
 iii 

T OUR ISM OS  

An International Multidisciplinary Journal of Tourism 
 

 
EDITOR- IN-CHIEF  
Paris Tsartas, University of the Aegean, Greece 

 

EDITOR  
Evangelos Christou, Alexander Technological Institute of Thessaloniki, Greece 

 

CO-EDITORS  
Haris Coccosis, University of Thessaly, Greece 

Gerasimos Zacharatos, University of Patras, Greece 

 

BOOK REVIEWS & CONFERENCE REPORTS EDITOR 
Marianna Sigala, University of the Aegean, Greece 

 

EDITORIAL ASSISTANT 
Konstantina Tsiakali, University of the Aegean, Greece 

 

SCIENTIFIC BOARD: 
Bill Bramwell, Sheffield Hallam University, United Kingdom 
Richard Butler, University of Surrey, United Kingdom 

Chris Cooper, University of Queensland, Australia 

Jafar Jafari, University of Wisconsin-Stout, U.S.A. 

David Harrison, London Metropolitan University, United Kingdom 

Chris Ryan, University of Waikato, New Zealand 

John Swarbrooke, Sheffield Hallam University, United Kingdom 

John Tribe, University of Surrey, United Kingdom 

Francois Vellas, University of Toulouse, France 

 

EDITORIAL ADVISORY BOARD 
Amal Aboufayad, Lebanese University, Lebanon 

George Agiomyrgianakis, Hellenic Open University, Greece 

Volkan Altinas, University of Bonn, Germany 

George Anastasopoulos, University of Patras, Greece 

Konstantinos Andriotis, Cyprus University of Technology, Cyprus 

Vassilis Angelis, University of the Aegean, Greece 

David Airey, University of Surrey, United Kingdom 
Teoman Alemdar, Bilkent University, Turkey 



 iv 

Sofia Avgerinou-Kolonia, National Technical University of Athens, Greece 

Thomas Baum, University of Strathclyde, United Kingdom 

Eleni Briasouli, University of the Aegean, Greece 

Dimitrios Buhalis, Bournemouth University, United Kingdom 

Nevenka Čavlek, University of Zagreb, Croatia 

Konstandinos Chatzimichalis, Harokopion University, Greece 

Kaye Chon, Hong Kong Polytechnic University, Hong Kong SAR China 

Lorant Denes David, Károly Róbert Főiskola, Hungary 
Alex Deffner, University of Thessaly, Greece 

Vasiliki Galani-Moutafi, University of the Aegean, Greece 

Hugo Goetch, Free University of Bozen-Bolzano, Italy 

Antti Haahti, University of Lapland, Finland 

Michael Hall, University of Otago, New Zealand 

Atsuko Hashimoto, Brock University, Ontario, Canada 

Svetlana Hristova, University Neofit Rilski, Bulgaria 

Olga Iakovidou, Aristotelian University of Thessaloniki, Greece 

Elizabeth Ineson, Manchester Metropolitan University, United Kingdom 

Stanislav Ivanov, International University College, Bulgaria 

Zoran Ivanovic, University of Rijeka, Croatia 

Peter Jones, University of Surrey, United Kingdom 

Jay Kandampully, Ohio State University, USA 

Ioannis Karamanidis, Alexander Technological Institute of Thessaloniki, Greece 

Panagiotis Kassianidis, Alexander Technological Institute of Thessaloniki, Greece 

Hanan Kattara, Alexandria University, Egypt 

Saad Al-Deen Kharfan, Tishreen University, Syria 
Fotis Kilipiris, Alexander Technological Institute of Thessaloniki, Greece 

Maria Kousi, University of Crete, Greece 

Metin Kozak, University of Mugla, Turkey 

Dimitrios Lagos, University of the Aegean, Greece 

Maria Lekakou, University of the Aegean, Greece 

Pericles Lytras, T.E.I. of Athens, Greece 

Leonidas Maroudas, University of the Aegean, Greece 

Cynthia Mayo, Delaware State University, USA 

Audrey Mc Cool, University of Nevada - Las Vegas, USA 

Andreas Papatheodorou, University of the Aegean, Greece 

Alex Paraskevas, Oxford Brookes University, United Kingdom 

Harald Pechlaner, Katholische Universität Eichstätt-Ingolstadt, Germany 

Mukesh Ranga, CSJM University, Kanpur, India 

Gordana Reckoska, University of Bitola, former Yugoslav Republic of Macedonia 

Chris Roberts, University of Massachusetts, USA 

Ana-Isabel Rodrigues, Polytechnic Institute of Beja, Portugal 



 v 

Odysseas Sakellaridis, University of the Aegean, Greece 

Alexis Saveriades, Cyprus University of Technology, Cyprus 

Ian Senior, Emirates Academy, United Arab Emirates  

Konstandina Skanavi, University of the Aegean, Greece 

Pantelis Skagiannis, University of Thessaly, Greece 

Marios Soteriades, T.E.I. of Crete, Greece 

Ioannis Spilanis, University of the Aegean, Greece 

Theodoros Stavrinoudis, University of the Aegean, Greece 
Snezana Stetic, University of Novi Sad, Serbia & Montenegro 

Marianthi Stogiannidou, University of the Aegean, Greece 

Theano Terkenli, University of the Aegean, Greece 

Rodoula Tsiotsou, University of Macedonia, Greece 

Adriana Mirela Tomescu, University of Oradea, Romania 

Stelios Varvaressos, T.E.I. of Athens, Greece 

Cleopatra Veloutsou, University of Glasgow, United Kingdom 

Maria Vodenska, University of Sofia, Bulgaria 

Sandra Watson, Napier University, United Kingdom 

Craig Webster, College of Tourism and Hotel Management, Cyprus 

Hannes Werthner, University of Innsbruck, Austria 

Atila Yüksel, Adnan Menderes University, Turkey 

Elfrida Zefi, University Fan Noli of Korca, Albania 

 

 

 

 

  



 vi 

T OUR ISM OS  

An International Multidisciplinary Journal of Tourism 

Volume 8, Number 3, 2013 

 

 

 

Special Issue:  

Tourism Destination Marketing & Management 

 

Guest Editors: 

Chris A. Vassiliadis & Maro Vlachopoulou 
 



 vii 

T OUR ISM OS  

An International Multidisciplinary Journal of Tourism 

Volume 8, Number 3, 2013 

Special Issue in Tourism Destination Marketing & Management 
 
 
 

CONTENTS 
 
EDITORIAL       xii 

 

 

RESEARCH PAPERS: 
 

STOCK-OPTION-BASED EXECUTIVE COMPENSATION PLANS 

AND LODGING FIRMS’ RISK-TAKING                        1 

Ming-Che Chien, Min-Ming Wen & Charles C. Yang 
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compensation by lodging industry firms on risk-taking, and whether or not 

perceptions of the risk firms face affects the design of CEOs’ 

compensation contracts. The data analyzed include market-based risk 

measures and executive compensation for 98 firms over the period from 
1992 to 2005 (totalling 734 firm-CEO observations). The study examines 

research questions by using three-stage least squares in estimating a two-

equation simultaneous equation system, in which both firm’s risks and 

compensation structures are endogenous. Risk is measured by total risk 
and idiosyncratic risk. Results show that contracts with large versus small 

bonus-option components induce risk-taking and in addition, perceptions 

of firms’ risk do substantially impact the design of compensation 

contracts. 
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damage and unethical labour practises. Customers, who declared the 

higher intentions to boycott those hotels, accused solely for environmental 
damage, are above 34 years of age, employees and retired persons. These 

customers are influenced by their past boycotting experience and by their 

intentions to boycott brands “guilty” of financial support to wars and 

unfair profiting. Customers, who declared the higher intentions to boycott 
the hotels, accused solely for unfair labour practices, are also above 34 

years of age. They would boycott their favourable brands if they were 
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approach adopted in this project includes the application of a case study 

in the heritage town of Plovdiv, Bulgaria. The findings provide evidence 

that public organisations need to realise the benefits of mutual marketing 
and promotion activities created in a local, regional and Internet -based 

context. The roles of the local airport, urban events, as well as the Internet 
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sun-and-sand tourism destination of a Greek region. Given the reported 

multidimensionality of the construct, and the critic on the psychometric 
properties of previously defined scales measuring tourism destination 

image, this study examines the applicability of a new scale and provides 

empirical evidence to propose an alternative component structure for the 
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means), reliability, and factor and cluster analysis. 18 destination 

components were rated on a 5-point Likert scale and continuously factor 
analyzed, producing 4 factors and accounting for 80.7% of the total 

variance. Segmentation based on factors produced 3 segments with N=32; 

50 and 59 British tourists respectively and with Final Cluster Centers 

ranging from 3.03 to 4.60. This research has contributed to the theoretical 
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be used as a basis for destination improvement and strategy formation.  
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necessity of public and private collaboration, an issue that needs to be 

taken into consideration when networks are created for tourism marketing. 
National tourism organisations can have a significant role to play in these 

networks. To this end, the role of social media and information technology 

is of significance for destination marketing. Incorporation of information 

and communication technologies and the adoption of c-commerce in a 
marketing tourism destination strategy may strengthen networks and 
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crucial for its survival.  This article presents a 2011 student-driven brand 

development and marketing campaign designed to create greater visibility 
and name recognition for the BNC.  Using contemporary theories which 
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EDITORIAL1 
 

This special issue concentrates on Tourism Destination Marketing and 

Management (TDMM) concepts and practices. In order for sustainable and 

competitive development practices that are a basis for being active- in a 

difficult globalized but in the same time from the financial crisis affected 

economic environment-  there is a need for conceptual, empirical and 

practical tools that are important for new theoretical discussion and affective 

implications in tourism management and TDMM concepts and practices.  

 

This special issue presents also papers from the 1
st
 International Conference 

of Contemporary Marketing Issues (ICCMI), held in Thessaloniki, Greece, 

between June 13-15 of 2012 and  jointly organized by Alexander 

Technological Educational Institute of Thessaloniki and Bucks New 

University of UK. After a call for papers proposal interesting papers were 
selected, blind reviewed and included in this special issue from authors who 

were not able to attend the Conference. The main aim of ICCMI 2012 was 

to thoroughly examine Contemporary Marketing Issues and discover new 

perspectives in the field of Marketing within the globalized, cooperative 

contemporary environment. The organizers with the editorial board of the 

Journal had found interesting the idea to publish a special issue with 

emphasis on “Marketing for DMO’s and Tourism Destinations”. The papers 

coming from the Conference were enhanced and upgraded by over 50% and 

all papers were handled through the Journal's publication guidelines.  All 

papers included in the special issue proposed new insights and perspectives 

in the wider knowledge area of Marketing for DMO’s and Tourism 

destinations. 

 

Lodging firms’ risk taking practices in tourism destinations, Ethical and 

Unethical hotel practices, Synergies and Alliances in the Public Sector, 

Marketing of Urban Heritage & new market players, Tourism property 

acquisition, Destination Marketing analyses, E-networks, positioning and 
branding of natural kind tourist attractions, stakeholders, and Image 

analyses of tourism destinations are basic elements and strategic aspects for 

Tourism Destination Marketing and Management practices. We believe that 

this special issue enriches the tourism destination marketing literature by 

exploring existing and new research issues from the perspective of the 

rapidly changing global economy.  
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At next we present briefly the papers included in this issue. 

 

The paper by Ming-Che Chien, Min-Ming Wen and Charles C. Yang, titled 

“Stock-option-based executive compensation plans and lodging firms’ risk-

taking”, deals with stock-option-based executive compensation by lodging 

industry firms on risk-taking, and gives emphasis to manager perceptions of 

the risk firms that affects the design of CEOs’ compensation contracts. The 
study examines research questions by using three-stage least squares in 

estimating a two-equation simultaneous equation system, in which both 

firm’s risks and compensation structures are endogenous. Risk is measured 

by total risk and idiosyncratic risk. Results show that contracts with large 

versus small bonus-option components induce risk-taking and in addition, 

perceptions of firms’ risk do substantially impact the design of 

compensation contracts. 

 

In the issue the paper, titled “Intentions to boycott unethical hotels: a 

conjoint analysis”,  by Irene Tilikidou, Antonia Delistavrou and Christos 

Sarmaniotis, the authors using a marketing analysis technique knowing as 

Conjoint Analysis, investigates the consumers’ intentions to boycott a hotel 

due to certain unethical business practices.  The results indicated that almost 

all respondents declared their intentions to boycott those hotels, which have 

been accused of both environmental damage and unethical labour practices. 

Customers, who declared the higher intentions to boycott those hotels, 

accused solely for environmental damage, are above 34 years of age, 
employees and retired persons. These customers are influenced by their past 

boycotting experience and by their intentions to boycott brands “guilty” of 

financial support to wars and unfair profiting. Customers, who declared the 

higher intentions to boycott the hotels, accused solely for unfair labor 

practices, are also above 34 years of age. They would boycott their 

favorable brands if they were accused for exploitation of workforce. 

The paper with the title “From e-business to C-commerce: Collaboration 

and Network Creation for an e-marketing Tourism Strategy” by Androniki 

Kavoura and Vicky Katsoni, emphasizes to the technologies that we can use 

to create extra value to information and co-operation & synergies that can 

bring flexibility and more successful administration practices related with 

destination managerial applications. Moreover the paper argues for the 

necessity of public and private collaboration, an issue that needs to be taken 

into consideration when networks are created for tourism marketing. 

National tourism organisations can have a significant role to play in these 

networks. To this end, the role of social media and information technology 
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is of significance for destination marketing. Incorporation of information 

and communication technologies and the adoption of c-commerce in a 

marketing tourism destination strategy may strengthen networks and 

alliances between the public-private sector for the implementation of a 

successful tourism development. 

The paper titled  “Public Sector Alliances in Marketing Urban Heritage 

Tourism: A Post-Communist Perspective” by   Deyan Hristov, Petia Petrova 

emphasizes to the current degree of collaboration and partnerships in 
marketing and promotion bounded by municipal bodies and other public 

organisations, involved in urban heritage tourism.. Its aim is to uncover the 

scope of collaborative activity among public sector organisations. The 

research approach adopted in this project includes the application of a case 

study in the heritage town of Plovdiv, Bulgaria. The findings provide 

evidence that public organisations need to realise the benefits of mutual 

marketing and promotion activities created in a local, regional and Internet-

based context. The roles of the local airport, urban events, as well as the 

Internet should be recognised and used as a catalyst of tourism demand.”   

Exploring the other papers of the issue the reader can find a paper about 

destination management strategy for South Africa based on the results of a 

segmentation process. The paper titled   “Tourism property acquisition in 

South Africa; SA: a destination marketing analysis ” by Marios Sotiriadis, 

Adrinet Snyman deals  with  the analysis of marketing segments that are 

attractive for SA. The research findings indicated that the five pull factors 

are, in order of importance, natural resources, government policy, country’s 

perception and infrastructure, competitiveness, and economy. The findings 
also suggest that destination marketers should seriously consider this market 

segment to be incorporated into destination marketing planning and 

activities.  

In the same framework,  analyzing customer perceptions and creating 

affective marketing strategies for a destination is the interesting paper  titled 

“Exploring the Cognitive Image of a tourism destination”,  by Nikolaos 

Stylos and Andreas Andronikidis. The empirical study is operationalized in 

a sun-and-sand tourism destination of a Greek region. Given the reported 

multidimensionality of the construct, and the critic on the psychometric 

properties of previously defined scales measuring tourism destination 

image, this study examines the applicability of a new scale and provides 

empirical evidence to propose an alternative component structure for the 

formation of cognitive tourism destination image. Our analysis suggests 

four image dimensions: (1) must-be conditions (2) attractive conditions, (3) 

appealing activities, and (4) natural environment. Implications are 

discussed. 
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Also the same issue includes the paper titled “Image Components of 

Nightlife-Clubbing Destinations” by the authors Irene C.  Kamenidou, 

Spyridon A. Mamalis, George Kokkinis and Christos Geranis. It’s an 

interesting paper specially for his niche segmentation study about 

components that are important to analyse Nightlife-Clubbing Destinations. 

More specifically the empirical part gives emphasis to the components of 

Kavos’ destination image. Data was collected with an aided self –

completion questionnaire and data analysis included descriptive statistics 
(frequencies, percentages and means), reliability, and factor and cluster 

analysis. 18 destination components were rated on a 5-point Likert scale and 

continuously factor analyzed, producing 4 factors and accounting for 80.7% 

of the total variance. Segmentation based on factors produced 3 segments 

with N=32; 50 and 59 British tourists respectively and with final Cluster 

Centers ranging from 3.03 to 4.60. This research has contributed to the 

theoretical gap of the tourism industry literature regarding destination image 

formation in the Mediterranean and specifically Greece. These results can 

be used as a basis for destination improvement and strategy formation.  

 

Finally, the paper in this issue entitled as “Positioning and Branding a 

Wilderness Tourist Attraction to meet all Stakeholders Objectives” by 

Agnes Otjen, gives a clear focus to three basic elements those of managing 

wilderness tourist attractions, the Branding strategy and Stakeholder 

destination management and strategy involvement. This article presents a 

case study. This case study confirms that bringing multiple stakeholders into 

the branding process is a highly effective way to create a powerful message 
for eco-tourist destinations.  

 

Closing this editorial, we want to mention that without the interesting papers 

and the hospitality of the Tourismos Editorial Board it was too difficult or 

else impossible to prepare and create this special issue, therefore we want to 

thank all the authors for their good job and coordination  and also we want 

specially thank the members of the journal for their important contribution. 

Our thanks also to all the reviewers, for their valuable recommendations and 

their critical academic work. 
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