
Alenka Šuljić Petrc, University of Rijeka, Faculty of Tourism and Hospitality Management, CroaƟ a

Krešimir Mikinac, University of Rijeka, Faculty of Tourism and Hospitality Management, CroaƟ a 

IntroducƟ on
CroaƟ a gradually and persistently posiƟ ons its image as an aƩ racƟ ve and secure tourist desƟ naƟ on 
in the part of Eastern Europe. Consequently, CroaƟ a takes part in the rapid process of globalizaƟ on 
which, nowadays, is an inevitable reality. According to Steve Jones, globalizaƟ on represents “an elimi-
naƟ on of barriers to trade, communicaƟ on, and cultural exchange” and this includes an openness 
towards other countries, passing the barriers on every level – physical, psychological and cultural. 
The important part of tourism is hospitality sector which includes all acƟ viƟ es consisted of diff erent 
kind of contacts between customers and employees. Providing services on a quality level, requires 
a lot of skills and abiliƟ es, and a lot of diff erent knowledge, specifi cally funcƟ onal foreign language 
knowledge.
Background and goals
The main objecƟ ve of this research is to explore the issue of the importance of funcƟ onal foreign 
language knowledge in hospitality sector highlighƟ ng the connecƟ on with scarce and ineff ecƟ ve 
secondary and high educaƟ on curriculum and teaching material regarding professional foreign 
language inclusion. 
Design/methodology/approach
Teaching foreign languages in professional hospitality schools and faculƟ es requires a great amount 
of specifi c purpose knowledge as well as the need to transfer that knowledge to the student who will 
use it as a communicaƟ on tool to become compeƟ Ɵ ve in today’s global environment. The advantage 
of foreign language acquisiƟ on, not only during the mandatory schooling process, but also as a part 
of long-life learning, will result with high quality service in hospitality sector and in tourism in general, 
raising the compeƟ Ɵ veness and increasing the profi t. QuanƟ taƟ ve and qualitaƟ ve methods will be 
used together with the implementaƟ on of theoreƟ cal and empirical approaches through selected 
methodological procedures. It will include quesƟ onnaires trying to research how and why funcƟ onal 
knowledge of foreign languages in hospitality sector is important from employees and managers’/
owners’ perspecƟ ve. Approach of this research is focused on two key areas and quesƟ ons related to 
those areas: Firstly, collecƟ ng data related to research problem (importance and need of funcƟ onal 
knowledge of foreign languages in hospitality sector) and secondly, the opinion of employees and 
managers/owners of hospitality faciliƟ es of foreign language knowledge benefi ts. 
Results 
This research obtained unanimous results regarding the posiƟ ve aƫ  tudes of how important is to 
obtain funcƟ onal knowledge of foreign languages in hospitality sector. Furthermore, the awareness 
of scarce pre-knowledge of foreign languages when the candidates start to work is very high. 
Conclusions
This research confi rms the importance of foreign language knowledge for specifi c structure of em-
ployees in the process of off ering the service. Because of conƟ nuous growth of compeƟ Ɵ on, the 
employees need to upgrade their knowledge according the working place demands. There are a lot 
of training programs (oŌ en included in long-life learning programs) with enormous range of ques-
Ɵ ons that saƟ sfy hotel standards and their aim is to enrich and improve professional development 
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of employees as well as the service quality. Taking in consideraƟ on the internaƟ onal character of 
tourism and hospitality industry, foreign languages help employees in tourism sector to fulfi ll their 
funcƟ onal foreign language competences and abiliƟ es in decent and saƟ sfying way, obtaining beƩ er 
results in internaƟ onal tourism. In school system are required appropriate educaƟ onal tools that are 
updated, and which content would connect theoreƟ cal and applicable aspects of professional func-
Ɵ onal language. UpdaƟ ng the school textbooks in those professional schools and faculƟ es need to 
have on disposal diff erent contents prepared with aƩ enƟ on and experƟ se according diff erent needs 
and standards in hotel sector. Mastering the professional foreign language off ers the individuals 
the usage of language/communicaƟ on tools required for travelling or working on diff erent jobs in 
tourism and hospitality sector. 
ContribuƟ on to the fi eld
There are two diff erent aspects of this research contribuƟ on: theoreƟ cal, where is present an evident 
gap between textbooks in tourism and hospitality secondary schools and faculƟ es and the applicable 
aspect that should be on funcƟ onal level once the person starts working. On the other hand, present 
topic of this research can be considered as not so much explored giving the authors the possibility to 
discover some new problems needed to be taken in consideraƟ on in the future. Raising the awareness 
of conƟ nuous need of professional skills improvement related to foreign language knowledge, can 
be effi  cient in personal career progress as well as in company’s/hotel’s profi t.  
Research limitaƟ ons
The collecƟ on of data depended on staff  disposal during the tourist season to dedicate their Ɵ me 
to fulfi ll the quesƟ onnaires, so the authors preferred direct contact with the parƟ cipants obtaining 
wider picture of the issue. 
Keywords: funcƟ onal knowledge, foreign languages, hospitality sector, tourism   

Abstract 48

Tourism innovaƟ on and best pracƟ ces in Brazil and Portugal: 
CompeƟ Ɵ veness and sustainability 
Daniela Fantoni Alvares, University of Minho, Portugal & Federal InsƟ tute of Minas Gerais, Brasil 

Background and goals
This arƟ cle intends to promote an analysis of the innovaƟ on environment in tourism in Brazil and 
Portugal, with the aim of idenƟ fying and systemaƟ zing sustainable and innovaƟ ve pracƟ ces related to 
tourism products and services, as well as those related to tourism management. InnovaƟ on in tourism 
is an emerging theme which demands, more and more, studies and analyses. In this sense, developing 
research in this fi eld of knowledge is essenƟ al for a beƩ er understanding of the systemaƟ cs that occurs 
in tourist desƟ naƟ ons. By analyzing this theme, we can make the following inquiries: What are the 
best pracƟ ces implemented in the creaƟ on and consolidaƟ on of new tourism products and services? 
Are these pracƟ ces, besides being innovaƟ ve, sustainable? How can these be applied to other to-
urism contexts? Concerning tourism management, which pracƟ ces are innovaƟ ve and sustainable?  
Methodology
The work fi ts into the category of applied research, as it is carried out as an exploratory and descrip-
Ɵ ve study with a qualitaƟ ve methodology. IniƟ ally, a review of the literature on innovaƟ on, tourism, 
sustainability and benchmarking was carried out. Following this, we selected some cases of tourism 
success in Brazil and Portugal, establishing the commanding aspects that make these acƟ ons success-
ful. The case selecƟ on process in both countries was carried out based on an evaluaƟ on of scienƟ fi c 
arƟ cles, specifi cally those with case studies and/or indicaƟ on of localiƟ es/companies/government 
administraƟ ons which excelled in good pracƟ ces, as well as through menƟ ons in journalisƟ c issues. 
In Brazil, in parƟ cular, the collaboraƟ ve plaƞ orm created by the Brazilian Service of Support to Micro 
and Small Companies (Sebrae) was also used, which maps out innovaƟ ve experiences in tourism.  
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Results
The preliminary results of the research suggest the existence of a signifi cant amount of innovaƟ ve 
iniƟ aƟ ves in tourism in the countries under analysis, with Portugal having success cases in the mana-
gement of desƟ naƟ ons with public policies more directed towards innovaƟ on in tourism, a fact that 
is refl ected in the area toilet. Among the success cases, a case study from Lisbon (Portugal), which 
has several programs to accelerate startups in tourism, as well as one in the Madeira Island, which 
has developed public policies to encourage innovaƟ on in tourism were presented. In Brazil, some 
of the idenƟ fi ed cases were those of accessible and inclusive tourism, such as the Accessible Beach 
project developed in Maceió, in the northeast of the country, in which there are sports and cultural 
acƟ viƟ es for people with disabiliƟ es, as well as an acƟ on idenƟ fi ed in the same city with raŌ s adapted 
to visit natural pools for wheelchair users or individuals with mobility impairments.  
Conclusions
This study focused on the innovaƟ on environments that favor the development of tourism acƟ vity in 
Brazil and Portugal. In this respect, innovaƟ ve and sustainable pracƟ ces regarding tourism products 
and services were systemaƟ zed, in addiƟ on to how they impact the public management of the ac-
Ɵ vity, refl ecƟ ng on their applicability to scenarios other than those which were evaluated. The study 
in quesƟ on brings premises which can contribute with private entrepreneurs and public managers 
who seek aŌ er tourism pracƟ ces with sustainable and innovaƟ ve components. Such individuals 
consequently aim at a more compeƟ Ɵ ve form of tourism. Finally, note that this study makes it pos-
sible for tourist desƟ naƟ ons to adopt sustainable and innovaƟ ve standards and postures that may 
contribute to memorable tourist experiences. As for recommendaƟ ons for future developments, it 
is pointed out that there is a vast fi eld of research in the area of tourism and innovaƟ on with the 
systemaƟ zaƟ on of pracƟ ces with increasingly more in-depth analyses. 
ContribuƟ on to the fi eld
Research on this maƩ er is important as it directs aƩ enƟ on to pracƟ ces that are oŌ en not analyzed or 
systemaƟ zed. The present study, therefore, contributes to the foundaƟ ons of knowledge on the topics 
under analysis, besides contribuƟ ng to public and private managers, either towards public policies 
and/or towards the implementaƟ on of sustainable and innovaƟ ve pracƟ ces. Research limitaƟ ons: 
It is not possible to idenƟ fy and catalogue all exisƟ ng good pracƟ ces in the countries considered for 
this work due to the extension of their territories and because there are experiences which are sƟ ll 
not widely disseminated, thus not making it possible to understand about them as of yet. 
Keywords: tourism innovaƟ on, best pracƟ ces, sustainability, compeƟ Ɵ veness, tourism experience  

Abstract 49

The relaƟ onship between desƟ naƟ on’s level of 
T&T compeƟ Ɵ veness, socio-economic development 
and tourism performance - is it so obvious? 
Blanka Šimundić, University of Split, Faculty of Economics, Business and Tourism, CroaƟ a

Lidija Petrić, University of Split, Faculty of Economics, Business and Tourism, CroaƟ a

Zvonimir Kuliš, University of Split, Faculty of Economics, Business and Tourism, CroaƟ a   

Background and goals 
Due to its persistent growth for over six decades, tourism today is omnipresent. Many countries heavily 
depend on its performance, as it has impacts on exports, foreign exchange earnings and employment. 
Therefore, the struggle to enhance tourism compeƟ Ɵ veness and to aƩ ract new emissive markets 
becomes increasingly severe as new desƟ naƟ ons emerge. With this regard, extensive knowledge 
on tourism demand determinants is required in order not only to aƩ ract new markets but also to 
keep old ones loyal. Although tourism demand determinants according to Frechtling (1998) may be 
classifi ed into three groups of factors, i.e.: push (specifi c characterisƟ cs of the populaƟ on from the 
emissive market that encourage travelling), pull (aƩ racƟ ons, desƟ naƟ on promoƟ onal programs, 
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etc.) and resistance (prices, border formaliƟ es, security at a desƟ naƟ on, physical barriers, policies, 
etc.), it is pull factors, dominantly aƩ racƟ ons, and resistance factors that infl uence compeƟ Ɵ veness 
of a tourism desƟ naƟ on the most. Various authors have affi  rmed diff erent demand factors through 
more or less complex compeƟ Ɵ veness models. One of the most widely used is the model of Travel 
and Tourism CompeƟ Ɵ veness (TTC) Index, fi rstly published in 2007 by the World Economic Forum. 
Except for the overall index of the country’s tourism industry compeƟ Ɵ veness, there are also four 
main sub-indexes measuring compeƟ Ɵ veness of: (1) enabling environment; (2) T/T policy and enabling 
condiƟ ons, (3) infrastructure and (4) cultural and natural resources. The TTC index is more an indica-
tor of a country’s aƩ racƟ veness for tourism business development, rather than its aƩ racƟ veness as 
a tourist desƟ naƟ on. However, in this research we are about to invesƟ gate a relaƟ onship between 
country’s T&T compeƟ Ɵ veness (TTC) expressed by its Travel and Tourism CompeƟ Ɵ veness Index 
and country’s level of socio-economic development and tourism demand performance, i.e. overall 
aƩ racƟ veness. Although posiƟ ve relaƟ onship is expected between the country’s TTC and its overall 
aƩ racƟ veness, the intensity of the relaƟ onship between diff erent aspects (pillars) of the country’s 
TTC and overall aƩ racƟ veness are not expected to be the same for diff erent countries regarding their 
diverse level of socio-economic development and tourism demand performance.  
Design/methodology/approach 
Given the above, this research starts from the following hypothesis: 

1. There is a signifi cant and posiƟ ve relaƟ onship between the growth of the country’s TTC and its 
level of socio-economic development and tourism demand performance.

2. There are diff erences between the intensity of the relaƟ onship between diff erent aspects (pillars) 
of the country’s TTC and its level of socio-economic development and tourism demand perfor-
mance regarding country’s belonging to specifi c category (as stated below). 

To empirically prove the above stated issues, the countries are diff erenƟ ated according to their overall 
level of socio-economic development measured by one of the most used composite indicators, Hu-
man Development Index (HDI) and their tourism demand performance expressed in terms of tourist 
overnights. With this regard the paper forms categorical dependent variable – four country categories 
or groups: i) developed countries with considerable tourism demand growth, (ii) developed countries 
with low tourism demand growth, (iii) less developed countries with considerable tourism growth 
and (iv) less developed countries with low tourism growth. Considering the background and the goal 
of the paper mulƟ nomial logisƟ c regression is used to predict categorical placement of a dependent 
variable based on mulƟ ple independent variables. Independent variables in this paper include the 
indicators of country’s TTC performance (expressed by overall TTCI and four sub-indexes and their 
pillars). In this way it is possible to predict how the country’s TTC performance infl uences its proba-
bility of belonging to specifi c country group. The research sample includes 136 world-wide countries.  
Results
The results indicate, as expected, the existence of a posiƟ ve relaƟ onship between growth of the 
country’s TTC and its level of socio-economic development and tourism demand performance. 
Furthermore, as performance of a specifi c TTCI pillar grows the probability that a country belongs 
to higher performing group is growing too. 
Conclusions
Based on the empirical fi ndings, some general conclusions are to be made with regard to the rela-
Ɵ onship between country’s TTC and its overall aƩ racƟ veness. AƩ enƟ on is to be made to the impact 
that the level of specifi c pillar of TTC index has on the country’s level of socio-economic develop-
ment and tourism demand performance. By invesƟ gaƟ ng these specifi c relaƟ onships, some policy 
measures may be proposed, keeping in mind clusters of diff erent countries in terms of their level of 
socio-economic development and tourism demand performance. This may also be considered the 
paper’s most important contribuƟ on to the fi eld. 
Keywords: travel and tourism compeƟ Ɵ veness index, internaƟ onal tourism demand, socio-economic 
development, mulƟ nomial logisƟ c regression 
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Parallel session: 
Changing nature of our socieƟ es 

and new travel trends 
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Abstract 50

Sport tourism: Is it sustainable and does it 
contribute to community wellbeing?
Sanda Čorak, InsƟ tute for Tourism, CroaƟ a

Snježana Boranić Živoder, InsƟ tute for Tourism, CroaƟ a  

Background and goals 
Sport and tourism are two social phenomenon with rich and long history; two acƟ viƟ es that are for 
many years integrated in phenomenon of sport tourism, a type of tourism that is growing through 
many sport events, tours, aƩ racƟ ons and manifestaƟ ons. Therefore, the researchers all over the 
globe are involved in monitoring and exploring all the results and impacts of events such as Olympic 
games and other internaƟ onal mega-events, trying to emphasize their economic and other social 
benefi ts. All these tourist desƟ naƟ ons that are developing summer types of tourism products, 
usually suff er from seasonality and even over tourism during summer months, always trying to fi nd 
soluƟ ons for extending tourism season. On the other hand, sport sector usually suff ers from lack of 
fi nance for all their acƟ viƟ es, and sport clubs as well as naƟ onal sport federaƟ ons are also trying to 
fi nd soluƟ ons for securing the addiƟ onal budget for their sport programs. Not so many studies are 
involved in illustraƟ ng sƟ ll divided sectors/acƟ viƟ es of sport and tourism with their, in most of the 
countries, hierarchical organizaƟ on with diff erent social and economic tasks. Therefore, this paper will 
focus - fi rst, on defi ning the similariƟ es between tourism and sport as very important socio-economic 
acƟ viƟ es in CroaƟ a, and secondly, the paper will explore and point out all the benefi ts of developing 
and beƩ er governing of sport tourism with giving the example of the ongoing project in CroaƟ a that 
is connecƟ ng sport and tourism, from local to naƟ onal level.  
Methodology
Besides literature review and history of developing tourism in CroaƟ a, this paper is based on a qual-
itaƟ ve research using interviews with presidents and/or general secretaries of naƟ onal sport federa-
Ɵ ons (40 Olympic sports federaƟ ons) and travel agencies in CroaƟ a specialized for sport tourism. 
Conducted interviews with general secretaries or presidents illustrated well majority of the issues 
and problems in CroaƟ an sport including relaƟ ons with tourism sector and interviews with travel 
agencies revealed the problems of developing sport tourism as a product in a communicaƟ on of 
tourism as business sector and sport as a sector depending on voluntary work. 
Results
Although intensive tourism development in the world dated from World War II onwards, many 
desƟ naƟ ons in CroaƟ a has a history of more than hundred years of developing tourism. Numerous 
desƟ naƟ ons at the coastline and on the islands started tourism development as desƟ naƟ ons for 
winter holidays and as health retreats for all those who could aff ord that kind of longer holidays, 
mainly reach ciƟ zens and aristocracy at the Ɵ me. Sport manifestaƟ ons were also a part of tourism 
acƟ viƟ es, such as car races, yachƟ ng and golf compeƟ Ɵ ons therefore although we can say that sport 
tourism as a planned typed of tourism started much later. In modern Ɵ mes, aŌ er the WWII, that 
history was forgoƩ en as preferences and life-style of European tourists has changed and majority of 
them preferred summer holidays at the AdriaƟ c. QualitaƟ ve research showed several possibiliƟ es 
to extend main tourism season in CroaƟ a relying of several types of sport tourism (organizaƟ on of 
sport compeƟ Ɵ ons or similar recreaƟ on/fun events, organizaƟ on of preparaƟ on of sport teams, 
inclusion of sport acƟ viƟ es among desƟ naƟ on products) that could be a good soluƟ on and a chance 
for connecƟ ng both of the sectors – sport and tourism with a main aim of contribuƟ ng to sustainable 
development and community well-being. 
Conclusions/implicaƟ ons
Research results revealed, that CroaƟ a is sƟ ll not using its whole potenƟ als regarding the develop-
ment of sport tourism although both sectors – tourism, as well as sport sector would benefi t from 
this development, especially local communiƟ es. The paper is giving an overview of possible acƟ viƟ es 
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that both sectors should implement in order to contribute to sustainable development goals. This 
area is sƟ ll under the research and the paper highlights limitaƟ ons of this study and giving direcƟ ons 
for future research acƟ viƟ es. 
Keywords: sport, tourism, sport tourism, sport and tourism organizaƟ on, governance of sport tourism, 
CroaƟ a

Abstract 51

Libraries as new tourism resources for 
desƟ naƟ on cultural rebranding
Ksenija Tokić, InsƟ tute for Tourism, CroaƟ a

Ivo Tokić, CroaƟ an InformaƟ on and DocumentaƟ on Society, CroaƟ a

Background and goals
The concept of sustainability and selecƟ ve forms of tourism such as the cultural one, is recently 
increasingly emphasized. Researches point that tourists show an interest both for natural resources 
and for local cultural and tradiƟ onal aƩ racƟ ons. Libraries are one of the oldest among the cultural 
insƟ tuƟ ons and they sƟ ll play very important role in the development of society. Public libraries, as 
widely distributed and accessible local libraries, are the vital force in educaƟ on, culture and informaƟ -
on (UNESCO, 1994) in their local communiƟ es as well as in broader society. As insƟ tuƟ ons of non-profi t 
sector, they parƟ cipate in tourism by performing their basic funcƟ ons, but also as place-making re-
sources and tourism aƩ racƟ ons. However, tourism potenƟ als of libraries are usually not suffi  ciently 
recognized either by the library or tourism sector, nor by the general public. CroaƟ a is perceived as 
the desƟ naƟ on of the sun and sea, and seasonality as the main feature of CroaƟ an tourism is the 
logical consequence of such an image. However, for tourism to take place throughout the year, both 
on the coast and in the conƟ nental part of the country, some of the main goals of CroaƟ a’s tourism 
development strategy include expanding the tourist off er with new ameniƟ es. For this reason, the 
need to supplement the tourist off er, especially in the fi eld of cultural tourism, is emphasized, given 
the wealth of cultural resources present throughout the country that have not been used in tourism so 
far. The necessary cultural rebranding of numerous tourist desƟ naƟ ons in the country relates to this, 
in order to successfully achieve the goal of extending the tourist season on the whole year. Therefore, 
the main goal of this paper is to point out that libraries can enrich cultural tourism off er with their 
resources and thus contribute to the rebranding of CroaƟ an desƟ naƟ ons as cultural desƟ naƟ ons. 
This would help to extend the season on the seaside desƟ naƟ ons, and in conƟ nental desƟ naƟ ons it 
would aƩ ract more visitors and contribute to the development of tourism in those parts of CroaƟ a. 
Approach
Given that CroaƟ an tourism needs to conƟ nue through all the seasons on the coast and to be more 
strongly develop on the land, the author’s view is that it is necessary to strengthen the cultural off ers 
in the desƟ naƟ ons and thus rebrand the CroaƟ an desƟ naƟ ons as cultural tourism desƟ naƟ ons. In 
order to point out the potenƟ al of libraries as resources able to contribute to the desƟ naƟ on cultural 
rebranding, this paper applies a qualitaƟ ve approach with the purpose of describing and providing 
deeper insight into the diversity of libraries’ funcƟ ons and roles in tourism.  
Results
The evaluated and properly presented library resources can contribute to the development of 
tourism in desƟ naƟ on cultural rebranding. It is known that today cultural idenƟ ty with the heritage 
as its essenƟ al component makes a tourist product more aƩ racƟ ve. Thus, research has shown that 
library faciliƟ es and resources (library building, specifi c contents of the library, presentaƟ on of local 
heritage, various cultural events, concerts, fi lms, exhibiƟ ons of photographs and pictures) could be 
interesƟ ng and counted as tourist aƩ racƟ ons in several aspects.; ii) libraries contribute to re-estab-
lish quality of place in the public realm that aff ects the process of place-making; iii) libraries could 
enrich tourist off er and contribute to the desƟ naƟ on cultural rebranding through library acƟ viƟ es 
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(cultural manifestaƟ ons, art exhibiƟ ons, concerts, lessons, round tables, guided tours, living libraries 
etc.), services (free tourist informaƟ on, free internet, lending services, etc.), resources (architecture, 
interiors, exteriors, library collecƟ ons, tangible and intangible heritage, etc.) and aƩ racƟ ons. 
Conclusion
The principal conclusion reached of this research is that libraries, as ones of the oldest cultural insƟ -
tuƟ ons, with all their potenƟ als are insuffi  ciently uƟ lized in the funcƟ on of tourism. Library faciliƟ es 
and resources such as library building, specifi c contents of the library, presentaƟ on of local heritage, 
various cultural events, concerts, fi lms, exhibiƟ ons of photographs and pictures, could be interesƟ ng 
as tourist aƩ racƟ ons in several aspects. Also, with proper implementaƟ on, libraries could eenrich 
tourist off er and signifi cantly contribute to the rebranding of desƟ naƟ ons aff ected by seasonality as 
well as those facing under-developed tourism. 
ContribuƟ on to the fi eld
The contribuƟ on of this paper is to point out that the role of libraries in tourism is largely under-
explored topic, as in various tourism development plans their potenƟ als have not been suffi  ciently 
exploited yet. Therefore, this paper aims to contribute to the scienƟ fi c literature that will, from a 
specifi c point of view of desƟ naƟ on cultural rebranding, consider the role and contribuƟ on of libraries 
as an important stakeholder of the tourism development. 
Keywords: library, library resource, desƟ naƟ on cultural rebranding, CroaƟ a  

Abstract 52

Industry perspecƟ ves on contemporary trends in 
the MICE sector of Cape Town’s tourism industry 
EsƟ  Venske, Cape Peninsula University of Technology, Faculty of Business and Management Sciences, Republic of South Africa

Background and goal
The growth in popularity of MICE (meeƟ ngs, incenƟ ves, convenƟ ons and exhibiƟ ons) events has led 
to the rapid expansion of business tourism in many countries (Doshi, 2018) and tourism generated 
from MICE events is an important economic contributor worldwide. In South Africa, MICE events 
have become a key economic sub-sector of the tourism industry and Cape Town is regarded as the 
leading meeƟ ngs desƟ naƟ on in Africa and one of the top 40 global MICE desƟ naƟ ons (ICCA, 2018; 
Business Events Africa, 2018). Due to the dynamic nature of the industry, the MICE sector is exceeding-
ly suscepƟ ble to changes in the business environment (Weber and Ladkin, 2005). It is therefore 
imperaƟ ve for university educators and industry pracƟ Ɵ oners to conƟ nuously gauge the trends that 
infl uence the sector to ensure relevant academic content and business sustainability in the fi eld. Getz 
and Page (2016) state that research related to trend analysis and futurism have become increasingly 
important to the events sector whilst Mair (2012) acknowledged the need for qualitaƟ ve research to 
explore experiences in business events. Although research has been undertaken on trends shaping 
the business events sector (Weber and Ladkin, 2005) and the future of event tourism (Yeoman, 
McMahon-Beaƫ  e, Backer and Smith, 2014) there is no exisƟ ng research on trends aff ecƟ ng the 
South African MICE sector. Therefore, the goal of this study is to explore industry perspecƟ ves on 
contemporary trends that aff ect the MICE sector of the tourism industry in Cape Town, South Africa. 
Methodology 
QualitaƟ ve research is considered as the most appropriate method for research of an exploratory 
nature and the number of parƟ cipants are less important than the criteria used to select them 
(Cresswell, 2014; Fox, Gouthro, MorakabaƟ  & Brackstone, 2014). QualitaƟ ve data was collected 
by means of a semi-structured interview guide. The target populaƟ on consisted of senior business 
event pracƟ Ɵ oners in Cape Town affi  liated with the Southern African AssociaƟ on for the Conference 
Industry (SAACI). SAACI is the offi  cial umbrella body that ensures professional credibility in the South 
African MICE sector. By means of purposive sampling, the qualitaƟ ve data reached saturaƟ on aŌ er 
nine interviews with key informants between July and September 2018. The data was analysed using 
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Creswell’s six steps for analysing qualitaƟ ve data (Creswell, 2014). Ethical consideraƟ ons included 
voluntary parƟ cipaƟ on and confi denƟ ality. 
Results 
From the data analysis, the following four themes emerged:
Theme 1 – Contemporary trends in MICE: ParƟ cipants indicated that the most prominent trends 
aff ecƟ ng the MICE industry include sustainability and the need for holisƟ cally green events; inno-
vaƟ on in technology; enhanced delegate experiences to meet increasingly discerning expectaƟ ons; 
increased safety and security at events due to global terrorist threats and crime. 
Theme 2 – MICE opportuniƟ es: ParƟ cipants were of the view that Cape Town is a world class business 
event tourism desƟ naƟ on as it off ers natural beauty and quality tourism products reinforced by a 
track record of numerous successful internaƟ onal events while the exchange rate of the currency 
off ers value for money.
Theme 3 – MICE threats: The volaƟ le global economy is considered to be a threat along with the 
current poliƟ cal climate and percepƟ on of crime. Recently, the drought in the region caused severe 
water restricƟ ons and negaƟ vely impacted tourism establishments.
Theme 4 – Value of MICE events: ParƟ cipants regarded MICE events as a major contributor to the 
development of infrastructure, job creaƟ on and sharing ideas. 
Conclusions
MICE pracƟ Ɵ oners idenƟ fi ed sustainability, technology, enhanced delegate experiences and safety 
and security as prominent contemporary trends. It is criƟ cal for MICE pracƟ Ɵ oners to conƟ nuously 
scan the internal and external environment to remain globally compeƟ Ɵ ve. The proacƟ ve idenƟ fi ca-
Ɵ on and management of opportuniƟ es and threats in partnership with local tourism bodies, as well 
as the markeƟ ng of MICE events in line with contemporary trends, were idenƟ fi ed as important for 
enhancing business event tourism in Cape Town. 
ContribuƟ on to the fi eld
This paper provides industry perspecƟ ves which are not only valuable to idenƟ fy the needs of the 
MICE industry, but also to clarify evidence regarding contemporary and future trends that may 
inform the knowledge base competencies needed to adequately refl ect developments in the MICE 
fi eld and profession.  
Research limitaƟ ons
The paper provides insight into pracƟ Ɵ oners’ perspecƟ ves of trends in Cape Town’s MICE sector, 
however, in line with the qualitaƟ ve nature of the research, the fi ndings are not generalisable. Fur-
thermore, as trends are dynamic and evolve at a fast pace with new trends in MICE conƟ nuously 
surfacing, necessitaƟ ng ongoing, further research.  
Keywords: MICE, industry perspecƟ ves, trends, qualitaƟ ve methodology. 
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Abstract 53

Concrete heritage from 20th century: 
Ecosystem services approach for its valuing and 
tourist use. ApplicaƟ on in the Zarzuela racecourse
Gema Ramírez Guerrero, University of Cadiz, Spain

Javier Garcia Oneƫ  , University of Cadiz, Spain

Manuel Arcila Garrido, University of Cadiz, Spain

Adolfo Chica Ruiz, University of Cadiz, Spain

David Benítez López, University of Cadiz, Spain

Background and goals
Since the 20th century, one of the most used materials for the construcƟ on of part of our current 
heritage is concrete, which in many cases is core to architectural expression. Due to its performances 
and ability to be modelled, but also for its infi nite possibiliƟ es in terms of textures and colour, concrete 
has sƟ mulated architectural innovaƟ on and creaƟ vity (Dehn et al., 20161).
Many countries consider concrete architecture as cultural heritage, nevertheless this kind of monu-
ments, which could seem “young” with respect to more ancient, is decaying, due to a combinaƟ on 
of lack of knowledge related to its real value and to environmental aggressive condiƟ ons in which 
they are exposed. Despite of this problemaƟ c, only few specifi c scienƟ fi c studies were dedicat-
ed to management to its value or tourist use. In this sense, the mission of INNOVACONCRETE2

project, supported by the European Union’s Horizon 2020, is to intervene in technical aspects, 
combined with acƟ viƟ es to promote and achieve social awareness and value creaƟ on linked to 
monuments and representaƟ ve buildings. At this point, the main goal of this paper is to consider 
concrete-based cultural heritage as an important part of an urban ecosystem and to analyse the 
benefi ts of its protecƟ on for the human well-being.  
Methodology
The methodology applied is based on the Ecosystem Services approach. The “Mapping and Assess-
ment of Ecosystems and their Services” (MAES) project, developed by the European Union, and the 
classifi caƟ on system, associated to “The Common InternaƟ onal Classifi caƟ on of Ecosystem Services” 
(CICES) have been taken as reference. 
Two steps were considered:

A The buildings and heritage monuments considered relevant by organizaƟ ons such as Icomos and 
Docomomo, both partners within the project, have been categorized and classifi ed. Monuments 
and buildings understood as anthropic systems providing services for human well-being.

B AdaptaƟ on of ecosystems as natural systems, suppliers of services for human well-being. It has 
been taken in consideraƟ on the general theory of systems, where a system is understood as a set 
of elements that interact with each other through natural and anthropic funcƟ ons and processes, 
and that also interact with their natural or anthropic environment.

To value or to quanƟ fy the services (indicators), it has been considered that there are replaceable 
and irreplaceable services. This jusƟ fi es the applicaƟ on of this methodology to patrimonial buildings. 

1 Concrete Repair, RehabilitaƟ on and Retrofi ƫ  ng IV – Dehn et al. (Eds) © 2016 Taylor & Francis Group, London, 
ISBN 978-1-138-02843-2
2 This project has received funding from the European Union’s Horizon 2020 research and innovaƟ on program 
under grant agreement No 760858
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In this way, with the applicaƟ on of certain indicators, it has been possible to evaluate to what extent 
a building or patrimonial monument provides a service or another.
According to the equivalence of CICES, the services are classifi ed in:

• Cultural
• RegulaƟ on
• Provisioning
• SupporƟ ng

The services’ classifi caƟ on is done from the point of view of the benefi ciary, since it is about the 
benefi ts that can be obtained by the funcƟ ons that are developed in a specifi c space. 
The method has been developed in the following steps:  

Figure 1. Methodology for the classifi ca  on of services applied to heritage

Source: Own elaboraƟ on.

Preliminary results 
This methodology has been applied in a specifi c study case within the INNOVACONCRETE project: 
The Zarzuela Racecourse (Madrid, Spain). Inaugurated in 1941. The architects were Carlos Arniches 
and Marơ n Domínguez Esteban. They were joined by the engineer Eduardo Torroja, a pioneer in the 
design of concrete shell structures. Currently, it keeps its funcƟ onality as a racecourse. The racecourse 

Figure 1. Methodology for the classification of services applied to 
heritage. 
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is protected as Bien de Interés Cultural3. As well as lisƟ ng the stands and other structures for protec-
Ɵ on, the citaƟ on refers to the paddock and pelouse as being of interest. This building is an example 
where we can collect some funcƟ onal aspects such as economic, social, cultural, aestheƟ c and ar-
chitectural. The following table show the diff erent services associated with the Zarzuela racecourse:

Table 1. Associated services with the Zarzuela racecourse. 
Urban service of 
Zarzuela racecourse Services CICES equivalence

• AestheƟ c and landscape • Cultural
• IdenƟ ty • Cultural
• Sport • Cultural
• Stakes • Cultural (leisure)/Provisioning (economic)

• Social recreaƟ on • Cultural
• Gastronomy • Cultural (leisure)/Provisioning (nutriƟ onal needs)

• Stable and riding arena • Support/Provisioning (space)

• Museum and library • Cultural
• Stores • Provisioning (economic)

• Parking (secondary) • Support/Provisioning (space)

• AdministraƟ on offi  ces of the racecourse (primary) • RegulaƟ on (administraƟ on)

Source: Own elabora  on.

Figure 2. Total set of services associated with the Zarzuela racecourse

Source: Own elaboraƟ on.

In this case, we refer to a system composed of large and small units that supply services. The main 
funcƟ ons would be associated with components and processes built by man (anthropic system). 
Cultural services highlight above the others, being an aƩ racƟ on of great potenƟ al for tourist use as 
a cultural centre. 
Conclusions
The main purpose of this eff ort comes from the possibility to making more visible the greater number 
of benefi ts that cultural heritage off ers to human well-being. Once it becomes visible, it will be easier 
the enhancement from the services it provides, following methodologies such as the use of indica-
tors or valuaƟ on of economic or non-economic techniques. Knowing why heritage is important for 

3 A Bien de Interés Cultural is a category of the heritage register in Spain. The term is also used in other 
Spanish-speaking countries.
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human, it will be easier to know how to value it and encourage it (i.e.: through tourism), increasing 
its benefi ts. Through the methodology applied, we have detected the need to improve the society’s 
general percepƟ on about this kind of monuments in order to achieve its tourist enhancement. As of 
this study, it will be necessary to establish the specifi c strategies to make possible the appropriate 
tourist products design. The ecosystem services analysis should be considered as basis for designing 
these proposals.  
ContribuƟ on to the fi eld
The contribuƟ on of this work is to show a methodology which allows to know the range of possibiliƟ es 
that the alternaƟ ve uses of a building have for its enhancement and its tourist use.
Subsequently, the agents involved will be able to apply their value systems and prioriƟ ze among the 
diff erent uses and services, depending on the desƟ naƟ on’s goals. 
Keywords: ecosystem services, concrete heritage, heritage, cultural tourism  
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Parallel session: 
Smart desƟ naƟ ons 

and ICT in hospitality 
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Abstract 54

Are CroaƟ an smart ciƟ es also smart desƟ naƟ ons?  
Nataša Slavić, University of Rijeka, Faculty of Tourism and Hospitality Management, CroaƟ a 

Tomislav Car, University of Rijeka, Faculty of Tourism and Hospitality Management, CroaƟ a  

Background and goals
Regardless the fact that there is no common defi niƟ on of the smart city concept, most academic 
sources support the thesis that smart are the ciƟ es using technology in creaƟ ng mulƟ faceted solu-
Ɵ ons to solving urban problems. Smart tourist desƟ naƟ ons could therefore be perceived as smart 
ciƟ es that uƟ lize available informaƟ on technology and other innovaƟ ons in city funcƟ oning for the 
purpose of impacƟ ng visitors’ expectaƟ ons and experience. 
Smart ciƟ es have aƩ racted an extensive interest from both, science and travel industry, over the last 
few years. Smart city concept is in the focus of a growing number of CroaƟ an ciƟ es as well. Therefore, 
in line with the topic background, specifi c objecƟ ves of this research are to research and determine 
“the level of smart” in CroaƟ an “smart ciƟ es” – both, in relaƟ on to the resident’s quality of life, and 
in relaƟ on to their visitors’ experiences.  
Design/methodology/approach
This research uses a case study approach, focusing on CroaƟ an ciƟ es that had parƟ cipated the naƟ onal 
award contest called “Pametni gradovi”. The ciƟ es’ smartness is examined in several categories of 
their everyday funcƟ oning. The evaluaƟ on criteria are mostly derived from offi  cial EU documents. 
EvaluaƟ ng if those same ciƟ es are also smart tourist desƟ naƟ ons is based on a set of criteria based 
on relevant academic contribuƟ ons to the body of knowledge in the specifi c fi eld, as idenƟ fi ed by 
the authors of this paper. Although analysing all elements of city/desƟ naƟ on smartness, the aspects 
of urban mobility and applicaƟ ons are highlighted and researched to greater detail due to their role 
in facilitaƟ ng modern day tourism interests and needs.  
Results
There is a noƟ ceable level of digiƟ zaƟ on and effi  cient management of some aspects of everyday 
life in studied CroaƟ an ciƟ es (mobility, environment, people, living, government and/or economy). 
Nevertheless, the integraƟ on in managing all ciƟ es’ subsystems smartly is sƟ ll lacking in relaƟ on to 
the theoreƟ cal potenƟ al of the concept. There is evidence of smart approach to tourism in CroaƟ an 
desƟ naƟ ons as well (e.g. uƟ lizing tourism applicaƟ ons), but there is an obvious lack of recognizing 
tourism as integral component of smart city in each individual city’s development framework.  
Conclusions
PromoƟ ng the ciƟ es as smart requires systems approach and constant improvements in key elements 
of the concept. Smart tourism should be based on the smart city concept (its components) and be 
an integral part of it. The exisƟ ng research confi rms that smart tourism is a fundamental part of the 
smart ciƟ es, i.e. that the level of smartness of tourist desƟ naƟ ons relates to the suitable tourism 
applicaƟ ons incorporated within the components of smart ciƟ es. As most urban seƩ lements are 
(potenƟ al) tourist desƟ naƟ ons, managing their key subsystems in a smart city manner aff ects total 
tourist experience (e.g. seamless transportaƟ on opƟ ons) through implementaƟ on of innovaƟ on and 
available informaƟ on technology tools. Based on the CroaƟ an cases studied, tourist desƟ naƟ ons are 
considered to benefi t from even the parƟ al approach to smart city concept implementaƟ on. It is 
believed that elements of improved quality of life of residents (smart urban space, smart mobility, 
smart health and living, smart society, smart environment, etc.) greatly aff ect their saƟ sfacƟ on. 
ContribuƟ on to the fi eld could be summarized to several points, such as: 

• AddiƟ on to the scarce amount of research of the link between the smart city and the smart 
tourist desƟ naƟ on.

• Diff erent/addiƟ onal perspecƟ ve on CroaƟ an tourism (desƟ naƟ on) research. 
• CreaƟ ng a provisional checklist of smart tourist desƟ naƟ on concept’s elements. 
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• BeƩ er examining the role of smart mobility in tourism.
• Researching IT soluƟ ons (applicaƟ ons) nature and character in tourism context. 

Keywords: smart city, smart tourist desƟ naƟ on, smart mobility, smart tourism applicaƟ ons, CroaƟ an 
smart ciƟ es/tourist desƟ naƟ ons  

Abstract 55

The infl uence of smart tourism on tourist desƟ naƟ on choice: 
A case of City of Tshwane, South Africa  
Munei Nengovhela, University of Venda, Republic of South Africa  

Background and goals 
In 2005, the City of Tshwane entered into a twining agreement with the city of Oulu in Finland to 
help Tshwane become a smart city, the objecƟ ve of the agreement/partnership was to facilitate skills 
transfer so that the city of Tshwane can more eff ecƟ vely implement its smart city project. In order 
to become an African capital city of excellence, Vision 2025 of the city of Tshwane believes it can be 
operaƟ onalized through the transiƟ on of the city being smart, further the vision outlines that the 
disƟ nguishing features of the envisioned smart city will be, economy, mobility, environment, people 
and governance. Tourism is considered to be one of the largest industries world-wide, creaƟ ng jobs, 
driving exports and creaƟ ng prosperity across the globe. The industry has always been driven by 
innovaƟ on in technology from the introducƟ on of steam powered engines to the rail roads. From 
the early 1990s, the emergence of the internet and the InformaƟ on CommunicaƟ on Technology 
had a great impact on the operaƟ ons of the tourism industry and the behaviour of tourists. The 
word ‘smart’ has become a “buzz” word in today society, wherein it refers to effi  ciency, simplicity 
and fl exibility. The proliferaƟ on of smart technology’s usage from the consumer’s perspecƟ ve has 
created drasƟ c changes towards their behaviour. Modern tourist’s demand has changed in the 
following ways: (1) pursuing personal travelling preferences and schedules; (2) value for Ɵ me and 
less willingness to wait or put up with delays; (3) searching for travel-related informaƟ on through 
the Internet; (4) booking online Ɵ ckets and making room reservaƟ ons; (5) making online purchases; 
(6) conducƟ ng price comparisons on diff erent travel websites and (7) asking for mulƟ -media and 
messaging service, all of which STTs can cater for. Such changes in behaviour warrants invesƟ gaƟ on 
into new technology infl uenced consumpƟ on paƩ erns. The primary purpose of this study is there-
fore to invesƟ gate whether smart tourism technologies infl uence tourist’s decisions to visit the City 
of Tshwane as a tourist desƟ naƟ on and to what extent. The collected data is to be captured and 
analyzed through SPSS version 25.  
Methodology 
The research study is quanƟ taƟ ve in nature, cluster and simple random sampling has been best 
considered for the study with a sample size of 600 which is large enough for inferenƟ al staƟ sƟ cs. 
The ElaboraƟ on Likelihood model is the conceptual theory to be used, however a modifi ed one of 
Yoo, Goo, Huang, Nam & Woo (2016) used in the study Ɵ tled “Improving travel decision support 
saƟ sfacƟ on with smart tourism technologies: A framework of tourist elaboraƟ on likelihood and 
self-effi  cacy”. Structural EquaƟ on modelling is to be used in order to assess the fi tness of the model.  
Envisaged results 
With the consideraƟ on of increasing usage and adopƟ on smart devices, it will appear that tourists 
have developed trust and dependency on their smart devices. The results are most likely to show 
that tourism technologies infl uence the decision of tourists to visit the City of Tshwane.  
ImplicaƟ ons
The current industrial revoluƟ on is the fourth industrial revoluƟ on, in which the compeƟ Ɵ veness 
of organisaƟ ons is highly infl uenced by data. However, to device plans on how such data can be 
harnessed requires that tourism desƟ naƟ ons comprehend the concept of smart tourism. Prior to 
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such comprehension, it must fi rst be invesƟ gated whether current smart tools such as websites and 
soŌ ware applicaƟ ons are playing a role in tourist behaviour, more especially tourists’ decisions to 
visit the desƟ naƟ on. The city of Tshwane vision 2025 has clearly arƟ culated the eff orts the city is 
making to become a smart city (Tshwane Vision 2025, 2013) and as such an opportunity exists for 
the city to market itself as a smart desƟ naƟ on. Prior to such posiƟ oning, it must fi rst be ascertained 
that tourists visiƟ ng the city value the smart tourism concept and currently use smart tourism 
technologies and tools in their travels. The study is therefore useful in determining the usage and 
deriving some perceptual understanding of tourists visiƟ ng the city of Tshwane towards the adopƟ on 
of smart tourism technologies. Such an understanding becomes criƟ cally useful in helping to defi ne 
ways in which Tshwane can be posiƟ oned as a smart desƟ naƟ on.  
ContribuƟ on to the fi eld 
There currently lacks theoreƟ cal understanding towards the role played by smart tourism technologies 
in tourism decision making paƩ erns and consumpƟ on choices. The study will then provide theoreƟ cal 
addiƟ ons to the body of knowledge that relates to tourist and the digital economy.  
Keywords: smart tourism, smart desƟ naƟ on, informaƟ on communicaƟ on technology, innovaƟ on, 
tourist  

Abstract 56

ICTs in hospitality industry: Importance-performance 
analysis of the small and family owned hotels 
Daniela Garbin Praničević, University of Split, Faculty of Economics, Business and Tourism, CroaƟ a

Ante Mandić, University of Split, Faculty of Economics, Business and Tourism, CroaƟ a 

Research background
Technological advances are causing fundamental disrupt in the tourism industry by empowering 
tourism actors to form new markets, shape new services, and manage their businesses more eff ec-
Ɵ vely (Law et al., 2014; Sigala, 2018). They are fostering transformaƟ on of a tourism management 
and markeƟ ng in a way that managers are not only using technology as a tool but rather tourism 
markets and actors, i.e. all stakeholders, both shape and are shaped by technology (Sigala, 2017). 
Furthermore, ICTs are recognized as the most eff ecƟ ve tool for boosƟ ng tourism (Navío-marco et 
al., 2018), with the ability to iniƟ ate the transiƟ on from monologue to dialogue between tourism 
supply and demand. The increasing pressure to provide more sophisƟ cated and tailored products 
and to increase business eff ecƟ veness has lead hospitality business to become more reliant on ICT in 
various aspects of their business. The reliance on technologies throughout interoperability and inter 
connecƟ vity of all network partners increasingly enabled hospitality organizaƟ ons to develop their 
compeƟ Ɵ veness through a beƩ er understanding of customers and market condiƟ ons and develop 
their decision-making process (Buhalis and Leung, 2018). 
Within the hotel industry, the impacts of ICTs are mainly refl ected in four major areas, namely, stra-
tegic planning and revenue management, operaƟ ons, markeƟ ng distribuƟ on and communicaƟ on, 
customer service and relaƟ onship management (Dipietro et al., 2010). In this abundance of hospitality 
and ICT related studies, a liƩ le aƩ enƟ on has been given to the potenƟ als, adaptaƟ on and specifi cs 
of ICTs within small and family owned hotels (SFH) as a unique and growing segment of the industry. 
This research contribute address that gap.  
Research objecƟ ves 
The research objecƟ ve is to deliver the importance-performance analysis of the innovaƟ ve techno-
logical soluƟ ons within small and family owned hotels in CroaƟ a, leading southern Mediterranean 
desƟ naƟ on. Moreover, the study delivers managers’ and owners percepƟ on of importance and per-
formance (IP) of proposed technologies for their SFH businesses. The aim is to idenƟ fy the relevance 
of the ICTs and their perceived impacts on four aspects of SFH businesses, namely, (1) eff ecƟ veness, 
effi  ciency and improvement of hotel performances; (2) shaping and delivering of services; (3) cus-
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tomer relaƟ onships and communicaƟ on with guests; and (4) overall fi nancial performances. In such 
context, the authors are primarily focused on technological innovaƟ ons (innovaƟ ons supported 
by informaƟ on and communicaƟ on technologies (ICTs)) which are expected to enable subsequent 
innovaƟ ons, business processes improvement and their interconnecƟ on.  
Research framework
In this research a mix method approach is applied to analyses innovaƟ ons, and relevance of ICTs appli-
caƟ ons in the hospitality industry, in parƟ cular SFH. First, it is conducted a literature review to explore 
the concept of innovaƟ ons and progress on ICTs in the hotel industry to idenƟ fy criƟ cal technological 
soluƟ ons that might infl uence hotel performances. Following, it is constructed a semi-structured 
quesƟ onnaire and sent to 21 purposely sampled small hotel in CroaƟ a. It used a convenience sample 
for pilot research (Kuo et al. 2010) to test a proposed quesƟ onnaire. The quesƟ onnaire collected (1) 
general informaƟ on about hotel, i.e. category, specializaƟ on (unique standard, e.g. wellness and spa, 
golf resort etc.), is it open during the year or seasonally; number of employees and region in which 
they are seƩ led; (2) aƫ  tudes toward proposed innovaƟ ve soluƟ ons in hotel industry and their impacts 
on hotel performances; (3) individual aƫ  tudes toward fundamental limitaƟ on of implementaƟ on of 
innovaƟ ve soluƟ ons in small hotels; individual investment in R&D; individual opinions regarding the 
technological innovaƟ ons and their relevance for hotel industry in future. The convenience sampling 
took part in December and January 2019. The quesƟ onnaire was sent via Google form to hotel owners 
and managers. Research sample encompass 129 small and family owned hotels in CroaƟ a, which are 
members of NaƟ onal AssociaƟ on of Family and Small Hotels (OMH).  
Findings 
The fi ndings demonstrated the existence of signifi cant gap between percepƟ on of the importance 
of specifi c innovaƟ ons and actual hotel performances. In most cases hotel performances are rated 
signifi cantly lower than perceived importance of specifi c innovaƟ on, which indicate that substanƟ al 
resources should be beƩ er allocated in a future to address the certain gaps. Results of the con-
ducted analysis also demonstrate the perceived importance and performance of the innovaƟ ons 
and new technologies in SFH. Finally, the paper contribuƟ ons are evident in following; it is revealed 
gaps within the percepƟ on of innovaƟ on importance and performances in the sample of small and 
family owned hotels. Secondly, the enclosed comprehensive literature review of state the art tech-
nological innovaƟ ons in hotel industry and their systemaƟ zaƟ on provide the theoreƟ cal framework 
for further research. 
Keywords: ICT, innovaƟ ons, importance-performance analyses, small and family owned hotels, mix 
method approach, CroaƟ a

Abstract 57

The technological dimension of innovaƟ on orientaƟ on 
in Polish business tourism fi rms
Krzysztof Borodako, Cracow University of Economics, Faculty of Management, Poland

Jadwiga Berbeka, Cracow University of Economics, Faculty of Management, Poland

Michał Rudnicki, Cracow University of Economics, Faculty of Management, Poland

Background and goals
Over the last decade, the signifi cance of professional business services has increased, as recognised 
by business pracƟ ce and academia (Muller & Zenker 2001). One of these services involves business 
travel (events) fi rms related to events like congresses, trade fairs, incenƟ ve travel and business events. 
All these fi rms deliver knowledge based on their innovaƟ ve approach to clients. The innovaƟ on ori-
entaƟ on of these fi rms determines their strategic direcƟ ons, in which the technological dimension 
plays an important role. The literature review confi rms that rapid advancement in ICT is moving 
towards a more informaƟ on-based economy (Sarangee et al., 2014). A study by Rauyruen and Miller 
(2007) suggests that B2B service providers also need to understand the nature and circumstances 
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of their customers with respect to the technological sphere. The goal of this study was to idenƟ fy 
ICT in the business process by business tourism (events) companies within the broader context of 
innovaƟ on orientaƟ on of these fi rms. 
Design/methodology/approach
To address the research quesƟ ons, the qualitaƟ ve method was used in the form of semi-structured 
interviews based on face-to-face communicaƟ on. An exploratory approach was adopted to collect 
detailed informaƟ on from experts with long business tourism experience. Based on 21 interviews 
in three diff erent market segments (PCO/DMC, incenƟ ve travel, event agency) from diff erent ciƟ es, 
it was possible to focus on usage of informaƟ on and communicaƟ on technology within the context 
of innovaƟ on orientaƟ on (as a key dimension in that orientaƟ on). The applied exploratory approach 
allowed us to discover and understand what kind of technology the companies used and in what 
way it allowed them to increase innovaƟ on and compeƟ Ɵ veness. 
Results
Leading Polish events companies were interviewed, with the condiƟ on that the representaƟ ve (or 
the company) was a member of an industry associaƟ on. One third of respondents had operated on 
the market up to 10 years and another third between 10 and 20 years. Most of the respondents, 
business owners aged 31-40 years, were female. Respondents were asked about the technological 
dimension of the innovaƟ on orientaƟ on, which was mostly understood as the use of technological 
soluƟ ons to introduce innovaƟ on. This topic was treated by interviewees in diff erent ways, which was 
demonstrated by the use of key word (coding) analysis. The duraƟ on of funcƟ oning on the market 
impacts a fi rm’s approach to technological aspects. RepresentaƟ ves of younger companies mostly 
referred to many aspects of applying technology – they menƟ oned dynamic changes on the market 
and the need to adjust present technological soluƟ ons to emerging needs and products on the mar-
ket. They were also more conscious of mobile technology, cloud data usage and audio-video lighƟ ng 
soluƟ ons. Respondents oŌ en referred to the automaƟ on of processes that can lead to beƩ er quality 
and Ɵ me saving. RepresentaƟ ves of older companies mostly referred to the signifi cance of ICT, to 
ensure more rapid communicaƟ on with clients and partners, but also visualisaƟ on of the prepared 
events. Event agencies focus more on faster communicaƟ on and visualisaƟ on, and they delivered 
more examples of applied technologies (systems, applicaƟ on, services, etc.). IncenƟ ve travel agen-
cies saw new opportuniƟ es in beacon technology, which was seldom menƟ oned by other types of 
fi rms. PCO and DMC were more demanding with respect to technological infrastructure and internal 
company systems (soŌ ware). Technological infrastructure in the context of event organisaƟ on was 
more oŌ en menƟ oned by women than men – which might be surprising. Beacon technology and 
automaƟ on were more oŌ en menƟ oned in the interviews by men. If we consider the status of the 
experts, we can idenƟ fy also some diff erences: owners mostly referred to beacon technology, cloud 
data and automaƟ on, while employees discussed more general issues like technological infrastructure, 
a dynamic environment and the signifi cance of ICT, but they also menƟ oned the importance of and 
trend towards client personalisaƟ on.
Conclusions
Knowledge-intensive business services in the area of event organisaƟ on are very rarely researched 
with a focus on innovaƟ on orientaƟ on. This study refers to the one of the most important dimensions 
of this orientaƟ on – the technological aspect. The companies included in the study represented key 
stakeholders in this industry naƟ onwide, which allowed us to gain a deeper understanding of this 
topic. All fi rms have to monitor technological changes, but they also have to follow these trends 
and changes on what is a very dynamic market. The results show that companies are up to date 
with the technological changes and pay aƩ enƟ on to the potenƟ al benefi ts delivered by technology 
in introducing innovaƟ on on a company and industry level.
ContribuƟ on to the fi eld
This research sheds new light on the usage of ICT by event fi rms within the framework of introducing 
service innovaƟ on. It provides a broad understanding of the kinds of technological applicaƟ ons that 
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are used and what aspects of running a business enable this technology to play a signifi cant role. The 
diff erences between fi rms from researched market segments confi rm that ICT is a specifi c asset that 
is used in various ways. Interviewees confi rmed that these soluƟ ons should be adjusted to market 
condiƟ ons and client needs. This study is in line with studies from other industries of business ser-
vices in which technological (as ICT) usage correlated with the fi rm’s development (Vaughan, 2004, 
Vaughan & Romero-Frias, 2010).
Research limitaƟ ons
This study was constructed to deliver explanatory data concerning the technological aspects of inno-
vaƟ on by knowledge-intensive business event services. There are some limitaƟ ons to this study with 
respect to geography (a study conducted in only one country without the possibility of comparison 
with other countries). Another methodological limitaƟ on of this study is the applicaƟ on of only one 
method in the form of interviews without the inclusion of case studies or a netnographic analysis 
of these technological changes.
Keywords: business tourism, events, technology, innovaƟ on orientaƟ on, kibs, interview.
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Abstract 58

The impact of blockchain technology 
on tourism intermediaƟ on 
Sara Melkić, InsƟ tute for Tourism, CroaƟ a

Nevenka Čavlek, University of Zagreb, Faculty of Economics and Business, CroaƟ a

Background and goals 
Contemporary tourism has undergone many changes in the last decade, mainly due to expansion 
of the new technology. The use of new technology has had more posiƟ ve than negaƟ ve impacts on 
tourism, but none of them triggered a radical change. Blockchain technology has been one of the most 
discussed topics especially aŌ er 2016. Blockchain (chains of blocks) technology represents digital in-
formaƟ on or list of records (blocks) stored in a public database (the chain) and linked by cryptographic 
method. It is an immutable Ɵ me-stamped series record of data in a P2P network compuƟ ng system 
that is distributed and managed by clusters of autonomous computers, not by trusted authority or 
central server (intermediary). This openly distributed digital ledger in a self-organizaƟ on decentral-
ized system records across many computers public transacƟ ons from anonymous parƟ es. Therefore, 
the transparent automaƟ c independent system protects and transmits confi denƟ al data smoothly, 
safely and effi  ciently. Except digital trust and manipulaƟ on immunity, it provides mulƟ funcƟ onal data 
support, therefore, the technology can be used in mulƟ ple segments among tourism intermediaries. 
Even though it is sƟ ll somewhat unfamiliar, it is a form of technology which has a great potenƟ al 
to cause a revoluƟ on in tradiƟ onal business acƟ viƟ es. The phenomenon has been recognized by 
many large tourism stakeholders and travel agencies owned by some of the biggest tour operators 
and technology-oriented companies. Such fast changes require even faster adapƟ ons of all tourism 
intermediaries and this is challenging because most of stakeholders are not familiar with the role, 
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importance, use and impact that blockchain technology has on tourism intermediaƟ on. Therefore, 
in this paper the authors will try to provide answers to some quesƟ ons and doubts regarding the 
theory of blockchain technology in tourism intermediaƟ on, (its impacts on the implementaƟ on and 
potenƟ al posiƟ ve and negaƟ ve sides of its use, strengths, weaknesses, opportuniƟ es and threats). 
The main aim of the paper is to present a SWOT analysis of blockchain technology implicaƟ ons on 
tourism intermediaƟ on. Furthermore, as trends are dynamic and evolve rapidly the topic becomes 
parƟ cularly challenging for scienƟ sts in bridging pracƟ ce into theory.
Design/methodology/approach
For a beƩ er understanding of blockchain technology used by tourism companies, secondary data 
were obtained through a thorough literature review and from other available data sources. This 
created a necessary general theoreƟ cal background through a semi-structured SWOT analysis. This 
qualitaƟ ve analysis is focused on all potenƟ al impacts that blockchain technology might cause on 
acƟ viƟ es undertaken by all parƟ cipants in tourism intermediaƟ on. 
Results 
The results show that some changes will aff ect only some parƟ cipants in the distribuƟ on channel of 
tourism intermediaƟ on. On the other hand, some changes will be common among all parƟ cipants. 
Therefore, SWOT analysis shows that everyone will face various challenges in its implementaƟ on 
(business internaƟ onalizaƟ on and automaƟ on, greater transparency and security, distribuƟ ve re-
al-Ɵ me synchronizaƟ on and interacƟ on, new business models…). All these posiƟ ve and negaƟ ve 
changes should be considered seriously in the phase of its implementaƟ on. 
Conclusions 
Blockchain has a great potenƟ al to bring about revoluƟ onary change in tradiƟ onal business of tourism 
intermediaƟ on.  Although the use of this technology is sƟ ll in an iniƟ al stage of research, it may result 
with radical changes in business processes and acƟ viƟ es in the enƟ re tourism system. Therefore, it is 
crucial that tourism research takes a proacƟ ve role in helping all stakeholders to beƩ er understand 
what the new technology off ers to them and where are the major challenges. Rapid changes require 
faster adaptaƟ on. Tourism intermediaries are sƟ ll in the posiƟ on to choose whether the blockchain 
technology will be their partner or will become their major threat.
ImplicaƟ ons 
Despite the extensive media coverage of blockchain technology in general, the understanding of 
potenƟ als and its possible implementaƟ on in tourism, as well as its impact on tourism stakeholders 
will be a great challenge for both, IT specialists and tourism intermediaries. As IT experts are not 
specialists in tourism fi eld and vice versa, the cooperaƟ on between them becomes condiƟ on sine 
qua non. This paper adds to beƩ er understanding of necessary steps towards common theory.
ContribuƟ on 
Although blockchain is idenƟ fi ed as a challenging and exploraƟ ve fi eld of study, there are almost 
non-existent in the fi eld of tourism intermediaƟ on for beƩ er theoreƟ cal understanding. This research 
is one of the fi rst that deals with the impact of blockchain technology on tourism intermediaƟ on, 
focusing on theoreƟ cal and pracƟ cal issues. This theory-based paper contributes to a beƩ er under-
standing of this phenomenon, opens a wider debate of its importance and raises the awareness for 
further research. 
Research limitaƟ ons 
The main limitaƟ on of this study lies in the hypothesis that blockchain technology will succeed and 
will be disrupƟ ve as predicted by futurists. Therefore, the paper is based on an overall assumpƟ on 
and it cannot be compared with previous studies. AddiƟ onally, it is wriƩ en by experts in tourism 
fi eld without specifi c IT knowledge. 
Keywords: blockchain technology, tourism intermediaries, business evoluƟ on, SWOT analysis 
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Parallel session:  
Tourism for all: New direcƟ ons 
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Abstract 59

Expenditure paƩ erns of students at tourist aƩ racƟ ons 
in Vhembe District municipality 
Magdeline Malesini Maombe, University of Venda, Republic of South Africa

Ndivhuwo Tshipala, University of Venda, Republic of South Africa

Tondani Madzunye, University of Venda, Republic of South Africa  

Aims, methods and fi ndings 
Tourism demand is mainly measured in terms of tourism arrivals and departures, tourist expenditures 
and receipts. Further variables commonly used in the literature are travel exports and/or imports, 
tourist length of stay, nights spent at tourism accommodaƟ on. This study aims to analyse expenditure 
paƩ erns of students travelling to aƩ racƟ ons around Vhembe District Municipality(VDM). It focuses 
on how much students spend when travelling and when they are on aƩ racƟ ons. The researcher 
decides to use a descripƟ ve approach and will employ a quanƟ taƟ ve research design. A sample 
of 600 parƟ cipants will be selected using convenient sampling method from University of Venda, 
Vhembe TVET College and Limpopo College for Nursing (Vhembe campus). Data will be collected 
at three major insƟ tuƟ ons of VDM using selecƟ ve method. To analyze data the researcher chooses 
descripƟ ve analysis-mean, standard deviaƟ on, frequencies and percentages. The fi ndings of the 
study will provide a clear understanding of student travelers spending power. This study will provide 
a literature foundaƟ on that will describe the behavior and norms of students’ expenditure paƩ erns 
at Vhembe District Municipality.
Keywords: expenditure paƩ erns, spending behavior, student travelers, tourist’s aƩ racƟ ons 

Abstract 60

A criƟ cal analysis of the possibiliƟ es to include persons 
with disabiliƟ es in tourism in CroaƟ a 
Zvjezdana Hendija, University of Zagreb, Faculty of Economics and Business, CroaƟ a

Anđela Vuković, University of Zagreb, Faculty of Economics and Business, CroaƟ a  

Background and goals
Although all people were given the right to dignity and equality as established in the UN DeclaraƟ on 
of Human Rights immediately aŌ er World War II, it was not unƟ l the early 1980s that UN’s experts 
began to point certain marginalized categories of the populaƟ on, which is discriminated from their 
rights due to their physical and/or mental impairment. It took the UN over half a century to adopt 
its ConvenƟ on on the Rights of Persons with DisabiliƟ es (2006). Other organizaƟ ons, associaƟ ons 
and individuals then recognized the needs and potenƟ als of such category of the populaƟ on and 
society’s treatment began to change radically. This process was led by the European Commission 
of the European Union (EU) and UNWTO because one of the rights such persons had been denied 
is the right to parƟ cipate in tourist travels. The potenƟ al of this specifi c segment of demand has 
been recognized in tourism and this parƟ cular form of tourism was Ɵ tled accessible tourism. Since 
the beginning of this millennium, the EU began to co-fund special programs in tourism designed for 
such persons and the relevant tourism supply has improved to include faciliƟ es, equipment and staff  
training tailored to their needs. TheoreƟ cal aim of the paper is to idenƟ fy specifi c requirements of 
accessible tourism development on the side of tourism supply but also the characterisƟ cs of this 
parƟ cular demand segment of tourism market. Despite the generally posiƟ ve aƫ  tudes towards 
persons with disabiliƟ es in society, in parƟ cular in the EU, this form of tourism is not developing at 
the same rate in all EU Member States. Thus, pracƟ cal aim of the paper is to demonstrate diff erent 
stages of accessible tourism development in the EU. Furthermore, this paper aims to underline 
the importance of accessible tourism development in CroaƟ a seeing that this parƟ cular demand 
segment has been much more ignored, marginalized and insuffi  ciently included in tourism acƟ viƟ es 
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compared to most EU Member States. Moreover, the paper aims to idenƟ fy the main limitaƟ ons to 
the development of accessible tourism in CroaƟ a. 
Design/methodology/approach
Secondary data analyses were used to compare stages of accessible tourism development in EU 
Member States as well as to idenƟ fy characterisƟ cs of tourism travels of people with disabiliƟ es in 
the world, the EU and in CroaƟ a. Furthermore, primary research has been conducted in two phases. 
First phase included the method of semi-structured interview where 9 persons with disabiliƟ es have 
been quesƟ oned. Those were the persons from Zagreb, Varaždin, Velika Gorica and Mursko Središće. 
Despite the fact that it was an anonymous parƟ cipaƟ on in the research, the main research obstacle 
was to persuade the potenƟ al research parƟ cipants to agree to an interview. The sample included 
heterogeneous group straƟ fi ed along the lines of diff erent physical disability (sensory or locomo-
tory impairment), educaƟ on and diff erent economic and social status. QualitaƟ ve content analysis 
was applied to the transcripts of interviews through several phases of coding (open, focused and 
fi nally axial coding by establishing relaƟ ons between certain categories). The second phase included 
semi-structured interview with the owner of the travel agency, which is currently the only tourism 
intermediary in CroaƟ a specialized for the organizaƟ on of travel for persons with disabiliƟ es. Metho-
dology used in the research included descripƟ ve methods, analyƟ cal and comparaƟ ve methods, 
qualitaƟ ve content analysis methods, and descripƟ ve staƟ sƟ cs. 
Results
The research revealed that the main barriers to the development of accessible tourism in CroaƟ a 
were fi nancial in respect of demand, but also physical, even more so as tourism supply is insuffi  ciently 
adapted to this demand segment. The fi nancial barriers stem from the poor social and economic 
status of persons with disabiliƟ es and physical ones from insuffi  ciently adapted transportaƟ on infra-
structure and accommodaƟ on faciliƟ es within tourism desƟ naƟ ons in CroaƟ a.   
Conclusions
IdenƟ fying the main limitaƟ ons to the development of accessible tourism in CroaƟ a will highlight 
the necessary development improvements in the tourism infrastructure, the need to train tourism 
professionals in this fi eld and to otherwise adapt the tourism supply in this market segment. This is 
important not only for the inclusion of as many domesƟ c tourists with disabiliƟ es as possible, but 
also foreign ones, seeing as this internaƟ onal demand segment is already showing dynamic upward 
trends. The development of accessible tourism in CroaƟ a represents certain level of state awareness 
towards general social responsibility and diff er CroaƟ a from other tourism markets.  
ImplicaƟ ons
The results of the analysis should be used to sƟ mulate the travel of people with disabiliƟ es in CroaƟ a. 
ContribuƟ on to the fi eld
Since 2006, the internaƟ onal scienƟ fi c research on the topic has been intensifi ed in various fi elds, 
including tourism. However, such studies in CroaƟ a are sƟ ll rare, which presents the main scienƟ fi c 
contribuƟ on of this paper. 
Research limitaƟ ons
The future research should expand the sample to include a larger number of respondents diversi-
fi ed by other categories of people with impairments (e.g. blind and parƟ ally sighted persons, deaf 
people, etc.).  
Keywords: persons with disabiliƟ es, accessible tourism, barriers to accessible tourism development, 
CroaƟ a 
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Abstract 61

The bubble saver: An (unintended) example of the use 
of experience economy to further public health policy 
and behavioural changes 
Steve BuƩ s, University of Plymouth, United Kingdom  

Background
The theory and applicaƟ on of the principles of the experience economy are well rehearsed in the 
academic and industrial tourism-related literature since it is introducƟ on by Pine and Gilmore in 1998, 
and has of course also been uƟ lized across a range of areas, from fesƟ vals to virtual reality. Indeed, 
even the higher educaƟ on sector in much of the world seems to have embraced the experience 
economy of a means of recruiƟ ng, retaining, and ensuring that students have a posiƟ ve experience. 
However, there has been a limited extant focus on how the experience economy can be applied in the 
policy arena, parƟ cularly in relaƟ on to public health iniƟ aƟ ves and intervenƟ ons, whereby a variety 
of tradiƟ onal, informaƟ on-led educaƟ onal, and more laterally nudge theory approaches, have been 
applied as a means to encourage behavioural change from tourists and residents.  
Results
This paper provides an overview of how the principles of the experience economy have been, in-
tenƟ onally or otherwise, applied to educate and miƟ gate risk taking behaviour and health handouts 
amongst both tourists and residents. It considers both live and the increasing use of virtual experienc-
es as a means of encouraging health-related behavioural outcomes. Analysis of a specifi c historical 
experience economy example, the “bubble saver,” that uƟ lised live and virtual realms amongst those 
who idenƟ fy as gay male, trans and bisexual residents and visitors in Amsterdam during the AIDS 
epidemic of the 1980s to evoke safer sex behavioural change will be provided. 
Methodology
In terms of methodology for this paper, an ethnographic approach was followed that involved inter-
views with those who developed and implemented the “bubble saver” experience economy based 
intervenƟ on, as well as a review of the virtual footage available from the Ɵ me.  
ContribuƟ on to the fi eld
This paper contributes to the broadening of the learning around the historical, someƟ mes accidental, 
yet highly infl uenƟ al acƟ viƟ es that fall within the realms of the experience economy in the public 
health and policy arena for tourists and residents.  
Conclusions
The paper concludes by suggesƟ ng there is a clear opportunity to further develop, both within the 
literature and in pracƟ ce, the applicaƟ on of experience economy-based acƟ viƟ es to further policy 
out comes, in this case those specifi c to health-related intervenƟ ons.  
Keywords: experience, health, behavior, tourism  

Abstract 62

Can voluntourism become a chance for development 
of underdeveloped areas of CroaƟ a? 
Lana Brezak, Edward Bernays University College, CroaƟ a

Romana Lekić, Edward Bernays University College, CroaƟ a

Izidora Marković Vukadin, InsƟ tute for Tourism, Zagreb, CroaƟ a  

Background and goals 
It is a Ɵ me for developing new concepts of doing business which would reduce problems caused by 
preferably profi t oriented market of mass tourism with negaƟ ve eff ects to environment and nature, 
and not to increase them. Volontourism as a holisƟ c form of tourism is an ideal match of traveling 
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and volunteer work, which takes into account ecological problems and is developing in line with the 
society needs. Volontourism encourages tourists who do not want to be only passive observers (Wil-
son, 2015), but prefer acƟ ve parƟ cipaƟ on, connecƟ on with other people and understanding cultural 
diff erences from a new perspecƟ ve (Wearing, McGehe,2013). Studies have shown that people usually 
feel the enthusiasm for work (Csikszentamihalyi, 1982; Dean, 2009, according to Olčar, 2015). AcƟ ve 
leisure is characterized by high moƟ vaƟ on and cogniƟ ve engagement, but below average goals and 
investment in acƟ vity. That is why it is important for public and private sector insƟ tuƟ ons to recognize 
the importance of an innovaƟ ve and ever-present form of tourism in the world tourism market - volun-
teerism which, according to the concept of sustainable community development, connects all its 
stakeholders: local government, profi t and non-profi t sector. Volunteers expect an experience that 
is benefi cial to them and the community they are visiƟ ng, which is why volunteering is considered 
transformaƟ ve as it involves educated tourists. A high-quality volunteering model contributes to the 
development of volunteering and tourism in the tourist desƟ naƟ on, the well-being and improve-
ment of the quality of life of the local populaƟ on, and the compeƟ Ɵ veness of the tourist off er of 
the desƟ naƟ on. Given that the priority in developing volunteer engagement should be the needs of 
the local community, not the needs of the volunteer or travel agency, the goal is to create a sustai-
nable program with a more lasƟ ng posiƟ ve impact on the local community and space, especially in 
underdeveloped regions. Voluntourism is a new research problem addressed by a smaller number 
of authors so far (Benson, 2015; Foller-Carroll and Charlebois, 2016; RaƩ an, 2015; SujariƩ anonta, 
2014; Wilson, 2015) and therefore there is a methodological limitaƟ on in the theoreƟ cal raƟ onale 
for the topic. This work has an aim to invesƟ gate voluntourism as an innovaƟ ve form of tourism, its 
acƟ viƟ es that could infl uence desƟ naƟ on posiƟ vely, and contribute to its sustainable development. 
Design/methodology/approach
The methodological framework of this paper required extensive and detailed research since the 
concept of volunteerism is sƟ ll underdeveloped in CroaƟ a (Dukić, Ateljević, and Tomljenović, 2017), 
and the concept of volunteer tourism development in Europe and the world is sƟ ll not emphasized 
in scienƟ fi c papers. TheoreƟ cal framework is based of available secondary data sources. Primary data 
was collected through extensive qualitaƟ ve research, the implementaƟ on of in-depth interviews with 
members of NGO-s acƟ ve in tourism, tourism specialists and academics. 
Results 
Analyzing the respondents’ answers, it is established that, apart from very rare cases based on 
enthusiasm, there is no major shiŌ  in the development of volunteerism in CroaƟ a, and the reasons 
are mulƟ ple. Given that voluntourism is a completely new term in CroaƟ a, it is diffi  cult to moƟ vate 
parƟ cipants at the beginning of implemenƟ ng a new form of tourism. On the one hand, there is a 
high level of interest for development od voluntourism from civil society organizaƟ ons, and a weak 
response from the tourism sector and local authoriƟ es without which volunteerism cannot develop. 
Due to the unequal interest in the development of this form of tourism in CroaƟ a, it would be mar-
ginal for the Ɵ me being and could not have a substanƟ al posiƟ ve impact on regional development. 
Respondents believe, that for the successful development of a volunteer camp in CroaƟ a, old and 
abandoned buildings should be revitalized for the purpose of being converted into volunteer camps 
in order to create a naƟ onal network which could have a wider impact on economic development of 
regions. In spite of results showing status of undeveloped voluntourism in CroaƟ a, there are examples 
of good pracƟ ce and successful development of this type of tourism in Europe and worldwide, which 
are presented in this work, and which could be an example and sƟ mulate the development of a new 
tourist product in CroaƟ a.  An example of good pracƟ ce in CroaƟ a is the town of Nin, which has for 7 
years been working with volunteers and biologists in the Solana Nin area, where they provide educa-
Ɵ on. They parƟ cipated in a project of European bird count for the purpose of informing tourists and 
promoƟ ng the biodiversity of salt and lagoons. DMO Nin is a good example of a successful iniƟ aƟ ve 
that has inspired and moƟ vated the local community and visitors to Nin. Through volunteer tourism, 
TZ Nin has transformed itself into a tourism desƟ naƟ on organizaƟ on that has iniƟ ated eco-centric 
awareness. Results of the research showed that numerous obstacles for developing of voluntourist 
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camps in CroaƟ a sƟ ll exist, and they are: lack of accommodaƟ on availabiliƟ es and capaciƟ es, lack of 
regulaƟ ons, administraƟ on obstacles in sector of traveling organizaƟ on, lack of subvenƟ on for this 
type of tourism and lack of cooperaƟ on between potenƟ al shareholders of this alternaƟ ve form of 
tourist supply. 
Conclusions 
CroaƟ a has the potenƟ al to develop volunteer tourism as one of the new alternaƟ ve tourism products 
that aims to transform individuals, but also society, and provide incenƟ ves to act for the benefi t of the 
community. Combining volunteerism and tourism would contribute to the development of the local 
community by implemenƟ ng meaningful projects aligned with the needs of the community on the 
one hand and the interests of volunteers on the other. Benefi ts of seƫ  ng up volunteer camps would 
be to foster creaƟ vity, innovaƟ on and imaginaƟ on of trainees, develop environmental awareness, 
criƟ cal thinking and environmental responsibility, understand the problems of modern society such 
as the nature of capitalism, materialism and consumerism, and then adopt sustainable lifestyles in 
line with nature, and fostering eco-centric awareness, a culture of collaboraƟ on, understanding, 
togetherness, tolerance and communicaƟ on among people. 
ContribuƟ on to the fi eld 
Most of papers on voluntourism deal with the impact of this form of tourism on the volunteer tourists 
themselves or the echoes of volunteer tourism on parts of the community. There is a lack of work 
addressing the impact of volunteerism on the region, in terms of economic and social benefi ts. This 
paper will aƩ empt to provide answers on a wider range of infl uences of volunteerism. 
Keywords: sustainable development, voluntourism, altruism, region  
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Abstract 63

Tourism for all: Development potenƟ als for inclusive 
and accessible tourism in CroaƟ a 
Damir Krešić, InsƟ tute for tourism, Zagreb

Izidora Marković Vukadin, InsƟ tute for tourism, Zagreb

Josip Mikulić, Faculty of Economics and Business, University of Zagreb/ InsƟ tute for tourism, Zagreb

IntroducƟ on
Social tourism is a relaƟ vely novel concept in tourism theory and pracƟ ce, and although the phe-
nomenon of social tourism was recognized as early as the 1950s (Hunziker, 1951), this topic has unƟ l 
recently been somewhat neglected in the scienƟ fi c and professional public. The main reason for this 
was the prevailing aƫ  tude that the tourism product represents a luxury good and that, accordingly, 
this product should not be available to persons with low discreƟ onary income nor to other socially 
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disadvantaged groups of people. However, over the last twenty years, there has been a change in 
the dominant social paradigm and the affi  rmaƟ on of postmodern social values that promote dignity, 
emancipaƟ on and social inclusion of all individuals in society. Within the process of changing social 
values, social exclusion has been recognized as one of the key problems of modern society, and 
tourism has been recognized as one of the possible ways to increase social cohesion.
Having in mind the fact that tourism should not be the exclusive privilege of the people with high 
level of discreƟ onary income, it comes as no surprise that the right to travel is considered to be one 
of the basic human rights (ArƟ cle 24 of the UN Universal DeclaraƟ on of Human Rights). Therefore, 
social tourism is oŌ en referred to in the scienƟ fi c and professional literature as “tourism for all”, or 
a tourism that is accessible to all and free from obstacles. The need for greater affi  rmaƟ on of social 
tourism is also recognized in the Tourism Development Strategy of the Republic of CroaƟ a unƟ l 
2020 (NN 55/2013), where social tourism is defi ned as one of the forms of tourism that needs to 
be more intensively developed in the future. This paper will try to answer the quesƟ ons which are 
the necessary prerequisites for the development of social tourism in CroaƟ a and what are major 
determinants of the social tourism successful development. 
Methodology
In order to gain a beƩ er understanding of the current level of social tourism development, in-depth 
interviews were conducted with associaƟ ons and organizaƟ on which are conducƟ ng acƟ viƟ es that 
could be classifi ed as acƟ viƟ es from the domain of social tourism. This applies primarily to acƟ viƟ es 
related to socially vulnerable and disadvantaged groups of people, including children, young people, 
pensioners and persons with disabiliƟ es. Data collected through in-depth interviews were analyzed 
in order to determine specifi c characterisƟ cs, wants and needs of diff erent socially marginalized 
groups when it comes to travel and tourism and, subsequently, to determine if travel and tourism 
can improve their social inclusion.   
Results 
The interviews primarily highlighted benefi ts for (1) users of tourism products and services in the 
fi eld of social tourism, (2) for recepƟ ve areas (tourist desƟ naƟ ons) and also for (3) tourism companies 
providing this type of tourism products and services. Some of the main benefi ts include the possibility 
of equal parƟ cipaƟ on in tourism acƟ viƟ es and the exercising the fundamental human right to rest 
and leisure, escape from the stress of everyday life, improving the overall quality of life, personal 
development, learning about new cultures and customs, learning opportuniƟ es, personal growth 
and development and increased social interacƟ on and social inclusion. 
The study found out that social tourism in CroaƟ a is sƟ ll in the early stage of development and that 
it is not possible to talk about developed network of faciliƟ es intended exclusively for this form of 
tourism. Another problem is inadequate infrastructure aimed at social tourists, the lack of public 
awareness about the importance of developing this form of tourism and poor legislaƟ on which is 
regulaƟ ng accommodaƟ on and other tourism faciliƟ es for disabled persons. For example, although 
naƟ onal legislaƟ on requires that persons with reduced mobility must be provided with unimpeded 
access and movement when reconstrucƟ ng and construcƟ ng buildings, most buildings sƟ ll have a 
number of obstacles, both within and around the facility. The CroaƟ an AssociaƟ on of Paraplegics 
and Tetraplegists points out that only 48 hotels in CroaƟ a have faciliƟ es adapted to persons with 
disabiliƟ es, and also recognize a number of barriers in public and open spaces. Finally, the lack of 
common sales and markeƟ ng channel, that would integrate the enƟ re off er of social tourism in 
CroaƟ a, is also recognized as a major obstacle to social tourism development. 
On the other hand, a signifi cant advantage in providing social tourism services is a tradiƟ on in social 
tourism that has been inherited from socialist era, and the corresponding existence of a number of 
state-owned faciliƟ es that can be converted for the purposes of social tourism, for which the interest 
has been expressed both by the Ministry of Tourism and by local government. Another advantage is the 
existence of several well-organized NGOs which are catering for the needs of diff erent disadvantaged 
social groups (children without parental care, reƟ red and elderly persons, persons with disabiliƟ es 
etc.) which have expressed high level of enthusiasm regarding the social tourism development.  
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Conclusion
It can be concluded that in CroaƟ a there are a number of advantages and opportuniƟ es but also 
several obstacles that should be solved in order to successfully develop social tourism, so it can 
become a compeƟ Ɵ ve tourism product. It is important to emphasize that the support of public 
authoriƟ es is crucial for the successful implementaƟ on of all measures, programs and iniƟ aƟ ves 
aimed at the development of social tourism. Provided that social tourism development receives 
insƟ tuƟ onal support, it has the potenƟ al to become an important vehicle of social inclusion while 
providing signifi cant economic benefi ts to social tourism service providers. 
Key words: social tourism, tourism for all, CroaƟ a, potenƟ als, revitalizaƟ on
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Parallel session: 
Community roles and 

aƫ  tudes in VUCA world 
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Abstract 64

The local communiƟ es’ percepƟ ons on the role 
and benefi ts of tourism in the protected areas: 
A case of the Kruger naƟ onal park 
RoĬ iwa Khashane, University of Venda – University Road, Republic of South Africa   

Background and aim 
Tourism is poised to play a greater role than ever before in terms of job creaƟ on, empowerment and 
economic growth, both on the global stage and in South Africa. In relaƟ on to this, in 2011, the tourism 
sector, worldwide, supported 258 million direct, indirect and induced employment opportuniƟ es. 
Community parƟ cipaƟ on should be considered necessary to obtain community support, and the 
acceptance of tourism development projects, in addiƟ on, helps ensure that the benefi ts (employment 
and/or entrepreneurships) are related to the local communiƟ es’ needs. The main aim of the current 
study was to analyse the local communiƟ es’ percepƟ ons of the role and benefi ts of tourism in the 
protected areas concerned, which were approached on the basis of surveying the local communiƟ es.  
Research design
The research design method selected used the quanƟ taƟ ve approach from which to derive the de-
scripƟ ve staƟ sƟ cs required. A non-probability, sampling approach was used to collect the data. The 
study was conducted in two villages, Ka-Mhinga and Ka-MaƟ ani, adjacent to the Kruger NaƟ onal Park. 
Results and conclusions 
Based on the results obtained, the surveyed community members of Ka-Mhinga and Ka-MaƟ ani 
shared the same feelings regarding the broader communiƟ es’ parƟ cipaƟ on in, and decision-making 
control of, the tourism operaƟ ons in the area. The female respondents agreed signifi cantly more 
strongly with the aspects that impeded the percepƟ ons of the benefi ts of tourism than did the 
male respondents. Such agreement probably indicates that the female respondents suff ered more 
detrimental consequences from tourism than did the male respondents. The respondents from the 
two villages who perceived themselves as having been excluded from the managerial decisions taken 
agreed signifi cantly more strongly with the exclusion factor than did the respondents who perceived 
themselves as having been included in the management decisions regarding the protected areas.
Keywords: tourism, protected areas, communiƟ es’ roles and benefi ts, tourism development, Kruger 
NaƟ onal Park 

Abstract 65

An enquiry into community capacity for 
desƟ naƟ on building for Himalayan tourism 
Syed Asghar Mehdi, Mewar University, India 

Syeeda Khatoon, M. M. H. College, India 

Background 
Today tourism is the largest service industry and widely used as an instrument of growth of naƟ onal 
income, poverty alleviaƟ on, tourism infrastructure development and employment and human re-
source development. Asia Pacifi c is slated to be the most preferred tourism regions of world; whereas 
India and Chinaare the rising naƟ ons on the global tourism front. China with its world ranking of 2 in 
terms of Travel and Tourism’s Direct ContribuƟ on to GDP and India is at 9th rank,all above the world 
average (Travel & Tourism Economic Impact: India, 2017). The forecasts in tourism sector in the 
subconƟ nent do point to rapid growth in tourism along with the heavy expected shorƞ all in trained 
human resource requirements for Capacity build-up. Conceptually speaking, capacity building for 
the shortage should go together with community driven long term growth at the desƟ naƟ ons. Such 
the development of human resources capacity and employing in the local environment shall be the 
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sustainable growth. An overview of tourism and its impressive ability to impact local communiƟ es 
and global challenges demonstrates that when people join together to act collecƟ vely they are a 
powerful force for change. Thus, Community Capacity Building is the conƟ nual fl ow from potenƟ al to 
ability. Tourism, the people centric sector, is witness to the growth in the countries and desƟ naƟ ons 
where right kind of tourism capacity planning has been done along with the other infrastructural 
tourism development. Thus an involvement has to be made in the capacity development of both 
product and human resource. The tourism planning is said to be complete stage once it strategically 
and concretely fi lls the human resources capacity building at all the stages of any industry acƟ viƟ es.
Taking the example of India with its 68% populaƟ on (Indian Census, 2011) sƟ ll residing in rural 
India, it off ers the vast possibiliƟ es of rural economic development and at the same Ɵ me upseƫ  ng 
the capacity building modelling for nearly two third of the country. Recognizing the important role 
of the local and private sector in sustainable tourism management, the local involvement both in 
creaƟ ng infrastructure, managing them and carrying out diverse acƟ viƟ es connected to tourism on 
certain minimum service standards shall only strengthen the management of sites and establish the 
connect that augment the livelihoods of local communiƟ es. To ensure that the local communiƟ es 
get their share in the economic benefi ts generated by tourism development, it is important that 
any such development is community driven both in terms of Capacity building in idenƟ fi ed areas to 
include entrepreneurial skills to the extent of tourism product/ services development locally. Such 
the Community driven economic development should in turn aim to improve their quality of life of 
local community connected with tourism. Community-based approaches to tourism development 
incorporate number of uniqueness. Tourism projects and entrepreneurial iniƟ aƟ ves at the fi rst place 
have to be developed in ways that benefi t local people, parƟ cularly the most disadvantaged. The 
projects have to include capacity building and skills training for local entrepreneurs and others who 
wish to work in the tourism industry. The local businesses should be integrated in the value chains 
of the tourism industry so that they can benefi t from stable demand. Capacity building, infrastruc-
tural creaƟ on/ networking and promoƟ on must go hand in hand to ensure success. The economic 
potenƟ al tourism holds for many Himalayan communiƟ es is evident. The people in the Himalayan 
regions in the country have limited possibiliƟ es for generaƟ ng income. The agriculture, forestry 
and animal husbandry are limited resources for local economies, which are challenged with limited 
terraced lands, harsh weather condiƟ ons, and low market compeƟ Ɵ veness. The diversifi caƟ on of 
livelihoods becomes a necessity for Himalayan households. As urbanizaƟ on grows, the appeal of 
travel and tourism conƟ nues to expand. The greater appeal leads to greater search of desƟ naƟ ons 
with beƩ er accessibility and hospitality of the local environment for the holiday makers to cherish. 
Such the growth shall naturally lead to converging the curiosity of tourists and the wishes of local 
stakeholders. This convergence need to be genuinely developed with adept planning so that it remains 
equitable and sustainable. Tourism development in mountain regions depends on many factors: 
accessibility and aƩ racƟ veness of desƟ naƟ on, professionalism of local businesses and hospitality 
structures, availability of human and fi nancial capital, etc. OŌ en there is insuffi  cient will to create 
the infrastructure needed for reaching sites or generaƟ ng the capacity for accommodaƟ ng visitors 
to carry back their best of experiences.   
Study aims and analysis 
This study is focused on and aims to inspire both the planners and pracƟ Ɵ oners to move towards 
sustainable long-term tourism development in Himalayan regions, benefi Ɵ ng local communiƟ es while 
inspiring visitors from around the world. It is hence imperaƟ ve to determine the need of community 
capacity building for tourism development both in terms of new tourism product (or desƟ naƟ on) 
development as the generic need of the Himalayan community including that of Pithoragarh and 
readiness for capacity building for the sector. UnƟ l recently, the concept of community capacity 
building has been more theoreƟ cal than being put to pracƟ cal use for its feasibility measurement. 
It is postulated that, community capacity building has a direct eff ect on tourism development. Thus 
the understanding the level of community capacity in terms of types of tourism acƟ viƟ es can help 
local communiƟ es for future planning to achieve sustainable tourism development. The objecƟ ves 
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of the enquiry of these kind, is to support and promote sustainable tourism infrastructure, faciliƟ es 
and products in one of the untapped tourism zones of UƩ arakhand State through Local Community 
Involvement into the capacity building analysis for the sector. The study chooses the Kumaon Hima-
layan administraƟ ve district of Pithoragarh. Pithoragarh district, the easternmost Himalayan district 
in the North Indian Himalayan State of UƩ arakhand, is one place that has higher rural populaƟ on 
(85%) much higher than the naƟ onal fi gures (68%), comprising of 1572 inhabited villages. The en-
Ɵ re district is naturally endowed deeper inside the Shivalik ranges with snow capped peaks of high 
Himalayan mountains, numerable passes, interconnecƟ ng valleys, high alƟ tude alpine meadows, 
forests, waterfalls, perennial rivers originate from the loŌ y Pithoragarh mountains, and highly trekked 
glaciers. The fl ora and fauna of this area has rich ecological diversity. Pithoragarh is a treasure house 
for visitors, mountaineers, botanists and at the same Ɵ me for religious minded tourists. Pithoragarh 
has charming & enchanƟ ng communiƟ es celebraƟ ng number of fesƟ vals and religious ceremonies with 
great fanfare & devoƟ on with greater number of fares that can add to the everlasƟ ng experience of 
any visitor. The study delves into the deeper analysis on the capacity build-up, collecƟ ng informaƟ on 
largely from the rural environs and less than one fourth from the urban environs of the Pithoragarh 
town; as the aŌ ermath of pracƟ cal involvement into tourism acƟ viƟ es in one of its villages, Chera. 
The enquiry very well corroborates the pracƟ cal involvement of local community capacity building 
in developing the tourism of the desƟ naƟ ons.
Keywords: Himalayan tourism, Community Capacity Building, tourism development, tourism product   

Abstract 66

Factors creaƟ ng aƫ  tudes of populaƟ on toward tourism 
development in Bosnia and Herzegovina  
Marijana Galić, Federal InsƟ tute for Development Programming, Bosnia and Herzegovina 

Lejla Dizdarević, University of Sarajevo, Bosnia and Herzegovina

Almir Peštek, University of Sarajevo, Bosnia and Herzegovina  

Background and goals
The most of the economic theories argue that tourism represents signifi cant economic sector and 
that, as a driver for developing every country, it has enormous capabiliƟ es. Human capital, i.e. popu-
laƟ on, is surely the most important resource for the development of this sector. The aƫ  tudes of 
populaƟ on, the local community, are considered to be important factor in the process of tourism 
planning and development of desƟ naƟ on. Thus, this paper aims to explore the factors that have 
an impact on aƫ  tudes of populaƟ on in Bosnia and Herzegovina towards development of tourism.
Design/methodology/approach 
For the purpose of this research, a principal components analysis has been applied. This method 
idenƟ fi es and compose variable that are correlated and synthesizing a set of uncorrelated informaƟ on 
(variable), so called principal component. Extracted factors contain are those common elements, 
or latent ones, that are the foundaƟ ons of inter-collinearity variables. For the purpose of a beƩ er 
understanding of tourism aƫ  tudes, the results obtained through an empirical online research con-
ducted on a random sample (N=677) have been analyzed. Based on parƟ cular data used to measure 
aƫ  tudes toward tourism development, a factor analysis has been conducted.
Results 
Two factors have been idenƟ fi ed for the further analysis and they explain nearly a half of dependent 
variable variance, i.e. two independent variable variances defi ning the level of supporƟ ng the tourism 
development by populaƟ on. One factor refers to such variables that are closely linked to posiƟ ve 
co-linearity with a set of informaƟ on on tourism as an engine of a local development. Based on 
this, factor one might be called tourism driver of socio-economic development. Factor two refers to 
a set of informaƟ on that has had posiƟ ve co-linearity with the variables describing the standings of 
populaƟ on as a negaƟ ve impact of an uncontrolled development of tourism. Therefore, the factor 
might be defi ned as unplanned development of tourism produce collapse of the local community. 
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Conclusion
Respondents in general have posiƟ ve aƫ  tudes towards tourism development. However, among 
the respondents there are some who show a higher level of closeness towards new cultures and 
fi nd that the development of tourism contributes to a series of negaƟ ve eff ects within the society, 
infrastructure and also within socio-economic indicators.
ImplicaƟ ons 
From the aspect of creaƟ ng developmental policies in tourism, this analysis is parƟ cularly important. 
Due to many factors defi ning aƫ  tudes and intenƟ ons, populaƟ on should be considered as a very 
important resource. Openness or closeness of populaƟ on, their accepƟ ng of diff erent cultures and 
new trends is parƟ cularly signifi cant because it infl uences the percepƟ on of tourists about a country 
as one of the fundamental assumpƟ ons for development of tourism.
ContribuƟ on to the fi eld 
The paper is one of the fi rst that deals with this issue at the territory of Bosnia and Herzegovina what 
hopefully will establish the valuable ground for further research of the topic of aƫ  tudes and factor 
analysis of aƫ  tudes host community hold toward tourism development in Bosnia and Herzegovina. 
Keywords: aƫ  tudes of populaƟ on, tourism development, Bosnia and Herzegovina, socio-economic 
indicators 

Abstract 67

Insights into diff erences in residents’ aƫ  tudes: 
Tourism impacts and support for future development 
Daniela Soldić Frleta, Faculty of Tourism and Hospitality Management, University of Rijeka, CroaƟ a

Dora Smolčić Jurdana, Faculty of Tourism and Hospitality Management, University of Rijeka, CroaƟ a 

Background and goals
Given the conƟ nues changes in tourism demand and consequently tourism off ering, parƟ cularly 
when many desƟ naƟ ons are facing the challenges connected with negaƟ ve tourism impacts (i.e. 
overtourism), more and more researches are focusing on the local residents’ aƫ  tudes regarding 
tourism. Tourism development generates various economic, socio-cultural and environmental 
(posiƟ ve and negaƟ ve) impacts on the host community (Lee, 2013) and therefore, can potenƟ ally 
aff ect residents’ living standards (Andereck & Nyaupane, 2011). By evaluaƟ ng these impacts, local 
residents develop their aƫ  tudes toward tourism and its future development. It has been widely 
recognized that residents are playing essenƟ al part when tourism development is concerned and 
that their support is imperaƟ ve for the tourism desƟ naƟ on sustainability. In order to be aware and to 
be able to anƟ cipate, Ɵ mely intervene and thus achieve greater support for tourism and a long-term 
sustainability,it is very important to understand the residents’ aƫ  tudes towards tourism impacts 
and its future development. For that purpose, this study invesƟ gates the diff erences in residents’ 
percepƟ ons of various tourismimpacts as well as their level of support of future tourism development 
by their status (being employed in tourism, in other industries or other: students, unemployed). The 
objecƟ ve was also to fi nd out in what way those percepƟ ons infl uence the residents’ level of support 
for future tourism development. County of Istria is chosen as a research area since it is hosƟ ng the 
highest number of tourists in CroaƟ a. In 2018, Istria registered 4.3 million arrivals and 26.2 million 
nights which make 29.2% of the total overnights in Republic of CroaƟ a. Moreover, these numbers 
are increasing every year, i.e.in 2018 compared to the year before, there were 5.6% more arrivals 
and 3.0% more nights registered in this county. 
Design/methodology/approach
An on-site survey approachwas used to collect data from Istrians.Data were collected in the period 
from the November of 2017 unƟ l January 2019. The quesƟ onnaire items were adopted from several 
previous studies (Meimand et al. 2017; McGehee and Andereck, 2004; Yoon et al. 2001). For thedata 
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analysis (a sample of 865 respondents) SPSS for Windows 25.0 was used. In order to test are there 
any diff erences between the aƫ  tudes and percepƟ ons towards tourism between those who are 
working in tourism, those who are working in other industries and others (students, unemployed 
and reƟ red), the sample was divided into three groups accordingly. Data analysis include descripƟ ve 
staƟ sƟ cs, reliability test, ANOVA and regression analyses.  
Results
The results showed that there are staƟ sƟ cally signifi cant diff erences in percepƟ ons of economic, 
sociocultural, environmental and overall tourism impacts between the groups. AddiƟ onally, it was 
found that that those who are employed in tourism and those who are employed in other industries 
share the same level of support towards future tourism development while others have signifi cantly 
diff erent aƫ  tude in comparison to those who are working in tourism. Respondents working in tourism 
are those who are expressing strongest support for future development, while the students, un-
employed and reƟ red residents tend to be less supporƟ ve. Nevertheless, the results also suggest 
that, in general respondents perceive economic and socio-cultural impacts to be posiƟ ve, while 
the environmental impacts are perceived to be negaƟ ve. Regression analyses results indicate that 
in all cases, the perceived posiƟ ve economic and sociocultural impacts are signifi cant predictors 
of residents’ support towards future tourism development while environmental impacts have no 
signifi cant impact on it. 
Conclusions
It can be concluded that the local residents are generally supporƟ ve when it comes to future tourism 
development in Istria, but this level diff ers among diff erent groups of residents and it is infl uenced by 
the residents’ percepƟ ons of tourism impacts. Thus, the residents who perceive economic, sociocul-
tural and overall tourism impacts to be more posiƟ ve, tend to stronger support future development, 
no maƩ er their status of being employed in tourism or not. In addiƟ on, residents have shown some 
concerns about environmental impacts of tourism, but at the same Ɵ me these don’t infl uence their 
support for further tourism development.  
ImplicaƟ ons 
The results support the necessity of awareness to all desƟ naƟ on stakeholders about the accruing 
long-term benefi ts to them personally as a consequence of tourism development, all in order to 
obtain their support for tourism and maintain its sustainable development. Therefore, the insights 
into diff erences in residents’ aƫ  tudes and their percepƟ ons are of great use for local desƟ naƟ on 
management that can use them as a basis for their future tourism planning. 
ContribuƟ on
The main contribuƟ on of this study lies in the insights into the aƫ  tudes regarding tourism impacts of 
diff erent groups of desƟ naƟ on stakeholders as well as into their support for its future development, 
since this approach hasn’t been used so far. 
Research limitaƟ ons
Although this study results are in line with the results of previous researches, the main limitaƟ on lies 
in the fact that the study is restricted to the county of Istria and thatshould be taken into account 
when discussing the results. 
Keywords: residents, tourism impacts, support, Istria   
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Abstract 68

Residents’ aƫ  tudes towards the impacts of tourism: 
Case from CroaƟ an urban desƟ naƟ ons  
Tomislav Klarin, University of Zadar, CroaƟ a

Božena Krce Miočić, University of Zadar, CroaƟ a

Gabrijela Vidić, University of Zadar, CroaƟ a

Background and aims/methods 
As global phenomenon, tourism has various impacts on the environment and economy where it takes 
place. Moreover, the impact created by the interacƟ on of residents and tourists in the desƟ naƟ on is 
also signifi cant as well. Recent researches have shown relaƟ onship between the role of residents in 
desƟ naƟ on and their aƫ  tudes towards the impact of tourism, and the level of tourism development 
and involvement of residents in tourism acƟ viƟ es, seasonality, raƟ o of residents and tourists and types 
of tourists in desƟ naƟ on. The local populaƟ on is also indiff erent toward the inclusion in desƟ naƟ on 
management, especially due to negaƟ ve impact of poliƟ cs or infl uence of the key stakeholders in 
a desƟ naƟ on. The aim of this paper is to idenƟ fy factors that infl uence on the residents’ aƫ  tudes 
towards the impact of tourism. The paper also determines the saƟ sfacƟ on of residents by the current 
tourism development and eff ects of tourism, presuming that economic eff ects were more important 
for residents than the negaƟ ve eff ects of tourism. In the Republic of CroaƟ a tourism is signifi cantly 
developed in AdriaƟ c part then in conƟ nental part of the country. From this point of view, this paper 
examines residents’ aƫ  tudes towards the impact of tourism in these two areas. It presents results 
of the research conducted on the residents of eight urban desƟ naƟ ons in the Republic of CroaƟ a 
(AdriaƟ c and ConƟ nental CroaƟ a). The survey conducted in 2017 was aimed to idenƟ fy factors that 
infl uence on the residents’ aƫ  tudes towards the impact of tourism. For this purpose structured 
quesƟ onnaire has been used. Collected data were analysed by descripƟ ve staƟ sƟ cs. 
Research results 
Diff erences between residents’ aƫ  tudes towards the impact of tourism are found considering the 
level of tourism development, current involvement and plans for future inclusion in tourism off ering 
in desƟ naƟ on. Residents are mostly saƟ sfi ed with impact of tourism, although some negaƟ ve eff ects 
are seen.Higher level of tourism development requests intensive involvement of the local populaƟ on 
in tourism while their role in the desƟ naƟ on management is more important. Accordingly, residents 
should acƟ vely parƟ cipate in tourism acƟ viƟ es aiming to increase the tolerance threshold for tourist 
movements in the desƟ naƟ on and sustainable tourism. In this context, such involvement and be-
haviour should decrease certain negaƟ ve eff ects of tourism impact. Therefore, research results are 
used to point out some aspects of desƟ naƟ on management and involvement of residents aiming to 
relieve pressure of tourism in urban desƟ naƟ ons and to improve the quality of life and saƟ sfacƟ on 
of the local populaƟ on. 
Keywords: impact of tourism, residents’ aƫ  tudes, urban desƟ naƟ ons, sustainable tourism  
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Parallel session: 
The new age of enhanced 

visitor engagement and involvement 
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Abstract 69

Mutual impact between tourism and the host community: 
A case study Aqaba special economic zone (ASEZA)
Omar Jawabreh, The University of Jordan, Faculty of Tourism and Hospitality, Jordan 

Aim/Purpose
The study aims at invesƟ gaƟ ng to know the mutual impact between tourism and the Jordanian host 
community toward tourism in Aqaba.  
Background
Notwithstanding the presence aƫ  tudes and trends in the opportuniƟ es and challenges of tourism 
depend largely on the behavior and aƫ  tudes of the local community towards the tourism industry de-
spite the fact that these situaƟ ons are characterized by personality, complexity, and personal changes.  
Methodology
To achieve this aim a quesƟ onnaire was distributed to a sample consisted of (1200) ciƟ zens who live 
in Aqaba. The distribuƟ on and resƟ tuƟ on took one year from 1/1/2017 unƟ l 30/12/2017, taking into 
account of low and high season of tourism. The quesƟ onnaire was distributed to the sample members 
to fi nd out the most important aspects of socio-cultural and economic impacts of tourism in these 
areas for measuring of aƫ  tudes towards tourism. This study is an exploratory, analyƟ cal study and 
follows the approach of collecƟ ng and analyzing data to draw conclusions. The researchers used the 
arithmeƟ c mean, standard deviaƟ on, T test and ANOVA test to measure the level of importance for 
the study quesƟ ons. 
Findings
Results showed that the highest level of aƫ  tudes toward tourism was in the economical sub-scale 
and the lowest was in the social sub-scale. 
ContribuƟ on
This study off ers deeper understanding about the role of social and cultural impact between tourism 
and the host community in Jordan, to create a balanced sustainable tourism development in Aqaba. 
Future Research
The current model can be applied and assessed further in another desƟ naƟ on in Jordan. 
Keywords: aƫ  tude, host community, mutual impact, Aqaba Special Economic Zone Authority (ASEZA) 
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Abstract 70

The service quality saƟ sfacƟ on in peer-to-peer (P2P) 
accommodaƟ on faciliƟ es: The case of Dubrovnik
Ana Portolan, University of Dubrovnik, CroaƟ a

Monika Olivari, University of Dubrovnik, CroaƟ a 

Background and goals 
Sharing economy is the concept of peer to peer sharing of access to goods and services which pri-
oriƟ zes use and accessibility over ownership. Tourism and hospitality sectors are one of pioneers of 
sharing economy growth. In the last two decades high-tech progress has raised tourism at a new level 
and transformed tourism accommodaƟ on marketplace in a way that has allowed sharing economy 
(collaboraƟ ve consumpƟ on, peer-to-peer economy) accommodaƟ on to become dominate over other 
accommodaƟ on types. Due to the strong impacts of sharing economy, and huge and rapid growth 
of peer-to-peer (P2P) accommodaƟ on in tourism and hospitality industry, examining the level of 
tourists’ saƟ sfacƟ on with its service quality is of crucial importance. High level of service quality in 
accommodaƟ on sector is, on one hand, proporƟ onal to tourists’ saƟ sfacƟ on and their intenƟ on to 
revisit, and on the other, to owners’ capability to realise beƩ er compeƟ Ɵ ve posiƟ on on the tourism 
accommodaƟ on market and higher income. Airbnb, as an online plaƞ orm, is one of the most pop-
ular P2P accommodaƟ on mediators that connect hosts, who list their accommodaƟ on faciliƟ es and 
tourists by keeping service fees for each reservaƟ on and from both sides. The main goal of this paper 
is to analyse service quality in Airbnb accommodaƟ on faciliƟ es from the tourists’ point of view by 
using the SERVQUAL model. Also, this paper aims to contribute to a beƩ er understanding which of 
the fi ve SERVQUAL dimensions impacts the overall saƟ sfacƟ on of the service quality more.22 items 
were grouped into fi ve dimensions: tangibles, empathy, assurance, responsiveness and reliability. 
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PercepƟ ons are observed as percepƟ ons of the performance of hosts providing the services, while 
expectaƟ ons are viewed as desires or wants of tourists, i.e. what tourists feel a host should off er. The 
service quality saƟ sfacƟ on is analysed as a gap between expectaƟ ons and percepƟ ons.  
Design/methodology/approach
In order to achieve the main aim of this paper, empirical research was carried out on the convenience 
sample of 507 tourists who have used Airbnb accommodaƟ on faciliƟ es in a period from May the1st 
to November the 1st 2018 in the Dubrovnik seƩ lement (The Republic of CroaƟ a). A high structured 
quesƟ onnaire, that included all fi ve dimensions of SERVQUAL, was used. The statements used within 
each dimension of model were adopted from scienƟ fi c literature of SERVQUAL and adjusted for the 
current research. The seƩ lement Dubrovnik has been selected as a reference point of this research 
as it is very popular tourist desƟ naƟ on worldwide. The data was analysed by Cronbach alpha, con-
fi rmaƟ ve factor analysis (CFA) with Kaiser-Meyer-Olkin and BartleƩ  tests and mulƟ ple regression.
Results 
The results indicate that, in general, tourists are saƟ sfi ed with the quality of service in faciliƟ es 
they have used while staying in Dubrovnik seƩ lement. Furthermore, it is pointed out that each of 
fi ve SERVQUAL model dimensions contributes has diff erent contribuƟ on to total service quality 
saƟ sfacƟ on.
ContribuƟ on to the fi eld 
Signifi cant contribuƟ on of this paper is extension of knowledge regarding usage of SERVQUAL in 
P2P accommodaƟ on. Besides the theoreƟ cal contribuƟ on, the fi ndings of this paper will be used as 
recommendaƟ ons to desƟ naƟ on management concerning future norms and guidelines for increas-
ing service quality in P2P accommodaƟ on as well as beƩ er procedure of faciliƟ es’ categorisaƟ on. 
Airbnb accommodaƟ ons’ hosts will also benefi t from this research in a form of suggested markeƟ ng 
strategies for their future work that will help in achieving higher revenue from their accommodaƟ on 
faciliƟ es’ lisƟ ng and realising beƩ er compeƟ Ɵ ve posiƟ on on P2P accommodaƟ on market. Their goal is 
to address a market segment willing to pay to enjoy in a quality, unique and tradiƟ onal accommoda-
Ɵ on. Also, the results of this paper contribute to the beƩ er understanding on how tourists evaluate 
service quality in P2P accommodaƟ on.
Research limitaƟ on
The main limitaƟ ons of this study were the research area and form of the sample. Due to the fact that 
research has been conducted only in Dubrovnik seƩ lement and that convenience sample has been 
used, outcomes of this research should not be generalised and can be considered only as indicaƟ ve. 
Furthermore, from the methodological interpretaƟ on it would be interesƟ ng to see the results of two 
separaƟ ng quesƟ onnaire (one before receiving the accommodaƟ on service and another aŌ erwards 
receiving the service). It can also be assumed that outside of Dubrovnik seƩ lement the service quality 
saƟ sfacƟ on in P2P accommodaƟ on faciliƟ es is diff erent. Future researches should examine overall 
saƟ sfacƟ on of service quality in P2P accommodaƟ on considering the type of the season, tourists’ 
socio-demographics, accommodaƟ on faciliƟ es’ type and category and tourists’ intenƟ on to come 
back and stay at the same facility.
Keywords: peer-to-peer accommodaƟ on, service quality saƟ sfacƟ on, SERVQUAL, Dubrovnik seƩ lement 
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Abstract 71

Tourism desƟ naƟ on aƩ racƟ veness: 
PerspecƟ ves of tourists and residents about the Algarve 
Sarah Schaefer, Algarve University, Portugal

Manuela Guerreiro, Algarve University, Portugal

Júlio Mendes, Algarve University, Portugal

Eugénia Ferreira, Algarve University, Portugal  

Background and goals
The concept of tourism desƟ naƟ on aƩ racƟ veness has become more criƟ cal over the last years, since 
it is an essenƟ al instrument for the aƩ racƟ on of tourists to a specifi c desƟ naƟ on, which, when used 
wisely, can help with more effi  cient desƟ naƟ on management and markeƟ ng strategy.  
Design/methodology/approach
Using data from a survey conducted during summer of 2017, in Sagres, this paper intends to achieve 
three purposes. Firstly, to show that a considerable number of tourists travelling to a seaside region 
choose this type of desƟ naƟ on also moƟ vated by the available cultural off er. Secondly, to assess to 
what extent the feeling that the tourist experience expanded the tourist’s knowledge and intellectual 
horizons is posiƟ vely related to higher levels of saƟ sfacƟ on regarding the cultural aƩ racƟ ons visited 
and cultural events aƩ ended. Lastly, to evaluate whether or not the willingness to revisit a coastal 
desƟ naƟ on is stronger when the tourist feels that the tourist experience was worthwhile, i.e., it 
increased his/her cultural enrichment. Factor analysis and CHAID (Chi Square AutomaƟ c InteracƟ on 
Detector) are important mulƟ variate staƟ sƟ cal methods used in this study. The study ends by dis-
cussing the implicaƟ ons of the fi ndings on the promoƟ on of coastal desƟ naƟ ons.   
Results
The aƩ ributes of aƩ racƟ veness consensually associated to Sagres are the “astounding nature and 
landscape” as well as the “beauty of the beaches”, although only the variable “beauty of the beaches” 
explains the dependent variable “intenƟ on of recommendaƟ on to friends and family”, in the CHAID 
analysis. From the perspecƟ ve of the tourists, the most signifi cant variable of the CHAID analysis is 
the fact that Sagres is a “Culturally interesƟ ng experience”. For residents it is the fact that Sagres is 
a “pleasant place to be all year around” that is the most signifi cant variable.  
Conclusions
Both groups present a strong intenƟ on to “recommend Sagres to family and friends.” The results will 
meet the growing need to diversify the desƟ naƟ on supply, highly dependent on the product sun and 
sand. The main recommendaƟ on to increase the aƩ racƟ veness of Sagres as a tourism desƟ naƟ on 
would be to work on providing a culturally more enriching experience, associated with the age of 
exploraƟ on and the sea. This could be achieved by creaƟ ng special events or fesƟ vals focusing on 
culture, nature or evening entertainment, thus aƩ racƟ ng more visitors to the desƟ naƟ on and con-
tribuƟ ng to the local economy in a sustainable and balanced kind of way.  
ContribuƟ on to the fi eld
This study also contributes to the theory and pracƟ ce, as there are generally very few studies, which 
focus on measuring the aƩ racƟ veness of tourism desƟ naƟ ons. In fact, no other comparaƟ ve study 
could be found that emphasizes the perspecƟ ve of two diff erent stakeholders: residents and tourists, 
allowing a refl ecƟ on about the similariƟ es and diff erences between both publics.  
Keywords: tourism desƟ naƟ on aƩ racƟ veness, aƩ ributes of aƩ racƟ veness, recommendaƟ on; CHAID 
analysis  
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Abstract 72

The percepƟ on of travellers and the World 
heritage site image 
Ivana Pavlić, University of Dubrovnik, CroaƟ a

Barbara Puh, University of Dubrovnik, CroaƟ a

Ljubica Mišković, University of Dubrovnik, CroaƟ a  

Research aims and background 
This paper invesƟ gates determinants of World Heritage Site (WHS) image among diff erent types of 
travellers using the case of the Old City of Dubrovnik (OCD). For globally renowned historical and 
cultural heritage sites such as Old City of Dubrovnik, understanding of travellers’ percepƟ on of the 
image from diff erent point of view is a deciding factor in the creaƟ on of tourism policies, but also an 
important factor in the travellers’ decision-making process. The growing compeƟ Ɵ on among exisƟ ng 
and new desƟ naƟ ons and changes in tourists’ expectaƟ ons and habits are forcing desƟ naƟ ons to fi nd 
new ways of aƩ racƟ ng tourists in order to stay compeƟ Ɵ ve. In that way image is becoming one of 
the key factors of desƟ naƟ on choice since desƟ naƟ ons with strong and posiƟ ve image have higher 
probability to be chosen by potenƟ al travellers. Therefore, desƟ naƟ on image and especially factors 
infl uencing it are becoming extremely important for good posiƟ oning of desƟ naƟ ons on internaƟ onal 
tourism market as well as for increasing their compeƟ Ɵ ve advantages. 
Methods  
This research idenƟ fi es the main characterisƟ cs of diff erent types of travellers (tourists, excursionists 
and cruise ship visitors) and classifi es the aƩ ributes that form the perceived image of World Heritage 
Site by diff erent type of travellers. In order to idenƟ fy the main characterisƟ cs of diff erent types of 
travellers, to classify the aƩ ributes that create the perceived image of the World Heritage Site of 
the OCD and to develop a model, empirical research, based on quesƟ onnaire on randomly-chosen 
travellers visiƟ ng OCD, was carried. The sample of the travellers consisted of 547 tourists, 472 cruise 
ship visitors and 100 excursionists who visited OCD in a period April 1st – October 1st 2016. In data 
analysis exploraƟ ve factor analysis (EFA), confi rmatory factor analysis (CFA), and structural equaƟ on 
modelling (SEM) were applied. The regression weight esƟ mates the diff erent causal relaƟ onships 
between the cogniƟ ve image and informaƟ on sources.  
Research results 
The results indicate that there is a signifi cant relaƟ onship between online markeƟ ng and word of 
mouth and cogniƟ ve component of image for tourists, but in the case of the cruise ship visitors’ 
informaƟ on sources aren’t related to the cogniƟ ve component of the image. Considering the 
demographic aƩ ributes in the case of tourists, just educaƟ on has directly impact on the cogniƟ ve 
component of the image. In addiƟ on, there is no direct relaƟ onship between age and educaƟ on and 
cogniƟ ve components in the case of the cruise ship visitors. In both subgroups the model did not 
fi nd any diff erences regarding the impacts of demographics on aff ecƟ ve evaluaƟ on. Furthermore, 
there is staƟ sƟ cally signifi cant relaƟ onship between moƟ vaƟ on and aff ecƟ ve component of image 
in the both subgroups but in the subgroup of tourists moƟ vaƟ ons of relaxaƟ on/escape and culture/
heritage has posiƟ ve relaƟ onship on the aff ecƟ ve dimension of image while in the case of the cruise 
ship visitors, moƟ vaƟ ons – culture/heritage and new experiences are staƟ sƟ cally signifi cant with the 
aff ecƟ ve dimension of the image. Moreover, the regression weight esƟ mates the diff erent causal 
relaƟ onships between cogniƟ ve and aff ecƟ ve dimension of the image for the both subgroups. Also, 
there are no staƟ sƟ cally signifi cant diff erences between two subgroups in the case of the impact 
of the cogniƟ ve image components on the overall image since in both subgroups there are no 
infl uences on the overall image. Furthermore, there is staƟ sƟ cally signifi cant relaƟ onship between 
the aff ecƟ ve evaluaƟ on and overall image in the both subgroups. Finally, it can be concluded that 
tourists and cruise ship visitors who had visited the World Heritage Site of OCD create a desƟ naƟ on 
image primarily on the feelings related to the physical aƩ ributes of the desƟ naƟ on. Accordingly, 
some elements of moƟ vaƟ ons infl uence the aff ecƟ ve image of the OCD.  
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ImplicaƟ ons 
The obtained results can be used as a base for a model that invesƟ gates the infl uence of the in-
formaƟ on sources, socio-demographics and moƟ vaƟ on on mediaƟ ng ones (cogniƟ ve and aff ecƟ ve 
evaluaƟ on), and fi nally on the dependent variable of the overall image of the World Heritage Site 
(OCD) perceived by diff erent traveller categories. This paper should be seen in the lights of its limi-
taƟ ons. Since there is no registered data regarding excursionists and their number was low, they 
had to be excluded from further analysis. Also, the research was completed in the period from April 
to October during which most of travellers visit OCD. Future research should include out of season 
periods to capture possible diff erent image percepƟ on by travellers. Also it would be useful to include 
excursionists in research to capture eventual diff erences between their percepƟ ons of image of OCD 
and those of other travellers’ types. 
Keywords: percepƟ on, image, World Heritage Site, travellers

Abstract 73

Environmental aƫ  tudes and environmental behavior 
of the visitors of Karlovac Spring Promenades 
Silvija Vitner Marković, Karlovac University of Applied Sciences, CroaƟ a 

Tihana Cegur Radović, Karlovac University of Applied Sciences, CroaƟ a 

Ivana Varičak, Karlovac University of Applied Sciences, CroaƟ a  

Background, goal, specifi c objecƟ ve, hypotheses of the research
There is an urgent need for policies that promote environmental sustainability. As most environmental 
problems are rooted in human behaviour, social and behaviour research is crucial to address the issue 
of environmental sustainability. Changes in human behaviour are needed to reduce environmental 
impact. The New Ecological Paradigm Scale (NEP) is used as a one-dimensional measure of environ-
mental aƫ  tudes as it is developed in order to measure the overall relaƟ onship between humans and 
the environment. Previous studies have confi rmed an aƫ  tude-behavior relaƟ onship and indicated 
that environmental aƫ  tude is a strong determinant of an individual’s environmental behaviour. The 
objecƟ ve of this paper is the analysis of Karlovac Spring promenades visitor environmental aƫ  tudes 
and the relatedness between environmental aƫ  tudes and their behavior towards the environment. 
The goal of this paper is to demonstrate the relatedness between visitor environmental aƫ  tude (in-
dependent variable) and their behavior towards the environment (dependent variable) at Karlovac 
Spring promenades Fair.
The main hypothesis is as follows:
MH - Environmental aƫ  tudes posiƟ vely relates to environmental behavior of Karlovac Spring prome-
nades Fair visitors.
The study also tested the following hypotheses:
H1 - Environmental aƫ  tudes posiƟ vely relates to environmental behavior of Karlovac Spring prome-
nades - Fair visitors mostly young adulthood,
H2 - Environmental aƫ  tudes posiƟ vely relates to environmental behavior of Karlovac Spring prome-
nades - Fair visitors mostly middle adulthood,
H3 - Environmental aƫ  tudes posiƟ vely relates to environmental behavior of Karlovac Spring prome-
nades - Fair visitors mostly older adulthood,
H4 - Environmental aƫ  tudes posiƟ vely relates to environmental behavior of Karlovac Spring prome-
nades - Fair visitors mostly average reƟ rement age. 
Design/methodology/approach
Exploratory research of visitor aƫ  tudes of Karlovac Spring promenade Fair was conducted on a con-
venience sample, which is a form of non-probability sampling, in the period from April 27th to May 
18th 2019 (only Saturdays). The survey quesƟ onnaire was fi lled out by 100 visitors. The hypothesis was 
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tested using the correlaƟ on and linear regression method. The observed variables were described 
using descripƟ ve staƟ sƟ cs (mean, mode). Also, the results of the research were presented in four 
groups of visitors by their age (15 – 24 young adulthood, 25 – 44 middle adulthood, 45 – 64 older 
adulthood, 65+ average reƟ rement age). The survey quesƟ onnaire contained 15 closed quesƟ ons 
and 2 open quesƟ ons. Aƫ  tudes of the respondents were measured by the Likert scale ranging 
from 1 to 5 (1-lowest score, 5-highest score). This exploratory research was carried out with the 
purpose of highlighƟ ng the signifi cance and the role of the visitor environmental aƫ  tudes and their 
behavior towards the environment. The analysis of collected data includes the comparison based 
on the general data of sample units such as age and place of residence. The main hypothesis of this 
research was confi rmed.  
ContribuƟ on to the fi eld
The results of this research benefi t to those subjects who manage the organizaƟ on of various events 
or manifestaƟ ons in order to improve the quality of services and also infl uence on the visitor’s 
consciousness of environmental conservaƟ on. ConƟ nuously improving the quality of the manifes-
taƟ on by organizing faciliƟ es with ecological themes, visitors are taught about the importance of 
preserving the environment in general, as well as the necessity of developing tourism according to 
the ecological principle.   
Research limitaƟ ons 
Several limitaƟ ons have been idenƟ fi ed during the research. The research of visitor aƫ  tudes of Kar-
lovac Spring promenade Fair was conducted in open space only on Saturdays accompanied by bad 
weather condiƟ ons. Due to bad weather, aƩ endance of the manifestaƟ on was modest.  
RecommendaƟ ons for future research
The future research could include comparaƟ ve analysis of the Karlovac Fair visitor environmental 
aƫ  tudes and environmental behaviour with the visitors of other ciƟ es in CroaƟ a. Also, the comparison 
of visitor aƫ  tudes towards the environment and their environmental behavior can be based on the 
potenƟ al disƟ ncƟ on between the urban and rural areas from which visitors come. 
Keywords: environmental aƫ  tudes, environmental behavior, environmental sustainability, Karlovac 
Spring promenade Fair, the age of visitors  

Abstract 74

Visitor percepƟ on of NaƟ onal Park Krka 
Hrvoje Carić, InsƟ tute of Tourism, CroaƟ a

Ana Perišić, Polytechnic of Šibenik, CroaƟ a

Study goals, methods and research implicaƟ ons 
Understanding visitor structure, preferences and percepƟ ons plays an essenƟ al role in developing 
markeƟ ng and management strategies in protected areas. Visitor survey in the NaƟ onal Park Krka 
has invesƟ gated demographics-structure, visit characterisƟ cs, saƟ sfacƟ on and percepƟ on of various 
variables enabling an array of correlaƟ ons. One of them was the analyzing 19 saƟ sfacƟ on variables 
to gain beƩ er understanding of the percepƟ on generaƟ ng image of prisƟ ne nature versus excursion 
site. The largest eff ect sizes on saƟ sfacƟ on variables between these two groups were found for: 
overall saƟ sfacƟ on with the park, fulfi llment of visiƟ ng moƟ ves and the number of other visitors 
in the Park, where the saƟ sfacƟ on on these elements of visitors perceiving the park as a place of 
prisƟ ne nature dominates over the saƟ sfacƟ on of the other group. This sort of understanding can 
help improve versaƟ le tasks of parks’ management: conservaƟ on, leisure, informaƟ on and educaƟ on. 
Furthermore, parks can use this approach to steer away from unwanted percepƟ on by introducing 
measures to reduce crowing, trampling and more so informing/educaƟ ng. Since the NP Krka is entering 
a cycle of investment in infrastructure and interpretaƟ on the changes of visitor structure, percepƟ on, 
moƟ vaƟ on and saƟ sfacƟ on could be monitored in order to assess the eff ect of the demand side.   
Keywords: visitor survey, protected area management, NaƟ onal Park Krka 
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Parallel session:
The role of indicators in 

sustainable tourism development 
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Abstract 75

Exploring indicators eff ecƟ vity to communicate sustainability 
at accommodaƟ ons sustainability reports
Ivonne Andrea Sánchez Hernández, AB Origen FoundaƟ on, Columbia  

Study aims and research framework  
Tourism sector has a big challenge to communicate eff orts at sustainability performance on away 
decision makers (government, community, tourists, companies) can understand impact of tourism 
development at their desƟ nies. This presentaƟ on is aimed to recognize the accessibility, compara-
bility and understand ability of informaƟ on provided by sustainability reports of accommodaƟ ons, 
and evaluate potenƟ al impact on travel consumpƟ on and sustainability development at the tourism 
sector specially facing integraƟ on of Sustainable Development Goals (SDG´s).
First step for this analysis was reports selecƟ on; it was made through a web search of reports looking 
for terms like sustainability reports, responsible reports, responsible corporate reports (English and 
Spanish) and selecƟ ng documents from the last 2 years and with quanƟ taƟ ve data for at least one of 
the main evaluaƟ on aspects environmental, social, economic. For the content analysis, fi rst are view 
of selected reports was conducted, through the idenƟ fi caƟ on of main and shared topics for reporƟ ng, 
as a result a set of related SDG´s and variables were idenƟ fi ed and indicators used in reports were 
associated to each one. For comparaƟ ve and eff ecƟ ve analysis indicators selecƟ on was based on 
the availability of quanƟ taƟ ve data; informaƟ on from support to community or social projects and 
fi nancial data was excluded from this analysis because of low comparability and complexity. According 
to the indicators and data extracted from reports, comparability assessment was carried out based 
on evaluaƟ on of terminology, scale and units used for indicators composiƟ on.
Next, eff ecƟ ve evaluaƟ on was carried out through the quanƟ taƟ ve analysis of indicators assessing 
reports with at least 2 years data and if results reported conducted to correct performance analysis 
for each case. Finally, a qualitaƟ ve analysis was made to establish accessibility and understandability 
for end informaƟ on users based on transparency and aƩ racƟ veness of informaƟ on reported. 
Research results
Despite great advances at sustainability reports schemes for communicaƟ ng openly diff erent SDG´s 
aspects, breaches are found at the establishment of comparaƟ ve analysis among companies and 
assessing impact of sustainability performance through the indicators used for the organizaƟ ons and 
communicate results to data users.
First, results focuses on relate integraƟ on of SDG´s within reports, which from the 33 reports eval-
uated only the 39% associated one or more SDG to the report´s goals, specially such responding to 
the Quality educaƟ on, Gender equality, Decent Work and Economic Growth, Industry InnovaƟ on 
and Infrastructure, Sustainable CiƟ es and CommuniƟ es, Responsible ConsumpƟ on and producƟ on, 
and Climate AcƟ on. Next, indicators showed breaches to establish comparaƟ ve analyses based on 
a low conceptual framework agreement and use of diff erent units without a clear data aggregaƟ on 
methodology for most of the indicators, also comparability could be misunderstood according to 
diff erences of installed capacity not included in the elaboraƟ on of indicators. However, there is 
also recognized that data is been provided in the diff erent dimensions off ering possibility to assess 
sustainability from an integral framework.
For the assessment of improvement in the organizaƟ ons through Ɵ me, there was recognized a low 
capacity of integral analysis from data provided in the reports because most of the informaƟ on off ered 
in diff erent periods of comparisons within the reports. On the other hand, indicators reported are 
limited, especially at environmental aspects, to conduct clear analysis of the savings or variaƟ on of 
the natural resources use (water and energy mainly) which could infer to wrong examinaƟ on of the 
environmental goals accomplishments.
Finally, aŌ er there view of the 33 reports, this analysis show a low potenƟ al of this data to be acces-
sible or used by target users because of complexity and extension of reports as well as low clarity 
of delivered informaƟ on.
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Conclusions
As conclusions, and according to the reports evaluated, despite availability of a lot of data, sƟ ll is 
unclear how decision making can use these reports for sustainable tourism assessment. AddiƟ onally, 
sustainability communicaƟ on between companies and target public is sƟ ll focused on extensively 
inform how and what companies are making, but there are not clear tools to communicate how 
much they are really impacƟ ng at sustainable development. However, reports from hospitality sec-
tor demonstrate a producƟ on of basic data, that if is correctly integrated could conduct to relevant 
insights at sustainable development of tourism sector could be delivered. This presentaƟ on opens 
a discussion about integraƟ on of indicators for sustainability account ability while idenƟ fy reaches 
and potenƟ al of data collected in the hospitality sector. Furthermore, an exploratory perspecƟ ve 
to analyze effi  ciency in natural resource use to support the evaluaƟ on of environmental targets is 
presented. Nevertheless, there is required to compile and review more extensive cases of study and 
evaluate informaƟ on within organizaƟ ons; which is a great opportunity to off er to decision makers’ 
tools for using this informaƟ on around sustainable tourism planning and development.
Keywords: sustainable indicators, sustainable development objecƟ ves, SDG´s, sustainable tourism, 
sustainable reports   

Abstract 76

EvoluƟ on of tour operator’s sustainable pracƟ ces: 
From neglecƟ ng responsibility towards embracing policies 
Nevenka Čavlek, University of Zagreb, Faculty of Economics and Business, CroaƟ a

Vanja Krajinović, University of Zagreb, Faculty of Economics and Business, CroaƟ a

Antonio Vlahov, University of Zagreb, Faculty of Economics and Business, CroaƟ a

Background and goals
The concept of sustainable tourism development nowadays is faced with numerous challenges. De-
spite it being extensively researched, it nevertheless provides insuffi  cient amount of answers when 
it comes to the stage of implemenƟ ng sustainable pracƟ ces into desƟ naƟ on’s policies. Sustainability 
as a concept seems rather straighƞ orward and therefore easily implemented into development 
strategies. However, if this was the case, desƟ naƟ ons would not be faced with deterioraƟ ng quality 
of resources and declining quality of life of the local communiƟ es. On the contrary, despite the 
signifi cant progress made in the fi eld, the process of implemenƟ ng sustainable pracƟ ces is sƟ ll not 
completely defi ned and elaborated. The ever-growing impacts of tourism development in diff erent 
desƟ naƟ ons have escalated and resulted with the emergence of the concept of over tourism, indica-
Ɵ ng that the limits to growth and accessible change have been exceeded. As tour operators have rather 
signifi cant impact on the overall tourism fl ows in majority of most visited desƟ naƟ ons worldwide, 
their role in ensuring sustainability seems to be crucial. Their interest for taking part in that process 
has been changing signifi cantly. Nowadays it is twofold – to parƟ cipate in the process of ensuring 
sustainability in desƟ naƟ ons of their interest and to build an image of sustainable business enƟ ty, 
that would have posiƟ ve impact on demand during the process of products producƟ on and delivery. 
The overall sustainability of desƟ naƟ ons is in the focus of tour operators’ interest as it has a direct 
impact on the quality of experience of their customers. Even though sustainability is dominantly 
researched from the supply side perspecƟ ve, it is directly related to the demand side, as tourists 
consume desƟ naƟ ons’ resources and are infl uenced by the hospitality of local community. Therefore, 
it is in tour operators’ interest to ensure sustainable environment that would bring prospect to the 
local community and high quality products and services to their customers, bearing in mind that 
tour operators’ products are increasingly becoming demand-driven. Therefore, the main objecƟ ve 
of this paper is to determine phases of evoluƟ on of tour operators’ sustainable pracƟ ces and their 
role in inducing those pracƟ ces within tourism desƟ naƟ ons.  
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Design/methodology/approach
AŌ er the iniƟ al analysis of theoreƟ cal fi ndings in the fi eld of sustainable tourism development in 
general and sustainable pracƟ ces of tour operators in parƟ cular, the research is focused on analysis 
of secondary data and content analysis of the published reports. As the research is focused on acƟ vi-
Ɵ es undertaken by tour operators, the analysis is limited to the publicaƟ ons and reports issued by 
the largest enƟ Ɵ es in this business and will be analyzed and evaluated qualitaƟ vely. The qualitaƟ ve 
genre of this research is a case study analysis. 
Results
There is liƩ le doubt that sustainable development is in the focus of both academia and pracƟ Ɵ oners 
these days. However, as those two parts of the research process were not synchronized temporally 
or substanƟ ally, it is now Ɵ me to balance the improvements in their research in order to yield opƟ -
mal sustainable pracƟ ces for desƟ naƟ ons worldwide. Even though the focus is not put on the same 
stakeholders in the process of providing tourism services and experiences, the fi nal outcome is the 
analogous – to ensure long-term sustainability of resources within a desƟ naƟ on and increase the 
quality of life for the local community. In this sense, research results indicate that the issue of sus-
tainability has signifi cant impact on tour operators’ businesses and that is to ensure opƟ mal quality 
of experience for tourists, prosperity for the local communiƟ es and balanced business results for 
tour operators.  
Conclusions
The main conclusion arising from this research is related to the specifi cmoƟ vaƟ on of tour operators 
for developing sustainable pracƟ ces in their business in order to create beƩ er environment within 
desƟ naƟ ons and to saƟ sfy their increasingly sensible customers.
ContribuƟ on to the fi eld
The issue of tour operators’ involvement in ensuring sustainable tourism development is oŌ en a 
maƩ er of diff erent debates and researches. However, as tourism system is highly complex and there-
fore extremely diffi  cult to be analyzed in terms of sustainability, there is certain shortage of research 
devoted to this issue. Therefore, the contribuƟ on of this research is refl ected in the analysis of dif-
ferent acƟ viƟ es undertaken by tour operators and dedicated to ensuring sustainable development 
of desƟ naƟ ons. Furthermore, the research will provide overview of the increase in the amount of 
eff ort put by tour operators in the process of ensuring sustainability of their pracƟ ces and acƟ viƟ es. 
Keywords: sustainable tourism development, tour operators, tourism desƟ naƟ ons, tourism develop-
ment  

Abstract 77

Can indicators for sustainable tourism improve tourism 
planning on the coastal desƟ naƟ ons? – Empirical evidence 
from Catalonia, Istrian region and Tuscany region
KrisƟ na Brščić, InsƟ tute of Agriculture and Tourism, CroaƟ a

Luis Prats Planaguma, University of Girona, Spain

Antonio Raschi, NaƟ onal Research Council InsƟ tute of Biometeorology, Italy

ValenƟ na Marchi, NaƟ onal Research Council InsƟ tute of Biometeorology, Italy 

Tina Šugar, InsƟ tute of Agriculture and Tourism, CroaƟ a

Katarina Lovrečić, InsƟ tute of Agriculture and Tourism, CroaƟ a

Danijela Poljuha, InsƟ tute of Agriculture and Tourism, CroaƟ a 

Background and goals
Due to the conƟ nuous increase of tourism industry and the high pressure of tourism on desƟ naƟ ons, 
tourism desƟ naƟ ons need to be managed under a sustainable framework, with the main aim of 
avoiding the negaƟ ve eff ects caused by the tourism fl ows. In the last years, several aƩ empts have 
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been developed in order to measure those eff ects and value the level of sustainability of every des-
Ɵ naƟ on. A clear example of this is the European Tourism Indicator System (ETIS). Nevertheless, the 
vast majority of those aƩ empts could not obtain data able to value and compare desƟ naƟ ons.The 
aim of the paper is to present the results of tesƟ ng indicators of sustainable tourism, grouped in the 
categories as social, economic, cultural and environmental, indesƟ naƟ ons of Catalonia, IstrianRegion 
and Tuscany Region.  
Design/methodology/approach
The research was performed within the framework of the INTERREG MED MITOMED+ project. 
Indicators calculated in the regions have been collected in diff erent ways: by surveys, contacƟ ng 
local partners, ciƟ es and municipaliƟ es, tourisƟ c companies, offi  cial governmental staƟ sƟ cs, tourist 
offi  ces, local, regional or naƟ onal staƟ sƟ cal bureaus and other stakeholders. The results of 33 col-
lected indicators are available on the online plaƞ orm of the project. Paper presents the analysis of 
collected indicators in threeregions, such as Catalonia, Istria and Tuscany. Although all three regions 
are the part of the Mediterranean, the region of Catalonia, Istrian Region and Tuscany Region are 
diff erent in many ways, starƟ ng from basic characterisƟ cs such as size, populaƟ on, length of the 
coast, number of visitors, to the specifi c features of each desƟ naƟ on and with diff erent regulaƟ ons 
related to tourism. The role of indicators is to provide useful informaƟ on for future planning of tourism 
acƟ vity in the regions. The paper presents the interpretaƟ ons of the specifi c indicators that can or 
cannot be compared among diff erent desƟ naƟ ons in these regions. The goals is to generate the 
picture of the state of sustainability of tourism in the desƟ naƟ ons and provide informaƟ on about 
needed improvements in order to develop coastal tourism desƟ naƟ ons in a more responsible way. 
Results
The preliminary results show groups of relevant indicators linked to social, environmental and eco-
nomic sustainability, and enough level of informaƟ on available to start taking strategic decisions at 
the municipal level. The results of the analysis can be used as a monitoring system and management 
tool in order of beƩ er planning of sustainable tourism in mariƟ me and coastal desƟ naƟ ons. 
Conclusions
Tourism has an important role in many mariƟ me and coastal desƟ naƟ ons in the Mediterranean. 
Sustainable and responsible planning of tourism on a desƟ naƟ on can be possible only if informaƟ on 
about the impact of tourism acƟ viƟ es on the desƟ naƟ ons is available on the local level. The set of 
indicators off er the local and regional government the possibility to create and manage the set 
informaƟ on that will help them to plan diff erent acƟ viƟ es in order to improve sustainability in their 
regions. Data collected from desƟ naƟ ons will help local and regional administrators and stakeholders 
to prevent factors of risk, to take decisions and to improve the implementaƟ on of policies for the 
mariƟ me and coastal tourism development in the Mediterranean area. 
ContribuƟ on to the fi eld
Paper contributes with 33 indicators collected in coastal desƟ naƟ ons from Catalonia, Istrian Region 
and Tuscany Region, developed under the frame of MITOMED+ project. The main aim is to genera-
te a system of informaƟ on for desƟ naƟ on decision-making that allows us to value and compare 
diff erent local desƟ naƟ ons in order to minimize the negaƟ ve eff ects of tourism while increasing the 
level of sustainability. 
Research limitaƟ ons
Set of tested indicators in the regions consists of 33 indicators, however, data for some indicators 
are unavailable because of various reasons. Some indicators are available only on a naƟ onal level, 
for some indicators data are not registered or there is no available data for indicators calculaƟ on. 
However, the online plaƞ orm does not require all indicators to be entered and indicators can be 
subsequently modifi ed. The other basic limitaƟ on for the beƩ er understanding of indicators usage 
as an informaƟ on guide in tourism desƟ naƟ on planning is the fact that indicators were collected only 
for two years. So, for now; there are no possibiliƟ es to calculate the trend which is the important 
informaƟ on in sustainable tourism development planning. But developing a tool, like a possibility to 
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calculate a set of indicators for local governments, can have a wider impact in conducƟ ng and creaƟ ng 
policies that promote sustainable and responsible tourism in the Mediterranean. 
Keywords: sustainable tourism, indicators of sustainable tourism, sustainable development, mariƟ me 
and coastal desƟ naƟ ons  

Abstract 78

Eco-labeling in tourism: 
The disconnect between theory and pracƟ ce 
KrisƟ na Bučar, University of Zagreb, Faculty of Economics and Business, CroaƟ a

Derek Van Rheenen, University of California Berkeley, USA

Zvjezdana Hendija, University of Zagreb, Faculty of Economics and Business, CroaƟ a 

Background and goals
Each year the global tourism market records increasing numbers of internaƟ onal tourist arrivals, 
drawing aƩ enƟ on to the negaƟ ve impacts on environmental sustainability. As such, the concept of 
sustainability has become of paramount concern in the tourism sector over the last few decades with 
an emphasis on “going green” and reducing the environmental footprint associated with this increased 
tourism. At the same Ɵ me, tourists have become increasingly concerned about environmental issues 
while travelling, forcing tourism providers to carefully plan in a sustainable way. Stakeholders in the 
tourism industry have accepted this trend and have applied new approaches and strategies towards 
environmental sustainability in their management pracƟ ces. The green tourism began when the 
fi rst eco-label, Blue Flag, launched in France, in 1987. In the following year, the company expanded 
its acƟ viƟ es to other European countries of Europe; it became an internaƟ onal eco-label in 2001. 
Eco-labelling should help tourists make informed decision about their prospecƟ ve desƟ naƟ ons. 
However, since the fi rst eco-label in tourism was launched, the number of eco-labels in tourism 
sector has rapidly increased in number; today there are almost one hundred diff erent eco-labels 
within the tourism industry. Unfortunately, there is no standardized set of criteria for cerƟ fi caƟ on 
relaƟ ve to environmental sustainability pracƟ ces. Ideally, eco-labels should provide tourists with the 
assurance that a tourism business has been cerƟ fi ed as environmentally friendly and commiƩ ed to 
local sustainability. OŌ en, however tourists do not know what eco-labelling actual off ers them and 
how reliable such cerƟ fi cate are because there are so many diff erent standards with varying levels 
of quality control. Given this pracƟ cal issue within the global tourism industry, this research seeks to 
review how much process of eco-labelling is represented in scienƟ fi c literature to date. 
The purpose of this paper 
This paper is focused on the process of increased demand and supply of sustainable (e.g., green) 
pracƟ ces in tourism today. It has become evident in the last two decades, that tourism off ers the 
potenƟ al for many posiƟ ve impacts to local tourist desƟ naƟ ons, while at the same Ɵ me the industry 
leaves large environmental (e.g., carbon) footprints. The purpose of this paper is to explore and 
compare the widespread eco-labelling process in the tourism industry today. 
Methodology 
Key sources of informaƟ on included literature concerning the green strategies in tourism and 
eco-labels in tourism. In this regard, the current study will uƟ lize a content analysis of extant journal 
arƟ cles. Other perƟ nent data gathered from desktop searches will idenƟ fy websites which provide 
informaƟ on about exisƟ ng eco-labels and the cerƟ fi caƟ on process in tourism, were arƟ culated. Both 
sets of data will be analysed comparaƟ vely. 
Results 
The tourism market is a dynamic and ever-changing industry; these changes force the tourism in-
dustry to adapt to evolving tourist demand. The demand for environmentally friendly products and 
services has strongly increased in the last decade. As a result, the tourism sector has seen the rise 
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and proliferaƟ on of eco-labels, especially since the turn of the 21thCentury. The research has shown 
that within tourism pracƟ ce, there are numerous types of eco-labels and green cerƟ fi cates which 
currently exist in the tourism industry. There is a tremendous variaƟ on in process of cerƟ fi caƟ on, 
the administraƟ on and scope of eco-labels as well as the target groups of these trends. This study 
seeks to compare studies and an evolving theory on the subject with the actual pracƟ ce of eco-label 
cerƟ fi caƟ on. 
Conclusion
Eco-labelling is a growing trend within the tourism sector, parƟ cularly within the last two decades. The 
emerge of eco-labels in tourism has led to the acƟ vaƟ on of green strategies and other sustainability 
eff orts within the local economy. It is essenƟ al that all economic sectors in tourist desƟ naƟ ons make 
an eff ort to change their way of thinking with the idea of going green as a way to achieve long-term 
sustainable development. In the future, decisions in the tourism industry that are considered to be 
environmental-friendly will make a diff erence in the process of choosing where and how tourists 
are going to spend their holidays. Therefore, a guiding quesƟ on of this study is whether eco-labels 
sƟ mulate or infl uence tourist demand. While this trend towards eco-labelling may bode well for global 
eff orts at increasing local sustainable development, without a standardized process of cerƟ fi caƟ on, 
these eco-labels may simply serve as a convenient and relaƟ vely superfi cial markeƟ ng strategy. 
Keywords: internaƟ onal tourism, green orientaƟ on in tourism, Blue Flag, eco-labelling  
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Carrying capacity as a tool for addressing overtourism 
Zoran Klarić, InsƟ tute for Tourism, Zagreb, CroaƟ a

Zrinka Marušić, InsƟ tute for Tourism, Zagreb, CroaƟ a

Izidora Marković Vukadin, InsƟ tute for Tourism, Zagreb, CroaƟ a

Renata Tomljenović, InsƟ tute for Tourism, Zagreb, CroaƟ a

Siniša Horak, InsƟ tute for Tourism, Zagreb, CroaƟ a  

Background and goals 
Determining overtourism in desƟ naƟ ons is increasingly in public’s focus of many global tourist desƟ -
naƟ ons, including CroaƟ a. According to UNWTO (2018), overtourism describes an impact of tourism 
that excessively adversely infl uences perceived quality of life of residents and/or quality of visitor 
experience in a desƟ naƟ on.Therefore, the quesƟ on on the maximum number of tourists in a peak 
season in a given areathat does not adversely aff ect the natural and cultural environment came to 
focus of various researchers around the world (Middleton & Hawkins, 1997). Carrying capacity as a 
concept has also been in a focus of researchers long before overtourism has become a buzz word of 
recent unsustainable tourism trends. A number of methodologies on carrying capacity esƟ mates have 
been developed and tested in various types of desƟ naƟ ons (McIntyre, 1993; Singh, 2006; Jurinčić 
2009;Klaric 2007 and 2012; Buckley, 2015) with the main aim of sustainable management. Nowadays 
it is crucial to merge these two conceptsto successfully addressthe exisƟ ng threat of overtourism, 
which is becoming a catalysator of tourism decline and community irritaƟ on with tourism. Split-Dal-
maƟ a County is one of CroaƟ a’s coastal counƟ es, where tourism is the most important economic 
acƟ vity. The county is exposed to high seasonal tourism pressure, especially in several urban areas 
and along the narrow coastline belt. Since it is also a county with the highest tourism growth in recent 
years, overtourism became a major issue in media.Content analysis of more than 150 arƟ cles on 
tourism and crowding in Split-DalmaƟ a County published by two major online portals revealed that 
traffi  c congesƟ on, uƟ lity infrastructure and crowding in old towns city centers were the dominaƟ ng 
topics. The Tourism Board of the County of Split-DalmaƟ a was the fi rst in the country to conduct a 
Tourism Carrying Capacity Study. The research was entrusted to the InsƟ tute for Tourism in 2018. 
Since the results of the study were well accepted by the County and widely distributed in media, this 
case study can also serve as good tool for determining carrying capacity in relaƟ on to overtourism.  
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Design/methodology/approach
This paper methodology approach is based on the recogniƟ on of key constraints or ‘boƩ lenecks’ 
that prevent further growth of tourist arrivals in a given area over a given Ɵ me, taking into account 
the current state of the tourism product. Tourism carrying capacity esƟ maƟ ons are based on the 
key indicators of tourism development, divided into the variable and non-variable ones. The variable 
indicators include infrastructural, socio-cultural and poliƟ cal-economic elements which can be modi-
fi ed to a greater or lesser extent. The non-variable indicators are spaƟ al and ecological elements, 
funcƟ oning therefore asthe starƟ ng point for any future tourism development.Considering the 
complexity of the Split-DalmaƟ a County and its fragmentaƟ on in 16 ciƟ es and 39 municipaliƟ es, 
the esƟ mate of sustainable carrying capacity wascalculated for seven clusters: The City of Split, Split 
Riviera, Makarska Riviera, islands of Brač, Hvar and Vis, and DalmaƟ an hinterland. The indicators’ 
esƟ mateswerebased on data collected from the relevant and reliable secondary sources and primary 
research that included: (i) survey of local populaƟ on aƫ  tudes towards tourism on a representaƟ ve 
sample of 1,500 County residents, (ii) survey of local government aƫ  tudes towards tourism on a 
sample of 12 ciƟ es and 25 municipaliƟ es, (iii) in-depth interviews with tourism stakeholders, and (iv) 
detailed observaƟ on, including photo shooƟ ng, of the county’s territory from the air during the peak 
tourist season when the pressure on space and community is the greatest.A fi rst step in the tourism 
carrying capacity assessment was determinaƟ on of the key indicators and their importance for the 
area, its residents and the economy of the county. Key criƟ cal areas, i.e. ‘boƩ lenecks’ are detected 
based on the analysis of the indicators.The limits defi ned by the boƩ lenecks are compared with the 
actual and planned tourism development leveland used as a basis for the carrying capacity calcula-
Ɵ on. The fi nal step includes guidelines for the development control, i.e. prevenƟ on of overtourism 
for the parƟ cular clusters and the County as a whole, including proposals for the key acƟ ons and 
monitoring of the future tourism development.  
Results 
The research results indicate that the area of Split-DalmaƟ a County, as an unchangeable, i.e. non-vari-
able element of carrying capacity, provides opportuniƟ es for accepƟ ng signifi cantly more tourists 
than today. The main limiƟ ng factors of further tourism growth are the variable elements of carrying 
capacity, primarily the uƟ lity and transport infrastructure, which have not adequately followed the 
development needs of the local populaƟ on, while the tourist demand has only increased these prob-
lems. The major ‘boƩ lenecks’ are the inadequate waste disposal and waste treatment, as well as the 
electricity and water supply systems which are already at the edge of endurance in some parts of the 
county. For example, four largest ciƟ es in the coastal part of the county are supplied with water from 
the only one source, the Jadro River. That can potenƟ ally lead to a disaster in a case of a polluƟ on 
of the Jadro River. The addiƟ onal issues are losses in the water supply system which is greater than 
50% in some of the clusters. Furthermore, the exisƟ ng water supply capaciƟ es are at the margins of 
full uƟ lizaƟ on in some areas such as the island of Vis and the Makarska Riviera. The drainage is also 
not adequate due to the unfi nished sewerage system. Many households on the islands and in the 
DalmaƟ an hinterland are sƟ ll using sepƟ c tanks instead of public drainage system. A parƟ cular problem 
is the traffi  c infrastructure, parƟ cularly lack of parking places in all major tourist desƟ naƟ ons, as well 
as frequent road traffi  c jams in the main season, especially on Split Riviera and in the city of Split. The 
analysis of a number of socio-demographic and socio-cultural indicators highlighted several issues: 
(i) lack of workforce, (ii) unfavorable age and educaƟ onal structure of the local populaƟ on,and (iii) 
unfavorable raƟ o of tourists versus residents in some areas. Surprisingly, a generally posiƟ ve resident’s 
aƫ  tudes towards tourism are more pronounced in desƟ naƟ ons burdened with a high number of 
tourists. This is probably because the majority of households in those areas directly benefi t from 
tourism. As the main negaƟ ve impacts from tourism the residents highlighted the increase of living 
expenses, traffi  c congesƟ ons and pressure on the infrastructure. It can be concluded that tourism 
in Split-DalmaƟ a County is perceived, both, as the main development engine of the County, and as 
the cause of all the major problems, at the same Ɵ me. However, although complaining about some 
of the tourism impacts, the aƫ  tudes of local governments pinpoint that there is no willingness to 
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take any acƟ on through more eff ecƟ ve measures that would limit the further increase in tourist 
accommodaƟ on capaciƟ es in households.  
Conclusions 
The Results of the paper indicate that some of the County clusters almost reached the limit of a 
sustainable number of visitors in high tourist season and that the number of tourists in July and 
August should not be increased under the current circumstances. Otherwise, potenƟ al incidents 
can occur as a result of an inadequate or inappropriate uƟ lity and traffi  c infrastructure. However, it 
is also confi rmed that the County has a spaƟ al potenƟ al for further tourism development once the 
detected key constraints are removed. Through such approach, the overtourism already registered 
in some desƟ naƟ ons like the city of Split and Makarska Riviera, could be overcame with an increase 
of carrying capacity through parƟ cular investments in traffi  c projects (road link Trogir – Split – Omiš, 
new parking places) and uƟ lity infrastructure (central county waste disposal locaƟ on, upgrade of 
water and drainage pipelines, waste water treatment faciliƟ es), as well as through social capital and 
management capaciƟ es. 
ContribuƟ on to the fi eld 
The fundamental contribuƟ on of this research to a broad fi eld of sustainable, responsible and in-
formed tourism management issues is the applicaƟ on of an innovaƟ ve concept of carrying capacity 
that can be seen through diff erent treatment of variable and non-variable indicators. Awareness 
(Mihalič, 2016) is the basic premise for sustainable development, and thus a tool addressing the 
consequences of overtourism. This research has the basic purpose of deepening the methodology of 
carrying capacity and the creaƟ on of a comprehensive cogniƟ ve level as a basis for further posiƟ ve 
changes (agenda and acƟ ons) in tourism. 
Keywords: carrying capacity, indicators, overtourism, County of Split-DalmaƟ a, tourism sustainability 
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